BAB YV

PENUTUP

5.1 Kesimpulan

Berdasarkan hasil analisis dan pembahasan yang dilakukan pada penelitian
dengan judul “Pengaruh Pemasaran Media Sosial Terhadap Niat Beli Yang
Dimediasi Kesadaran Merek Dan Keterlibatan Merek™” peneliti memaparkan
kesimpulan sebagai berikut :

5.1.1 Kesimpulan Profil Responden

Penelitian ini meneliti niat beli konsumen pada produk Eiger, yang
dipengaruhi oleh pemasaran media sosial dan menggunakan perantara variabel
mediasi melalui kesadaran merek dan keterlibatan merek. Penelitian ini dilakukan
di Indonesia dengan melibatkan total 193 responden yang telah melalui tiga tahap
filter atau pertanyaan saringan untuk memastikan kesesuaian dengan kriteria
penelitian, sehingga dapat dinyatakan valid dan digunakan sebagai sampel dalam
penelitian ini. Adapun profil responden sebagai berikut:

1. Mayoritas responden yang berpartisipasi dalam penelitian ini berjenis kelamin
perempuan.

2. Sebagian besar responden berada dalam kelompok usia muda, dengan rentang
usia 18-23 tahun.

3. Responden dalam penelitian ini mayoritas berstatus sebagai pelajar atau
mahasiswa, dengan komposisi jumlah yang sama seperti rentang usia dominan.

4. Pendidikan terakhir mayoritas responden adalah SMA/SMK.
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5. Dalam hal penggunaan media sosial, mayoritas responden menggunakan

Instagram selama <3 jam per hari.

6. Sebagian besar responden memiliki pengeluaran bulanan dalam kisaran

Rp1.000.000 hingga Rp3.000.000.

7. Produk Eiger yang paling diminati oleh responden adalah kategori pakaian,

yang kemudian diikuti oleh kategori footwear dan tas. Sementara itu, kategori

aksesoris menjadi produk yang paling sedikit diminati oleh responden.

5.1.2.
l.

Kesimpulan Deskriptif Variabel

Dengan menggunakan analisis deskriptif, Mean pemasaran media sosial
berada pada kategori sangat tinggi untuk setiap butir pertanyaan
Dengan menggunakan analisis deskriptif, Mean Kesadaran merek berada

pada kategori sangat tinggi untuk setiap butir pertanyaan

. Dengan menggunakan analisis deskriptif, Mean keterlibatan merek berada

pada kategori sangat tinggi untuk setiap butir pertanyaan
Dengan menggunakan analisis deskriptif, Mean niat beli berada pada

kategori sangat tinggi untuk setiap butir pertanyaan

5.1.3. Kesimpulan Uji Hipotesis

1.

Hasil pengolahan data menunjukkan bahwa terdapat pengaruh signifikan
positif dari pemasaran media sosial terhadap kesadaran merek (H1
diterima). Strategi Instagram Eiger yang menampilkan konten visual
menarik, interaksi melalui fitur seperti Reels dan polling, serta kolaborasi

dengan influencer, mencerminkan penerapan konsep Consumer Brand
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Engagement (CBE). Pendekatan ini mendorong keterlibatan emosional,
kognitif, dan perilaku konsumen, yang pada akhirnya memperkuat
kesadaran merek Eiger sebagai merek outdoor .

. Dari hasil analisis yang dilakukan, dapat disimpulkan bahwa pemasaran
media sosial berpengaruh signifikan positif terhadap keterlibatan merek
(H2 diterima). Strategi digital Eiger di Instagram mencerminkan
penerapan Consumer Brand Engagement (CBE) dengan mengedepankan
interaksi dua arah melalui fitur seperti polling, Q&A, dan repostkonten
pengguna. Pendekatan ini mendorong konsumen untuk terlibat secara
emosional, kognitif, dan perilaku, sehingga mereka tidak hanya menjadi
penonton pasif, tetapi turut membangun komunitas digital yang
memperkuat hubungan jangka panjang dengan merek.

. Berdasarkan pengujian hipotesis, ditemukan bahwa pemasaran media
sosial tidak berpengaruh signifikan terhadap niat beli produk Eiger (H3
ditolak). Strategi Instagram Eiger yang fokus pada visual dan keterlibatan
emosional mencerminkan pendekatan CBE, di mana interaksi konsumen
lebih banyak terjadi pada level kognitif dan emosional. Namun, minimnya
elemen ajakan langsung seperti call to action atau ulasan pelanggan dapat
melemahkan dorongan pembelian, terutama bagi konsumen yang masih
dalam tahap pertimbangan. Hal ini menunjukkan bahwa meskipun
keterlibatan merek tinggi, tidak selalu diikuti dengan tindakan pembelian

secara langsung.
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4. Temuan penelitian ini mengindikasikan bahwa keterlibatan merek
berpengaruh signifikan positif terhadap niat beli produk Eiger (H4
diterima). Melalui konten instagram Eiger seperti testimoni, video
petualangan, dan repost unggahan pengguna, Eiger secara konsisten
membangun kedekatan emosional dengan audiens di Instagram. Strategi ini
menciptakan rasa dihargai dan memperkuat hubungan antara konsumen
dan merek. Dalam perspektif teori Consumer Brand Engagement (CBE),
pendekatan ini mencerminkan keterlibatan emosional dan kognitif yang
penting dalam membangun kepercayaan konsumen. Meskipun tidak
bersifat persuasif secara langsung, konten-konten tersebut mampu
mendorong niat beli secara tidak langsung.

5. Hasil olahan data memperlihatkan bahwa terdapat pengaruh signifikan
positif dari kesadaran merek terhadap niat beli produk Eiger (HS diterima).
Strategi Instagram Eiger membentuk identitas merek yang kuat melalui
konsistensi visual dan kampanye #IniPerjalananku yang mendorong
pengguna berbagi pengalaman mereka. Pendekatan ini tidak hanya
memperkuat kesadaran merek, tetapi juga membangun hubungan
emosional yang lebih personal dengan audiens. Dalam konteks teori
Consumer Brand Engagement (CBE), partisipasi aktif konsumen
mencerminkan keterlibatan emosional dan kognitif yang berperan penting
dalam memperkuat kesadaran merek serta mendorong niat beli.

6. Berdasarkan hasil pengujian, diketahui bahwa kesadaran merek secara

signifikan memediasi hubungan antara pemasaran media sosial dan niat
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beli produk Eiger (H6 diterima). Peran mediasi terlihat dari upaya Eiger
membangun kesadaran merek lewat konten visual dan storytelling yang
menonjolkan nilai seperti petualangan dan cinta alam. Melalui unggahan
ekspedisi atau tips mendaki, konsumen mulai mengenal karakter merek.
Paparan konten ini membentuk kesadaran merek Eiger sebagai brand yang
relevan dan terpercaya, sehingga mendorong minat beli. Semakin sering
konsumen terpapar konten tersebut, semakin kuat pula ikatan emosional
dengan merek. Dalam kerangka teori Consumer Brand Engagement (CBE),
keterlibatan yang dibentuk melalui interaksi dengan konten Instagram
Eiger berperan penting dalam membangun kesadaran merek, yang
kemudian memediasi pengaruh terhadap niat beli.

Dari hasil penelitian yang diperoleh, dapat disimpulkan bahwa keterlibatan
merek memediasi secara signifikan pengaruh pemasaran media sosial
terhadap niat beli produk Eiger (H7 diterima). Konten di media sosial
seperti Instagram tidak langsung mendorong pembelian, tetapi lebih dulu
membangun keterlibatan lewat interaksi seperti like, komentar, dan
berbagi. Keterlibatan ini menciptakan hubungan emosional yang
memperkuat minat beli. Pada Eiger, strategi seperti repost cerita pengguna,
interaksi dua arah, dan kampanye komunitas membentuk pengalaman yang
bermakna dan personal bagi konsumen. Dalam teori Consumer Brand
Engagement (CBE), keterlibatan perilaku yang muncul dari interaksi ini
menjadi kunci dalam menjembatani pengaruh pemasaran media sosial

terhadap niat beli konsumen.
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5.2. Implikasi Manajerial

1.

Berdasarkan hasil pengujian hipotesis pertama, ditemukan bahwa terdapat
pengaruh signifikan dari pemasaran media sosial terhadap kesadaran merek.
Temuan ini mengindikasikan bahwa strategi pemasaran yang dilakukan
melalui media sosial Instagram Eiger mampu meningkatkan pengenalan
serta daya ingat konsumen terhadap merek Eiger. Oleh karena itu,
manajemen Eiger perlu memperkuat dan mempertahankan strategi
komunikasi digitalnya dengan fokus pada penyajian konten yang relevan
dengan gaya hidup petualangan dan eksplorasi, yang menjadi karakter khas

konsumen Eiger.

. Berdasarkan hasil pengujian hipotesis kedua, ditemukan bahwa terdapat

pengaruh signifikan dari pemasaran media sosial terhadap keterlibatan
konsumen. Temuan ini menunjukkan bahwa elemen interaktif dalam media
sosial, seperti fitur komentar, berbagi konten, dan reaksi terhadap postingan,
berkontribusi besar dalam mendorong konsumen untuk terlibat secara
emosional maupun fungsional dengan merek Eiger. Oleh karena itu,
manajemen Eiger disarankan untuk mengembangkan dan mengelola
platform media sosial secara aktif dan responsif, agar tercipta komunikasi
dua arah yang memperkuat hubungan antara konsumen dan merek. Dengan
memaksimalkan fitur interaktivitas yang tersedia.

Berdasarkan hasil pengujian hipotesis keempat, ditemukan bahwa terdapat
pengaruh signifikan antara keterlibatan merek terhadap niat beli. Hasil ini
diperkuat oleh analisis deskriptif variabel keterlibatan merek, di mana

indikator dengan nilai rata-rata mean tertinggi adalah indikator BE4.
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Temuan ini menunjukkan bahwa Eiger telah berhasil menyajikan konten
yang menarik di Instagram, sehingga mampu mendorong konsumen untuk
terlibat secara aktif dengan merek. Keterlibatan yang tinggi ini
mencerminkan adanya kedekatan emosional serta minat yang kuat terhadap
brand, yang pada akhirnya mempengaruhi niat beli konsumen. Oleh karena
itu, manajemen Eiger disarankan untuk mempertahankan dan meningkatkan
kualitas konten digital yang mampu menarik perhatian dan mendorong
interaksi konsumen, guna memperkuat dan mendorong keputusan
pembelian yang lebih tinggi.

. Berdasarkan hasil pengujian hipotesis kelima (HS5), ditemukan bahwa
terdapat pengaruh signifikan antara kesadaran merek terhadap niat beli.
Temuan ini menunjukkan bahwa semakin tinggi tingkat kesadaran
konsumen terhadap merek, maka semakin besar pula kemungkinan mereka
untuk mempertimbangkan merek tersebut dalam keputusan pembelian. Hal
ini juga diperkuat oleh hasil analisis deskriptif, di mana indikator dengan
nilai mean tertinggi adalah BA2, yang menunjukkan bahwa Instagram Eiger
sudah berhasil memberikan informasi yang jelas mengenai karakteristik
mereknya. Penyampaian identitas merek yang konsisten dan mudah dikenali
ini mampu meningkatkan rasa familiar dan kepercayaan konsumen terhadap
produk. Oleh karena itu, manajemen Eiger disarankan untuk terus
memperkuat elemen-elemen visual dan narasi merek, seperti logo,

komunikasi, serta konten edukatif mengenai produk, guna meningkatkan
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kesadaran merek yang pada akhirnya dapat mendorong keputusan
pembelian konsumen secara lebih efektif.

. Berdasarkan hasil pengujian hipotesis keenam (H6) menunjukkan bahwa
kesadaran merek berperan sebagai variabel mediasi yang signifikan dalam
hubungan antara pemasaran media sosial dan niat beli konsumen.
Kesadaran merek dapat memperkuat hubungan tersebut dengan membentuk
pemahaman yang lebih baik tentang produk di benak konsumen. Pemasaran
media sosial yang efektif dapat meningkatkan kesadaran merek, yang pada
akhirnya mendorong minat beli konsumen. Maka dari itu, penting bagi
Eiger untuk mempertahankan kesadaran merek yang dimiliki, agar
konsumen semakin yakin untuk membeli produk mereka. Hal ini akan
membantu Eiger tetap bersaing di pasar dan memastikan konsumen memilih
produk mereka dibandingkan dengan pesaing lainnya.

. Berdasarkan hasil pengujian hipotesis ketujuh (H7) menunjukkan bahwa
keterlibatan merek memiliki peran penting sebagai variabel mediasi yang
signifikan antara pemasaran media sosial dan niat beli. Hal ini menunjukkan
bahwa meskipun pemasaran media sosial secara langsung mungkin tidak
selalu berpengaruh besar terhadap niat beli, kemampuannya dalam
meningkatkan keterlibatan merek mampu mendorong minat beli konsumen
secara signifikan. Keterlibatan merek yang meningkat akan memperkuat
ikatan emosional dan kedekatan konsumen dengan merek, yang pada
akhirnya berujung pada peningkatan niat untuk melakukan pembelian. Oleh

karena itu, Eiger perlu memprioritaskan berbagai upaya yang dapat
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meningkatkan interaksi konsumen melalui platform media sosial, sebagai
strategi utama untuk mendorong niat beli.
7. Berdasarkan analisis data yang diperoleh dari hasil kuesioner, ditemukan
beberapa temuan penting yang dapat menjadi dasar pengambilan keputusan
strategis. Hasil kuesioner menunjukkan bahwa mayoritas responden adalah
perempuan dan produk yang paling banyak diminati adalah pakaian. Hal ini
memberikan peluang bagi Eiger untuk memperkuat lini produk perempuan,
khususnya dalam kategori pakaian. Eiger dapat mulai mengembangkan
desain pakaian perempuan yang lebih variatif namun tetap mengusung
konsep fungsional dan outdoor . Fokus ini juga dapat diperkuat melalui
strategi pemasaran yang menargetkan konsumen perempuan, guna
meningkatkan daya saing dan memperluas segmen pasar.
5.3. Keterbatasan & Saran Penelitian

Peneliti menyadari adanya beberapa keterbatasan dalam penelitian ini
selama proses penyusunannya. Berikut adalah beberapa poin keterbatasan yang
ditemukan dalam penelitian ini:

1. Kuesioner yang digunakan dalam penelitian ini diadaptasi dan
diterjemahkan dari kuesioner berbahasa asing yang terdapat dalam jurnal-
jurnal terdahulu, sehingga terdapat potensi terjadinya kesalahan dalam
interpretasi makna. Berdasarkan keterbatasan tersebut, peneliti
menyarankan agar penelitian selanjutnya mempertimbangkan untuk
mengganti atau menyusun ulang item-item kuesioner dengan menggunakan

bahasa yang lebih sederhana dan mudah dipahami oleh responden, tanpa

99



mengurangi esensi dari pernyataan aslinya. Hal ini bertujuan untuk
meminimalkan kesalahan interpretasi serta meningkatkan keakuratan data
yang diperoleh.

. Objek dan subjek dalam penelitian ini hanya berfokus pada satu merek serta
mengandalkan data yang diperoleh dari satu platform media sosial, yaitu
Instagram. Kondisi ini dapat membatasi keberagaman perspektif, khususnya
dari pengguna di luar platform tersebut. Oleh karena itu, penelitian
selanjutnya disarankan untuk mempertimbangkan objek dan subjek yang
lebih beragam, serta tidak hanya terfokus pada satu merek atau satu platform
media sosial saja. Penambahan platform selain Instagram, seperti TikTok
atau platform lainnya, yang saat ini juga memiliki pengaruh besar dalam
membentuk perilaku konsumen, dapat memberikan gambaran yang lebih
menyeluruh dan representatif terhadap respons konsumen di berbagai

saluran digital.

. Penggunaan kata yang ambigu pada indikator pertama variabel niat beli,

yaitu "Saya berniat untuk terus membeli merek Eiger yang saya lihat di
Instagram," menyebabkan beberapa responden kurang memahami maksud
dari pernyataan tersebut. Hal ini berpotensi menimbulkan ketidaksesuaian
dengan definisi variabel niat beli yang digunakan dalam penelitian. Oleh
karena itu, untuk menghindari kebingungan responden dalam mengisi
kuesioner, peneliti selanjutnya disarankan untuk memilih kata-kata yang
lebih tepat, jelas, dan mudah dipahami dalam setiap item pertanyaan yang

disusun.
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4. Penelitian terdahulu tidak memiliki objek yang spesifik terhadap suatu
produk, melainkan meneliti sejauh mana pengaruh pemasaran media sosial
terhadap niat beli masyarakat di beberapa negara seperti Makedonia Utara,
Albania, Kosovo, Rumania, dan Ukraina. Sementara itu, penelitian ini
menggunakan objek yang lebih spesifik, yaitu produk merek Eiger, yang
dapat membatasi tingkat generalisasi temuan jika dibandingkan dengan
penelitian sebelumnya. Oleh karena itu, penelitian selanjutnya disarankan
untuk mempertimbangkan pendekatan lintas negara atau lintas wilayah agar
hasil yang diperoleh dapat dibandingkan secara lebih luas dan memiliki
tingkat generalisasi yang lebih kuat, sebagaimana disarankan dalam
penelitian-penelitian terdahulu.

5. Pengumpulan data dalam penelitian ini dilakukan melalui penyebaran
kuesioner secara daring selama 17 hari, yakni dari tanggal 27 Maret hingga
10 April 2025. Meskipun kuesioner telah disebarkan melalui berbagai
platform media sosial seperti Line, WhatsApp, dan Instagram, tingkat
partisipasi responden tetap tergolong rendah, sehingga proses pengumpulan
data memerlukan waktu yang cukup lama. Untuk itu, penelitian selanjutnya
disarankan untuk mendistribusikan kuesioner dalam jangka waktu yang
lebih panjang. Dengan demikian, peneliti tidak perlu terburu-buru dalam
menjaring responden serta dapat melakukan tindak lanjut secara berkala

guna mengingatkan partisipan yang belum mengisi kuesioner.
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Construct

Measurement

Reference

Social Media

Marketing

SMMI1- Social media advertising draws my
attention to brands.

SMM2- Social media provides me
information that [ need for brands.

SMM23- It is interesting to share information

on brands through social media.

(Emini &

Zeqiri, 2021)

Brand

Awareness

BAI1- Social media increases my brand
awareness and makes me aware of brands.
BA2-Social media provides me with more
information regarding the characteristics of
brands.

BA3- Through social media, I can easily
remember brands.

BAA4- I can easily recognize brands through.
social media BAS- I can easily distinguish

different brands through social media.

(Zeqiri et al.,

2024)

Brand

Engagement

BE1-1 am in close contact with others who
use the same brands as me on social media.
BE2- Social media engages me during

different brand activities.

(Zeqiri et al.,

2024)
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BE3- Brands seen on social media make me
feel very positive.
BE4—1 am very focused when I see brands on

social media.

Purchase

Intention

PI1- My intention is to continue buying
brands that I see on social media.

PI2- I recommend brands that I prefer to
others using social media.

PI3- I intend to purchase brandsthatl prefer
based on discussions on social media.

PI4- My intention is to stay loyal to this

brand in the future.

(Zeqiri et al.,

2024)
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PASSION FOR ADVENTURE

PENGARUH PEMASARAN MEDIA
SOSIAL TERHADAP NIAT BELI YANG
DIMEDIASI KESADARAN MEREK DAN
KETERLIBATAN MEREK

Halo teman-teman semua

Perkenalkan nama saya Adrian Sabastian Nicodemus Tambunan, dan saya sedang
menempuh Tugas Akhir pada Program Studi Sarjana Manajemen, Fakultas Bisnis dan
Ekonomika, Universitas Atma Jaya Yogyakarta. Saat ini, saya sedang melakukan penelitian
mengenai "Pengaruh Pemasaran Media Sosial Terhadap Niat Beli Yang Dimediasi
Kesadaran Merek Dan Keterlibatan Merek". Penelitian ini bertujuan untuk memahami lebih
dalam tentang pengaruh yang diberikan oleh pemasaran media sosial, khususnya
Instagram, dalam membentuk niat beli konsumen dengan kesadaran merek dan
keterlibatan merek sebagai faktor penentu.

Sehubungan dengan hal tersebut, saya memohon waktu dan kesediaan Anda untuk
menjawab seluruh permyataan dalam kuesioner ini.

Kriteria Responden:

1. Pengguna aktif media sosial Instagram

2. menjadi follower aktif (like, komentar dan sharing) di instagram @eigeradventure.

Apabila Anda termasuk dalam kriteria tersebut, saya sangat mengharapkan kesediaan
Anda untuk menagisi kuesioner ini. Waktu yang diperlukan untuk mengisi 10-15 menit,
Seluruh informasi yang Anda berikan akan dijaga kerahasiaannya dan hanya digunakan
untuk kepentingan penelitian.

Terima kasih banyak atas bantuan dan waktu yang telah Anda luangkan untuk mengisi
kuesioner ini.

Partisipasi Anda sangat membantu dalam penyelesaian studi ini.

Untuk pertanyaan lebih lanjut mengenai kuesioner ini, Anda dapat menghubung melalui
gmail saya "adriansabastiannico@gmail.com"

Salam hangat,

Adrian Sabastian Nicodemus Tambunan

Berikutnva Kosonakan formulir
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Pertanyaan Filter 1

Pertanyaan berikut merupakan filter awal yang digunakan untuk memastikan apakah Anda

memenuhi syaret sebagai responden dalam survei ini

Apakah Anda memiliki akun di aplikasi Instagram? *

O va
() Tidak

Pertanyaan Filter 2

Pertanyaan berikut merupakan filter awal yang digunakan untuk memastikan apakah Anda

memenuhi syarat sebagai responden dalam survei ini

Apakah Anda pernah melihat iklan di Instagram @eigeradventure? *

~

QO Ya

(O Tidak

Pertanyaan Filter 3

Pertanyaan berikut merupakan filter awal yang digunakan untuk memastikan apakah Anda
memenuhi syarat sebagai responden dalam survei ini .

Apakah Anda merupakan follower aktif (sering memberikan fike dan membagikan *
konten) di akun instagram @eigeradventure?
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PERTANYAAN DEMOGRAFI

Bagian ini berisi informasi dasar responden yang digunakan untuk keperluan analisis data
secara umum. Seluruh data yang dikumpulkan akan dijaga kerahasiaannya dan hanya
digunakan untuk kepentingan penelitian.

Silakan isi data diri Anda dengan jujur dan sesuai kondisi sebenarmya.

Jenis Kelamin *

() Perempuar|
() Laki-laki

Usia *

() <18 Tahun

O 18- 23 Tahun
() 24-29Tahun
() 30-35Tahun

O =35 Tahun

Profesi *

O Pelajar / Mahasizwa

() Pegawai Negri Sipil (PNS)
() Pegawai Swasta

() Wirausaha

O Freelancer
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Pendidikan Terakhir *

D SMP

() SMA/SMK

() D1/D2/D3/D4/S1
() s2

() s3

Waktu vang dihabiskan untuk membuka aplikasi Instagram dalam sehari *

O «=73 jam
() 34jam
O 5-6 jam
O = B jam

Rata-rata Pengeluaran per Bulan *

o = 1.00000
O 1.000.000 - 3.000.000
O 3.000.000 - 5.000.000

O = 5.000.000

Dari berbagai produk yang ditawarkan Eiger, manakah yang menurut Anda paling *
menarik dan menjadi favaorit?

|:| Pakaian (Jaket, Kaos, Celana outdoor, Baju thermal)

|:| Foot Wear (Sepatu hiking, Sandal outdoor, Sepatu casual)

|:| Tas (Tas ranszel, Tas selempang, Tas pinggang)

|:| Peralatan Outdoor (Tenda, Sleeping Bag, Kompor Portable, Head Lamp)

|:| Aksesoris (Topi, Sarung tangan, Kacamata cutdoor, Botol minum)

Kembali Berikutnya Kesongkan formulir
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Pemasaran Media Sosial

Pemasaran media sosial adalah strategi pemasaran yang menggunakan

platform media sosial untuk menyampaikan informasi, mempromosikan produk atau
layanan, serta membangun hubungan dengan audiens.

Berikan satu pilihan jawaban untuk masing-masing pemyataan di bawah ini sesuai dengan
Skala Likert yang tersedia.

Keterangan skala disajikan di bawah ini:

1= Sangat Tidak Setuju (STS)

2= Tidak Setuju (TS)

3= Metral (M)

4= Setuju (S)

5= Sangat Setuju (S5)

1.lklan di Instagram membuat saya tertarik dengan produk Eiger? *

1 2 3 4 3

Sangat Tidak Setuju D O O O O Sangat Setuju

2_Instagram Eiger memberi informasi yang saya butuhkan rmengenai produk *
terseput?

1 2 3 4 3

Sangat Tidak Setuju D O O O O Sangat Setuju

3. Sangat menarik untuk saya berbagi informasi mengenai produk Eiger melalui  *
Instagram?

1 2 3 4 5

Sangat Tidak Setuju D O 'C:' D D Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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Kesadaran Merek

Kesadaran merek adalah kemampuan konsumen potensial untuk mengenali atau
mengingat suatu merek dalam pikiran mereka, yang membantu dalam menghubungkan

produk dengan merek tertentu.

Berikan satu pilihan jawaban untuk masing-masing pernyataan di bawah ini sesuai dengan

Skala Likert yang tersedia.

Keterangan skala disajikan di bawah ini:
1= Sangat Tidak Setuju (STS)

2= Tidak Setuju (TS)

3= Netral (N)

4= Setuju (S)

5= Sangat Setuju (SS)

1. Instagram Eiger meningkatkan kesadaran mengenai merek Eiger? *

1 2

Sangat Tidak Setuju

4

o O O O O

Sangat Setuju

2. Instagram Eiger memberi saya lebih banyak informasi mengenai karakteristik *

merek Eiger?

1 2

Sangat Tidak Setuju

4

o O O O O

Sangat Setuju

3. Melalui Instagram Eiger, saya dapat dengan mudah mengingat merek Eiger? *

Sangat Tidak Setuju

2

3

a4

5

o ©o o O O

Sangat Setuju

4. Saya dapat dengan mudah mengenali merek Eiger melalui Instagram? *

Sangat Tidak Setuju

2

3

4

5

o o o O O

Sangat Setuju

5. Saya dapat dengan mudah membedakan merek Eiger dari merek lainnya *

melalui Instagram?

Sangat Tidak Setuju

Kembali Berikutnya

2

3

114

4

5

o o o o O

Sangat Setuju

Kosongkan formulir



Keterlibatan Merek

Keterlibatan merek adalah tingkat interaksi yang mencakup aspek emosional, kognitif, dan
perilaku yang diberikan konsumen terhadap suatu merek.

Berikan satu pilihan jawaban untuk masing-masing pernyataan di bawah ini sesuai dengan
Skala Likert yang tersedia.

Keterangan skala disajikan di bawah ini:

1= Sangat Tidak Setuju (STS)

2= Tidak Setuju (TS)

3= Netral (N)

4= Setuju (S)

5= Sangat Setuju (SS)

1. Saya berteman dengan orang lain yang menggunakan merek Eiger di *
Instagram?

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

2. Saya terlibat dalam beberapa aktivitas merek Eiger di Instagram (membagi *
konten, memberikan komentar, memberikan tanda like)?

1 2 3 4 5

Sangat Tidak Setuju o O o O O Sangat Setuju

3. Saya merasa senang ketika melihat Merek Eiger di Instagram ? *

Sangat Tidak Setuju O O O O O Sangat Setuju

4, Saya sangat tertarik ketika melihat merek Eiger di Instagram? *

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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Niat Beli

Niat beli adalah keinginan atau kecenderungan seseorang untuk membeli
suatu produk atau layanan berdasarkan pertimbangan, perasaan, atau penilaian
terhadap produk tersebut.

Berikan satu pilihan jawaban untuk masing-masing pernyataan di bawah ini sesuai dengan
Skala Likert yang tersedia.

Keterangan skala disajikan di bawah ini:

1= Sangat Tidak Setuju (STS)

2= Tidak Setuju (TS)

3= Netral (N)

4= Setuju (S)

5= Sangat Setuju (SS)

1. Saya berniat untuk terus membeli merek Eiger yang saya lihat di Instagram? *

Sangat Tidak Setuju O O O O O Sangat Setuju

2. Saya akan merekomendasikan merek Eiger yang saya sukai kepada orang lain *
melalui Instagram?

Sangat Tidak Setuju O O o O o Sangat Setuju

3. Saya berniat membeli merek Eiger yang saya sukai berdasarkan diskusi di *
Instagram?

Sangat Tidak Setuju O O O O O Sangat Setuju

4. Saya berniat untuk tetap setia pada merek Eiger di masa depan? *

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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EiIGER

PASSION FOR ADVENTURE

PENGARUH PEMASARAN MEDIA
SOSIAL TERHADAP NIAT BELI YANG
DIMEDIASI KESADARAN MEREK DAN
KETERLIBATAN MEREK

Terima Kasih!!

Terima kasih telah meluangkan waktu untuk mengisi kuisioner ini. Saya sangat
mengapresiasi partisipasi Saudara/Saudari karena telah membantu saya dalam melakukan
penelitian ini. Jawaban yang Saudara/Saudari berikan akan sangat berharga bagi Saya.
Thank you for your time and participation. Wishing you a great day and may God bless you!
Salam hangat,

Adrian sabastian Nicodemus Tambunan

Kembali Kirim Kosongkan formulir
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sMM2 SMM3 BA1l BA2 BA3 BA 4 BA S BE1 BE 2 BE 3 BE4 PI1 P12 P13 Pl4

SMM 1
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Nilai Mean,Min dan Max

Name No. Type  Misings  Mean  Median  Scalemin  Scalemax  Obsevedmin  Observed max
SMM 1 I MO 0 454 5.000 1000 5000 1000 5,000
MM 2 2 M 0 462 5000 3000 5000 3000 5,000
SV 3 3 M 0 45% 5.000 3000 5000 3000 5,000
BA1 4 MH 0 45% 5000 3000 5000 3000 5,000
BA2 5 M 0 4653 5000 3000 5000 3000 5,000
BA3 6 M 0 40 5000 3000 5000 3000 5,000
BA4 7 M 0 4601 5000 2000 5000 2000 5,000
BAS § M 0 4606 5000 3000 5000 3000 5,000
BE1 9 M 0 4404 4000 2000 5000 2000 5000
BE2 0 M 0 4456 5000 1000 5000 1000 5,000
BE3 M 0 451 5000 3000 5000 3000 5000
BE4 2 M 0 45% 5000 3000 5000 3000 5,000
Pl 3 M 0 4440 5,000 3000 5000 3000 5,000
P2 4 M 0 4508 5,000 3000 5000 3000 5,000
P3 15 M 0 4456 4000 2000 5000 2000 5,000
P4 16 M 0 4456 4000 3000 5000 3000 5,000
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Standard deviation

0593
0536
0531
0521
0508
0521
040
0529
0629
0635
0539
0348
0609
0577
0.566
0575

Excess kurtosis

2208
{041
0515
0,768
0218
0039

1.398
0424

0471

486
0697
0710
0559
0512

0401
707

Skewness ~ Cramér-von Mises p value

-1.524
-1.009
-0.908
173
-1.003
-1.038
-1107
0857
082
-1.361
0.591
0631
0602
-0.683
0602
0485

0.000
0,000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000



Nilai Outer Loading

Kesadaran Merek Keterlibatan Merek Niat Beli Pemasaran Media Sosial

BA 1 0.843

BA 2 0.774

BA3 0.825

BA 4 0.825

BA 5 0.848

BE 1 0.853

BE 2 0.821

BE 3 0.846

BE 4 0.841

Pl 1 0877

P12 0.804

P13 0.879

P14 0.883

SMM 2 0.838
SMM 3 0.860
SMM 1 0.858

Nilai R-Square

R-square R-square adjusted
Kesadaran Merek 0.570 0.567
Keterlibatan Merek 0.396 0.393
Niat Beli 0.745 0.741

Nilai Construct Reability dan Validity

Cronbach's alpha ~ Composite reliability (r... ~ Composite reliability (r.. = Average variance extrac...

Kesadaran Merek 0881 0,881 0913 0678
Keterlibatan Merek 0.862 0.867 0.906 0.707
Niat Beli 0884 0.887 0.920 0742
Pemasaran Media Sosial 0812 0814 0.888 0.726
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Nilai Discriminant Validity (Cross Loading)

Kesadaran Merek Keterlibatan Merek Niat Beli Pemasaran Media Sosial
BA 1 0.843 0.582 0.608 0.668
BA 2 0.774 0.523 0.554 0.652
BA 3 0.825 0.568 0.586 0.575
BA 4 0.825 0.603 0.606 0.597
BA S5 0.848 0.622 0629 0.610
BE 1 0.645 0.853 0.786 0.561
BE 2 0.493 0.821 0.657 0442
BE 3 0.603 0.846 0.644 0.520
BE 4 0.613 0.841 0.732 0.579
Pl 1 0.606 0.745 0.877 0.558
Pl 2 0.632 0.632 0.804 0.607
Pl 3 0.599 0.762 0879 0497
Pl 4 0.666 0.758 0.883 0492
SMM 2 0.635 0.519 0517 0.838
SMM 3 0.664 0.608 0.557 0.860
SMM 1 0.628 0474 0.512 0.858
Nilai Path Coefficient

Original sample (0) Samplemean (M)  Standard deviation (ST.. T statistics (|0/STDEV))

Kesadaran Merek -» Nt Bel 0.247 0.248 0078 3.178
Ketevatan Merk - Niat e 0.654 0.659 0059 11.060
Pemasaran Media Sosial > Kesadaran Merek 0.755 0.758 0.043 17700
Pemasaran Media Sosial-> Ketritatan... 0.629 0.634 0.043 14474
Pemasaran Media Sosial-> Nt Bel 0.024 0017 0070 0.342

Nilai Special Indirect Effect ( Mediasi)

Orgalsampl(0) ~ Somplemean M) Sandeddevatin T, Tttt 0/SORI)

o i et k- Dt ) I 00 307

o il et - 0188 Nl 0060 ll
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P values

0.001
0.000
0.000
0.000
0.7132
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Struktur awal penelitian

SMM 2

SMM 3

SMM 1

BA 1

BA 2

BA 3

Kesadaran Merck

BA 4

BA S

Pemasaran Media

BE

1 BE2

BE3

Struktur Calculation PLS Alogarithm

SMM 2

SMM 3

SMM 1

BA 1

¥o.a38

-40.560

BA 2

-
0.843 0774

0755 Kesadaran Merek

BA

0.825

3 BA 4

-
0.825 p.gag

0.247

Niat Beli

BE 4

BA S

40858
Pemasaran Media

BE 2

0.853 ps21

0.846 D841

BE3

Struktur Calculation PLS Bootstraping

SMM 1

BA 1

BA 2

-
0.000_0.000

BA 3
0.000

BA 4

-
0.000 g oo

n.oop Kesadaran Merek [ 54

Niat Beli

BE 4

Pemasaran Media

0.732

0.000

BA S

Niat Beli

0.877
0.804— >

0.879—
0.883

Pl 2

Pl 3

Pl 1

Pl 2

Pl 3

Pl 4
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Ahstract

Purpose — Purpose. Based on the Uses and Gratifimtions Theory (UGT), theory of consumer brand
engagement (CBE), and empirical findings, we examine the impact of social media marketing (SMM) on brand
awareness (BA), comsumer brand engagement (CBE), and purchase intention in emergimg economies.
Design/methodologyfapproach — Data were collected m Nerth Macedonia, Albania, Kosovo, Romania, and
Ukraine from 1808 social media users, through a self-administered online survey. Partial least square structural
equation modeling was used to assess the theoretical model, and & mult-group analysis to explore the
differences between countries.

Findings — Social media marketing has a positive mopact on brand awareness, brand engagement, and
purchase intention, while country moderates the relationship between brand engagement and purchase
méention. We reveal differences smong countries regaeding SMM's impact on brand engagement and purchase
intention.

Practical implications — The study promotes SM's impact on brand communications, providing consumer
msights that help companies design effective SMM strategies, using similarities and differences in emerging
eeonommies. The different kevels of CBE and therr different mfluences on purchase intention require a foos on
the motivations for brand engagement m social meds and the type of content preferred by consumers ineach
country. The originality of our research lies in our examination of the impact of secial media marketing on
comsumer behavior n five emerging countries. Additonally, we are investigating how the country of origm
infloences the relationship between social media marketing, brand awareness, consumer behavior, and
purchase intention in different countries.

Originality/value — The m'igi.nalit} of our research lies m our examination of the impact of social media
marketing on consumer behavior in five emerging countries. Additionally, we are nvestigating how the
country of origm influences the relationship between social media marketing, brand awareness, consumer
behavior, and purchase intention in different countries.

Keywords Social media marketing, Consumer brand engagement, Brand awareness, Purchase intention,
Emerging econoamies

Paper type Research paper
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1. Introduction

Social media has facilitated complex and intense interactions between brands and consumers
for over a decade (L1 ef af, 2021). As a parbicipatory platform, it encourages consumers to
engage, connect, and share ideas with other hke-minded consumers, but also with brands on a
wider scale. The widespread use of social media has enabled consumers to voice their
opmions about companies’ products and services (Cheung ef af, 2022h), transforming them
from passive recervers of marketing communication mto mfluencers and active creators (Baz
ef al, 2020). As a result of these growing trends, companies have invested considerable efforts
and resources in marketing strategies that facilitate consumer participation on social media
platforms (Dabbous and Barakat, 2020) — trends and strategic approaches that are also
evident in the countries where the current research was conducted.

By using social media marketing (SMM) to encourage consumers to engage with a brand
online through activities such as consuming, contributing, and creating content (Muntinga
et al, 2011), companies can increase consumer brand engagement and positive consumer
behaviors (Cheung ef af, 2021¢c). From the many effects social media marketing campaigns
have on consumer reactions, Le, positive word-of-mouth, greater brand awareness, brand
equity, purchase intent, value co-creation, brand engagement, emotions, and purchases (Koay
et al, 2022 Cheung ef al, 2021a, b; Baz ef al, 2020; Godey ef al, 2016), this study considered
the direct effects on brand awareness, consumer brand engagement and purchase intention,
but also the effects that brand awareness and consumer brand engagement have on the
purchase intent.

Consumer brand engagement (CBE) reflects how consumers interact with engaging
organizations (Beckers ef al, 2018). The evolution of technology and social media has added
complexity to the consumer-firm relationship (Stemhoff ef &, 2019) and engagement models
(Wirtz ef al, 2019), requiring cohesive alignment. Despite some promismg conceptual
developments regarding consumer brand engagement, the attention given by researchers to
the importance of social media marketing activities on consumer brand engagement (CBE) is
Iimuted (Cheung ef all, 2020b).

Moreover, Holleheelk (2018) highlights the necessity of CBE research in various cultural
contexts, While few notable studies are confirmimg SMM's sigmificant posttive effects on
brand equity, mcluding its components—brand awareness and brand image (Godey of al,
2016; Se0 and Parlk, 2018; Hafez, 2022)—there 1s a lack of cross-cultural studies that explore
these relationships. Although Godey ef al. (2016) collected data from four countries; they only
evaluated a particular sector: lnxury goods. Therefore, their findings should be compared to
other contexts of research. (iven the significant number of studies asserting the importance
of cultural differences among countries in shaping consumers’ behavior through SMM
(Godey ef all, 2016; Cheung ef al, 2020a), we consider the country as a moderating factor. In
our study, we collected data from social media users in North Macedonia, Alhania, Kosova,
Romania, and Ukraine, countries that share similarities but also present cultural and
behavioral differences.

Behavioral differences among the analyzed countries, especially regarding the use of
social media and relationships with brands, are poorly addressed in the literature. The
existing literature either refers to the degree of new technology adoption (Tsiotsou, 2019) or
provides various statistics on social media use in these countries. Tsiotsou (2019) found that
consumers from Eastern Europe leave more reviews than consumers from Southern Europe.
This feature can be explained by the higher proportion of social media users in the post-strip
stage in Romania and Ukraine, whe demonstrate a higher level of engagement. According to
datareportal.com, social media penetration reached 74% of the total population in Ukraine,
67.3% in Romania, 56.1% in Kosovo, 537.5% i North Macedoma, and 56.4% m Albania in
2023, Although Facebook has the highest market share in all countries, it accounts for 94.96%
mn Romama, 91.68% in Albama, and only 37.4% m Ulraine (statcounter.com).
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The analyzed countries are also grouped into different clusters based on the speed of
technology adoption and mternet penetration rates. Jayaram ef ol (2015) suggest including
Romania in a cluster with medium adoption speed, while Albania is classified in a cluster with
low adophion speed.

To the best of our knowledge, there is limited research on the effects of social media
marketing campaigns on brand awareness or consumer brand engagement in countries from
Eastern Europe/Balkan countries. Therefore, with this study, we aim to fill these
research gaps.

2. Literature review and hypotheses development

21 Uses and grafifications and consiwomer brand engagement theories

For the theoretical foundations of this research, we considered the Uses and Gratification
Theory (UGT) and the consumer brand engagement theory (CBE). Empirical findings from
previous studies that use UGT and CBE allow us to examine how consumers engage with
brands’ social media content and how their engagement generates marketing outcomes,
specifically purchase mtent. UGT 15 one of the most popular theories used to explain
consumer desires and the effects of wvarious behavioral intentions. UGT allows an
understanding of how individuals actively seek and use certain media channels to satisfy
their specific needs (Dolan ef al, 2016), and postulates that individuals are active recipients of
media channels, and their behavior of using various media channels is driven by specific
goals (Cheung ef al, 2021h). Specific needs refer to obtaining rewards ("gratifications”) such
as knowledge enhancement, entertainment and relaxation, social interaction, and obtaining
rewards or economic benefits (Ko ef al, 2005),

In the context of rapid social media platform development, characterized by high
mteractivity between companies and users, or users among themselves (Kuur and Singh,
2020), UGT becomes a valuable framework for marketing researchers. [t helps to understand
and explain reasons for social media platform use (Khan, 2017; Sheth and Kim, 2017; Baz
el al., 2020), identify the factors that metivate consumer engagement with brand pages on
social platforms (Oliveira ef af, 2016, Dolan ef af, 2016), and examine the influence of different
types of social media content on online engagement (Cheung ef all, 2021a; Dolan ef wl, 2016
Buzeta ef al, 2020).

In this study, we focus on the relationships between perceptions of SMM activities, which
are closely related to the type of posted content, social media use, engagement motivations,
consumer brand engagement, brand awareness, and purchase intention. The term percerved
social media marketing is used in literature (Kim and Ko, 2012) and is associated with the
benefits/motivations that determine consumers” use of social media platforms.

Following Buzeta ef af (2020), who classified motivation for social media use into
categories such as entertainment, integration and social mteraction, personal identity,
information, remuneration, and empowerment, we investigate perceptions and motivations
that relate to consumers” need for information, entertainment, and social mteraction. Based on
other empirical studies (Cheung ef af, 2020, b; Kim and Ko, 2012), we considered perception
dimensions linked to social mteraction. In the survey, we included items that refer to
information sharing and opinion exchange (°] prefer using social media to share information
about brands with my friends"). We also took trendiness into account as a characteristic of
social media. This 15 why we mcluded questions about how trendy respondents percerve
information sharing to be, as well as their interest in learning information or news about the
brand on social media. To understand what metivates consumers to use and engage in social
media, we also considered the entertainment dimension, “Advertisements through social
media draw my attention to brands".
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Regarding SMM communication strategy, companies display different content to gratify
consumers’ needs and deliver benefits, stimulating their engagement in social media (Khan,
2017 Kulikovskaga ef al (2023) wdentfy three types of social media content: infotamment
content - in other approaches treated as separate constructs; informational and entertainment
comtent (Buzeta ef al 2020; Mere of al, 200%); remunerative content, and relational content.
Each type is the counterpart of a motivation for using social media platforms and engaging
with brands 1n social media, as found i UGT-based approaches. For example, infotamment
content refers to content that delivers information and/or entertainment to users with new,
factual, useful, educational, and/or interesting information (Gavilanes ef af, 2018). It can be
associated with the mofivation of entertainment (escape from routine, relaxation, having fun,
plaving, etc), respectively the motivation for mformation (to be aware of news, news about
brands) in the approach of Buzeta of all (2020) based on UGT. On the other hand, social
comtent refers to the degree to which social media content satisfies the need for social
mteraction and integration of consumers (Dolan ef al, 2016). It corresponds to integration and
social mteraction (creating communities, peer support, sense of belongmg, ete) from the
approaches based on UGT.

Theories regarding CBE oniginate in the relationship marketing hterature (Hollebeel: ef @l
2014). Studies on the impact of social media on consumer engagement with brands have
primarily focused on motivations or drivers of CBE in social media (Bazi ef al, 2020; Buzeta
et al, 2020; Dolan ef af, 2016; Muntinga ef al, 2011; Cheung ef al, 2020a; Khan, 2017; (liveira
et al, 2016) and on antecedents and outcomes of CBE together {Cheung ef al, 2019, 2020a;
Kulikovskaja ef al, 2023). Other authors have focused on the topic of CBE dimensions/sub.
dimensions (Cheung ef al, 2020a; Dessart of af, 2005, 2016) or the topic of engagement
intensity (Muntinga ef af, 2011). Dessart ¢f al (2016) break down CBE into cognitive
(attention, absorption), affective {enthusiasm, joy), and behavioral (sharing, learning, and
endorsing) dimensions, and Muntinga ef el (2011) wdentify three stages of engagement-social
media content consumption, content sharing and content creation. For this study, similar to
Diessart ef al, (2016), we considered the following consumer brand engagement dimensions:
the cognitive dimension (“lam very focused when I see brands on social media.”), the affective
dimension {"Brands seen on social media make me feel very positive”) and the activation
dimension (by including the items “Social media engages me during different brand
activities” and “] am in close contact with others who use the same brands 22 me on =ocial
media” in the queshionnaire). We posit that CBE antecedents, or the benefits of using social
media correspond to certain CBE motivations, and CBE outcomes reflected in the purchase
intention.

22 Hypotheses development

Buzeta ef al. (2020), building upon the Uses and Gratifications Theory (UGT), state that
onling brand-related consumption (g, viewing a brandrelated video, reading product
reviews) can benefit brand awareness. Key assumptions of UGT are that consumers are goal-
directed in their media selection behavior and actively interpret and integrate media
messages, ncluding advertisements (Phua eof of, 20070 Brand awareness reflects the
consumer's ahbility to recognize and recall a brand in different situations (Aaker, 1996). On
social media platforms, brand awareness can be achieved through various means and
activities that connect the consumer to the brand, such as advertising, sales promotion,
public relations, ete. Regarding social media, Barreda ef el (2015) demonstrated that virtual
interactivity, system quality, information content quality, and rewarding activities
contribute to brand awareness. A study by Cheung ef al in 2021c, which ohserved the
impact of social media marketing (SMM) activities on Chinese consumers' online brand.
related activities on the WeChat platform, revealed that entertaming and mnteractive SMM
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efforts stimulate consumer awareness. (Games, contests, two-way communication, and
enjoyable consumer experiences are likely to prompt users to read about brand content and
visit a brand page.

In today's landscape, consumers often discover brands through endorsement messages
from social media influencers. These posts are highly valued as they provide detailed
information, reasons for purchase, and mformation about trending products from brands
(Cheung ef al, 2022a). According to Cheung ef al. (2022b), reading information, watching
videos, or viewing pictures about brands from social media influencer posts is primarily a
result of their entertaining and interactive value. Features like Q&:As, hashtags, tags, votes,
and fun content are expected to enhance consumer attention. The 1dea of encouraging brands
to provide consumers with interesting and entertaining mformation, such as video content
and photos, and sharing amusing stornes on platforms like Facebook and Instagram to
merease brand recall and recognition 1s also supported by Ismail (2017).

In a cross—country study on the influences of social media marketing campaigns on brand
awareness and brand image, Godey ef al (2016) found significant relationships, but with
varying intensity from one country to another. In France, social media marketing activities
had a more pronounced influence on awareness than on image, in Italy, they obtained an
equal score, while in China and India, the influence was higher on brand image than on brand
AWHNENESS.

Social media marleting stimulates consumers to subscribe to brand pages (Cheung of al,
2019), where they interact with the respective brands, and consequently, their ability to
remember these brands is stronger. In other words, they develop brand awareness. Based on
the above, we formulate the following hypothesis:

HI. Perceived social media marketing (gsocial interaction, trendiness/informational,
entertainment) positively influences brand awareness.

Consumer brand engagement (CBE) is defined as the “consumers” positively valenced brand-
related cognitive, emotional and behavioral activity during or related to focal consumer/
brand interactions” (Hollebeel: f al.. 2014, p. 154). CBE is linked to consumers’ brand-related
thought processing, effect, and consumers’ energy, effort, and time spent on a brand
(Hollebeek et al, 2014). In a guantitative research, Cheung ¢f al. (2020a) concluded that
effective social media marketing strategies lead to increased CBE. Trendy topics and updates
on soclal media pages motivate consumers to spend more cognitive effort to understand the
focal brand better. The authors suggest that interactive social media content such as live
streaming, chat rooms, and rewards for active consumers that generate feedback also foster
consumer engagement with the brand.

We find in the aforementioned the informational and remunerative content referred to by
numerous authors who based their studies on CBE and UGT motivations (Buzeta ef af, 2020
Dolan ef al, 2016; Gavilanes ef al, 2018; Meire of al, 2019) or to perceived social media
marketing elements (Cheung ef al, 2020a). Osel-Frimpong and McLean (2018) validate a
positive relationship between social presence and socizl brand engagement. Group
membership, strong relationships, or the value of information are responsible for social
brand engagement. As social media communication “1s interactive, participatory,
collaborative, personal and shared at the same time” (Tsat and Men, 2017, p. 3), companies
can obtam consumer engagement and build meanmgful relationships (Oser -Frimpong and
MeLean, 2018), which agam refers to recent research based on UGT (Buzeta ef al, 2020;
Kulikovskaja ef al, 2023).

In a study regarding the relationship between social media influencers and consumer
brand engagement, Cheung ef al. (20223, b) found that among social media consumers in
Malavsia, social imteraction, reward, and entertainment are kev motivational factors that
drive consumer-influencer engagement behaviors, which, in turn, foster consumer
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engagement with endorsed brandz. Interactive posts that facilitate brand experience sharing
and the incluston of various social media technologies, like voting, question-answer posts,
and challenges, facilitate consumer participation, thereby driving consumers’ intention to
engage (Wirtz of al, 3001% Cheung of o, 20223, h). Based on the above, we formulated the
following hypothesis:

H2 Percetved social media marketing (social interaction, trendinessinformational,
entertainment) positively influences on social media brand engagement,

Social media positively impacts at every stage of the decizion-making process (Ranawi ef al,
201490 need recognition, information search, alternatives evaluation, purchaze intention,
purchase, and lovalty. From thelr cognitive need, consumers embark on information-seeking
endeavors before crystallizing their purchase intentions, and the need leads, based on UGT
(Ranawi ef ol 20019, to the motivation to acquire information about the product they want to
buy. According to UGT, one of the main motivations for using social media platforms is
information/information seeking, alongside various other motivations, including
entertainment, social interaction, perzonal identity, remuneration, and empowerment
(Muntinga ef al, 2011; Buzeta ef al, 2020). In our research, as we have pointed out, the
SNIM construct comprises items that refer to the motivations or perceived benefits of using
social media platforms from the perspective of UGT.

Purchaze intention refers to the probability that consumers will plan or be inclined to buy
a product or service n the future (Wu ef af, 2011), and Choedon and Lee (2020 link it to the
user's probability and willingness to buy a product that he was recommended while using
social media platforms. Bazed on the literature review, Dabhous and Baraket (2020) show that
in asocial media context, consumers who are satisfied with positive brand interactions might
want to purchaze the brand.

Social media marketing activities facilitate the quick and viral delivery of offers that grab
the attention of consumers, generating increased purchase intention (Baird and Parasnis,
20110, Plero and Kercini (2015), in their study regarding social media and its influence on
consumer behavior, carried out in Albania, show that information about products and
services offered in the virtual world can positively impact purchase intentions. Moreover,
Binwani and Ho (2019) suggest that purchase intention is driven by social media supgestions,
a conclusion also validated in the study of Hajli (2015), as social commerce constructs have a
positive effect on the user's intention to buy. Given that social media facilitates the social
interaction of consumers, it leads to increased trust and the intention to buy (Hajls, 2014), The
purchase intention is conzidered one of the outcomes of 2ocial media marketing activities
(Yadav and Rahman, 2017; Khan, 2022), that takes into account the evaluation consumers
make regarding productsbrands. Moreover, the brand’s participation in social media can
lead to the development of relationships with consumers, which may positively impact on the
purchase intention towards the brand (Dehghani and Tumer, 2015). By joining a brand group
on Facebook, consumers receive information from other users that could influence their
brand perceptions and purchaze intentions (Zhao e of, 2008). Based on the above, we
formulated the following hypothesis:

H3i. Perceived social media marketing activities have a positive influence on purchasze
intention.

The relationship between consumer engagement and brand usage intent has been studied
more than the relationship between other variables specific to brands (Vander Schee ef al,
2020, Hollebeek ef al (20014) demonstrated that brand usage mtent i= an outcome of
consumer-brand engagement in a LinkedIn user context. Fang (2017) found that consumer
engagement = positively related to brand repurchaze intention in the context of branded
apps, while Harrigan ef al. (2018) also showed a significant relationship between consumer-
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Figure 1.
Hesearch model

brand engagement and brand usage intent in the context of tourism brands on social media.
Huznain and Toor (2017) found in their quantitative study, which was applied to a sample of
300 social media users in Pakistan that consumer engagement is in a positive relationship
with their purchase intention. Hanaysha (2021) also confirmed that brand engagement has
positively effects purchase intention, validating the relationship after questioning a sample of
258 fast-food restauwrant consumers from the United Arab Emirates.

Floh ef al. (2013) suggest that a high number of online reviews can lead to online purchase
intention, mformation backed by the research of Yapct and Sanchov Das (2018), according to
which the online reviews that offer a large quantity of information based on experiences with
the products can influence their purchase decision. Tran (2020) argues, starting from the UGT
theory, that online reviews, such as comments or pictures, have directly and positively
influence consumer purchase intention.

H4. Conzumer brand engagement has a pogitive influence on purchase intention.

The research carried out up to thiz point regarding the relationzhip between brand awareness
and purchase intention iz relatively vague, especially regarding the relationship between the
two variables in the online environment. 5o far, Dabbons and Baralat (20207 have validated
the positive influence of creating brand awareness in social networks on purchase intentions
in offline stores. In their study, carried out on a sample of 392 Faceboolk Millennial nsers, the
authors also found that brand awareness mediates the positive relationship between content
guality, brand interactivity in the social network and offline purchase intention. In another
studv, Chen ef al. (2021) uzed a =ample of 2276 Chinese users to test the influence of WeChat
platform usage on the purchase intentions regarding South Korean brands. Based on their
empirical results, the authors confirm that social media content marketing activities promote
brand recognition and enhance consumers’ purchase intention. For Kapferer (2008), brand
awareness 15 the most important condition and essential step in anv search for a brand,
divectly affecting the purchase decision, and, according to Evans ef al (2021), companies
using social media platforms can promote thesr brands and create awareness that leads to the
buying behavior.

Starting from the theory that emphasizes that a successful brand 15 a brand with a high
aeore for awareness, the perceived awareness impacts the evaluation of the brand and leads
to an increase in its purchase intention. Bazed on the above, we formulated the following
hypothesia:

H5. Brand Awareness has a positive influence on purchase intention.

Therefore, based on the above, we conceptualize the following framework of the study in
Figure 1.

Source(s): Authors” illustration
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3. Methodology
3T Sample and data collectton
The research utilized a structured questionnaire to investigate the effects of social media
marketing (SMM) on brand awareness, brand engagement, and purchase intention. A total of
1808 =ocial media vsers’ responses were collected in North Macedonia, Albania, Kosovo,
Romania, and Ulkraine. The sample was selected using a mixed nonprobability methad,
conventence sampling, and snowballing method. The first respondents were randomly
chosen, students, alumng, or marketing professionals, after which the selection of the sample
was expended by using snowballing method. 199% of the respondents were from North
Macedonta, 18.9% from Kesovo, 174% from Albania, 25.3% from Romania, and 185% from
Ukraine. The complete profiles of the respondents are detailed in Table 1. The questionnaire
was translated from English into the mother tongue of each country included in the sample
and was administered online via the Google Forms platform, from June to September 2020
Morth Macedonia, Albanta, Kesovo, Romania, and Ukraine, located in Southeastern
Europe, share geographical proximity, intertwined histories and economies, which results in
similarities in consumer behavior, cultural norms, and social media usage. These similarities
improve data comparability and validate the findings. Cultural similarities arising from
historical, linguistic, and geographical ties can lead to shared consumer preferences and

Frequency Percent
Gender Male GG 85
Female 1,203 6.5
Total 1808 1000
Age Under 20 603 B4
21-30 810 148
310 20 122
41-50 131 7.2
Mawe than 51 44 24
Total 1808 100.0
S0C_EXP 1-2 years w 20
31 years 1497 18
56 vears A&7 58
Maove than 7 years 1107 612
Total 1808 1000
Country North Macedonia 360 198
Kosowvo M1 188
Albania a5 174
Komania 158 %53
Ukraine 3H 185
Total 1808 100
Oocupation College student {part time) 861 ATh
Waorking full-time G0 16
Waorking part-time and going to college 235 131
Waorking part-time only 103 a7
Total 1808 100:0
Income Up to 250 EL GEG an
251400 EU 437 o
A01-600 EU alG 175
More than 601EL 3BG 1.3
Total 1808 1000

Source(s): Authors” Hlustraton
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Table 2,
Convergent valudity

behaviors. Additionally, the role of social media in brand promotion and consumer
engagement in these countries may differ from that in developed nations due to variations in
technology penetration, consumer behavior, and economic conditions.

3.2 Measicrement scale

This research utilized a structured questionnaire to nvestigate the impaet of SMM on brand
awareness, consumer brand engagement, and purchase intentions, with country added to the
madel as a moderator variable to test its effect on the relationships between mdependent and
dependent variables. The measurement scales for SMM, brand awareness, and consumer brand
engagement were adapted from Emini and Zeqirt (2021) and for purchase intention from Muca
and Zeqiri (2020) (Table 2). Respondents had to rate statements using 5 Likert-point scales.

4. Results
Weemployed IBM Amos 26 and SPSS 20 to analvze the proposed research model. Further, we
used structural equation modeling (SEN) to test observant and latent variables. We uzed a

Standardized
Iterns hadings Alpha  AVE
SMMYT - It s interesting to share information on social media about nTa
brands
SMME - Social media provides me with the brand nformation 1 look 0582
for
SMMG -1 prefer using social media to share information about brands (689
with my friends
SMMA - Advertisements through social media draw my attention to Q678
brands
SMM3 - Sharing information using social media is trendy 0585
SMM2 - Social media marketing provides oppartunities for sharing 0456
informatien about brands
MM - I prefer sharing content about brands that [ like using social g0z 0% 04T
i
BA1 - Social media mereases my brand awareness and makes me 0671
aware of brands
BAZ - Sacial media provides me with more information regarding the 0751
characteristics of brands
BAZ - Through secial media, 1 can easily remember brands 0736
Bad -1 can easily recognize brands through social media 0773
BAR -1 can easily distinguzh different brands through social media 0672 (8341 0521
P11 - My intention is to continue buying brands that | see on social 0746
iz
P12 - I recomnmend brards that 1 prefer to others using social media 073z
P13 - lintend to purchase brands that [ prefer bazed on discussions on 0713
social media
P14 - My intention is to stay beyal to this brand i the future 034 (721 0573
BEA -1 am very focused when | see brands on social media Q7az
BEZ - Brands seen on social media make me feel very positive 0T
BE2 - Social media engages me during different brand activities 0735
BEL - Lam in close contact with others who use the same brands as me D6an 8z 054l

o social media

Sourceis): Authors’ calculations using IEM AMOS 26
Authors ilustration
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two-step strategy for assessing the structural equation modeling. To analvze the
appropriateness of the measuwrement model, a confirmatory factor analysis (CFA) was
used and in the second step, structural equation modeling (SEM) was assessed.
A bootstrapping method was used to test the significance of the path coefficients and the
factor loadings (Hair ef al, 2016).

4.1 Measwrement model, veliahility, and validity

A confirmatory factor analyzsis (CFA) was carried out to evaluate the goodness-of-fit indices
and proceed with testing to check whether the following indices fall within threshold indices.
Thus, for proceeding with another further test, the following: chi-square/df ratio, comparative
fit index (CFI), poodness-of-fit index (GFA), adjusted goondnesz-af-fit index (AGFA), normed
fit index (NFI), Tucker-Lewis index (TLI), and root mean square error of approximation
(EMSEA) were checked. Cronbach’s alpha and composite reliability were used to calculate the
scale reliability of the four constructs. The proposed threshold of 0.70 or greater reliability
coefficient indicates good reliability (Hair ef al, 2016),

This study used SEM to analyze the proposed research model and the model fit. Further,
SEM waz used to test the hvpothesiz and validate the conceptual model. To azsess the model
fit, the SEM evaluates B2, B, and t-values (Zeqiri of al, 2020) were used. Therefore, the SEM
technique is used to evaluate the measurement model and to estimate the structural model,
The ohtamed results from CFA showed that chi-square/df was 8423, indicating a satisfactory
fit: a ratio of five or less is a good fit (Wheaton ef ol 1977), CFI (0.924), GFI (0827, AGFI
(0907, NFL0g14), TLIHD912), and EMSEA (0.064) all denote an adequate fit of the model. To
tezt the normality of the data, we performed the normality test using the skewness and
lkurtnsis approach. The data are seen to be normal when skewness and kurtosis are aligned
with the proposed normality thresholds. If the data range from —2 to +2 for skewness, and

7 to 7 for kurtosis, then the data are within the corresponding limits (Byrne, 2010). As
Tahle 3 shows, all the data fall between the threzhold, thus indicating a gond normality fit.

Mezn Stel. Deviation SREWTIEEE Kurtosis

S SMML 33009 1.11841 —0.318 —0521
sMM2 2500 081321 —1.28 2357

SMM3 LT DETEIG —0.851 1027

=MAMI 38496 0809847 —N.8Z7 DGl

SMMS 34425 109686 —042 —0462

sMME 37163 0807491 —0.6T0 o3z

SMMT 36543 D877 —0.E82 0235

BA BAL 3.8TEL nazaz —0.EH [UGEE
BAZ 37671 080277 —0.741 0173

BAZ 3.76E0 0EG010 —0.710 0165

BAd 38452 D.EAB0G —0.B3 0975

BAG 366TR IR —N.612 DUl

CBE BEL Z.REG4 111266 008G —0d2
BEZ 290K 110642 —0.021 ~0737

BEZ 3463 D.8G058 —0.448 0143

BE1 28773 1085135 —00E —DG18

Pl rin 31Tz 100183 —0.319 —0526
iz 33822 107980 —0447 —0442

Pia 32760 107682 — 0307 —05T6

Fi 33480 101304 —0.310 —0Zan

Source(s): Authors” Hlustration
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Tahle 4.

Validity tests were conducted in two stages to check if the items describe the context of the
construct. Firstly, we carried converged validity followed by a discriminant validity test (Hair
et al., 2016G).

4.2 Convergent validity

Convergent validity examines whether an item of a construct is similar to another item in the
construct compared to thelr correlation within the same construct (Becker ef al, 2013).
Convergent validity is usually tested by azssessing the loadings, average variance extracted
(AVE), and composite reliability (Zeqiri ef al, 20200,

Cronbach’s alphas are 0825 for social media marketing, 0841 for brand awareness, (825
for brand engagement, and 0721 for purchase intention. The results show that all four
constructs had reliability coefficients greater than the proposed threshold of 070, We can
conclude that if the factar loading exceeds the (07 threshold and the averape variance
extracted (AVE) exceeds (05, convergent validity i= reached (Fornell and Larcler, 1981).

4.3 Discriminant validity

Discriminant validity examines how ttems differ statistically from other item constructs
(Franke and Sarstedt, 2019). As can be seen in Tahle 4, the AVE is greater than 0.5 for all
constructs except Soctal MM, Therefore, to achieve discriminant and convergent validity, the
sguare root of the AVE should be greater than the correlations among the constructs (zee
Table 4).

4.4 Structural model estivafion

As shown in Figure 2, for the proposed model, all paths were significant at 0.05 levels. It is
estimated that the predictors of purchase intention explain 81.3% of its varance, consumer
brand engagement is explained by 66.3% of 1t2 variance, and brand awareness is explained
by B6.6% of its variance by the model.

Furthermore, the results of the model supported all the hypotheses, and the values of the
path analvsis are significant. For example, the path analysis of 2ocial media marketing shows
0173, 0468, and 0508, brand awareneszs shows 0128, and consumer brand engagement
shows (L385.

Tahle 5 displays the results of the path coefficients of the constructs. According to the
tahle, the direct relationships of brand awareness, consumer brand engagement, and soctal
media marleting are statistically significant. The findings indicate a significant (f < 00001)
and positive relationship between social media marketing and brand awareness, supporting
HI1. Specifically, when soctal media marketing increases by 1, brand awareness goes up by
0508, Social media marketing also impacts consumer brand engagement; when social media
marketing mereases by 1, consumer brand engagement goes up by (468 units, supporting
H2. The results also support H3, as social media marketing has an impact on purchase

Construct SMM BA CRE Pl
Social media marketing (SMM) R0

Brand awareness (HA) 0400 22

Consumer brand engagement (CRE) 0,748 0323 0757

Purchase intention (F1) 0411 (276 a7 (L

Note(s): Squared correlations; AVE in the diagonal

Discriminant validity  Source(s): Authors” illustration
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Source(s): Authors” illustration

Estimate 5K CR. P Lahel
H1 Brand awareness — ShiM 0508 013 ARG i Supported
HZ Brand engagement — MM 068 013 AGHENZ i Supported
H3 Purchase intention — ShM 0173 (L016 10532 i Supported
H4 Purchase intention — CBE 0385 019 20287 i Supported
H5 Purchase intention — BA 0128 (018 TOZ8 i Supported

Source(s): Authors’ calculations using [BM AMOS 26
Authors’ illustration
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Figure 2.
SEM model

Table 5.
Results of hypothesis
teating

intention, with a path coefficient of (0173 and p < 0001, Specificallv, when zoctal media
marketing increases by 1, purchaze intention goes up by (L326. Furthermore, brand
engagement 15 also significant (f = 0.001); a one-unit increase in consumer brand engagement
results in a (L385 increase in purchase intention, supporting H4. Table 5 also indicates a
significant (p < (0W001) relationship between brand awareness and purchase intention. When
brand awareness increases by 1, purchasze intention increazes by 0128, suppaorting H5.

4.5 Multi-growp analvsis (MGA) and moderating effect of cowntry
A multi-group analysis (MGA) was uzed to explore the differences between countries in the
study, The results were based on critical ratios that showed the t-values and p-values of
groups concerning the dimensions uzed in the model.

To find out whether the country dimension moderates the relationship between
exopenous and endogenous variables, we carried out an analysis for the second model
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Figure 3.
Moderating effect of
country

Table 6.
Indirect effects
(moderating effects)

{Figure 3). First, we had to check the significant relationship between country and purchase
intention. Then we came up with a product variable by computing independent variables
with country variables. Table 6 shows that the country only moderates the relationship
between consumer brand engagement and purchase intention, with a critical ratio of 3.050
and p-vale 0.002.

Table 6 also reveals that only CBE is moderated by the country on the relationship with
purchase intention. Thus, the country moderates the relationship between CBE and purchase
intention. The second step is to check critical ratios among groups. If critical ratios are above
the recommended threshold of + 1.96, then we can assume that there are differences between
country groups. Table 6 shows that consumer brand engagement critical ratios are higher
than the recommended threshold, thus supporting the H8. Therefore, we can conclude that
the country moderates the relationship between brand engagement and purchase intention.

Figure 4 shows the moderation effect of the country on the relationship between CBE and
purchase intention. Country strengthens the positive relationship between CBE and purchase
intention. The graph shows that the more participants from different countries in the study,
the more differences are in their perceptions concerning consumer brand engagement with
purchase intention. Therefore, we can assume that consumer brand engagement increases
purchase intentions in some countries.

Source(s): Authors’ illustration

Estimate SE. CR.  pvalue Label

Purchase intention  —  Social media marketing _ 0.015 0018 0832 0405 Not

X_Country maderating
Purchase intention  —  Brand awareness_X_ 0.000 0017 -0012 0990 Not
Country maderating
Purchase mtentson  «—  Consumer brand 0.049 0016 3050 0002  Moderating
engagement_X_Country
Purchase intention ~ «—  Country 0.047 0011 4164 b Moderating

Source(s): Authors’ illustration
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Tahle 7 shows the country path loading to checl: the differences in 2ocial media marketing,
brand awareness, and consumer brand engagement between these five countries.

Henseler ef al (2015) recommend that differences occur between groups if the t-value i=
higher than 1.96 and the p-value is lower than 005, Results from Table 7 show that Social_
WM (SN has a significant (fvalue =0000) impact on purchaze mtention (PI) in North
Macedonia, Kosove, Albania, Bomania, and Ukraine. Regarding consumers” perception in
Albania, results revealed that brand awareness (BA) did not impact purchase intention. In
contrast, the other two dimensions (SMM and CBE) impacted PL To find out if there were
stgnificant differences between countries i their perceptions regarding the impact of SMM,
CEE, and BA on PL we used the country as a moderating factor to explore the significant
differences between countries. Table 8 shows critical ratios between countries concerning
Shn, CBE, and BA dimensions, Table # also showed differences and similarities concerning
dimensions within countries in the study. Results revealed that Romanian consumers differ
greatly in their perception concerning the impact of CBE on purchase intention compared to
the three Balkan countries, with critical ratios of 2085 (with Mac), 3238 (with Kos), and 1.979
(with Alh). The resultz in Ukraine also revealed the differences in the impact of CBE on
purchase intention compared to the three Ballean countries, with critical ratios of 1968 (with
Mac), 28925 (with Kos), and 1.851 (with Alb).

Romania and Ukraine scored higher in their path coefficient loadings compared to three
Balkan countries concerning the impact of consumer brand engagement on purchasze

5
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_g 4 ¥ = 1dddx + 0.6B6
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= 3 == Low Country
o == High Country
E 3 —— Linear |Low Country)
o —— Linear [High Country}
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Eatimates and Purchase intertion +—  Purchase intention — Purchase
Country Svalues S CRE mtention — BA
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Table 8.

Critieal ratios for
differences between
CHINITY parameters

Mac2 Macd Macl Kos2 Kosd Kosl Alb2 Albd
Mac2 0
Mac3 232 0
Macl L4 —3.30 0
KosZ L&y 3.016 063 0
Knsd 1537 —1.05 2807 23ar L
Knsl 1062 3543 0685 n2z1 2303 L]
AlbZ L8l 44371 A 0313 J18D 0.082 ]
Albd 3073 0215 ALA06 ALATE 1317 3061 1137 0
Albl 2760 G0 nE12 143l 02 LG3E 1026 A1EG0
Romz L1165 385 0AI7 0374 2601 006 0.7z AA57
Hom3 R2E0 2005 G50 G638 3238 61048 T.318 1079
Roml 0791 J08 1 0613 2358 0.315 05966 3840
Ukr2 053 2REG LA08 Lk 1723 0786 L1448 -3z
Ukrd A4.511 1968 5502 RG12 2925 524 G065 LR5T
Ukrl 0A18 4878 1125 L1674 3516 LA53 L83 b7

Mote(s): Values in italics denote significant differences between coumtries
Source(s): Authors” illustration

intention, with 0474 and 0.4%), respectively, whereas North Macedonia, Kosovo, and Albania
seored lower, with 00354, 0289, and 0367, respectively.

Table & also revealed that the three Balkan countries had no significant differences based
omn lower critical ratios, lesz than the recommended thresholds of —1.96/4196. Thus, the
results confirmed that there were no significant differences between North Macedonia,
Kosove, and Albania concerning the impact of SMM, CBE, and BA on PL

5. Discussion and conclusions

5.1 Discussion

Thiz study aimed to examine the impact of social media marketing on brand awareness,
brand engagement, and purchase intention in emerging economies, specifically i North
Macedonia, Albania, Kosovo, Romania, and Ukraine. Perceived social media marketing was
found to have a positive relationship with brand awareness. Our findings support previous
studies (Alalwan ef al, 2017: Barreda ef al | 2015; Dabbhous and Barakat, 20080 Godey ef al,|
2016; Hutter ef af, 2003).

In addition, social media platforms enable companies to communicate with consumers to
boost their level of consumer brand engagement (Tsai and Men, 2017), which in tum leads to
increased satisfaction, lovalty, trust, and word of mouth (Brodie of @, 2003). The results also
supported the hypothesis that perceived sockal media marketing impacts consumer brand
engapement (CBE). These findings are alipned with previous studies by Hollebeels (2011),
Bazi et al. (2020, Godey et al. (2016), Rasool of al 2020) and Lee and Hsieh (2022).

Our results are consistent with other studies based on UGT and CBE theories,
emphasizing the influence of perceived social media benefits and soctal media platform use
motivations on consumer brand engagement. They also highlight the impact of consumer
brand engagement and perceived social media marketing on brand outcomes, such as brand
awareness and purchase intention.

Following other studies (Dabhous and Barakat, 20000 Pjero and Kercing, 2015; Choedon
and Lee, 2020; Yadav and Eahman, 2017; Khan, 2022), our results also support the hypothesis
that socil media marketing impacts purchase intention. Social media marketing activities
facilitate the guick and viral delivery of offers that prab consumers’ attention, generating
increased purchase intention (Baird and Parasnis, 2011).
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O research findings uncovered some interesting facts about the multi-group analvsis of
different countries’ perceptions of 2ocial media marketing, brand awareness, and consumer
brand engagement on purchase intention. Our empirical results show that the country does
not moderate the relationship between brand awareness and SMM on purchaze intention, but
it does moderate the relationship between consumer brand engagement and purchase
intention. Furthermore, the results indicate that Romanian consumers have significantly
different perceptions of the impact of CBE on purchase intention compared to consumers in
three Balkan countries. The critical ratios are 2085 (with Macedonia), 3238 (with Kosova),
and 1.979 (with Albania). Similarly, the results from Ukraine alzo revealed the differences in
the impact of consumer brand engagement (CBE) on purchase intention compared to the
three Balkan countries, with critical ratios of 1.968 (with Mac), 2925 (with Kos), and 1.851
(with Alh).

Romania and Ukraine scored higher in their path coefficient ladings compared to three
Balkan countries concerning the impact of consumer brand engagement on purchasze
intention, with 0474 and 04590, respectively, whereas North Macedonia, Kosovo, and Albania
soored lower, with 00354, 00289, and 0367, respectively.

5.2 Theoretical implication

To the best of our knowledge, our research is the first study to use a multi-group analvsis to
explore the differences between some emerging couniries regarding SMM, brand awareness,
conzumer brand engagement, and purchase intention. This unigqueness enriches the literature
on S in emerging markets.

First, the study reveals that the use of 2ocial media platforms in emerging countries bears
many resemblances to their usage in developed counterparts, resulting in comparahble
outeomes concerning the nteraction between brands and consumers. The findings align
closely with existing literature, suggesting minimal disparities between social media
marketing strategies in emerging versus developed countries. We attribute this to economic
globalization and the accelerated dissemination of digital fechnologies, which hasten
communication between companies and between companies and consumers,

Second, thiz research extends the understanding that besides the many similarities these
emerging countries embrace, there are alzo differences. Findings indicate that consumer
brand engagement iz more contextual, and there are differences in the adoption process of
social media m these countries. In this line the findings provide evidence that the adoption
process of social media marketing, and geodemographics’ context play an impactful role in
the consumer journey. Bazed on the results, emerging countries from the western Balkans
(North Macedonia, Albania, and Kosovo) had lower engagement scores than the other
clusters of emerging countries (Romania and Ulraine).

Motably, the empirical evidence reveals the importance of consumer brand engagement as
a key driver for consumer purchase intention, followed by brand awareness, These results are
conzistent with the results of previous studies (Hollebeels of al, 2014).

5.3 Practical imiplications

This research provides several managerial implications that can be considered in online
branding campaignz. Our study suggests that SMM campaigns generate and develop brand
awareness, neluding brand recognition and recall. We show that SM campaigns can generate
and develop user engagement with brands and that user engagement positively influences
purchase intention. Our stady also revealed differences in the moderating influence of the
country on the relationship between social media consumer brand engagement and purchase
intention,
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The differences highlighted by the averages obtained for each of the SMM dimensions
(information, entertainment, =ocial interaction, personal identity, ete)) for each country may
have implications for the choice of content marketing as a marketing strategy used to attract,
retain, and engage with the audiences through the creation and zharing of relevant articles,
videos, podeasts, and specific content,

Since Romanian consumers use SM to create their self-dentity and display thenr tastes
(M = 3.63; 50 = 1.31) more than the average of consumers from the five countries (M = 3.30;
S0 = 1.11), they could feel attracted to personalized messages, collections, personal dialogue,
and a customized interface more than consumers from the other analvzed countries. Albanian
consumers could be attracted by games, branded videos, and contests, as they place more
importance on entertainment-based content (M = 3.96; 5D = 0.71) than the S-country group
average (Mgroup = 365; 5D = 0598). Consumers in Kosovo (M = 355 5D = 0:84) use SM for
zocial interaction above the group average (M = 3.44; 5D = 1.08), so they might be drawn to
interactive content, social interaction opportunities, reviews, Website registration options,
customer clubs integration, and participation in community forums. Kosovar and Romanian
consumers can be attracted and retained on 2ocial media platforms by informational content
(news, product/collection presentations, tutorials, webinars, press releases), as consumers
from Kosova (M = 3.88; 5D = 0.88) and Bomania (3,83, 5D = 1.11) perceive SM as information
channels to a greater extent than consumers from the other three countries
{Mgroup = 3.71; 5D = 0.499),

Keeping up with trends is a more important benefit for consumers in Kosovo (M = 438
S0 = 0.63) and Albania (4.28; 51 = 0.74), 5o theze consumers could be enticed by campaigns
that emphasize conforming to fashion trends and staying updated with the latest atyvles,
which may include elementz 2uch as celebrity endorzements and trend reportz,

5.4 Limitattons and future research

Thiz study used samples only from some emerging countries; hence, it cannot be generalized
in all contexts, Future research can focus on carrying out a cross-national study using a multi-
group analysis to explore and compare the role of social media marketing both in some
emerging economies and in more developed economies. Performing this approach would
provide firms with more inzights into similarities and differences regarding the role of social
media marketing on consumer engagement in different countries.

References

Aaker, DA (1996), “Measuring brand equity across products and markets", Galiferma Management
Review, Vol 38 Nou 3, pp. 102120, doiz 1023074 1165845,

Alabwan, A, Rana, NP, Dhwivedy, YK and Algharabat, B, (2017), “Socil meds m marketing: a review
and analysis of the exsting literature”, Telematics and Tnfermatics, Vol 34 No. 7, pp. 1177-1180,
dosiz 101016/ tebe 2017 05.008,

Bamrd, CIL and Parasnis, G. (2011}, “From social media to social customer relationship management”,
Strafegy and Leadershep, Vol 39 Noo &, pp. 30-37, da: 10.1108108TEGT1111161507.

Barreda, A A, Bilgihan, A, Nusar, K and Okumus, F. (2015), “Generatmg brand awareness in onlme
social netwiorks”, Confueters in Hisman Belavior, Vol 50, pp. 6004609, do: 10.101645.chb 200 500,023,

Baz, 5, Filiert, K. and Gorton, M. (2080), “Customers' motivation to engage with luxury brands on
solal media”, fowrnal of Business Research, Vol 112, pp. 223-235, dot: 10,1016/ jbusres 2020,
(2032,

Becker, [-M, Rai, A, Ringle, CM. and Vilckner, F. (2013), “Discovenng unobserved heterogenety m
structural equation models to avert validity threats”, MIS Qearterly, Vol 57 Mo 3, pp. 665654,
otz 1025300 misq 200337301, avatlable at: http:www jstor org/stable/ 4 3825995

149



Beckers, SF M., van Doorn, ], and Verhoef, P.C. (2018), "Good, better, engaged? The effect of company-
mitiated customer engagement behavior on shareholder value”, Jowrmal of He Acadeny of
Marketing Sceence, Vol, 46 No. 3, pp. 366-383, dog: 10.1007/s11747-01 7406354,

Binwani, K.J. and Hao, LSY. {2009, “Effects of social media on cosmetic brands", forornal of Marketing
Advances and Practices, Vol 1 No. 2 pp. 1-10, 119-135.

Brodie, ], Ike, A Jurie, B. and Hollebeek, L. (2013), “Consumer engagement in 2 virtual brand
community: an exploratory analysis", Jowrnal of Business Besearch, Vol 66 No. 1, pp. 105-114,
doiz 10,1016/ jbusres 200 1.07 029,

Buzeta, C., De Pelsmacker, P. and Dens, N, (2020), “Motivations to use different social media types and
their impact on consumers” online brand-related activities (COBRAs)", fowrnal af Inferactive
Marbetng, Vol 52 No. 1, pp. 7998, doiz 101016/ intmiear 202004004,

Byrne, BM. (2010), Shruchurad Equation Modeling with AMOS: Basic Comeepls, Applicafions, and
Programumng, Taylor & Francis Group, New York.

Chen, X., Shen, X, Huang, X. and Li, Y. (2021), *Research on soctal media content marketing: an
empirical analysis based on China's 10 metropolis for Korean brands”, SAGE Open, Vol. 11
Mo, 4, 2158244021105209, dor: 1001177/ 2158244021 1062051,

Cheung, ML, Pires, GI). and Rosenberger 11, PJ. (2019), ‘Developing a conceptual model for examinmg
social meda marketing effects on brand awareness and brand image”, Infermations Jowmal of
Eronamics and Business Research, Vol. 17 Mo 3, pp. 243-261, doi: 101504GTEBR 2019098874,

Cheung, ML, Pires, (5. and Rosenberger, PJ. (2020a), “The mfleence of percerved soctal media
marketing elements on consumer-brand engagement and brand knowledge”, Adsie Paciic
Jowrnal of Markefing and Logistecs, Vol. 32 No. 3, pp. 695-T20, doi: 101108 APIML-04-2019.0262.

Cheung, ML, Pires, G.D., Rosenberger, PJ. and De Oliveira, M]. (2020}, “Drving consumer—brand
engagement and co-creation by brand mteractivity”, Marketing Infelivence and Flaming,
Vol 38 No. 4, pp. 523541, dot 100 108/MIP- 1220180587

Cheung, ML, Pires, (.10, and Rosenberger, LLLP]. (2021a), “Exploring consumer—brand engagement:
a holistic framework”, Kerepean Brsiness Rerew, Vol 33 No. 1, dot; 10,0 108/ebr-10-2019-0256.

Cheung, ML, Pires, G, Rosenberger, P and De Oliveira, M. (2021h), "Driving COBEAs: the
power of social media marketing”, Markeling Intelligence and Panmng, Vol 39 No. 3,
PR 361-376, doi: 101108 map-11-201 906583,

Cheung, ML, Pires, GI), Rosenberger 11, PJ., Leung, WK, and Chang, M (2021c), “The role of
soctal meds elements m driving cocreation and  engagement”, Asa Paafic forrnal of
Marketing and Logistics, Vol 33 No. 10, pp. 19694-2018, doiz 100 108/Gapiml-03-2020-01 76,

Cheung, ML, Leung, WIL, Aw, ECX. and Koay, .Y, {2022a), “1 follow what you post!: the role of
soctal media mfluencers’ content characteristics i comsumers' online brand-related activities
(COBRAs)", Jowrnal of Retoding and Conswmer Services, Vol 66, 102040, doi 1010164
Jretoomser. 2022 1024940,

Cheung, ML, Leung, WES, Yang, M.X, Koay, .Y, and Chang, ME. (2022h), “Explormg the nexus
of social media influencers and consumer brand engagement”, Asia Pecific fomrnal of Marketing
anid Logisfies, Vol 34 No. 10, pp. 2370-2385, ded: 101108 APIMLAOT-2021-0522,

Choedon, T. and Lee, YC. (2020), “The effect of social media marketing activities on purchase
intention with brand equity and social brand engagement: empincal evidence from Korean
commetic firms”, Knowledge Management Research, Vol. 21 Noo 3, pp. 141-160, doi: 10015813
borne 202021 3,008,

Dabbous, A and Barakat, KA. (20200, “Brdgmg the online offline gap: assessing the impact of
brands' social network content quality on brand awareness and purchase intention”, Jowrnal of
Retaring and Consumer Services, Vol 53, 101966, doi: 1001016/ jreteonser 2019, 101966,

Dehghan, M and Tumer, M. (2015), “A research on effectiveness of Facebook advertising on
enhancing purchase mtention of consumers”, Computers o Moman Behavior, Vol 49,
pp. 597600, doi: 10.10165.chb 201500051,

150

Marketing
Intelligence &
Planning

45




MIP
431

46

Dessart, L., Cleopatra Veloutsou, C. and Anna Morgan-Thomas, A, (2015), “Consumer engagement in
online brand communitiess a social media perspective”, Jowal of Prodect and  Brand
Managersent, Vol. 24 No. 1, pp. 2542, doa; 100108 TPEM-06-201 40635

Dessart, L., Cleopatra Veloutsow, C., Anna Morgan-Thomas, A, Dessart, L., Veloutsou, C. and Morgan-
Thomas, A, (2006), “Capturing consumer engagement: duality, dimenswnality and
measuremnent”, Jowrnal of Marketing Management, Vol, 32 Nos 56, pp. 399136, doi: 1001080
(267 267X 20151130738

Daolan, R, Conduit, ], Fahy, J. and Goodman, 5. (2006), “Social media engagement behaviour: a uses
and gratfications perspective”, fowrnal of Stratege Markefing, Vol. 24 Nos 3-4, pp. 261-277, do:
0 I080SEEZFN 20151085222,

Emini, A. and Zeqgiri, J. (2021), “Social medin marketing and purchase intention: evidence from
Kosown", Ekonowmska Misao T Praksa, Vol 30 No. 2, pp. 475492, dot: 101 7818EMIP202128

Evans, [, Bratton, 5 and McKee, J. (2021), Socal Media Marketing, AG Printing & Publishing,
Indianapolis.

Fang, ¥ -IL (2017), “Beyond the usefulness of branded applications: insights from consumer—brand
engagement and selfconstrual perspectives”, Powchology and Mavkefing, Vol 34 Noo 1,
pp. 4058, doi: 101002 /mar. 20872,

Floh, A., Koller, M. and Zauner, A. (2013), “Taking a deeper Jook at online reviews: the asymmetric
effect of valence mtensity on shoppmg behaviour”, Jowrmnal of Marketmg Management, Vol, 29
Moz 54, pp. 646670, doa: 1010SK02E7 2573 2015776620,

Fornell, C. and Larcker, [VF. (1981), “Evaleating structural equation models with unobservable
variables and measurement error”, Jonreal of Markefing Research, Vol 18 No. 1, pp. 3950, doi:
10107700222 TE1 0T 200104

Franke, (. and Sarstedt, M. (2019), “Heunistics versus statistics m discriminant validity testing: a
comparson of four procedures”, Intermet Research, Vol. 20 No, 3, pp. 430447, ded: 101108/ IntR-
1220170515

Gavilanes, JM, Flatten, TC. and Brettel, M. (2018), “Content strategies for digital comsumer
engagement in socml networks: why advertismg 15 an antecedent of engagement”, fowrnal of
Advertising, Vol 47 No. 1, pp. 4-23, doi: 1010800913367 2017, 1405751,

Godey, B, Manthiwou, A Pederzoli, D, Rokka, ]., Adello, G, Donvito, B and Smgh, R, (2016}, “Soczl
media marketmg efforts of lnxury brands: influence on brand equity and consumer behavioe”,
Jowrnal of Business Research, Vol. 69 No. 12, pp. BE35-5841, dot 100101645 jbusres 2016.04.1581.

Hafez, Md. (2022), “Unpackmg the mfluence of social media marketing activities on brand equity in
the hanking sector m Bangladesh: a moderated medmtion analysts of brand experience and

perceived uniqueness", Internafional Jowrnal of Information Management Data Insights, Vol 2
MNo. 2, 100040, doi: 101006/, jimed. 2022 100140,

Hair, JF., Jr, Hult, G.TM, Eingle, C. and Sarstedt, M. (2016), A Priwer on Partial Least Sguares
Structural Equation Medelmg (PL5-SEM), Sage Publications, Thousand Qaks, CA..

Hagly, MM (2014), A study of the impact of soctal media on consumers”, International fowrnal of
Market Research, Vol. 56 No. 3, pp. 387404, doi: 10.2501/TJMR-2014-025.

Hajly, MM, (2015), “Social commerce constructs and consumer’s intention to buy”, Jefermations!
Jowrnal of fermakon Management, Vol. 35 No. 2, pp. 183-191, dot: 1000168/ pnfomgt 2004,
12,005,

Hanaysha, JR. {2021), “An examination of socal media advertising features, brand engagement and
purchase imtention in the fast fod mdustry”, Betish Food Jowrnal, Vol 124 Noo 11,
pp. 41434160, do: 100 108BF]H08-2021-0007,

Harmgan, P, Evers, U, Miles, MP. and Daly, T. (2018), “Customer engagement and the relatonship
between mvelvement, engagement, self-brand connection and brand wsage intent”, fowrnal of
Busness Research, Vol. 88, pp. 388-396, dot: 101006/ /busres 201711046,

151



Henseler, ], Ringle, CML and Sarstedt, M. (2015), “A new criterion for assessing discriminant validity
m variance-based structural equation modeling”, fowrnal of the Academy af Markeling Science,
Vol 42 No. 1, pp. 115135, doi: 10.1007/:11747-0140400-5.

Hollebeel, L. (2011), “Exploring customer brand engagement: definition and themes", Joernal of
Strategic Markehing, Vol. 19 No. 7, pp. 555-573, doi: 1000800652543 200 15804493,

Hollebeel, LIE (2018, “Individualleve]l cultural consumer engagement styles: conceptualization,
propositions, and implications”, Ieternationa Markefing Review, Vol 35 No. 1, pp. 42-71, doe: 100
T108AMER-07-2016-0140.

Hollebeek, L., Glynn, M. and Brode, B (2014), “Consumer brand engagement m social media:
conceptualization, scale development and validation”, Jowermal of Interaciive Marketing, Vol 28
Mo 2, pp. 149-165, ded: 1010064 mtmar 2001312002

Husnam, M. and Toor, A (2017), “The impact of social network marketing on consumer purchase

mtention in Pakistan: consumer engagement as a mediator”, Asian fownal of Business and
Arconnting, Vol. 10 No. 1, pp. 167199, ded: 10.52674.msL 20193015,

Hutter, K, Hautz, ], Dennhardt, 5. and Faller, J. (2003), “The impact of user interactions m soctal
media on brand awareness and purchase intention: the case of MINI on Facebook™, fournal of
Product and Brand Management, Vol. 22 Nos 5%, pp. 32-351, doi: 101108/ PEM-05-2013-0299,

Iammil, AR, (2017), “The miluence of perceived social media marketing activities on brand lovalty the
mediation effect of brand and value conscousness”, Asa Pacic Jowrnal of Marketing and

Logistics, Vol 28 No. 1, pp. 129144, do 1001108 AFPIML-10-2005-0154.

Javaram, [0, Manra:, A and Manrai, LA (2015), “Effective use of marketing technology in Eastern
Europe: web analytics, social media, customer analytics, digital campaigns and mobile
applications”, Jownal of Econsmics, Finance and Adwinisivative Scence, Vol 20 Ne. 39,
pp. 118-133, doi: 10,1016/ jefas 201507001,

Kapferer, | M. (2008), The New Strafesic Brand Management: Creating and Susfaining Brand Eqwnty
Long Term, Kogan Page Publishers, London,

Khan, M.L. (2017), “Secial media engagement: what motivates user participation and consumption on
YouTube?', Comprfers in Human Behavior, Vol. 66, pp. 23247, doi: 1001016.chb2016.08.024.

Khan, L (2022), “I brands' social media marketing activities matter? A moderation analy=is”, forrnal!
of Retaing and Conswmer Serveces, Vol 64, 102794, don: 10010167 retconser 2021 1027494,

Kim, A] and Ko, E (2012}, “Do social media marketing activities enhance customer equity? An
empirical study of luxury fashion brand”, fewenal of Busness Research, Vol 65 Moo 10,
pp. 1480-1486, doa: 10010164 jbusres 201 1.10,014.

Ko, H,, Cho, C-H. and Roberts, M5, (2005), “Internet uses and gratifications: a stroctural equation
maxde] of interactive advertising”™, fowrmnal of Adverfsig, Vol 34 No, 2, pp. 57-70, do: 1001080
(L3567 200510659191,

Koay, LY., Cheung, ML, Soh, PCH. and Teoh, CW, (2022), “Social media influencer marketing: the
maderating robe of materialism”, Evvafpean Business Review, Vol. 34 No 2, pp. 224-243, doed: 10,
1108/ ehar 02- 2021 (032,

Euur, F. and Singh, 5. (2020}, “Visual communication and consumer-brand relationship on socml
networking sites - uses and gratifications theory perspective”, Jowrnal of Theoretical and
Applted Electronie Commerce Research, Vol 15 Noo 1, pp. 3047, doi: 1004067/50718-
1B7G2020000100104.

Kultkewskaja, V., Hubert, M., Grunert, G, and Zhae, HL (2023, “Driving marketing outcomes through
soctal media-based customer engagement”, fowmal of Refailing and Consumer Services, Vol 74,
pp- 1-15, dod: 1010164 reteonser. 2023 103445,

Lee, C.T. and Hsieh, SH. (2022), “Can social medi-based brand communites build brand
relationships? Examining the effect of community engagement on brand love”, Behariowr
and Information Technalagy, Vol. 41 No. 6, pp. 1270-1285, dou: 10.1080/01445203 2021 1872704,

152

Marketing
Intelligence &
Flanning

47




MIP
431

48

Li, F, Larimo, J. and Leonidow, LC. (2021), “Social media marketing strategy: definition,
conceptualization, taxenomy, valwlation, and fubure agenda®, Jowrnal of the Acodemin of
Marketing Science, Vol 49 No. 1, pp. 51-70, dot 10.1007/=11747-02000753-3.

Meire, M, Hewett, K., Ballings, M, Kumar, V. and Van den Poel, D, (2019), “The role of marketer-
generated content in customer engagement marketing”, Jorrnal of Marketing, Vol & No. 6, pp.
2142, doi: 1011TTA00ZZR4201 987,

Muga, 5 and Zeqin, | (2020), “Purchase intention of customers towards luxury brands in North
Macedonia: theory of planned behaviour approach”, fnfernationad fowrnal of Favne Marketing
and Branding, Vol 5 No. 2 pp. 95113, doa: 1005060]IVME.2020.11 1146,

Muntinga, DG, Moorman, M. and Smit, EG. (2011, “Introdecmg COBR A", International Jowrnal of
Advertising, Vol 30 No. 1, pp. 1346, dos: 102501/ A-30-1-013-046.

Oliverra, M., Huertas, M. and Lin, Z. (2016, “Factors driving voung users’ engagement with Facebook:
evidence from Braal®, Compuelers n Human Behawvor, Vol. 54, pp. 54-61, dor 101016/ .chb 2015,
07.038.

Osei-Frimpong, K. and McLean, G (2018, “Examming online social brand engagement: a socal
presence theory perspective”, Technological Forecasfing and Social Change, Vol. 128, pp. 10:21,
dot: 1010164 techfore 201710010,

Phua, ], Jin, 8V. and Kim, ] (2017), “Gratificatins of using Facebool, Twitter, Instagram, or
Snapchat to follow brands: the moderating effect of social comparison, trust, tie strength, and
network homophily on brand wWentification, brand engagement, brand commitment, and
membership intention”, Telematics Informatics, Vol 34 No. 1, pp. 412424, dor 101016/ tele.
2016.06.004.

Plero, E. and Kercini, 1. (2005), “Social media and consumer behavior — how does it work m Albania
reality?", Academic fouwrnal of Interdiscplingry Shwdies, Vol 4 Noo 3, pp. 141-146, doz: 105901/
ajis 2015 vdndslpldl.

Rasool, A, Shah, FAL and Islam, LU (2020), “Customer engagement m the digital age a review and
research agenda”™, Corrend Opinion in Popchelogy, Vol 36, pp. 96-100, doi: 10,1016/ copsye 2020,
(05.0053.

Sen, E-]. and Park, J.-W. (2008), “A study on the effects of sodal media marketing activities on brand
equity and customer response i the airline industey”, fowrnal of Aiv Transport Management,
Vol. 66, pp. 3641, dou: 1010060 jarrtraman 201 7 09014,

Sheth, 5. and Km, . (2017), “Socal media marketing: the effect of information sharing, entertainment,
emitional connection and peer pressure on the attitude and purchase mtentions”, GSTF fournal
ont Brstess Revenw, Vol 5 Noo 1, pp. 6270,

Steinhoff, L., Arly I, Weaven, 3. and Koelenkova, LV. (2019, “Online relationship marketing”, Jonrna!
of the Academy of Marketing Science, Vol. 47 No. 3, pp. 369-393, doiz 1001007/511747-018-0621-6,

Ranawn, FL, Yaakub, TST. and Jusoh, M5, (2019), "Influence of socal meda on consumers' purchase
mtention: a study in Malaysian university”, Frfernational Jowrnal af Business and Management,
Vol. 1 MNo. 2, pp. 1-6, doi: 1026656/ mmpijbm 201921,

Tran, L.T.T. (20200, “Online reviews and purchase mtention: a cosmopolitanizm perspective”, Tourism
Meanagessent Perspectives, Vol 35, 100722, dod: 1010164 tmp 2020100722,

Tsat, W-HS. and Men, LE (2017, “Consumer engagement with brands on social network sites: a
cruss-cultural comparison of Chma and the USA™, Jowrmal of Marketing Communications,
Vol. 23 No. 1, pp. 2-21, doi: 1001080K1 53527266 2014 942678,

Tstoteou, R (2019), “Rate my firm: cultural differences in service evaluations”, Jomrnal of Services
Marketing, Vol. 33 No. 7, pp. 815836, doi: 101108/=2m-12-20180358.

Vander Schee, BA., Pelter, |, and Dahl, AJ. (2020), "Antecedent consumer factors, consequential
branding outcomes and measures of online consumer engagement: current research and future

directions", fowrnal of Research i Inferactive Markehing, Vol. 14 No. 2, pp. Z39-268, doz; 1001108/
JRIM-01-2020-0010.

153



Whezaton, B, Muthen, B, Alwin, DF. and Summers, GF. (1977, “Assessing reliability and stability in
panel models”, Socalagical Methodology, Val. 8, pp. 84-136, dox 1023072270754,

Wirtz, ], Orsingher, C. and Cha, H (2019), "Engaging customers through online and offline referral
reward programs”, Keropean fowrnal of Mavkefing, Vol 53 No, 9, pp. 1962-1987, doi: 1001108/
EIM-10-200 70756

Wu, PC, Yeh, GYY. and Heizo, CR. (2011}, “The effect of store image and service quality on brand
mmage and purchase intention for private label brands”, Awstralasizn Marketing fowrnal, Vol. 19
Now 1, ppe 30-3, doi: 1010164, ausmy 200011001,

Yadav, M. and Rahman, Z. (2017), *“Measuring consumer perception of social media marketing
activities n e-commerce ndustry: scale development and validation”, Telemafics and
Informatis, Vol 34 No. 7, pp. 12041307, doi; 10010060 bele 2007 06,001,

Yagel, LA and Sanchoy Das, 5. (2018, “Messuring design-level mformation quality m online reviews”™,
Eectronic Commeerce Research and Appdcations, Vol 30, pp. 102-110, dea; 101006 elerap 201 8.05.000.

Zeqin, ], Kareva, V. and Alja, 5. (2020), “The impact of blended learning on students” performance
and satsfactun in South East Evropean university”, ENTRENOVA-ENTerfrise REsearch
InNOVASion, Vol, 6 No. 1, pp. 235-244.

Zhao, 5, Grasmuck, 5. and Martin, J. (2008), “Identity construction on Facebool: digital empowerment
n anchored relationships", Compecters in Hwman Behavior, Vol 24 No. 5, pp. 1816-1&36, doi: 10
1016.chb.2008.02.012.

Further reading

Social Media Stats Waorldwide (2023), available at: https2Vgs. statcounter.com/socalmedia-stats/all!
(aroessed 16 Devember 2023).

Kim, M. and Song, I, (2018), “When brand-related UGC induces effectiveness on soctal media: the role
of content sponsorship and content type”, Hfermationad Jowrnal of Adveriising, Vol 37 No. 1,
pp. 105-124, dos: 10 10S02E5MB7 2007 1349031,

Ling, X, Shun, H. and Buarns, A (2019), “Examining the impact of hoary brand's social medi marketing
on customer engagement: using big data analytics and natural language processing”, fowrnal of
Business Research, Vol 125, pp. 815826, doi; 101016/ jbusres 201904042,

Moran, G, Muzellec, L. and Johnson, Do (20200, “Message content features and social media
engagement: evidence from the media industey”, fowrnal of Product and Brand Managemend,
Vol 29 No. 5, pp. 533545, dot 101108 PEM-08-2018-2014.

Tse, 8Y., Wang, [T, Cheung, ML and Leung, W (2023), “Do digital platforms promote or hinder
corporate brand prestige?”, Ewropean fowrmal of Marketing, Vol 57 No. 4, ppo 987-1003, doi: 10
1108 ejm-11-2021 08357,

Global Social Media Use (2022), available at: https:/datareportal comsocial- media-users! (acoessed 16
December 2023).

Corresponding author
Viollca Visoka Hasani can be contacted at: viollca hasani@universitetiaab com

Far instructions on hoew to order reprmts of this article, please vistt our website:
www.emeraldgrouppublishing . com/licensing/reprints.him
Or contact us for further details: permissions@emeraldinsight.com

154

Marketing
Intelligence &
Planning

49




