BAB YV
PENUTUP DAN IMPLIKASI MANAJERIAL

Bab ini akan berisi kesimpulan dari hasil penelitian yang telah dilakukan.

Bab ini juga akan memberikan implikasi manajerial dan saran bagi industri e-

commerce, khususnya Tokopedia yang menjadi objek penelitian ini.

5.1

Kesimpulan

Berdasarkan pemaparan dan hasil yang diperoleh, penelitian mengenai

Search Engine Optimization, Social Media Posts, User-Generated Content, dan

Psychological Engagement terhadap Behavioral Engagement konsumen di e-

commerce Tokopedia, dapat disimpulkan sebagai berikut :

1.

Jumlah responden yang berhasil dikumpulkan adalah 275 responden, dan
responden yang valid adalah 251 responden.

Komposisi responden seimbang secara gender, yaitu 126 laki-laki, dan
125 perempuan.

Mayoritas responden berada pada usia 20-30 tahun, dengan jumlah 223
responden atau setara dengan 88,84% dari total responden.

Tingkat pendidikan responden mayoritas adalah SMA/SMK dan S1
(Sarjana).

Search Engine Optimization (SEO) tidak berpengaruh signifikan terhadap
Psychological Engagement (PE).

Search Engine Optimization (SEO) tidak berpengaruh signifikan terhadap
Behavioral Engagement (BE).

Social Media Posts (SMP) berpengaruh signifikan terhadap
Psychological Engagement (PE).
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10.

11

12.

13.

14.

15.

16.

. Social Media Posts (SMP) berpengaruh signifikan terhadap Behavioral
Engagement (BE).
User-Generated Content (UGC) berpengaruh signifikan terhadap

Psychological Engagement (PE).
User-Generated Content (UGC) berpengaruh signifikan terhadap
Behavioral Engagement (BE).

. Psychological Engagement berpengaruh signifikan terhadap Behavioral

Engagement (BE).
Psychological Engagement (PE) memediasi pengaruh Social Media Posts
(SMP), User-Generated Content (UGC) terhadap Behavioral
Engagement (BE).
Psychological Engagement tidak memediasi pengaruh Search Engine

Optimization terhadap Behavioral Engagement.

Attention to Social Comparison Consumption (ATSCC) tidak
memoderasi pengaruh pemasaran organik terhadap Behavioral
Engagement (BE).

User-Generated Content (UGC) menjadi praktik pemasaran organik

paling berpengaruh terhadap Behavioral Engagement (BE).
Social Media Posts (SMP) menjadi praktik pemasaran organik paling
bepengaruh terhadap Psychological Engagement (PE).

5.2 Implikasi Manajerial

Berdasarkan hasil penelitian pengaruh praktik pemasaran organik terhadap

keterlibatan perilaku di e-commerce Tokopedia ini, peneliti telah merangkum

implikasi manajerial guna meningkatkan keterlibatan perilaku kepada

Tokopedia atau industri sejenis. Berikut adalah sarannya :

1.

Berdasarkan hasil penelitian, terdapat dua variabel dengan nilai
kupengaruhkan tertinggi untuk keterlibatan perilaku yaitu, Social Media
Posts (SMP) dan User-Generated Content (UGC). Indiaktor Social Media
Posts (SMP) dengan nilai rata-rata tertinggi yaitu SMP1, “Postingan

media sosial mudah dipahami”, dan SMP5 “Postingan media sosial
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Tokopedia memiliki fitur seperti tautan produk, polling, atau pertanyaan
yang mengajak saya untuk berinteraksi”. Kedua indikator ini
menunjukkan bahwa kejelasan pesan, konten, dan juga interaktivitas
merupakan faktor utama yang meningkatkan engagement pengguna
terhadap Tokopedia. Oleh karena itu, Tokopedia disarankan untuk
mengoptimalkan konten media sosial dengan memperhatikan tigas aspek
penting. Pertama, gunakan bahasa yang sederhana, mudah di pahami, dan
juga memberikan visual yang menarik seperti infografis, selain itu konten
berdurasi pendek juga biasanya lebih efektif dalam menyampaikan pesan.
Selain itu, penggunaan fitur interaktif yang ditawarkan oleh media sosial
seperti, melakukan polling, sesi tanya jawab, atau video lainnya yang
mengutamakan interaksi konsumen.

Variabel User-Generated Content (UGC) juga menjadi variabel dengan
faktor paling tinggi dalam memengaruhi keterlibatan perilaku. Indikator
dengan nilai mean tertinggi yaitu, UGC3 “Konsumen lain berbagi
pengetahuan tentang efisiensi penggunaan platform Tokopedia di media
sosial” dan UGC4, “Beberapa postingan terkait Tokopedia di media
sosial merupakan repost ulasan konsumsi dari konsumen”. Kedua
indikator ini menunjukkan bahwa konten dari pengguna dinilai lebih
autentik dan dipercaya oleh responden. Oleh karena itu, Tokopedia
disarankan untuk terus memanfaatkan unggahan konten, atau ulasan
yang dibagikan oleh pelanggan. Tokopedia dapat membuat kampanye
media sosial seperti  peluncuran  hashtag khusus  seperti
#AsiknyaBelanjaTokopedia untuk mendorong pengguna membagikan
pengalaman berbelanja mereka. Selain itu, agar partisipasi bisa lebih
meningkat, Tokopedia bisa memberikan insentif berupa voucher atau
diskon kepada pengguna yang memberikan testimoni positif. Tokopedia
juga disarankan untuk selalu aktif me-repost konten-konten pengguna
yang menampilkan keunggulan platform dengan juga memberikan
kredit kepada pembuat konten untuk lebih membangun hubungan

perusahaan dengan konsumen.
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3.

Bagi industri e-commerce sejenis, temuan dalam penelitian ini
memberikan implikasi strategi terkait pentingnya optimalisasi media
sosial dan pemanfaatan konten buatan pengguna seperti yang sudah
disebutkan di atas. Pertama, perusahaan sebaiknya memberikan
penyampaian pesan berupa konten yang jelas dan mudah dipahami, serta
menggunakan fitur interaktif yang disediakan di media sosial. Hal ini
tidak hanya akan meningkatkan keterlibatan audiens, tetapi juga
memperkuat persepsi positif terhadap merek. Kedua, konten yang
berasal dari konsumen terbukti lebih autentik dan memiliki pengaruh
besar terhadap niat beli. Oleh karena itu, e-commerce lain dapat
mengadopsi strategi dengan mendorong pelanggan memberikan

pengalaman mereka melalui media sosial.

5.3 Keterbatasan Penelitian

Adapun beberapa keterbatasan dalam penelitian ini :

1.

Penelitian ini hanya berfokus pada penggunaan TikTok sebagai media
sosial yang mewakili aktivitas promosi Tokopedia. Padahal, Tokopedia
memiliki akun resmi dan aktivitas pemasaran di media sosial lainnya
seperti Instagram, Facebook, dan X (7witter). Dengan hanya menyoroti
TikTok, hasil penelitian ini belum mencerminkan secara menyeluruh
pengaruh strategi media sosial Tokopedia secara lintas platform.

Penelitian ini menggunakan Tokopedia sebagai platform e-commerce
secara umum tanpa merujuk pada toko online tertentu di dalam platform
tersebut. Hal ini berpotensi menimbulkan bias persepsi pada responden,
khususnya dalam menjawab pertanyaan-pertanyaan yang berkaitan
dengan indikator Search Engine Optimization (SEO), karena
pengalaman pencarian produk di Tokopedia dapat bervariasi antar toko
yang berbeda. Kurangnya spesifikasi ini dapat memengaruhi
konsistensi dan keakuratan tanggapan responden terhadap item yang

mengukur kualitas pencarian di platform.

Salah satu temuan dalam penelitian ini adalah variabel ATSC tidak

berperan signifikan dalam memoderasi pengaruh dalam penelitian ini,
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baik dalam hubungan antara Psyhoclogical Engagement terhadap
Behavioral Engagement, maupun pemasaran organik terhadap
Behavioral Engagement. Hasil dalam penelitian ini membuktikan
bahwa ATSC bukanlah faktor kontekstual yang relevan dalam pengaruh

keterlibatan perilaku di platform TikTok di e-commerce Tokopedia.

5.4 Saran Untuk Penelitian Selanjutnya

Berikut adalah saran untuk penelitian selanjutnya :

1.

Penelitian selanjutnya dapat disarankan untuk tidak hanya fokus pada satu
platform  e-commerce lokal seperti  Tokopedia, melainkan
membandingkannya dengan beberapa platform lainnya seperti Shopee,
Bukalapak, atau Lazada agar melihat perbedaan lintas platform. Solusi ke
depan, peneliti selanjutnya dapat melakukan pendekatan multi- platform
dengan melakukan penyebaran kuesioner atau wawancara kepada
pengguna aktif dari masing-masing e-commerce tersebut, agar data yang
diperoleh dapat merepresentasikan perbedaan perilaku konsumen dan

efektivitas pemasaran secara menyeluruh.

Penelitian selanjutnya dapat lebih fokus pada toko atau brand tertentu
dalam e-commerce Tokopedia, sehingga persepsi konsumen terhadap
fitur SEO dapat dikaitkan dengan pengalaman nyata mereka. Hal ini dapat
mengurangi bias persepsi, dan meningkatkan validitas eksternal dan

keakuratan tanggapan responden.

. Mengingat hasil penelitian ini dan beberapa studi lainnya telah

menunjukkan bahwa Attention...ATSC tidak memberikan efek moderasi
yang signifikan, maka disarankan untuk penelitian selanjutnya tidak
menggunakan variabel moderasi ATSC sebagai moderasi utama.
Sebaliknya, dapat mengeksplorasi variabel konteks lain yang lebih
relevan, seperti self-presentation, perceived peer influence, atau fear of
missing out (FoOMO), yang dapat memiliki pengaruh lebih kuat dalam

konteks keterlibatan konsumen di media sosial seperti TikTok
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LAMPIRAN

Lampiran 1 Kuesioner Penelitian

Halo!

Perkenalkan, saya David Himawan Soetianto, mahasiswa S1 Program
Studi Manajemen Pemasaran di Universitas Atma Jaya Yogyakarta. Saat ini,
saya sedang melakukan penelitian untuk skripsi saya yang
berjudul "PENGARUH SEO, SOCIAL MEDIA POST, UGC TERHADAP
KETERLIBATAN PERILAKU DENGAN MEDIASI KETERLIBATAN
PSIKOLOGIS DAN MODERASI ATTENTION TO SOCIAL
COMPARISON E-COMMERCE TOKOPEDIA "

Penelitian ini bertujuan untuk memahami bagaimana strategi pemasaran
alami Tokopedia bisa memengaruhi interaksi dan keterlibatan pengguna dalam
platform. Data dari kuesioner ini akan sangat membantu penelitian saya dan
tentunya akan dijaga kerahasiaannya—digunakan semata-mata untuk tujuan
akademik.

Kriteria Responden adalah sebagai berikut :

1. Pernah berbelanja di e-commerce Tokopedia.
2. Mengikuti (Follow) akun media sosial TikTok e-commerce Tokopedia.

(https://www.tiktok.com/@tokopedia)

3. Pernah melihat ulasan produk/User Generated Content (UGC) di platform

Tokopedia.

Partisipasi anda akan sangat berharga untuk kesuksesan penelitian ini!

Terima Kasih

Pertanyaan Filter 1
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Apakah Anda pernah berbelanja di e-commerce Tokopedia?
a. Ya
b. Tidak

Pertanyaan Filter 2

Apakah Anda mengikuti (follow) akun media sosial TikTok e-commerce
Tokopedia

a. Ya

b. Tidak

Pertanyaan Filter 3

Apakah anda pernah melihat ulasan produk/User Generated Content (UGC)
di media sosial Tiktok?

a. Ya

b. Tidak

Demografi Responden

Jenis Kelamin
a. Laki-laki

b. Perempuan

Usia

a. <20 tahun
b. 20-30 tahun
c. 31-40 tahun
d. 41-50 tahun

e. > 50 tahun

Pendidikan Terakhir
a. SMA/SMK
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b. D1/D2/D3
c. Sl
d. S2
S3
f. Lainnya

Search Engine Optimization

Search Engine Optimization (SEO) mengacu pada strategi pemasaran untuk
meningkatkan hasil dari pencarian mesin dengan cara mengoptimalkan
konten

Berikut poin pemelihan dalam pertanyaan :

1 = Sangat Tidak Setuju

2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

Saat saya berapa di platform Tokopedia

No Indikator STS| TS| N| S| SS

1 Kata kunci yang saya ketik di mesin
pencarian Tokopedia menghasilkan hasil
pencarian yang sesuai dengan apa yang

saya cari.

2 Saya menghabiskan banyak waktu untuk
menjelajahi toko online di Tokopedia

yang saya pilih dari hasil pencarian.

3 Saya menelusuri lebih banyak halaman
dalam toko online yang saya kunjungi di

Tokopedia.

4 Toko online yang saya kunjungi di

Tokopedia biasanya memiliki produk

yang saya butuhkan.
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Social Media Posts
Social Media Posts mengacu pada pesan berbasis teks dan gambar yang

dipublikasikan di platform media sosial oleh merek

Berikut poin pemelihan dalam pertanyaan :

1 = Sangat Tidak Setuju

2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

Saat saya berapa di media sosial TikTok Tokopedia

No Indikator STS| TS|N|[S|SS
1 Postingan media sosial Tokopedia mudah

dipahami.
2 Postingan media sosial Tokopedia jelas

dan tidak membingungkan.

3 Postingan media sosial Tokopedia
biasanya menarik perhatian emosional

saya.

4 Postingan media sosial Tokopedia terasa
akrab dan dekat dengan merek karena

menggunakan bahasa yang santai.

5 Postingan media sosial Tokopedia
memiliki fitur seperti tautan produk,
polling, atau pertanyaan yang mengajak

saya untuk berinteraksi.

User-Generated Content
User-generated Content mengacu pada konten (seperti foto, video, ulasan

atau komentar) yang dibuat dan dibagikan secara sukarela
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Berikut poin pemelihan dalam pertanyaan :

1 = Sangat Tidak Setuju

2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

Saat saya berada di media sosial TikTok Tokopedia.

No Indikator STS| TS| N|[S|SS

1 Saya suka membaca postingan terkait

Tokopedia dari konsumen lain.

2 Saya menganggap postingan terkait
Tokopedia dari konsumen lain sebagai

sumber informasi yang kredibel.

3 Konsumen lain berbagi pengetahuan
tentang efisiensi penggunaan platform

Tokopedia di media sosial.

4 Beberapa postingan terkait Tokopedia di
media sosial merupakan repost ulasan

konsumsi dari konsumen.

Psychological Engagement
Psyhological Engagement mengacu pada suatu keadaan mental psikologis
yang berbeda dari perilaku interaktif yang sekedar seperti menyukai dan

membangikan konten.

Berikut poin pemelihan dalam pertanyaan :
1 = Sangat Tidak Setuju

2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju
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No

Indikator

STS

TS

SS

Saya tidak merasa stres saat berinteraksi
dengan platform e-commerce Tokopedia
dan konten media sosial yang terkait

dengan Tokopedia.

Saya merasa antusias dan terinspirasi
ketika berinteraksi dengan platform e-
commerce Tokopedia dan konten media

sosial yang terkait dengan Tokopedia.

Saya tidak menyadari berjalannya waktu
saat berinteraksi dengan platform e-
commerce Tokopedia dan konten media

sosial yang terkait dengan Tokopedia.

Behavioral Engagement

Behavioral Engagement mengacu pada interaksi sukarela yang dilakukan

oleh konsumen terhadap sebuah produk di media sosial.

Berikut poin pemelihan dalam pertanyaan :

1 = Sangat Tidak Setuju
2 = Tidak Setuju

3 = Netral
4 = Setuju
5 = Sangat Setuju
No Indikator STS | TS SS
1 Saya membagikan opini dan
menyampaikan informasi tentang
pengalaman saya dengan Tokopedia di
platform media sosial.
2 Saya menyukai (/ike) unggahan media
sosial Tokopedia.
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3 Saya  memberikan  komentar  pada
unggahan media sosial Tokopedia di

platform media sosial.

4 Saya membagikan (share) unggahan
media sosial Tokopedia di akun media

sosial saya.

5 Saya bersedia tetap menjadi pengikut

halaman media sosial resmi Tokopedia.

Attention to Social Comparison
Attention to Social Comparison mengacu pada tingkat kepekaan individu
terhadap informasi perbandingan sosial, dan bagaimana individu

menyesuaikan diri dalam suatu lingkungan.

Berikut poin pemelihan dalam pertanyaan :

1 = Sangat Tidak Setuju

2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

No Indikator STS| TS| N| S| SS

1 Penting bagi saya untuk membeli merek
produk tertentu yang banyak dibeli oleh
pengguna lain di Tokopedia.

2 Jika banyak orang membeli merek produk
tertentu di Tokopedia, saya merasa itu

adalah pilihan terbaik untuk dimiliki.

3 Jika saya ragu tentang produk yang akan
dibeli, saya biasanya melihat produk yang

paling banyak dibeli oleh pengguna lain.
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4 Saya cenderung memperhatikan produk
yang paling banyak dikonsumsi oleh
pengguna lain di Tokopedia.

Terima kasih atas waktu dan partisipasi Anda!

Partisipasi Anda sangat berarti dan akan memberikan kontribusi yang
berharga bagi kelancaran dan keberhasilan kegiatan yang sedang kami
jalankan. Saya sangat menghargai setiap jawaban yang Anda berikan, dan
dengan ini saya menjamin bahwa seluruh data dan informasi pribadi
yang Anda sampaikan akan dijaga Kkerahasiaannya serta hanya

digunakan untuk keperluan analisis yang bersifat akademis.

Mohon  kesediaannya  untuk  menuliskan nomor  kontak
(WhatsApp/telepon) yang dapat dihubungi. Informasi ini akan digunakan
hanya untuk keperluan pengundian dan penyerahan hadiah kepada

peserta terpilih, dan akan saya jaga kerahasiaannya dengan sebaik mungkin.

Nomor kontak yang dapat dihubungi
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Lampiran 2. Data Responden

Ap T Apakah andapernah
Apakah Anda pernah mefRET AL melihat ulasan
. berbelanja di e- T . produk/User Generated . k . Pendidikan Nomor Kontak yang dapat
Timestamp . akun media sosial Jenis Kelamin Usia . . .
commerce Tokopedia? . Content Terakhir dihubungi
TikTok e-commerce -
Tokonedia (UGC) di media sosial
P Tiktok?
16/04/2025 1y, Ya Ya Laki-laki N S1 87843292468
11:45 tahun
Ralle 727 Ya Ya Ya Perempuan 2-30 SMA/SMK 85752579307
12:02 tahun
16/04/2025 .
12:04 Ya Ya Tidak
il s Ya Ya Ya Laki-laki 2-30 SMA/SMK 87870080888
12:09 tahun
16/04/2025 Ya Ya Ya Perempuan 2-30 SMA/SMK 85743349000
12:11 tahun
16/04/2025 Ya Ya Ya Laki-laki 20-30 SMA/SMK 89636083087
12:11 tahun
16/04/2025 20-30
1217 ¥® Y4 Ya Perempuan | - 1 87705573931
16/04/2025 .
12:18 Tidak
16/04/2025 20-30
13:04 Ya Ya Ya Perempuan tahun S1 82193820237
16/04/2025 | v, Ya Ya Laki-laki 2-30 SMA/SMK 82178603700
13:13 tahun
16/04/2025 20-30
1326 Ya Ya Ya Perempuan tahun SMA/SMK 8,81038E+11
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NGRS | 57 Ya Ya Laki-laki 2-30 S 87838939298
14:36 (et
16/04/2025 1 v, Ya Ya Laki-laki 20-30 s1 81235259418
16:23 tahun
16/04/2025 .
16:46 | Y2 Tidal
16/04/2025 | o Ya Ya Laki-laki B’ S 87723872330
16:58 tahun
16/04/2025 1 5, Ya Ya Laki-laki 20-30 Sl 85811472833
17:51 it
16/04/2025 | .
2026 Tidak
16/04/2025 20-30
21:19 Ya Ya Ya Perempuan tahun S1 89649345290
16/04/2025 | . Ya Ya Laki-laki 2030 SMA/SMK 82153408304
22:13 Bl
17/0412025 | ., Ya Ya Laki-laki 2-30 s 82226801556
01:45 tahun
17/04623932 Ya Ya Ya Laki-laki <20tahun | SMA/SMK 8989288909
17/04/2025 20-30
06:03 Ya Ya Ya Perempuan it S1 89618618759
171042025 | Va Ya Perempuan | 2030 SMA/SMK 81211251608
10:25 tahun
17/04/2025 .
10:39 | Y2 Ya Tidak
17/04/2025 20-30
1131 Ya Ya Ya Perempuan tahun S1 83892612236
17/04/2025 2030
11:46 Ya Ya Ya Perempuan tahumn S1 81226904855
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17/042025 | . va va Perempuan 20-30 . 8972001530
11:57 tahun
17/042025 | o, Ya Ya Perempuan 2-30 SMA/SMK 81391384377
14:50 tahun
17/04/2025 20-30
15:25 Ya Ya Ya Perempuan . S1
17/04/2025 | 4. Ya Ya Lal-laki 2-30 SMA/SMK 81225577167
15:48 tahun
17/04/2025 20-30
16:10 | Y2 Ya Ya Perempuan | - S1 8,82007E+11
17/04/2025 .
16:11 Ya Tidak
17/04/2025 e 20-30
16:55 Ya Ya Ya Laki-laki - S1 0
17/04/2025 .
17-06 Ya Tidak
170042025 | i, Ya Ya Perempuan 2-30 SMA/SMK 81225752128
17:08 tahun
17/04/2025 .
17-14 Ya Tidak
17/04/2025 20-30
17:24 Ya Ya Ya Perempuan tahun SMA/SMK 81339866385
17/04/2025 20-30
17:24 | Y2 Ya Ya Perempuan N Sl 8,95342E+11
17/04/2025 20-30
1742 | Ya Ya Perempuan | < 1 81215206300
17/04/2025 20-30
1824 | Y2 Ya e Perempuan o S 82146024683
17/04/2025 20-30
1827 | *° Ya Ya Perempuan | - i 81225883123
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WA | 5 Ya Ya Laki-laki 2-30 SMA/SMK 85800060376
18:56 (et

17/04/2025 1 v, Ya Ya Laki-laki 20-30 s1 8.95613E+11
19:03 tahun

171042025 | Va Ya Laki-laki . SMA/SMK 85879230980
19:05 it

17/04/2025 | 5, Ya Ya Laki-laki N SMA/SMK 82372060310
19:20 tahun

17/042025 | Va Ya R R SMA/SMK 82322651590
19:38 tahun

17/04/2025 .
19:42 | Y2 Tidal

1710420251 5 Ya Ya Laki-laki 2-30 SMA/SMK 87723390303
19:44 tahun

17/04/2025 2030
20-48 Ya Ya Ya Perempuan - S1 82251438290

17042025 | - va T 20-30 Sl 81564761234
21:15 tahun

170042025 | i, Ya Ya Perempuan 2-30 SMA/SMK 81392080229
21:37 falug

17/0472025 | - va Ya Laki-laki . SMA/SMK 81384536327
21:37 it

170042025 | - va YVa Laki-laki il S1 +62 857-5257-9307
21:47 tahun

17/04/2025 20-30
21:52 Ya Ya Ya Perempuan thun S1 81212515985

17/0412025 | Va Va Laki-laki 20-30 SMA/SMK 82122820698
22:28 tahun

17/04/2025 - laki 20-30
2739 Ya Ya Ya Laki-laki tahumn S1 8172392397

101




17/04/2025 20-30
23:02 Ya Ya Ya Perempuan tahun S1 85866541156
17/042025 | v, Ya Ya Perempuan 2-30 SMA/SMK 85145036675
23:17 filiun
18/04/2025 .
07:56 | ¥ 5=
18/04/2025 20-30
12:26 Ya Ya Ya Perempuan b S1 85171504661
18/04/2025 | . Ya Ya Laki-laki N 2 86726452368
14:18 tahun
18/ 04/124058 Ya Ya Ya Laki-laki <20 tahun D1/D2/D3
18/04/2025 | 7 Ya Peselinuen 20-30 S1 82255593647
16:17 i)
18/04/2025 .
20:15 | V2 Tidak
18/04/2025 | Ya Ya Laki-laki 2-30 SMA/SMK 81268600866
20:20 tahun
18/04/2025 laki 20-30
2054 Ya Ya Ya Laki-laki tahun S1 82159083471
18042025 | - 3 Ya Laki-laki s SMA/SMK 85694842109
21:10 tahun
18/04/2210;3 Ya Ya Ya Perempuan <20 tahun SMA/SMK | 082136596532
19/04/2025 o 20-30
202 | Ya Ya Ya Laki-laki b S 0815-7888-4690
1910472025 | - Ya Ya ek 2-30 s1 82178603700
11:13 L
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19/04/2025

1127 Ya Ya Tidak
19/04/2025 20-30
141 | Y2 Ya Ya Perempuan tahun 51 i
19/04/2025 .
11:48 | Y2 p
LTS | Ya Ya Laki-laki 2-30 s1 85121048808
11:50 tahun
19/04/2025 .
11:54 | Y8 > N
19/04/2025 20-30
11:54 Ya Ya Ya Perempuan tahun S1 82226423414
19042025 |y, Ya Ya Perempuan 2030 S1 82269307564
12:21 tahun
19/ 04/1 22053 Ya Ya Ya Perempuan <20 tahun S1 81227890785
19/0472025 |y, Ya Ya Laki-laki 2-30 S1 87870080888
12:51 tahun
19/04/2025 20-30
1425 Ya Ya Ya Perempuan tahun S1 88226419603
19/04/2025 20-30
1432 | Y2 by 4" e 51 8,95709E+11
= 04/1 250%3 Ya Ya Ya Laki-laki <20tahun | SMA/SMK 81322441190
19/04/2025 | |, Ya Ya Perempuan 2-30 SMA/SMK 8,95402E+11
15:33 tahun
19/04/2025 41-50
16:51 Ya Ya Ya Perempuan tahun S1 81939259812
19/ 04/1 270(2)? Ya Ya Ya Perempuan > 50 tahun S3 85398333886
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19/04/2025 41-50
17:32 Ya Ya Ya Perempuan tahun S2 81225754478
19/04/2025 1 v, Ya Ya Perempuany | o0 SMA/SMK 8179981118
17:59 il
1904202 | va Ya Ya Laki-laki <20tahun | SI 85186651337
191042025 | Va Va e N ok SMA/SMK 82136281477
19:48 tahun
19/04/2025 3140
19:53 Ya Ya Ya Perempuan tahun S1 81394484633
19/04/2025 ki 20-30
22| va Ya Ya Laki-laki Y S1 81225190289
19/04/2025 .
2136 | Y2 Tidak
2000412025 5, Ya Ya Laki-laki 3140 S1 62811292598
01:03 2
200412025 | v, Ya Ya Laki-laki 20-30 s1 82220548214
08:49 tahun
20/04/2025 20-30
09:51 Ya & Ya Perempuan tahun SMA/SMK
AV | Ya Ya Laki-laki 41-0 Sl 87736390538
12:02 tahun
20/04/2025 L 2030
13:47 Ya Ya Ya Laki-laki tahun S1 8
20/04/2025 .
14:56 | Y2 Tidal
20/04/2025 20-30
15:14 Ya Ya Ya Perempuan tahun S1 81340152135
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20/04/2025

1731 Ya Ya Ya Laki-laki <20 tahun D1/D2/D3 0878-6877-1596
20/04/2025 S 20-30
1822 Ya Ya Ya Laki-laki tahun S1
20042025 | ,_ Yva 7 Laki-laki L2l s1 85186651337
19:52 (el
20/04/2025 20-30
2126 Ya Ya Ya Perempuan S S1 8119983674
20/04/2025 | <7 Ya Laki-laki 20-30 S 8112630470
22:08 tahun
2104120251y, Ya Ya Perempuan . S1 86843273458
11:41 tahun
21/04/2025 .
11:44 | V2 Fidak
21/04/2025 20-30
11:58 Ya Ya Ya Perempuan tahun S1 8112630781
21/04/2025  laki 20-30
12:12 Ya Ya Ya Laki-laki tahum S1
2104120251y, Ya Ya Perempuan 20-30 S1 87733271298
12:16 tahii
211042025 | <7 va T 20-30 Sl 88227308033
12:51 tahun
21/04/2025 20-30
13:40 Ya Ya Ya Perempuan tahun SMA/SMK 85792234195
21/0412025 | va Ya Laki-laki Al SMA/SMK | 0851-7430-5773
14:50 s
21/04/2025 | Ya Ya Laki-laki 2-30 SMA/SMK 87722498455
16:12 tahun
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21/04/2025 ki 2030
(6.0 Ya Ya Ya Laki-laki b S1 0858........
21/04/2025 i, 20-30
17:04 Ya Ya Ya Laki-laki tahun S1 0
21/04/2025 31-40
17:30 Ya Ya Ya Perempuan tahun S1 87824566568
21/04/2025 .
17:54 | Y2 Tidalk
21/04/2025 o 20-30
17:56 Ya Ya Ya Laki-laki tahun S1 8980922080
21/04/2025 20-30
20:04 | Y2 N Ya > Ll RS N & 8,95396E+11
21/04/2025 .
21:05 | Y@ Tidak
2204120251y, Ya Ya Laki-laki 20-30 S1 86834283478
14:45 tahun
2UAS | o Ya Ya Laki-laki 20-30 S1 89608001716
15:56 el
221042025 | 3 Ya Perempuan | 0 SMA/SMK 81345923932
16:02 tahun
2200422025 5, Ya Ya Perempuan | o0 SMA/SMK 81558743199
16:04 tahun
220042025 | i, Ya Ya Perempuan i SMA/SMK 82147719701
16:28 tahun
22/ 04/1 26(%3 Ya Ya Ya Perempuan <20 tahun SMA/SMK 81327849944
220042025 | . Ya Ya Laki-laki 2-30 s1 87826744565
19:53 tahun
AR | Ya Ya Laki-laki 2-30 Sl 85186651337
20:16 tahun
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23/0412025 | Ya Ya Laki-laki 31-40 S 8,15978E+11
01:30 fahun

2D | o Ya Ya Laki-laki 2-30 S 87881587303
12:13 tahun

23/04/1220_? Ya Ya Ya Perempuan <20 tahun SMA/SMK 82350122935

AL Ya Ya Ya Laki-laki AL S1
13:11 flrun

23/04/2025 20-30
14:13 Ya & Ya Perempuan tahun PMA/SMK

230472025 | g, Ya Ya Perempuan 2-30 SMA/SMK 85700153610
14:17 fliun

230042025 | Ya Ya Perempuan | -0 SMA/SMK 85
15:34 tahun

23/04/2025 | . Ya Ya Lali-laki 2-30 SMA/SMK 87666554389
15:44 tahun

23/0412025 |, \. Ya Perempuan | 0 SMA/SMK 85930404883
15:53 tahun

23/04/2025 20-30
15:59 Ya Ya Ya Perempuan tahun S1

23/04/2025 | Ya Ya Laki-laki 2-30 SMA/SMK 85751511170
16:15 tahun

23/04/2025 | Ya Ya Laki-laki 2-30 S1 8,95618E+11
16:27 il

23/04/2025 | .
16:43 | Tidak

23/04/2025 2030
l6:55 | Y2 Ya Ya Perempuan tahun SMA/SMK

23/04/2025 20-30
17-04 Ya Ya Ya Perempuan tahun SMA/SMK 85762730921
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23/04/2025 20-30
17:24 Ya Ya Ya Perempuan tahun S2 85777112145

2304120251y, Ya Ya Perempuan 20-30 S1 81213822881
18:35 (i

23/0412025 | Va Ya Laki-laki . SMA/SMK 81383436567
19:02 it

2304120251y, Ya Ya Perempuan N S1 81285926216
19:19 tahun

23/0412025 | Va Ya Laki-laki A3 SMA/SMK 81277770678
19:21 tahun

230042025 | g, Ya Ya Perempuan R SMA/SMK 83156567835
19:56 tahun

23/04/2025 | o Ya Ya Laki-laki 20-30 SMA/SMK 85802035855
20:21 tahun

230042025 | g, Ya Ya Perempuan 2-30 SMA/SMK 81348983615
20:31 L

23/ 04/2 2005 g Ya Ya Ya Perempuan <20 tahun SMA/SMK 81245142759

23/0412025 | . Ya perempuan | >0 SMA/SMK 81234439032
21:06 Jalnih

23/04/2025 20-30
2123 Ya Ya Ya Perempuan it S1

23/0412025 | Va Ya Perempuan  P=0 SMA/SMK 81225816841
21:32 tahun

23/04/2025 R 20-30
2213 Ya Ya Ya Laki-laki tahun S1

240412025 | Va Ya perempuan | 0 SMA/SMK 85964324945
09:37 tahun

24/04/2025 | Ya Ya Laki-laki 2-30 SMA/SMK 85740524272
09:57 tahun
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24/04/2025 20-30
10:41 Ya Ya Ya Perempuan tahun SMA/SMK

24/0412025 | Ya Ya Laki-laki 2-30 s1 85773436121
11:44 tahun

240412005 | v Ya R N SMA/SMK 85732719511
13:34 tahun

240042025 | Ya Ya Perempuan 2-30 SMA/SMK 83814356226
14:01 (el

24042025 | s Ya Vs ki N s1 81277823244
14:05 tahun

24/04/2025 | . Ya Ya Lal-laki 2-30 D1/D2/D3 8,95375E+11
14:31 el

24/04/2025 Ya Ya Ya Perempuan Al SMA/SMK 8558967118
14:47 tahun

24042025 | 7 Ya R SMA/SMK
14:51 L

24/04/2025 | Ya Ya Laki-laki 2-30 S1 8,82009E+11
14:56 tahun
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Abstract: Designing a digital marketing strategy that stimulates consumer engagement is vital and challenging
for digital marketers. Despite previous research on this topic, little is known about the unpaid (organic)
strategies of digital marketing and how they attract web traffic through consumer engagement. Based on the
stimuli—organism-response model, this study examined the effects of three organic marketing practices
related to electronic commerce shopping platforms, namely, search engine optimization, social media posts,
and user-generated content, on consumer engagement. Covariance-based structural equation modeling was
utilized to analyze 464 responses from followers of five electronic commerce firms’ Facebook fan pages. Based
on the stimuli—organism-response paradigm, we found that organic marketing practices positively impact
consumers’ behavioral engagement; however, consumers’ psychological engagement partially mediates these
impacts. Further, consumers’ attention to social Comparison of consumption dampens the positive effect of
search engine optimization and psychological engagement on consumers’ behavioral engagement. The
findings of this paper improve our understanding of the roles played by organic digital marketing practices in
attracting consumer engagement and provide guidelines for digital marketers on how to utilize unpaid
marketing strategies to attract authentic consumer engagement. This study presents a new framework in
measuring the digital marketing strategies available to electronic commerce firms exploring unpaid marketing
strategies.

Keywords: organic marketing; digital marketing; attention to social Comparison; consumer engagement; search
engine optimization; social media; user-generated content

1. Introduction

The rapid advancement in internet technology has given rise to innovative opportuni- ties to
electronic commerce (e-commerce) and digital marketing [1]. Modern marketing strategies
have adapted to this new trend of digital marketing, and businesses are building a solid web
presence through digital marketing. Digital marketing focuses on consumers’ needs through
effective communication strategies. Organic marketing is the most effec- tive digital marketing
strategy for building an authentic consumer connection [2]. It is a “natural” way of attracting
consumers to products and services over time rather than “artificial”, or paid, marketing.
Organic marketing drives traffic, increases the conversion rate, and generates leads. The
investment of time in maintaining their social media ac- counts, revision and reinvention of
brands’ website interface, and improving their search engine optimization (SEO) defines
organic marketing [3,4]. User-generated video and image contents, optimized websites, blog
posts, and social media accounts are nearly free marketing resources that are essential and
interactive [5].

Marketing trends are shifting from passive advertisement to active engagement with social
networking sites [6]. This shift has called on several researchers to investigate
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marketing assets that enhance behavioral engagement [7,8]. However, studies have not investigated
the organic aspect of digital marketing, where natural and value-based market- ing practices drive
website traffic and increase firms’ conversion rates [8,9]. The reliance on consumer engagement in
organic marketing places it among the unique components of digi- tal marketing. Opposite to
organic marketing, an “artificial” (paid) marketing strategy—for instance, pay-per-click,
celebrity/influencer marketing, and brand ambassadors- require direct expenditure to affect
consumer engagement [10]. Additionally, previous research on consumer engagement with
marketing strategies has focused more on consumers’ purchase behavior [11,12].

This study, therefore, investigates the primary organic marketing practices available to
firms in the context of e-commerce. It further identifies the impact of organic marketing on
consumer engagement beyond purchase intention by examining consumers’ psycholog- ical and
behavioral engagement attitudes. Psychological engagement is the firm-related cognitive and
emotional state of mind of consumers, and behavioral engagement is the observable consumer
participation in the e-commerce firms’ social media fan pages. Finally, this study introduces
consumers’ attention to social Comparison of consumption (ATSCC) choices as a moderating
effect on the relationships between organic marketing and con- sumer engagement. This study
adopts the stimuli—organism-response (S-O-R) paradigm to share insights on organic
marketing in e-commerce. It investigates the varied impacts of organic marketing on
consumers’ psychological and behavioral engagement and the buffering effect of ATSCC on
the relationships between organic marketing and behavioral engagement. The study introduces
a new framework to measure the impacts of digital marketing strategies on consumer
engagement. It further presents knowledge on how consumers’ sensitivity to avoiding faux pas
relates to the strength of their engagement.

The rest of the study is organized as follows. The next section outlines the literature review
and the theoretical development of the hypothesized relationships. Section 3 details the
methodology of the study. In Section 4, the analysis and results of the theoretical model are
presented. Finally, Section 5 illustrates a detailed discussion of the outcome, theoretical and
practical implications of the findings, limitations, and directions for future research.

2. Literature Review
2.1. Consumer Engagement

With social networking sites in mind, we developed a framework based on the classical
concept of consumer engagement [ 13,14]. The underlying idea of the framework is that consumers
will demonstrate engagement behaviors if they interact with organic marketing practices. Previous
researchers have adopted several frameworks to evaluate the concept of consumer engagement
[15,16]. Pansari and Kumar [16] developed a framework that focused on customer engagement,
demonstrating how engagement is gained via emotions and satisfaction— and linking the direct and
indirect engagement contributions. Demangeot and Broderick [15] developed a framework that
focused on consumer engagement with a web- site characterized by relational and communication
knowledge. Researchers in the service community have widely investigated the consumer
engagement concept [13,17]. The investi- gations by these researchers indicate that consumer
engagement goes beyond psychological, unobservable attitudes and transactions. It includes firm-
focused consumers’ observable behavioral manifestations, beyond purchase, as a result of
motivational factors [13].

Applying the concept to social networking sites (SNS), studies have identified: how consumer
engagement shapes the dynamics of virtual brand communities [ 18]; system support, community
value, freedom of expression, reward, and recognition as antecedents of consumer engagement in
online brand communities [19]; and extraversion, openness to experience and altruism as
personality traits that positively influence consumer engagement in online brand communities [20].
Consumer engagement literature has evolved with the modernization of new technologies and tools
of Web 2.0 [21]. According to previous studies, explicit interpretations of consumer engagement is
context-based [22,23]. The consumer engagement concept and the relationship marketing theory
are closely linked
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with the assertion that consumer behaviors are affected by the experiences perceived in an
increasingly complex environment [24].

In the context of e-commerce, this study defines consumer engagement as the e- commerce
firm-related unobservable (Psychological) and observable (behavioral) engage- ment attitudes
demonstrated by consumers on social media, triggered by the perceived interaction experience with
organic marketing practices. Similar to the definition of Brodie et al. [22], psychological engagement
in the current study represents the firm-related cog- nitive and emotional state of mind of consumers.
It is characterized by vigor, absorption, and dedication. Vigor refers to a consumer’s energy level
and mental resilience while interacting with the firm. Absorption is when a consumer has total
concentration and happiness/sadness and is deeply engrossed in the interaction with the firm.
Finally, dedi- cation is the sense of significance, inspiration, pride, and enthusiasm a consumer
attaches to the interactions with a firm [25]. Similar to the definition by Brodie ef al. [26], behav-
ioral engagement in this study represents the observable consumer participation in the e-
commerce firms’ social media fan pages. This visible participation is manifested through electronic
word of mouth (eWOM); commenting on, liking, and sharing firm-related social media posts; and
loyalty. In general, the definitions in this study emulate the stance of Bowden [27], Brodie ef al.
[22], and Doorn et al. [13] that consumer engagement is a pro- cess. In particular, this study
examines consumer engagement as an attitudinal process that begins with consumers’
psychological engagement with an e-commerce firm, which triggers firm-related behavioral
engagement activities on social media.

2.2. S-O-R Paradigm

In the field of psychology, the S-O-R paradigm evaluates individuals’ cognitive states

through three distinct but connected actors, namely, environmental stimuli (S), innate

cognitive state (O), and behavioral response (R) [28]. The paradigm delineates how the

organism mediates the relationship between stimuli and response. The organism refers to the

cognitive and affective mediating mechanisms that transmit external environmental stimuli

into behavioral responses. The S-O-R paradigm applies to several consumer be- havior

studies [28,29]. Javadi et al. [30] employed the S-O-R model in the social commerce context

to examine factors affecting consumers’ behavioral intentions on social networks.

Accordingly, consumers’ psychological engagement (O) manifested through vigor, absorption,

and dedication attitudes that are triggered by firms’ organic

marketing practices

(S) result in observable behavioral engagement activities (R). This study is interested in de- veloping

a framework to explain the formation of consumer engagement with e-commerce firms on SNS

induced by consumers’ interactive experience with the firms’ organic market- ing practices. We

propose an extended S-O-R model to examine the developed framework. The S-O-R model is

extended by including ATSCC as a moderating variable affecting the intensity of consumers’
behavioral engagement (R).

2.3. Organic Marketing

Online marketing enables a broader web presence and assists in wider consumer reach
compared to traditional technologies like messaging and telemarketing [31]. Online marketers
enrich, distribute, and promote content through e-commerce websites and SNS to increase their
presence and maximize market size [32]. E-commerce websites and SNS have become the ideal
stages to promote firms and brands and build a long-lasting connection with the target consumers.
However, online marketers contemplate whether it is worthwhile to spend on the strategies they
adopt (paid marketing) or adopt an approach with almost no cost involved (organic marketing).

There are two ways a consumer can discover a firm using internet search mediums: natural
search results (organic marketing) and paid marketing [33]. Adopting paid market- ing practices
benefits firms in terms of unlimited consumer targets. However, the strategies do not effectively
reach new consumers [34,35].
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Organic marketing subsumes practices that do not involve the direct monetary ex- penditure
on advertisements [36]. A firm attains an organic reach when consumers realize its presence through
unpaid web-based distribution. Unlike paid marketing, organic mar- keting practices develop and
strengthen consumer relationships through interactions [36]. Scant research has considered the value
of organic marketing practices and their con- tributions [37]. Organic marketing is motivated most
intensely by small or nonexistent expenditure involved and the establishment of a long-lasting
interactive relationship be- tween firms and consumers. It relies on SEO, social media posts, and
UGC to establish an interactive relationship with existing and potential consumers [10].
Accordingly, this study examines the SEO of e-commerce platforms, social media posts on the e-
commerce firm’s fan page, and firm-related UGC on Facebook as organic marketing practices.
These practices represent the environmental stimuli that potentially attract engagement behaviors
on social media.

2.3.1. Search Engine Optimization (SEO)

SEO is a mechanism that enables users to ascertain the most valuable results from their
online search. Search engines are vital mechanisms for recovering data on a website [33], thus,
stressing the importance of recording web pages with search tools. Luh et al. [38] posited
that efficiently designing an easy way for searchers to discover their way to spe- cific sites is
key to attracting increased website traffic. SEO provides endless concurrent knowledge
regarding users’ online behaviors compared to traditional marketing methods. Moreover,
expenditure on web traffic from organic advertisements is exempted, mak-
ing SEO more favorable to marketers [33]. According to Drivas et al. [39], users’ submission of
search terms, observation of search results, clicking on organic search results, and visiting pages are
demonstrations of interaction with search engines on a website. In e-commerce, online purchasers
interact with search engines on e-commerce shopping platforms by searching for products,
comparing prices, and scanning product information [33]. The rank of search results on the shopping
platform is based on several quality factors, and it helps purchasers to formulate a decision on which
product store to visit on the platform. A study of online shoppers’ behavior revealed that most
shoppers interact with the first few results on the website based on the ranking [40]. Effortless access
to an e-commerce platform by online shoppers requires marketers to reduce website load times and
server stress, leading to retained shoppers and increased web traffic [40].

This study defines SEO as unpaid mechanisms, contrary to pay-per-click ads, on e- commerce
shopping platforms that enable consumers to gain the most relevant results from their product
searches. It focuses on consumers’ interest in continuous interactions with an e-commerce firm’s
website induced by product search results. SEO, in this study, represents the environmental stimulus
with the potential to trigger consumer responses.

2.3.2. Organic Social Media Posts

Social media posts are messages in texts, varied media formats (for instance, images and
videos), and links to other content published on social media. The introduction of social media
has altered the interaction mode between firms and consumers while serving as an invaluable
channel for marketing. Firms post product or service-related content on social media and get
consumers to engage by liking, sharing, and commenting on the content [11]. Previous studies
have proposed varied conceptualizations of social media posts [7,11]. Deng et al. [11]
evaluated firms’ posts on social media based on the post content, post media, and posting time
and frequency. Gkikas ef al. [7] studied branded social media image posts. They focused on the
associated text characteristics (readability, text length, and the number of hashtags) as the
defining elements of social media posts. Despite the extensive examination agreement on the
conceptualization of social media posts as content characteristics, they vary concerning the
context [7]. Previous studies, for example, have evaluated the emotional appeal of a post as
opposed to informational appeal [41], the varied impact of different types of posts (links,
videos, images) [42], the
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level of interactivity of a message [43], and the co-creation aspect of content [44]. As noticed, not
enough research is conducted on other text-related characteristics (for instance, the level of
complexity and formality) of firms’ social media posts, though there is confirmation of their
significant influence on engagement with the firms in question [45]. The publication of these posts
on social media by firms primarily has the followers of the firms’ social media fan page as
targets, and no costs are involved in publishing such posts; thus, they are considered an organic
marketing practice.

In this study, we examine the characteristics of posts published by e-commerce firms as the
defining elements of social media posts and represent the external stimuli to consumers. This study
evaluates the emotional, complex, informal, readable, and activation nature as elements of e-
commerce firms’ social media posts.

2.3.3. User-Generated Content (UGC)

UGC refers to the publicly accessible SNS content created solely by nonprofessionals through
recreational practices and routines [46]. In marketing, brand-related content created by anyone who
is not a formal or authorized firm representative is termed UGC. It stemmed from consumer-
produced content in images, audio, videos, blogs, and other forms of content contributed throughout
social media. These consumers are unrewarded donators of content created to promote or disapprove
of firms that consumers follow on social media platforms [47]. The criteria for content to be
considered as UGC are that it must be published [48], it must be created by a content creator [49],
and it must be created without reward [50]. UGC is characterized by endless variations, some of
which are forums, user- created blogs, podcasts, reviews, user-created videos, social media posts,
and comments [18]. Several studies have examined the concept of UGC in tourism, online shopping,
social media, and advertising contexts [51,52].

Despite the extant investigation of UGC, fewer studies have focused on the organic
(unrewarded) UGC. Kim and Song [53] posited that paid promotional content yiclds a more
effective marketing result. Additionally, the effects of UGC have been chiefly measured on the
purchase behavior or brand loyalty aspect of consumer behavior [51]. This study, motivated by this
gap, examines the concept of unpaid firm-related content initially created and published by
consumers or fans of an e-commerce firm who have no official ties to the firm on social media
platforms. Specifically, we evaluate the UGC based on four elements: the consumer’s interest in
the content, and the informing, pioneering, and co- communication nature of the content.

2.4. Attention to Social Comparison

ATSC refers to individuals’ sensitivity to the cues of society and the reaction concerns of
others [54]. Previous researchers have used ATSC to examine individuals’ vulnerability to peer
pressure and their long-term attitude toward conformity [55,56]. The underlying assumption of
the concept is that individuals who try to avoid negative evaluations ad- here significantly to
social cues, and individuals with low self-esteem are generally more conforming to the
pressures of social norms as they try to prevent disapproval [56—58]. According to Bearden and
Rose [55], self-confident individuals rely more on information scrutiny and less on societal cues
during decision-making. In summary, individuals with high (vs. low) ATSC rely more on social
norms and concern about other people’s reactions to their decisions. Novak and Crawford [59]
investigated ATSC as a moderating variable to assess its impact on the relationship between
social norms and alcohol use. Yun and Silk [60] also studied the ATSC concept as a moderating
variable and evaluated its effects on the relationship between exercise and a healthy diet.

Over the past years, studies have applied ATSC as a factor associated with consumer behaviors
[61-63]. Attig and Azam [61] investigated the association between ATSC and their buying
behaviors in shopping malls. In the context of SNS, Phua et al. [62] examined the moderating
effects of ATSC on the relationship between frequent use of social media and brand community-
related outcomes. In the context of online shopping, Asante et al. [63]
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investigated how ATSC moderated the effects of consumers’ satisfaction with website
attributes on their engagement formation.

However, most of these studies have concentrated more on the individual’s ATSC of
information (i.e., ATSCI) and less on the ATSC of consumption (ATSCC). As demonstrated by
Bearden and Rose [55], individuals with high (vs. low) ATSC worry about being judged by their
purchases, attach great importance to interpersonal considerations in buying “branded” products,
and adhere more to the preferences of peers in product choices. In bridging this gap, the current
study defines ATSCC as consumers’ consciousness of the judgment of others on a social media
platform regarding their own consumption choices. This study investigates how ATSCC moderates
consumers’ formation of behavioral engagement on social media platforms triggered by organic
marketing practices and psychological engagement.

2.5. Hypothesis Development
2.5.1. SEO, Psychology and Behavioral Engagement

SEO is an organic marketing strategy that enhances the visibility of a website when users search
for products and services in search engines [64]. Optimizing a search engine is an effective
marketing strategy for bloggers and online shopping platforms to boost visitor traffic [65]. A website
page is processed to present relevant results to a search query. SEO, therefore, serves as a mechanism
that allows consumers to obtain the most relevant result from their online search query. According
to Raju [66], SEO improves the search results on online platforms and guarantees interactions with
the most relevant result by the end users through visitations. The connection between SEO and
consumer behavioral characteristics has been established by previous studies [67,68].

Despite establishing the relationship between SEO and consumers’ attitudes, only a
handful of studies have investigated SEO’s impacts on the observable behaviors of consumers.
This study subsumes consumer behavioral and psychological engagement attitudes from
interactions with SEO on e-commerce shopping platforms. Specifically, when consumers
perceive a satisfying SEO on a platform, they will form psychological engagement attitudes
and participate in behavioral engagement attitudes. Based on the discussions above, we
hypothesize that:

H1. The e-commerce platform’s SEO directly influences the psychological engagement of consumers.

H2. The e-commerce platform’s SEO directly influences the behavioral engagement of consumers.

2.5.2. Social Media Posts, Psychology, and Behavioral Engagement

Researchers have explored consumer engagement with social media brand-related posts from
different viewpoints. Studies have investigated consumer engagement with content type, media
type, posting time [69,70], message appeal, message richness [71,72], and brand post level [73]. A
study by Deng et al. [11] evaluated post content, post media, and posting time and frequency as
significant social media factors influencing consumer engagement. Researchers continuously
investigate new ways to comprehend and predict consumer behavior toward brands on social media
[74,75]. Although significant in digital marketing, consumer engagement with firms on social media
lacks conceptualization and research [7]. Engagement with firms on social media represents the
firms’ social media communities, made up of the firm, its products and services, and other consumers
[67]; thus, the interaction with the firm involves a vaster process. In light of these, previous
researchers have tried to clarify factors of firms’ social media posts that draw consumer engagement
behaviors and increase conversions [42,44]. Notably, the interactions reflected by the number of likes
and shares [44] and the type of posts [42] significantly impact engagement behaviors toward firms
on social media.

Despite the clarity of the connection between firms’ social media posts and consumer
engagement, minimal attention has been given to the complexity and formality levels of the
firms’ social media posts. Also, the psychological engagement of consumers induced
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by these characteristics has been understudied. This study includes the complexity and formality
attributes of an e-commerce firm’s social media posts and predicts their influence on consumer
engagement. Consumers are expected to interact with social media posts that are less ambiguous
and less formal. E-commerce firms create fan pages on social media where firm-related content is
posted to attract interaction from the followers of the fan page. These posts serve as a free source
of advertising (organic marketing) and tend to attract engagement attitudes from consumers. This
study proposes that characteristics of social media posts by e-commerce firms tend to influence
consumers’ psychological and behavioral engagement. We therefore hypothesize that:

H3. Firms’ Social Media Posts directly influence the psychological engagement of consumers.

H4. Firms’ Social Media Posts directly influence the behavioral engagement of consumers.

2.5.3. UGC, Psychology and Behavioral Engagement

Brodie ef al. [22] defined consumer engagement as a psychological state that devel- ops
through an interactive experience with a principal entity. This definition presents a
framework to justify the connection between UGC and consumer engagement. Engage- ment
develops from an experience with a firm. Previous studies have confirmed that high engagement
is motivated by consumer experiences that connect a firm to the personal values and goals
of the consumer [76,77]. Thus, an instance of UGC is expected to attract consumer
engagement behaviors if the generated content is associated with the consumers’ personal goals.
Consumers used to be information recipients on social media; however, con- sumers have lately
become creators of the information [8]. Consumers generate firm-related content on social media
platforms to evaluate and share their personal experiences with the firm and interact with other
consumers on the platforms. Consumers on the platform use these UGC as reference points
when making decisions regarding interactions with the firm [78]. In the context of digital
marketing, consumers would prefer consumption experiences from strangers to endorsers and
celebrities hired by the firm. Thus, UGC is an organic marketing practice that plays a significant
role as a firm’s promoter. A consumer who generates firm-related content on social media is led
to amplifying the firm’s benefits (or disadvantages) to other platform consumers [79]. This
activity is expected to attract engagement behaviors like comments, shares, recommendations,
and likes toward the firm. Although the connection of UGC to consumer engagement has
been established,
the co-communication aspect of UGC and the unobservable engagement aspect has been
understudied. Co-communication is when consumers post firm-related content on a social media
platform and tag the firm; the firm then reposts this content on its social media fan page to attract
consumer interaction. Furthermore, when consumers establish an association between the UGC
and their personal goal, they form a positive firm-related state of mind towards the firm in
question. They are more willing to engage in observable interaction with the firm. This study
evaluates co-communication as part of the factors defining UGC; the firm-related UGC on media
platforms is expected to attract psychological and behavioral engagement attitudes from consumers.
Based on the above discussion, the current study hypothesizes that:

HS5. The firm-related UGC directly influences psychological engagement.
He. The firm-related UGC directly influences behavioral engagement.

2.5.4. Psychology and Behavioral Engagement

Consumer engagement, a loyalty-related relationship, focuses mainly on devotion and
trust owing to consumers’ continuous interaction with a firm [80]. Researchers in the context of
e-commerce have posited that the consumer engagement concept is a process that begins with
a formation of psychological attitudes, which in turn leads to behavioral attitudes toward e-
commerce firms [63,81,82].
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This paper defines consumer engagement as an attitude formation process repre- sented by
consumers’ psychological and behavioral engagement attitudes induced by their perceived
interaction experience with organic marketing practices. Consumers form unob- served firm- related
psychological engagement attitudes after an interactive experience with organic marketing practices.
These unobserved attitudes are expected to initiate observed behavioral engagement attitudes toward
the e-commerce firm. Based on the explanation above, we hypothesize that:

H7. Consumers’ psychological engagement has a positive influence on their behavioral engagement.

2.5.5. The Mediating Role of Psychology Engagement

Studies in consumer-brand relationships have established the significant mediating role of
unobservable engagement in consumer perceptions and observable behavioral intentions
[83,84]. Considering unobservable engagement is a psychological state that occurs in the
process of the perceived service experience [22], several scholars employ it as a mediating
factor in the relationship between consumers’ perceived interactions and behavioral attitudes
[85,86].

Though previous studies support the mediating role of psychological engagement, it has
been understudied in digital marketing research. In organic marketing, consumers participate in
observable behavioral engagement after a perceived interaction experience with the organic
marketing practices. However, this behavioral engagement is explained by consumers’
psychological engagement, characterized by vigor, absorption, and dedi- cation towards the
firm. Based on the discussion above, SEO on e-commerce platforms, social media posts of the
e-commerce firm, and the firm-related UGC are expected to indi- rectly influence consumers’
participation in behavioral engagement through psychological engagement. Accordingly, this
study hypothesizes that:

H8a. Psychological engagement mediates the relationship between the e-commerce platform’s SEO
and behavioral engagement.

H8b. Psychological engagement mediates the relationship between firms’ Social Media Posts and
behavioral engagement.

H8c¢. Psychological engagement mediates the relationship between firm-related UGC and behav-
ioral engagement.

2.5.6. The Moderating Role of ATSCC

ATSC refers to consumers’ awareness and sensitivity to the reactions of other con- sumers
regarding their own consumption choices or behaviors [56]. Studies have shown that individuals
with high ATSC are less likely to share transaction experiences when they consume products tagged
as “less prestigious” brands by social rating [87,88]. For instance, a consumer may enjoy a
satisfying interaction experience on an e-commerce platform and be hardly triggered to perform
any observable behavioral engagement attitude. The decision to not engage might be because the
product they purchased is considered “inferior” (concerning the brand name) by society, therefore
they hesitate in sharing the interaction experience to avoid a faux pas. Consumers’ ATSC, therefore,
plays a vital role in the en- gagement formation process. Consumer behavioral researchers were
faced with the issue of explicitly clarifying the circumstances under which normative influences
play an essential part regarding behavioral intentions. Over the past years, studies have applied
ATSC as a moderating factor associated with consumer behaviors [54,62,63]. As demonstrated by
Bearden and Rose [55], high (vs. low) ATSC individuals are concerned about criticisms from others
regarding their purchases, attach great importance to interpersonal considerations in buying branded
products, and conform to peer preferences during consumption decisions. Thus, confirming the
significant role played by consumers ATSC in affecting the process of consumer engagement.
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The concept in this study defines how an individual will reduce their behavioral
engagement attitudes toward an e-commerce platform on social media despite perceived
interaction experience with the organic marketing practices. Consumers are willing to engage
in e-commerce-related behavioral activities after a perceived interaction experience with the SEO
of the e-commerce platform, firms’ social media posts, firm-related UGC on social media, and
forming a positive state of mind towards the e-commerce firm. However, the degree of
consumers’ attention to the social Comparison of consumption alters the intensity of
willingness to engage behaviorally. The current study, therefore, hypothesize that:

H9a. ATSCC moderates the positive effects of e-commerce platform’ SEO on behavioral engagement.

H9b. ATSCC moderates the positive effects of e-commerce firms’ Social Media Posts on beha-
vioral engagement.

H9c¢. ATSCC moderates the positive effects of firm-related UGC on behavioral engagement.
H9d. ATSCC moderates the positive effects of psychological engagement on behavioral engagement.

A summary of the hypothesized relationship is presented in Figure 1.

Organism Response
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Note: SEO (search engine optimization); UGC (user-generated content); ATSCC (attention to social comparison of consumption)

Figure 1. Conceptual framework.

3. Research Methodology
3.1. Data Collection

These firms expand their online presence by creating fan pages and building online
communities on social media platforms. Members of the online community and followers of the
fan pages on social media are consumers who use the e-commerce shopping platform to meet their
transaction needs. Therefore, this study gathered responses from followers of selected e-commerce
firms’ social media fan pages on Facebook. The study used the Similar- web web analytics platform
to ensure that the chosen firms depict higher industry ranking (top 5), web traffic, and engagement
regarding e-commerce and shopping/marketplace. Among the five e-commerce firms, Aliexpress is
a Chinese-owned firm that operates from China and serves consumers globally. It ranks number six
in the e-commerce and online shopping marketplace industry, indicates the performance of Chinese
e-commerce firms on the global level [89]. The pool of items was adapted from the literature review,
and a panel



Sustainability 2023, 15, 148

10 of 24

of academic experts in the field of digital marketing then evaluated the items for content and face
validity. The panel ruled on the survey quality based on presentation, content, and structure. We
pre-tested the questionnaires with 45 international undergraduate and graduate students at a large
university in China. The respondents confirmed the clarity of the questionnaire and the responses
from the pilot test confirmed the validity of the instrument. The study solicited primary data through
questionnaire hyperlinks posted on the social media fan pages of the e-commerce firms every
day for a month (1 June 2022, to 30 June 2022). The study adopted convenience sampling, a non-
probability sampling method widely employed in studies where drawing random probability
sampling is im- possible due to the context [36]. The target respondents were the followers of e-
commerce firms’ social media fan pages on Facebook. A total of 464 valid responses were obtained,
with 354 males and 110 females. The respondents were of different ages and educational levels,
with 40.1% being 20-30 years old and 35.1% with graduate education levels. All re- spondents were
followers of at least one of the e-commerce firm’s Facebook fan pages, and most patronized the
Amazon.com e-commerce platform more frequently (41.4%). Table 1 presents the respondents’
demographics.

Table 1. Demographics of respondents.

Characteristics Category Frequency Percentage (%)

Gender Male 354 76.3

Female 110 23.7

Below 20 52 11.2

20-30 186 40.1

Age 31-40 153 33.1

41-50 67 144

Above 50 6 1.2

High school diploma 86 18.5

Undergraduate 126 27.1

Education Graduate 163 35.1
Postgraduate 74 16

Doctorate 11 24

Other 4 0.9

Walmart.com 21 4.5

Ebay.com 116 25

E-commerce platforms AliExpress 102 22

Amazon 192 41.4

Etsy.com 32 6.9

Other 1 0.2

Follower on social media Yes 464 100
No 0 -

3.2. Measures Development

All measures were adapted from established studies and modified to fit the current
research context, permitting high reliability and validity of constructs (see Appendix A). The
primary constructs were measured as first-order reflective constructs with multiple indicators.
The variable indicators were all measured with a seven-point Likert scale, ranging from
“strongly disagree” = 1 to “strongly agree” = 7.

3.2.1. Independent Variable

The four items measuring SEO came from Bhandari and Bansal [33] and Drivas et al. [39] and
were adjusted based on the characteristics of e-commerce shopping platforms. They measure the
ability of an unpaid optimized search engine to boost consumer insights, time spent on visits,
pages viewed within a visit, and the persuasion of the visit meeting consumer needs.
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The five items measuring social media posts were adapted from Gkikas et al. [7], Deng
etal. [11], and Demmers et al. [73] to fit the organic marketing context of e-commerce, where firms
post firm-related content on social media platforms to draw engagement from their consumers
naturally. The items measure the readable, emotional, complex, informal, and activation nature of the
content posted by e-commerce firms.

Finally, the four items of UGC came from Thomas [8]. They were adjusted to fit the
organic marketing context where consumers generate and post e-commerce firm-related content
on Facebook, without any sort of remuneration from the e-commerce firms, to share their
interaction experience to benefit other consumers. The items measure the interest, informing,
pioneering, and co-communication features attached to consumer- generated content.

3.2.2. Mediating Variable

The three items of the mediating variable, psychological engagement, were adapted from
Habib ef al. [90] and adjusted to examine the unobservable psychological engagement from
consumers. The items measure the feeling of vigor, absorption, and dedication experienced by
consumers based on their interaction with the organic marketing practices of the e-commerce firm.

3.2.3. Moderating Variable

The four items measuring the moderator variable, ATSCC, were adapted from Yoon ef al.
[54] to fit the context of organic marketing, where consumers experience a satis- fying interaction
with the organic marketing practices of an e-commerce firm. However, the intensity of consumers’
behavioral engagement is determined by how they compare their consumption choices with other
consumers. The items measure consumers’ sensitivity to embarrassment, social consumption
Comparison, maintaining conformity, and the reaction of others to their consumption choices.

3.2.4. Dependent Variable

The five items measuring behavioral engagement came from Brodie et al. [26] and Eslami et
al. [44]. They were adjusted to fit consumers’ behavioral engagement activities on social media
towards organic marketing practices of e-commerce firms. The items measure consumers’ eWOM,
likes, comments, shares, and loyalty.

4, Data Analysis and Results

The research model was estimated using the traditional covariance-based structural
equation modeling (CB-SEM) technique through Stata 16. The S-O-R paradigm is an al- ready
established model. This study aims to apply the model in the context of organic marketing to
explain the current study’s model parameters, therefore, choosing CB-SEM. The first step of
data analysis involved testing the reliability and validity of the measure- ment scales using a
confirmatory factor analysis (CFA). The second step involved testing the structural relationship
among the latent constructs utilizing the structural equation modeling procedure.

4.1. Measurement Model

The Doornik-Hansen omnibus test for multivariate normality indicated that the vari- ables do
not come from a normal distribution (X2 (12) = 3624.16, p < 0.01). Thus, the study selected a
maximum likelihood estimation with robust standard errors and the Satorra- Bentler scaled test
statistics to assess the research model, compensating for nonnormality variables [91]. CFA was
employed to estimate the measurement model. The result of the CFA in Table 2 presents composite
reliability (CR), and average variance explained (AVE) values above 0.70 and 0.50, respectively,
for all constructs. The result confirms the reliability of the constructs [92]. Factor loading for
all measurement items exceeded
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0.7 with significant t-values (t > 1.96, p < 0.05), indicating adequate convergent validity for all

indicators [92].

Table 2. Confirmatory factor analysis results.

Construct/Items A t-Value CR AVE
Search engine optimization (SEO) 0.944 0.809
SEO1 0.725 23.34
SEO2 0.971 31.94
SEO3 0.989 43.55
SEO4 0.889 60.31
Social media posts (SMP) 0.958 0.820
SMP1 0.823 32.52
SMP2 0.941 101.11
SMP3 0.949 117.89
SMP4 0.883 59.34
SMP5 0.925 75.81
User-Generated content (UGC) 0.960 0.855
UGC1 0.952 104.82
UGC2 0.926 82.90
UGC3 0.920 78.33
UGC4 0.901 46.45
Psychological Engagement (PE) 0.951 0.867
PE1 0.915 57.74
PE2 0.948 83.06
PE3 0.930 68.71
Attention to social Comparison of consumption  (ATSCC) 0.933 0.777
ATSCC1 0.797 32.63
ATSCC2 0.885 54.34
ATSCC3 0.885 52.34
ATSCC4 0.951 127.49
Behavioral Engagement (BE) 0.951 0.796
BEl 0.757 24.41
BE2 0.998 118.69
BE3 0.997 109.29
BE4 0.961 104.06
BES 0.708 14.83

Notes: A (item loadings), CR (composite reliability), AVE (average variance extracted).

The discriminant validity was assessed using the item-to-construct correlation matrix, the
Fornell and Larcker criterion, and the heterotrait-monotrait ratios of correlation (HTMT). As
presented in Table 3, the loadings of items assigned to specific constructs are higher than those
on all other constructs, thus, indicating adequate discriminant validity [92]. Table 4 shows the square
root of each construct’s AVE (on the diagonal) is greater than the correlation between constructs
(off the diagonal); therefore, discriminant validity is established [93]. Table 5 presents HTMT values
lower than the strictest threshold of 0.85 (the maximum being 0.802), indicating that discriminant

validity is established [94].
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Table 3. Item-to-construct correlation matrix.

SEO SMP UGC PE ATSCC BE

SEO1 0.725 0.570 0.595 0.613 0.528 0.573
SEO2 0.971 0.525 0.473 0.407 0.418 0.666
SEO3 0.989 0.535 0.381 0.421 0.443 0.500
SEO4 0.889 0.575 0.599 0.605 0.535 0.407
SMP1 0.516 0.823 0.549 0.569 0.389 0.463
SMP2 0.560 0.941 0.579 0.533 0.473 0.439
SMP3 0.591 0.949 0.498 0.515 0.586 0.427
SMP4 0.471 0.883 0.508 0.520 0.548 0.547
SMP5 0.568 0.925 0.655 0.478 0.594 0.394
UGC1 0.566 0.410 0.952 0.577 0.559 0.503
uGC2 0.470 0.557 0.926 0.515 0.443 0.408
UGC3 0.538 0.382 0.920 0.545 0.431 0.429
UuGC4 0.669 0.421 0.901 0.525 0.519 0.505
PE1 0.547 0.609 0.591 0.915 0.547 0.485
PE2 0.645 0.642 0.557 0.948 0.542 0.581
PE3 0.621 0.654 0.683 0.930 0.451 0.444
ATSC1 0.607 0.514 0.627 0.587 0.797 0.620
ATSC2 0.557 0.538 0.513 0.379 0.885 0.599
ATSC3 0.616 0.450 0.660 0.571 0.885 0.589
ATSC4 0.471 0.501 0.697 0.469 0.951 0.610
BE1 0.484 0.543 0.497 0.538 0.513 0.757
BE2 0.621 0.531 0.527 0.350 0.660 0.998
BE3 0.592 0.526 0.631 0.459 0.656 0.997
BE4 0.408 0.617 0.625 0.542 0.673 0.961
BES 0.417 0.491 0.562 0.423 0.559 0.708

Table 4. Descriptive statistics and Fornell-Larcker discriminant validity criterion.

Mean SD BE PE ATSCC SEO SMP UGC
BE 5.766 1.013 0.892
PE 5.662 0.728 0.685 0.931
ATSCC 5.477 0.764 0.519 0.549 0.881
SEO 5.106 0.779 0.586 0.646 0.697 0.899
SMP 5.866 0.872 0.693 0.579 0.699 0.680 0.905
UGC 5.240 0.806 0.698 0.592 0.628 0.622 0.696 0.924

Note: SD denotes standard deviation. Discriminant validity is established if the square root of AVE (on the diagonal)
is greater than inter-correlations between constructs (off the diagonal).

Table 5. The heterotrait-Monotrait ratio of correlations.

SEO SMP UGC PE ATSCC BE
SEO 1.000
SMP 0.615 1.000
UGC 0.721 0.684 1.000
PE 0.645 0.654 0.659 1.000
ATSCC 0.752 0.681 0.589 0.802 1.000
BE 0.634 0.786 0.674 0.773 0.760 1.000

HTMT value below 0.85 indicates an established discriminant validity.
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4.2. Hypotheses Testing

Before testing the hypothesized paths, the study assessed the structural model fit and
collinearity issues. The model fit evaluation employed multiple fit indices, including chi-
square/degree of freedom (X2/df), comparative fit index (CFI), Tucker-Lewis’ index (TLI),
goodness-of-fit index (GFI), adjusted goodness-of-fit index (AGFI), normed fit index (NFI), root
mean squared error of approximation (RMSEA), and standardized root mean squared residual
(SRMR). The results in Table 6 satisfy the recommended fitness criteria, indicating that the
structural model fits well with the data set used in the study [95]. Moreover, the variance inflation
factor (VIF) for all exogenous variables was estimated to assess the issue of collinearity. The result
in Table 7 displays significant VIF values (<5) and tolerance levels (> 0.2), ruling out collinearity
issues [96].

Table 6. Fit indices of the structural model.

Fit Index Structural Model Recommended Cutoff Value
X2(df) 1328(729) NA
X2/(df) 1.823 <3.00
CFI 0.954 >0.90
TLI 0.938 >0.90
GFI 0.951 >0.90
AGFI 0.942 >0.90
NFI 0.949 >0.90
SRMR 0.067 <0.08
RMSEA 0.031 <0.06

Table 7. Collinearity assessment.

Variable VIF Tolerance (1/VIF) Collinearity Issue
SEO 3.06 0.326 No
SMP 3.95 0.253 No
UGC 4.54 0.221 No
PE 3.63 0.275 No
ATSC 1.94 0.515 No

Notes: VIF <5 (tolerance level of >0.2) indicates absence of collinearity issues [96].

As shown in Figure 2, the proposed model explained 83% and 71.4% of behavioral and
psychological engagement variations, respectively. The proposed hypotheses were tested and
grouped into three parts based on the research model: direct, mediating, and moderating effects.
The results of the structural model are displayed in Figure 2.

4.2.1. Direct Effects

The proposed direct effects of the study were significant, with p-values < 0.05 and t-
values > 1.96. Particularly, SEO has positive significant direct effects on psychological (f =
0.168, p < 0.001, t-value = 5.781, H1 supported) and behavioral (B = 0.143, p < 0.001, t-value =
4.712, H2 supported) engagement. Social media posts have positive significant direct effects on
psychological (B =0.277, p <0.001, t = 5.864, H3 supported) and be- havioral ( = 0.338, p <0.001,
t=6.861, H4 supported) engagement. UGC has positive significant direct effects on psychological
(B=0.280, p < 0.001, t = 5.970, H5 supported) and behavioral (B
= 0.316, p < 0.001, t = 6.332, H6 supported) engagement. As expected, psychological

engagement influences behavioral engagement (B= 0.435, p <0.001, t=9.261, H6 supported).
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Figure 2. Structural model results.

4.2.2. Mediating Effects

To test the mediating effect of psychological engagement on the relationships between
organic marketing and behavioral engagement, this study used the adjusted Baron and Kenny
approach to test the mediation effects [97]. This approach considers four steps in

determining the presence of mediation in a model. The first step assesses the direct
relationship between the independent and the moderating variable (X — M). The second step is
estimating the direct connection between the mediating and the dependent variable (M — Y). The
third step is assessing the direct relationship between the independent and the dependent
variable (X — Y), and the fourth step depends on the significance of the Sobel test of
mediation (z-value > 1.96, p <0.05, confidence interval should exclude 0). According to this
approach, there is no mediation if both or one of the X—M and M—Y are not significant.
Additionally, there is complete mediation if Sobel’s z-test is significant but X—Y is not.
Finally, there is partial mediation if all four steps are significant [97]. As long as steps one, two,
and three and the Sobel test in Table 8 are concerned, psychological engagement mediates the
relationships between organic marketing and behavioral engagement.

4.2.3. Moderating Effects

The moderating effects of ATSCC were tested using a bootstrapping approach to obtain
standard errors and confidence intervals. This approach better reflects the sam- pling distribution
of the conditional indirect impact as the biased corrected and percentile confidence intervals are
nonsymmetric [98]. A moderation is confirmed at an absolute t- value > 1.96 with a bootstrap
confidence interval excluding zero. That is, the range from bootstrap lower-level confidence interval
(BootLLCI) to bootstrap upper-level confidence interval (BootULCI) must not include zero to
confirm the moderating effect [98,99]. As presented in Table 8, the interaction effect of ATSCC on
the relationship between SEO and behavioral engagement was negative and statistically
significant. The interaction effect of ATSCC on the relationship between psychological and
behavioral engagement was negative and statistically significant. However, there was no significant
interaction effect of ATSCC on the relationships between social media posts and behavioral
engagement, as well as UGC and behavioral engagement; thus, hypotheses H9b and H9c are not
supported. The interaction slopes of the significant hypothesized moderating effects (H9a and
HO9d) are displayed in Figure 3 below.
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Table 8. Results of hypothesized mediating and moderating effects.
Hypothesis Relationship Path Coefficient (f) z-Value 95% (LLCI — ULCI) Decision
Result s from the Sobel tes t of mediation approa ch
H8a SEO—PE—BE 0.073 4.904 **x* 0.044 — 0.102 Supported
H8b SMP—PE—BE 0.120 4.954 **x* 0.073 —0.168 Supported
H8c UGC—PE—BE 0.122 5.019 *** 0.074 —0.170 Supported
Hypothesized moderating effects
Interaction effect (5) |t-value| 95%rtBootbEET—
BootULCI)
H9a Moderated SEO—BE —0.088 3.511 ** —0.137—--0.038 Supported
HOb Moderated SMP—BE —0.058 0.306 (NS) —0.429—0.313 Not supported
HO9c Moderated UGC—BE —0.113 0.715 (NS) —0.423— 0.198 Not supported
H9d Moderated PE — BE —0.135 3.840 *** —0.204—-0.066 Supported
Notes: Path is significant at z-value > 1.96; |t-value| > 1.96; 95% LLCI — ULCI excluding 0; p < 0.05 (NS p > 0.05,
% p < 0.01, %% p < 0.001).
5 5
45 45 y=2.94x-1.075
w w y=2588A217
2 15 Moderator ® 35 Moderator
wt=Low ATSCC =4=Low ATSCC
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Notes: ATSCC= attention to social comparison of consumption; SEO= search engine optimization; PE: psychological engagement;
BE: behavioral engagement

Figure 3. Interaction slopes of the significant moderating effects.

5. Discussions

There is a scientific accord on the importance of digital marketing in maintaining positive
consumer engagement and ensuring the success of firms [7,8,31,32,100]. There is, however, a lack
of studies investigating the effects of organic (unpaid) digital marketing strategies on consumer
engagement. The empirical results from the study’s analysis point to findings uncovered by
previous research.

First, findings established SEO on e-commerce shopping platforms, social media posts of e-
commerce firms, and UGC as the organic practices in marketing that drive psycho- logical
and behavioral engagement on social media platforms. The results also confirmed a direct
influence of psychological engagement on behavioral engagement. Notably, e-
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commerce firms’ social media posts exerted the highest impact on behavioral engagement among
organic marketing practices. A possible explanation is that the respondents react more to social media
content posted by the e-commerce firm. These findings indicate the variations in the effectiveness of
different practices in attracting consumer engagement. The findings somehow contradict previous
studies that posited that technology-aided services reduced consumer participation [101].

Additionally, the mediating effect of psychological engagement between organic mar- keting
practices and behavioral engagement was uncovered. Concerning Brodie et al.[22], the current study
operationalized consumer engagement as a process initiated by con- sumers’ experience with
the organic marketing practices available to a firm. The process begins with expressing some e-
commerce firm-related unobservable attitudes (psychologi- cal engagement) that trigger observable
behaviors (behavioral engagement). The results confirmed psychological engagement as the
organism in the S-O-R model that partially mediates the effects of the stimuli (organic marketing
practices) on consumer response (behavioral engagement). A possible explanation is that
consumers’ behavioral engagement towards an e-commerce firm, caused by interactions with
organic marketing practices, is partially explained by the presence of consumers’ psychological
engagement with the firm. However, the confirmed positive mediating effect of psychological
engagement contradicts the studies of Cheng et al. [102] who found no significant mediating effect
of the psycho- logical construct, perceived risk, on the relationship between technology-aided
services on a ridesharing app and consumer participation.

Third, the moderating effects of ATSCC were revealed. Consumers’ ATSCC damp- ened
the positive impact of SEO and psychological engagement on behavioral engagement. These
findings suggest that the intensity of behavioral engagement attitudes toward e- commerce firms
tends to reduce for consumers with high (vs. low) attention to social Comparison of consumption
choices. When consumers care too much about what society thinks of their consumption choices,
they are reluctant to participate in observable behav- ioral attitudes. However, a satisfying SEO
interaction is perceived, and a psychological engagement is formed. These findings are in line with
the works of Kim ez al. [103] and Asante et al. [63].

Conversely, ATSCC did not moderate the effects of social media posts and UGC on
behavioral engagement. A possible explanation is that social media posts and UGC will trigger
consumers’ behavioral engagement attitudes on social media, irrespective of their ATSCC. This
outcome is because consumers’ observable reactions to social media posts and UGC on social
media platforms generally do not involve the disclosure of product consumption choices.

5.1. Theoretical Implications

A significant contribution of the current study is the investigation of organic marketing,
focusing on unpaid marketing practices that increase consumer engagement. This study is one
of the first to investigate consumer engagement induced by interactions with e- commerce firms’
organic marketing practices. In adapting the S-O-R paradigm to the digital marketing context, we
theoretically revealed the relationships between organic marketing practices, consumers’ attention
to social Comparison of consumption choices, psychological engagement, and behavioral
engagement and tested these relationships empirically.

The study’s findings provide new insights into digital marketing literature by ex- ploring
unpaid marketing practices on e-commerce platforms and social networking sites. The study
augments the digital marketing knowledge base by empirically identifying varied organic
marketing practices that convert consumers and generate web traffic devoid of paid advertisement.
The factors considered in this study accounted for a significant variation (above 80 percent) in
consumers’ behavioral engagement, suggesting the im- portance of organic marketing practices in
driving consumer engagement behaviors. The study shows that psychological engagement
significantly mediates the effects of organic marketing practices on behavioral engagement. This
finding confirms that consumer en-
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gagement is an attitudinal process that begins with psychological engagement and triggers
consumers’ behavior.

Moreover, the current study improves existing literature by uncovering the interaction effect
of consumers’ attention to social Comparison that influences the positive impacts of SEO and
psychological engagement on behavioral engagement. The findings revealed the negative moderated
relationship between SEO and behavioral engagement. Additionally, the results showed that the
relationship between psychological and behavioral engagement was negatively moderated. These
two negatively moderated relationships advance our understanding of how the intensity of
behavioral engagement antecedents is weakened (or strengthened) when consumers have high (or
low) ATSCC.

5.2. Practical Implications

Practically, the findings assist managers of e-commerce shopping platforms in under- standing
the organic marketing practices that attract the most consumer traffic, thus, effec- tively ascertaining
psychological and behavioral engagement. Managers of e-commerce shopping platforms should
spend more time improving the unpaid marketing practices that directly and indirectly attract
consumers’ behavioral engagement. The study’s results suggest that social media posts from e-
commerce firms have the most apparent effect on consumers’ behavioral engagement. Thus,
advising firms to update posts about product information, discount, and promotional packages
frequently attracts consumer traffic.

Additionally, psychological engagement significantly mediated the effect of organic
marketing practices on behavioral engagement. This finding implies that consumers form a positive
firm-related state of mind during their interaction with organic marketing practices, which triggers
observable behavioral attitudes like commenting on firms’ social media posts and participating in
eWOM. Firms could increase traffic by tailoring the shopping platforms to specific consumers based
on their search history, designing product-related social media posts, and encouraging UGC that
influence consumers’ positive firm-related state of mind.

Moreover, the finding suggests that the intensity of observable behavioral engagement
attitudes caused by interactions with the SEO on the shopping platform and consumers’
psychological engagement is weakened for consumers with high ATSCC. Implying that e-
commerce firms should ensure only products and services that meet the quality standard should be
marketed to attract consumer engagement. Finally, the findings indicate that observable behavioral
engagement attitudes from consumers will increase as they interact with the firm’s social media
posts and UGC, irrespective of the consumers’ high or low ATSCC status. E-commerce firms
could improve the quality of product-related social media content and simultaneously encourage
quality UGC to attract significant volumes of observable behavioral engagement.

5.3. Limitations and Proposed Future Research

Despite the theoretical and practical implications, the study is not without limitations. These
limitations can, however, serve as future research directions. First, a quantitative methodology was
employed for this study; a mixed method can be considered in future studies to expand the
understanding of organic marketing practices available to e-commerce firms. Additionally, a cross-
sectional study was adopted for the current research. Future studies can counter this limitation by
adopting a longitudinal design to examine the variations in web traffic over time.

6. Conclusions

This study investigated the impacts of organic marketing practices available to e- commerce
firms on consumer engagement. The findings show that consumer engagement is an attitude
formation process that begins with psychological engagement attitudes and triggers observable
behavioral engagement activities. Secondly, the results show that some organic practices have
higher impacts on consumer engagement compared to others.
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Specifically, organic social media posts significantly influence behavioral engagement more than
SEO and UGC. Finally, high attention to social Comparison of consumption was found to weaken
the strength of the positive effects of SEO and psychological engagement on behavioral
engagement.
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Appendix A. Measurement Scales

Construct Measurement Scales

Search engine

optimization When I am on the e-commerce shopping platform:

(SEO) [33,39]
1. The keywords I type in the search engine produces search results
that matches what I’m looking for.
2. I spend a lot of time surfing the online store I choose to visit from the
search result.
3. I browse more pages within the online store I visit.
4. The online store I visit usually have exactly what I need.

(ss()ﬁgl)raejli %)]S e When [ am on the firm’s Facebook fan page:
5. The e-commerce firm’s social posts are easy to understand.
6. The e-commerce firm’s social posts are concise and free
of ambiguity.
7. The e-commerce firm’s social posts usually appeal to my emotions.
8. The e-commerce firm’s social posts convey close relationships with
the brand because they are more casual and familiar.
9. The e-commerce firm’s social posts have features like product link,
polls and questions that invite me to interact with the posts.

User-generated content , '
(UGC) [8] When | am on the firm’s Facebook fan page:

10. I like to read the e-commerce firm-related posts from

other consumers.

11. I find the e-commerce firm-related posts from other consumers as a
credible information source.

12. Other consumers share knowledge of the usage efficiency of
firm’s e-commerce platform on social.

13. Some e-commerce firm-related posts on social media are a repost
of consumers consumption review.
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Construct Measurement Scales
Psychological 14. 1 feel no stress when interacting with the e-commerce platform and
engagement (PE) [90] social media contents related to the e-commerce firm.

15. 1 am enthused and inspired when I am interacting with the e-
commerce platform and social media contents related to the e-
commerce firm.

16. I do not realize the passage of time as I am interacting with the e-
commerce platform and social media contents related to the
e-commerce firm.

Behavioral engagement 17. I share my opinions and relay information about my experience
(BE) [26,44] with the e-commerce firm on the social media platform.
18.1 do “like” the e-commerce firm’s social media posts.
19. T comment on the social media posts of the e-commerce firm on
the social media platform.
20. I share the social media posts of the e-commerce firm on my social
media platform.
21. I am willing to remain a follower of the e-commerce firm’s social
media fan page.

Attention to social

Comparison
(ATSCC) [54]

22. It is important for me to purchase a specific brand of product that
everyone is patronizing on the e-commerce platform.

23. If everyone is purchasing a certain brand of product on the e-
commerce platform, I feel it is the best to have that.

24. If I am unsure about what to purchase, I usually look at what
people buy most.

25. 1 tend to pay attention to what most people are consuming.
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