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ABSTRACT

1.INTRODUCTION

Nowadays, social media has become a relevant tool for communication
between consumers and brands. On the one hand, the brand can
generate and post its content in these media and attract the attention
of consumers, and on the other hand, consumers can communicate
with the brand and even generate brand-related content and share it
with others (Buratti et al., 2018).

One of the behaviors that consumers show in the online environment is
engagement. Engagement occurs in two forms, passive and active.
Passive behavior occurs when the user only consumes information and
content and does not create interactive content. But active behavior
occurs when the consumer contributes to brand-generated content, or
creates brand-related content. Brand Pages provide a platform for
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consumers to engage with brands through consumption (e.g., reading
or watching), contribution (e.g., liking, commenting, ...) and creation
(e.g., posting a story including brand-related content) (Mantinga et al.,
2011).

In previous studies, several antecedents and outcomes for online
consumer-brand engagement have been investigated. But so far,
according to Barger et al. (2016), no consistent framework has been
presented to categorize these antecedents and outcomes empirically.
In addition, few studies have addressed the issue of consumer brand
engagement in the restaurant industry (e.g., Kim and Stepchenkova,
2021). Therefore, this study aims to identify the antecedents and
outcomes of consumer engagement with brands on SNSs in the
restaurant industry in three dimensions of consumer, society, and
brand. It is accomplished in the qualitative phase, and then in the
guantitative phase, the proposed model is examined. Such
categorization can help businesses identify different consumers and
provide strategies to involve them in content creation and value co-
creation.

2.MATERIALS AND METHODS

In the qualitative phase, a semi-structured interview was conducted
with 46 Instagram users who were followers of restaurant and coffee
shop brand pages, and then via thematic analysis and with the help of
four marketing experts, basic themes were divided into organized and
global themes in three dimensions of consumer, society and brand, and
then, they were categorized as the antecedents and outcomes of
engagement.

In the quantitative phase, based on the organized themes obtained
from the qualitative phase, a questionnaire containing 127 questions
with a 5-point Likert scale was designed and then examined by four
marketing experts. After conducting the pilot and EFA, a total of 241
data were collected and a CFA test was conducted to check the validity
of the questionnaire, and then, path analysis was performed to
examine the model through which the causal relationships between
engagement and its antecedents and outcomes were confirmed.



3.RESULTS AND DISCUSSION

According to the results of qualitative and quantitative research, the
antecedents and outcomes of the consumer dimension are functional
motives, hedonic motives, self-esteem, and consumer knowledge. The
antecedents and outcomes of the society dimension are status-seeking,
social influence, need for affiliation, altruism, susceptibility to social
influence, and social interaction. The antecedents and outcomes of the
brand dimension include brand satisfaction, brand trust, brand
evangelism, and brand co-development. Besides, with regard to the
results of path analysis, some other relationships were proposed to
increase the model fit indices.

4.CONCLUSION

At the consumer dimension, hedonic and functional motives,
respectively, influence engagement. Therefore, brands should provide
entertaining and interesting content as well as informational and
remunerative content to stimulate consumers’ hedonic and functional
motives. With regard to the outcomes, the higher the engagement, the
greater the consumer knowledge and self-esteem. In addition,
consumer knowledge can influence self-esteem as well. At the society
dimension, since status-seeking and social influence have higher
impacts on engagement than other items, companies should benefit
from celebrities and also ask their followers to invite their friends to
interact with the page. With regard to the outcomes, engagement has a
positive effect on social interaction and susceptibility to social influence.
In addition, this susceptibility can influence social interaction as well.

At the brand dimension, brand satisfaction and brand trust affect
engagement respectively, which can lead to brand evangelism and
brand co-development. Besides, brand evangelism can influence co-
development as well. Since brand satisfaction has a higher impact on
engagement, brands should focus on satisfying consumers either by
offering high-quality food/services or by posting real, interesting, and
informative content on their pages.

Keywords: Consumer-Brand Engagement, Social networking sites,
Mixed-method Approach.
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1. Exploratory Factor Analysis
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1. Confirmatory Factor Analysis
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3. Construct Reliability
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1. Multicollinearity
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