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Abstract 

This study aims at exploring the role of Online Brand Engagement (OBE) in retaining 

customers, augmenting brand loyalty elevating brand image & strengthening brand 

association. This is an exploratory study with qualitative approach & netnographic technique 

of data collection. Using purposive sampling, 20 social media users were voluntarily selected 

to participate in this study, they strived to engage themselves with the restaurant brands on 

their online pages for more than a month, the researchers then conducted semi-structured in- 

depth interviews from those participants to explore the framework of online brand 

engagement in Pakistan. Thematic finding indicates that satisfactory online brand 

engagement triggers special feeling for the brand and that results in generation of word of 

mouth. It also creates ease and convenience that foster the customer-brand relationship. 

Moreover, positive OBE develops sense of trust which strength image of that brand, customer 

feel associated with the brands. This whole process culminates into customer retention and 

brand loyalty. 

Keywords: Online Brand Engagement, Customer Retention, Brand Loyalty, Customer Brand 

Relationship 
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1. INTRODUCTION 

1.1. Background 

Digitalization has revolutionized the way businesses used to work, and it has given a new meaning to the world 

where conventional customers have become social customers. Seeing the power of digitalization, brands and brand 

executives cannot neglect the role of social media while making brand strategies. Research shows that brands, brand 

managers and marketing executives are showing great interest in engaging with customers using social media 

platforms (De Vries, Gensler, & Leeflang, 2012). The use of social media by managers and marketing executives is 

stated as using social media for developing strong brand engagement. Research shows that social media platforms 

have been taking lead as effective dominant digital channel of communication. Literature reveals the fact that, social 

media communication channels enable consumers to learn about their favorite brand, share information on, can 

purchase with brands, interact with brands and evaluate the brands (Chappuis, Gaffey, & Parvizi, 2008; Qualman, 

2012). If we talk of Pakistan, it has more than 47.5 million mobile internet users and 2 million fixed broadband 

subscribers in the country. Moreover, Pakistan ranked 20th in the world for online population and has left behind 

Korea, Spain, Canada, Australia, and many other developed countries in the race (Economist 2018). According to 

global stats among all social sites’ users, 91.86% people use Facebook. The increasing trend of social media usage 

gives a ground to brands to engage and communicate with customers present on social platforms. Brand engagement 

on social media has been the topic of interest for scholars and research shows that using social media for engaging 

customers is an effective strategy for brands and it yields substantial benefits for a brand. According to (Yang, Lin, 

Carlson, & Ross, 2016), engaging with customers on social media is positively associated with financial 

performance of a brand. However, there is scant research done on finding out how brand engagement online 

increases customer satisfaction and strengthens customer-brand relationship. Reviewing literature reveals the other 

part of story as well, (Fournier & Avery, 2011) in their study warns that brands must be cautious enough in social 
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media involvement, they might become “uninvited crashers,” having that it is more complicated for brands to build 

relationship with customers via social media. 

This research is meaningful because of number of contributions; first, it explores whether brand engagement on 

social media (Facebook) is influencing customers satisfaction, brand image, and customer brand relationship by 

using netnographic technique (involving participants in online engagement with brands food brands). Second, it 

investigates brands using social media effectively as a vital platform in engaging social customers to increase 

customer satisfaction. Last, the perception of social customers is stated in results that what change will occur after 

engaging with brand online in brand image and customer satisfaction by taking interviews from participants of 

study. Interviews are focused on finding out which strategies or factors of brands in engaging social customers are 

efficient in building brand image and satisfying customers. These results are helpful for brand executives and 

marketers to gain insight for designing social media strategies. 

 

1.2. Customer-Brand Relationship 

According to Fournier & Avery (2011), the customer-brand relationship is important to study and it has been the 

center of attention for marketers over past few years. The success of customer brand relationship is that brands focus 

is on customer and customers feel more cared, and their needs are fulfilled in a way that loyalty for brand increases. 

If we see historically, customer brand relationship has been the point of attraction for marketers (Sirgy, 1982). The 

basis of this relationship found in literature suggests that when customers are interacting with brands, they can build 

a strong relationship with those brands just like the relation they enjoy with their friends. Customers when having a 

strong relationship with brands they start to define their characteristics when describing brand (Phau & Lau, 2001). 

If we look more thoroughly to literature, it tells about the importance of relationship as, customers are more attached 

to brands when they start to project their self on brands (Edson Escalas, 2004). 

Analysts normally receive (Fournier, 1998) conceptual framework of brand relationship quality (BRQ) for 

considering customer relationships. BRQ was created to clarify that customers don't simply purchase brands since 

they function admirably. Buy conduct is additionally because of the apparent connections customers have with a 

collectivity of brands in order to profit by the implications they include into their lives (Fournier, 1998). History 

suggests here that to have a strong customer-brand relationship brands must engage and interact with customers. 

1.3. Brand Engagement and Social Media 

With time social media has become a strong platform to engage with social customers. It is stated that using social 

platforms for brand engagement has its roots from multidisciplinary theoretical perspectives, having the 

phenomenon of marketing in main light (Ashley & Tuten, 2015). If we see practical background of how brands 

engage customers on social platforms, comes from the phenomenon of “social currency,” which highlights the 

degree up to which customer information regarding brand on social media on daily basis (Zinnbauer & Honer, 

2011). A brand page is used to engage customers on social media. Brand page is an identity of brand presence on 

social media which is developed and managed by a brand. Brand page is designed to share brand-related information 

with social customers and it has made an ease for brands to communicate and exchange information on web (Casaló, 

Flavián, & Guinalíu, 2010). 

Number of research are done on brand engagement and social media, but this study is focused on exploring the 

influence of online brand engagement of social customer-brand relationship. 

 
1.4. Research Problem 

Recent studies show that consumer-brand engagement has caught the attention of many practitioners and 

researchers. Brand engagement is defined by number of researchers as a construct of multi-dimensions which 

possess emotional, behavioral & cognitive dimensions (Brodie, Ilic, Juric, & Hollebeek, 2013; L Dessart, Veloutsou, 

& Morgan-Thomas, 2015; L D Hollebeek, Glynn, & Brodie, 2014). This study revolves around brand engagement 

on social media, examining Facebook (leading social media channel) to understand and to see the role of brand 

created and customer created social media communication as suggested by (Schivinski & Dabrowski, 2016). 

Another literature, (Linda D. Hollebeek, Glynn, & Brodie, 2014) affirms a future need to analyze the relationship 

between social media communication and consumer-brand relationship. (Watson, Morgan, & Hemmington, 2008) 

suggests a need of future research using netnographic approach to dig out the factors behind consumer preferences 

of online food community. Therefore, this study explores the role of brand engagement in enhancing brand and 

customer relationship, brand loyalty & customer retention. To study consumers and brands communication online, 

this will be an exploratory study, taking qualitative approach; data will be conducted through netnographic 

examination and interviews of participants. 
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1.5. Research Objectives 

• To know the association of brand engagement with customer brand relationship and customer satisfaction 

• To understand how social media plays an effective role for brands (food) to satisfy social customers. 

• To explore the role of online brand engagement in retaining customers 

 
2. THEORETICAL BACKGROUND 

2.1 Conceptualizing Brand Engagement 

The phenomenon, brand engagement has been gaining popularity at field of marketing & the concept is evolving 

with time (Brodie, Hollebeek, Jurić, & Ilić, 2011). In marketing standpoint, many terminologies are used to define 

engagement, such as, “Customer-Engagement” (Bolton, 2011; Linda D. Hollebeek et al., 2014; Vivek, Beatty, 

Dalela, & Morgan, 2014), “Consumer-Engagement” (Laurence Dessart, Veloutsou, & Morgan-Thomas, 2015; 

Linda D. Hollebeek et al., 2014), “Customer Engagement Behavior” (van Doorn et al., 2010; Wei, Miao, & Huang, 

2013), “Consumer Brand Engagement” (Linda D. Hollebeek et al., 2014), “Brand Community Engagement” (Kuo & 

Feng, 2013), & “Brand Engagement” (Keller, 2013; Sprott, Czellar, & Spangenberg, 2009). Many researchers 

studied brand engagement and gave different definitions as well, the construct of theory tells that literature provides 

many definitions of brand engagement. 

 

• Brand engagement is an investment (emotional, cognitive or behavioural) made by customer while 

interacting with brand (Linda D. Hollebeek, 2011). 

• Brand engagement is defined being customer focused as, a co-advocate and interactive customer 

experience which results a psychological state in service relationships (Linda D. Hollebeek et al., 2014). 

• Focused on behavioural dimension of brand engagement while defining it and it is stated that it's a 

behavioural act which a customer shows towards a brand & it works more beyond purchase decisions (van 

Doorn et al., 2010). 

• Brand engagement as a psychological procedure which results in creation of loyalty. He presented a 

structural work for engagement process focusing on methods which helps in creating loyalty for new 

consumers of a service brand and a method which can lead to retention of customer loyalty for continuous 

purchasing of a service brand (Bowden, 2009). 

2.2 Two-views on Brand Engagement 

Researchers have two views related to brand engagement; one view sees brand engagement construct as 

unidimensional phenomenon such as emotional (Sprott et al., 2009) & behavioral (Verhoef, Reinartz, & Krafft, 

2010), the other view sees it as multi-dimensional phenomenon consisting of the mix of cognitive, emotional & 

behavioral dimensions (Brodie et al., 2011; Linda D. Hollebeek, 2011; Linda D. Hollebeek et al., 2014). This study, 

however, is focused on the existing user perspective (Linda D. Hollebeek et al., 2014) and will explore the 

relationship of brand engagement with brand loyalty and customer brand relationship. 

 

2.3 Brand Engagement & Brand Loyalty 

Since brand engagement has been the topic of interest of many researchers, (Bowden, 2009) studied brand 

engagement thoroughly and came up with a detailed and dynamic outlook of brand engagement as a psychological 

construct which triggers customer’s loyalty in different phases of customer-brand relationship. Brand engagement is 

evolving with time and managers are focusing on new techniques to engage with customers, brand engagement is 

defined as a process having the power of social media in mind (Porter, Donthu, MacElroy, & Wydra, 2011). 

In today’s exceedingly competitive environment, keeping customers delighted or happy and keeping up a long-term 

relationship with them has long been a vital strategy for businesses. Agreeing to the relationship marketing 

researches, brand loyalty is one of the most important relationship marketing results. This phenomenon can be 

understood by conceptualizing it into two types of loyalty; one behavioral loyalty & attitudinal dependability 

(Zheng, Cheung, Lee, & Liang, 2015). Behavioral loyalty refers to the process in which customer continue to choose 

the same brand and buy the product/service from same brand or supplier. While, attitudinal loyalty goes a way 

forward and talks of the commitment of a customer when examining unique set of values linked with brand 

(Chaudhuri & Holbrook, 2001). Therefore, it can be said that customer participation in online brand engagement 

leads to brand loyalty. This research will be proposing an understanding of a process which can help managers in 

sustaining brand engagement by using Facebook brand pages. 
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2.4 Brand Engagement & Social Media 

Pool of marketing research reveals that internet on a very basic level changed the way customers create and get 

information related to brands (Linda D. Hollebeek et al., 2014; van Doorn et al., 2010). The time is gone when 

consumers had to step out of the home and pay visit to the outlet of brand for getting any information or to 

communicate with a brand. At present customers depend on different internet-based data sources to make purchase 

decisions (Ong, Nguyen, & Syed Alwi, 2017) this includes using social platforms to share brand-related content 

with others (Zheng et al., 2015). Social media has become vital platform for brands to engage customers online 

because now consumers have mobile phones in their hands all day long and they spend most of the time on social 

platforms. In this scenario, brand are captivating their attention towards engaging customers on social media and this 

is called online brand engagement (Pansari & Kumar, 2017). The theoretical construct of brand engagement on 

social media has basis from multidisciplinary panorama which includes; marketing (Yang et al., 2016), sociology 

(Bourdieu, 1986), psychology (Pham & Ahammad, 2017), information systems(Zheng et al., 2015) and marketing 

practice (Wei et al., 2013). If we see practical background of how brands engage with customers on social platforms, 

comes from the phenomenon of “social currency,” which highlights the degree up to which customers get 

information regarding brand on social media on daily basis (Ong et al., 2017). Moreover, brands use a brand page to 

engage and interact with customers on social media. Brand page is an identity of brand presence on social media 

which is developed and managed by a brand. Brand page is designed to share brand-related information with social 

customers and it has made an ease for brands to communicate and exchange information on web (Casaló et al., 

2010). 

Social media provides multiple platforms where brands and customers can talk an engagement with each other and 

gives an opportunity to brands to capture attractive customer base (Murdough, 2009). Marketers realized soon that 

social media is helpful in number of ways to them and embraced social media for marketing purposes such as; doing 

research, sales & promotions, services, customer relationship management and most importantly for branding and 

communicating with customers online (Ashley & Tuten, 2015). Now brands use social campaigns which give an 

extra space to brands to find the touch points of customers & to boost existing interaction of customer and brand 

story all day long, which may result in; strengthening customer-brand relation, provide marketers with themes by 

having customer feedbacks, & encourage customers to engage with brands online (Ashley & Tuten, 2015; Islam & 

Rahman, 2016). 

2.5.   Food/Restaurant Industry of Pakistan 

Pakistani people love to try new food cuisines, and this is the reason that many international food chains are willing 

to open restaurants in Pakistan. The most favorite food of Pakistanis which is fast food, making the fast-food 

industry 2nd largest in country (“Fast Food Industry of Pakistan Growth and History,” n.d.). The industry holds 27% 

because of production with value addition & accounts for 15% of the overall employment in manufacturing sector. 

Moreover, it is interesting to note that Pakistan has very lucrative world’s 8th biggest market of food businesses. And 

there are number of food manufacturing business in Pakistan the number goes beyond 1000. The lifestyle and habits 

of Pakistanis are changing which has become a reason for surge in restaurants openings. A survey reveals that an 

average customer is spending 42% of his income on food in Pakistan (“Fast Food Industry of Pakistan Growth and 

History,” n.d.). These statistics show that food industry is indicating growth in Pakistan and now it has become utter 

important for food brands to create differentiation in this competitive market. And the differentiation can be made 

by giving some extra care to customers, by talking to customer and by knowing t\what they feel about the brans and 

here comes the role of brand engagement. Recently the trend of brand engagement is shifted towards social 

platforms and brands are using internet and social sites to meet, engage and interact with their customers to build 

strong customer-brand relationship (Casaló et al., 2010). 

Researchers have been working on the phenomenon of brand engagement over time, but there’s numb empirical 

investigation on brand engagement up to this date & researchers have called for need to investigate empirically the 

relationship of brand engagement with other constructs (Bolton, 2011; Islam & Rahman, 2016). This study responds 

to the need of investigation of research on brand engagement with various brands and industries (Laurence Dessart 

et al., 2015; Linda D. Hollebeek et al., 2014). Brands are making tremendous ventures to grasp brand engagement. 

Brand engagement has turned into a focal idea in customer-brand relationship. The experimental examination of 

brand engagement is canvassed in past writing, yet none of the examinations so far have exactly analyzed the 

connections between brand image and brand love at the same time concerning brand engagement in the food 

industry of Pakistan. This investigation is the first to explore online brand engagement with regards to restaurants or 

food brands. 
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3. RESEARCH METHODOLOGY 

3.1 Research Design 

This study grounds in interpretive beliefs (Goldkuhl, 2012), it takes qualitative approach. It is an exploratory study 

(Stebbins, 2001), in which participants are selected based on their preference of restaurants. Multi-methods are used 

for data collection to ensure triangulation (Carter, Bryant-Lukosius, DiCenso, Blythe, & Neville, 2014), social 

media communication will be gauged through netnographic method and participants’ perception and perspective is 

studied through interviews. 

Customer feedback surveys often do not provide accurate information and gives little insights into customer 

experiences. People fill these surveys only out of obligation, in hurry and often provide misrepresentation of their 

experiences. Service experience, (ex; restaurant meal) is best described in terms of subjectivity, interpretative and 

effective in nature, thus it requires a qualitative approach to comprehend it (Andereck, Bricker, Kerstetter, & 

Nickerson, 2005). However, the netnographic method (online ethnography) provides researchers with highly 

personal lived experiences by viewing online blogs, messages, comments or communication (Mkono, 2012). 

Netnography is a research technique used for online market research, it was developed by Robert Kozinet (Kozinets, 

1998, 2002, 2006). 

The methodology is not purely netnographic, as it also involves physical interviews from customers. Moreover, the 

people were tasked to get engaged with their favorite restaurants online and then their online interaction and 

comments, which became archived, were analyzed. 

 
3.2 Procedure 

• For studying 10 restaurants, 20 customers were selected to be the participants of this study voluntarily. 

• Pre- customer engagement interviews were conducted from those participants. 

• The participants were asked to communicate with their favourite restaurant brands on their social media 

platforms, with their complaints and suggestions. 

• That communication was examined qualitatively in terms of responsiveness of the brands and their level of 

customer engagement. 

• Post- customer engagement interviews were also conducted from those participants to understand their 

response on the communication happened between them and restaurant brands. 

• Thematic analysis was performed on the data collected from interviews (Floersch, Longhofer, Kranke, & 

Townsend, 2010). 

3.3 Sampling Method 

Purposive sampling method is applied in this study (Palinkas et al., 2015), and participants are purposively selected 

based on their preferences of restaurants in Karachi. Their consent is taken, and it has been considered that they are 

participating voluntarily. The reason behind choosing selected participants is their interest in the topic and 

limitations during data collection process. 

4. FINDINGS, THEMATIC ANALYSIS AND DISCUSSION 

Once the codified categories, which were identified from the consolidated data through netnography and interviews, 

were formed, the relationship among themes and sub-themes which emerged after thematic analysis of the data are 

presented in figure 4.1. Following is the detailed discussion on those themes. 

Figure 4.1: Thematic Analysis of the data 
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4.1. Online Brand Engagement Generates Positive WOM 

4.1.1. Special Feelings for Brand 

The first theme of this paper discusses about how online brand engagement yields positive word of mouth for 

brands. To facilitate this point literature tells that at present many organizations are seeking best ways to involve 

online brand community in generating customer’s positive word of mouth communication to promote the brand 

(Delgado-Ballester & Fernandez Sabiote, 2015; M. Zhang, Hu, Guo, & Liu, 2017). Dealing with social customers 

requires different techniques than offline customers because they take deep interest due to higher edge of time and 

money related costs (Wirtz et al., 2013). The online presence of brands gives them higher tendency to offer 

customers with a special and pleasant experience to encourage customers in generating the positive word-of-mouth 

(Lin, Fan, & Chau, 2014; H. Zhang, Lu, Wang, & Wu, 2015). As one of the participants responded. 

“The best thing about online engagement with my favorite brand was when they mentioned my name while 

conversation and called me with respect. At that time, I felt special for myself and for the brand as well.” 

In past, many researcher’s work points on this rationale and further provides an understanding how customer 

experience results in positive word of mouth and how it can be used for brand promotion (Lin et al., 2014; H. Zhang 

et al., 2015). 

4.1.2. Mass Recommendation 

In current study, we have found out that online brand engagement not only generates positive WOM, but it makes 

customers to recommend the brand to masses. Participants while giving interviews showed positive attitude towards 

brands that engaged with them effectively and they said that they will recommend the brand to others as well. 

Reviewing literature shows that many researchers have raised the notion that active participation of brand with 

customers yields a strong influence on strong commitment & recommendation intentions in diverse online scenario 

(Okazaki et al, 2014). 

There has been a great attention on recommendation intentions & positive word-of-mouth of customers in both 

academic & business domains (M. Zhang et al., 2017). Participants of this study when asked about their 

recommendation intention after online engagement with their admired brands most of them showed positive 

response & said that they will continue to recommend the brand. One participant said. 

“I have never put a review about any brand on social media, but after this online engagement with my admired 

brand I am much satisfied & now I will definitely post a amazing review about this brand on Facebook pages and 

groups.” 

4.2. Online Engagement Creates Strong Customer-Brand Relationship 

4.2.1. Ease & Convenience 

In today’s busy world every customer seeks for ease & convenience with brands. Customers when talk of 

convenience the focal point of customers is on resources mainly time, energy & opportunity that they have to give in 

buying a good or service (Pansari & Kumar, 2017). Many research papers have been written in finding the 

relationship between convenience and customer brand relationship. One paper suggests that the factor of 

convenience has an influence on brand purchase and evaluation behavior of customer (Pansari & Kumar, 2017). So, 

the point we can take from these papers is that convenience plays a vital role is developing and strengthening 

customer-brand relationship. Literature supports this point and makes it more stable, it is stated that customer loyalty 

is not alone responsible for developing strong customer brand relationship, the factor of convenience also adds in the 

relation (Pansari & Kumar, 2017). This study also supports the same notion and participants of the study also said 

that their relationship with their admired brand has become stronger after the online engagement because it has 

saved their time and other costs. As a participant opined. 

“I am a businessman and I usually don’t have enough time to visit brands myself, online brand engagement has 

made my life easy. Brands are giving convenience to me & that’s what makes my relationship strong with them.” 

When customer feels convenience with brand their intention goes way forward than purchase and they enjoy a good 

relationship with a brand as stated in customer engagement concept (Pansari & Kumar, 2017). As one participant 

said. 

“I loved it when I got prompt response from the brand, I was engaging with for a booking for my friend’s birthday 

celebration, it saved my time and traveling cost. Now I may refer it to my friends as well.” 

 

4.2.2. Pleasant Experience 

In this paper, we have reviewed customer’s feelings and came to know that customers who enjoys pleasant 

experience while interacting with their admirable brands online are more likely to build stronger relationships with 

brands. Customer experience has been defined as a psychological sensation which results in perception about service 
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delivery and subjective response of customers (Brodie et al., 2011). At present many studies reflect the importance 

of customer experience for brands ((Delgado-Ballester & Fernandez Sabiote, 2015). A highly- structured framework 

is given which presents experience into cognitive & affective domains. The bond which customers feel with brand in 

online brand engagement is often measured by warmth and pleasant experience customer feels (H. Zhang et al., 

2015). It manifested in following response. 

“My experience of online engagement with my admired brand was amazing, I loved the whole way brand showed 

that it cares for me as their customer & listened to my feedback thoroughly.” 

4.3. Online Brand Engagement Creates Strong Brand Image 

4.3.1   Sense of Trust 

Trust is an important factor for success or failure of a brand. Reviewing literature affirms the notion that, trust has a 

vital influence on customer’s choice to stay or leave the brand (Thakur, 2018). Past empirical studies shows that 

higher degree of trust builds strong brand image & customers give positive reviews about brand (Thakur, 2018). 

Sense of trust creates a strong brand image for customers & they tend to like the brand more. Past researches also 

declares that when trust is build it provides certain benefits to customers like it lowers anxiety, and uncertainty & 

these benefits, in turn, has influence on satisfaction and brand image (Thakur, 2018). As a participant opined. 

“The experience of online engagement with my admired brand has built trustworthy relation with brand & now I 

love the brand more.” 

 

4.3.2.  Satisfied Engagement 

The current paper talks of satisfied online engagement as a mean of creating strong brand image. When participants 

of this study were asked about their experience most of the responses were satisfied and they said now they have 

clearer image of brand in mind. In academic and business literature customer engagement is often described as a 

psychological state of mind that results in frequent interactions with a brand (Thakur, 2018). Many business 

practitioners identify the importance of satisfied customer engagement for a business. Emerging literature about 

customer engagement manifests that customer engagements is favorable for brands in a broad perspective and way 

more than purchase intention (Pansari & Kumar, 2017; Thakur, 2018). These emerging views support current study 

and prove that satisfied customer engagement is vital for brands to create a strong image. Moreover, it is stated in 

previous papers that customer engagement is a distinct & significant domain in online business scenarios (Linda D. 

Hollebeek, 2011). A participant manifested in following response that. 

“When I asked the brand about one particular item they stopped keeping, the way brand answered and told me the 

real reason of not keeping it made me feel satisfied.” 

 

4.4. Online Engagement Creates Strong Brand Association 

4.4.1  Personalized Response 

The emergence of internet and social media has given attention to new trend of customization and personalized 

response to customers. Now brands engage with every customer keeping in mind the individuality of customer & 

according to different needs. One participant had faced exceptional personalized response when the CEO of 

restaurant contacted her back and made sure that he will try to fix the problem she faces. One more participant 

shared her feelings, she said she was uncertain that brand would respond her, but after getting response she was 

overwhelmed because brand responded her by mentioning her name and making sure the feedback which she had 

given would be taken in consideration. In a nutshell, the responses were leading to the fact that after getting 

personalized responses participants were feeling strong associations with brand. This study points towards another 

benefit brands can enjoy while engaging with customers online is they can create strong brand associations. Brand 

put a lot of efforts & recourses in marketing and promotional activities to create brand associations. This study 

reveals that online brand engagement can be used as a powerful tool in creating strong brand associations. As a 

participant opined that. 

“While my interaction with brand I received number of managers whom I can contact whenever I want to visit or 

order anything from restaurant. This made me more associated with brand when I got some special treatment.” 

4.4.2.  Customer Caring 

Everyone loves to be cared in his/her life whether it is a personal life or professional. The caring factor can help 

brands stand out the crowd and they can create strong brand association with it. Customers have got a lot of choices 

and only those brands can win the heart of customers who shows them that they care about their customers. Every 

big brand somehow is working in different ways to show customers that they care about them. Since it’s an era of 

social media and customers now spend more time on social platforms to compare and search brands. So, here online 
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brand engagement plays a role of bridging the gap between customer and brand. This study shows that brands who 

are most active in engaging with their customers online and who are showing their customers a caring behaviour 

they are creating strong brand associations. As one of the participants manifested. 

“The feeling of being cared by my most admirable brand was too good, now whenever I think of customer care 

first thing pops up in my mind is the name of that brand.” 

 

5. IMPLICATIONS 

The key contribution this study gives is, it provides a new perspective of online brand engagement to retain 

customers. Customer retention has not yet been explored in the context of online brand engagement. In this paper, 

we argue that brands can retain its customers if they go on the right path in engaging with customers online. This 

paper provides a practical insight to business practitioners and brand managers for retaining customers. We discuss 

in detail if a brand provides a satisfied, trustworthy, pleasant, and strong online engagement experience to customers 

they tend to continue buying from the same brand and vice versa. Moreover, this study fulfills the call of past 

research which states that there’s a gap for future research in the business of food service where customer reviews 

play a prime role (Thakur, 2018). This research is done on food industry of Pakistan and takes 10 restaurants under 

examination for the study. Moreover, this study is a valuable addition in the literature on brand engagement which 

may be helpful for many people in understanding the phenomenon of online brand engagement. 

 

6. LIMITATIONS & FUTURE RESEARCH AVENUES 

This research paper has certain limitations which bounds the study to generalize its results & opens the door to 

future research. First, this research is follows convenience sampling in which all participants were residents of 

Karachi, however, social media users are present all over country. Second, the results of this study only take 

Pakistan’s food industry in account & leave a gap for further study in different industries. Third, also we collected 

responses from 10 participants & 10 restaurants/cafes only and took self-reported interviews from the participants 

may cause potential confounds which may bias our results. Fourth, since the study is taken only in Pakistani context 

so the cultural differences may have significant effect on brand engagement. Last, only Facebook brand pages were 

used to evaluate performance of brands in engaging social customers. Future study can be done by using different 

social platforms and taking diverse respondents in account to get the true insights and results. Moreover, this study 

calls for future research on different service sector industries like apparel, traveling, fashion to gauge the impression 

of online brand engagement thoroughly. 

7. CONCLUSION 

Every brand must know the art & science of maintaining customer relationship by engaging with them in a 

profitable and effective manner. Social media has given a lucrative opportunity of engaging with customers & 

utilizing new trendy techniques to grab the attention of social customers. The objective of this study is to explore 

the role of online brand engagement in elevating brand loyalty, retaining customers & establishing long lasting 

relationship with customers. To perform this job, we have reviewed academic literature to build theoretical 

background and performed experiment with brands to get the true results. Customers depend on different internet- 

based data sources to make purchase decisions this includes using social platforms to share brand-related content 

with others (Ong et al., 2017). Social media has become vital platform for brands to engage customers online 

because now consumers have mobile phones in their hands all day long and they spend most of the time on social 

platforms (Zheng et al., 2015). 

Furthermore, the study validates and supports the results of past quantitative study (Zheng, Cheung, Lee, & Liang 

2015). We reach to the same conclusion that online brand engagement has influence on brand loyalty of customers. 

In this study, it is confirmed that when participants were given satisfied response in online engagement their brand 

loyalty was elevated. The paper presents a detailed discussion about 4 main themes which were made as result of 

participant’s views in semi-structured interviews. 

First theme shows that online brand engagement generates positive word-of-mouth & the theme has further 

outcomes that customers with positive word of mouth faced convenience & tends to recommend the brand to 

masses. Previous literature also affirms this notion that if customer has satisfied experience of engagement, it 

motivates customer to give positive feedback & reviews about brand. Similarly, if a customer is not satisfied with 

brand engagement the intention to give positive word-of-mouth about brand is weakened (Thakur, 2018). Second 

theme which was built because of this study was that online engagement creates strong customer-brand relationship. 

This theme has further two outcomes, one that customers who feel strong brand relationship has face convenience in 

engaging online & had pleasant overall experience. Other themes which emerged as a result of this study are online 

brand engagement creates strong brand image, & strong brand association. Now, we can conclude that online brand 
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engagement has many benefits of it is used in an effective and satisfying way. Similarly, it can be proved harmful to 

brands that foresee the power of social customers and doesn’t engage with them in proper manner. 

References 

 

Andereck, K., Bricker, K. S., Kerstetter, D., & Nickerson, N. P. (2005). Connecting experiences to quality: 

Understanding the meanings behind visitors’ experiences. In Quality Tourism Experiences. 

https://doi.org/10.4324/9780080455778 

Ashley, C., & Tuten, T. (2015). Creative Strategies in Social Media Marketing: An Exploratory Study of Branded 

Social Content and Consumer Engagement. Psychology and Marketing, 32(1), 15–27. 

https://doi.org/10.1002/mar.20761 

Bolton, R. N. (2011). Comment: Customer Engagement: Opportunities and Challenges for Organizations. Journal of 

Service Research, 14(3), 272–274. https://doi.org/10.1177/1094670511414582 

Bowden, J. L.-H. (2009). The Process of Customer Engagement: A Conceptual Framework. The Journal of 

Marketing Theory and Practice, 17(1), 63–74. https://doi.org/10.2753/MTP1069-6679170105 

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

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

https://doi.org/10.1177/1094670511411703 

Brodie, R. J., Ilic, A., Juric, B., & Hollebeek, L. (2013). Consumer engagement in a virtual brand community: An 

exploratory analysis. Journal of Business Research. https://doi.org/10.1016/j.jbusres.2011.07.029 

Carter, N., Bryant-Lukosius, D., DiCenso, A., Blythe, J., & Neville, A. J. (2014). The Use of Triangulation in 

Qualitative Research. Oncology Nursing Forum, 41(5), 545–547. https://doi.org/10.1188/14.ONF.545-547 

Casaló, L. V., Flavián, C., & Guinalíu, M. (2010). Relationship quality, community promotion and brand loyalty in 

virtual communities: Evidence from free software communities. International Journal of Information 

Management, 30(4), 357–367. https://doi.org/10.1016/j.ijinfomgt.2010.01.004 

Chappuis, B., Gaffey, B., & Parvizi, P. (2008). Are your customers becoming digital junkies ? McKinsey Quarterly. 

Chaudhuri, A., & Holbrook, M. B. (2001). The Chain of Effects from Brand Trust and Brand Affect to Brand 

Performance: The Role of Brand Loyalty. Journal of Marketing, 65(2), 81–93. 

https://doi.org/10.1509/jmkg.65.2.81.18255 

De Vries, L., Gensler, S., & Leeflang, P. S. H. (2012). Popularity of Brand Posts on Brand Fan Pages: An 

Investigation of the Effects of Social Media Marketing. Journal of Interactive Marketing. 

https://doi.org/10.1016/j.intmar.2012.01.003 

Delgado-Ballester, E., & Fernandez Sabiote, E. (2015). Brand experimental value versus brand functional value: 

which matters more for the brand? European Journal of Marketing, 49(11/12), 1857–1879. 

https://doi.org/10.1108/EJM-02-2014-0129 

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

social media perspective. Journal of Product & Brand Management, 24(1), 28–42. 

https://doi.org/10.1108/JPBM-06-2014-0635 

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

social media perspective. Journal of Product and Brand Management. https://doi.org/10.1108/JPBM-06- 

2014-0635 

Edson Escalas, J. (2004). Narrative Processing: Building Consumer Connections to Brands. Journal of Consumer 

Psychology. https://doi.org/10.1207/s15327663jcp1401&2_19 
Fast Food Industry of Pakistan Growth and History. (n.d.). 

Floersch, J., Longhofer, J. L., Kranke, D., & Townsend, L. (2010). Integrating thematic, grounded theory and 

narrative analysis: A case study of adolescent psychotropic treatment. Qualitative Social Work. 

https://doi.org/10.1177/1473325010362330 

Fournier, S. (1998). Consumers and Their Brands: Developing Relationship Theory in Consumer Research. Journal 

of Consumer Research. https://doi.org/10.1086/209515 

Fournier, S., & Avery, J. (2011). Putting the Relationship Back Into CRM. MIT Sloan Management Review. 

Goldkuhl, G. (2012). Pragmatism vs interpretivism in qualitative information systems research Pragmatism vs. 

interpretivism in qualitative information systems research. European Journal of Information Systems, 

2(21), 135–146. https://doi.org/10.1057/ejis.2011.54 

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

Marketing Management. https://doi.org/10.1080/0267257X.2010.500132 

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand engagement in social media: 



Journal of Business Administration and Management Sciences (JOBAMS) 

17 

 

 

 

 

Conceptualization, scale development and validation. Journal of Interactive Marketing. 

https://doi.org/10.1016/j.intmar.2013.12.002 

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand engagement in social media: 

Conceptualization, scale development and validation. Journal of Interactive Marketing, 28(2), 149–165. 

https://doi.org/10.1016/j.intmar.2013.12.002 

Islam, J. U., & Rahman, Z. (2016). Examining the effects of brand love and brand image on customer engagement: 

An empirical study of fashion apparel brands. Journal of Global Fashion Marketing, 7(1), 45–59. 

https://doi.org/10.1080/20932685.2015.1110041 
Keller, K. L. (2013). Strategic Brand Management: building, measuring, and managing brand equity. Brand (Vol. 

58). https://doi.org/10.2307/1252315 

Kozinets, R. V. (1998). On netnography: Initial reflections on consumer research investigations of cyberculture. 

Retrieved from http://www.acrwebsite.org/volumes/display.asp?id=8180 

Kozinets, R. V. (2002). The Field Behind the Screen: Using Netnography for Marketing Research in Online 

Communities. Journal of Marketing Research, 39(1), 61–72. https://doi.org/10.1509/jmkr.39.1.61.18935 

Kozinets, R. V. (2006). Netnography 2.0. In Handbook of Qualitative Research Methods in Marketing (pp. 129– 

142). https://doi.org/10.4337/9781847204127.00018 

Kuo, Y. F., & Feng, L. H. (2013). Relationships among community interaction characteristics, perceived benefits, 

community commitment, and oppositional brand loyalty in online brand communities. International 

Journal of Information Management, 33(6), 948–962. https://doi.org/10.1016/j.ijinfomgt.2013.08.005 

Lin, H., Fan, W., & Chau, P. Y. K. (2014). Determinants of users’ continuance of social networking sites: A self- 

regulation perspective. Information and Management. https://doi.org/10.1016/j.im.2014.03.010 

Mkono, M. (2012). A netnographic examination of constructive authenticity in Victoria Falls tourist (restaurant) 

experiences. International Journal of Hospitality Management. https://doi.org/10.1016/j.ijhm.2011.06.013 

Murdough, C. (2009). Social Media Measurement: It’s Not Impossible. Journal of Interactive Advertising, 10(1), 94–

99. https://doi.org/Article 

Ong, K. S., Nguyen, B., & Syed Alwi, S. F. (2017). Consumer-based virtual brand personality (CBVBP), customer 

satisfaction and brand loyalty in the online banking industry. International Journal of Bank Marketing, 

35(3), 370–390. https://doi.org/10.1108/IJBM-04-2016-0054 

Palinkas, L. A., Horwitz, S. M., Green, C. A., Wisdom, J. P., Duan, N., & Hoagwood, K. (2015). Purposeful 

Sampling for Qualitative Data Collection and Analysis in Mixed Method Implementation Research. 

Administration and Policy in Mental Health, 42(5), 533–544. https://doi.org/10.1007/s10488-013-0528-y 

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

the Academy of Marketing Science. https://doi.org/10.1007/s11747-016-0485-6 

Pham, T. S. H., & Ahammad, M. F. (2017). Antecedents and consequences of online customer satisfaction: A 

holistic process perspective. Technological Forecasting and Social Change, 124(April), 332–342. 

https://doi.org/10.1016/j.techfore.2017.04.003 

Phau, I., & Lau, K. C. (2001). Brand personality and consumer self-expression: Single or dual carriageway? Journal 

of Brand Management. https://doi.org/10.1057/palgrave.bm.2540042 

Qualman, E. (2012). Socialnomics: How social media transforms the way we live and do business. Book. 

https://doi.org/10.1093/carcin/bgt363 

Schivinski, B., & Dabrowski, D. (2016). The effect of social media communication on consumer perceptions of 

brands. Journal of Marketing Communications. https://doi.org/10.1080/13527266.2013.871323 

Sirgy, M. J. (1982). Self-Concept in Consumer Behavior: A Critical Review. Journal of Consumer Research. 

https://doi.org/10.1086/208924 

Sprott, D., Czellar, S., & Spangenberg, E. (2009). The Importance of a General Measure of Brand Engagement on 

Market Behavior: Development and Validation of a Scale. Journal of Marketing Research, 46(1), 92–104. 

https://doi.org/10.1509/jmkr.46.1.92 

Stebbins, R. A. (2001). Exploratory research in the social sciences. Sage Publications. 

Thakur, R. (2018). Customer engagement and online reviews. Journal of Retailing and Consumer Services. 

https://doi.org/10.1016/j.jretconser.2017.11.002 

van Doorn, J., Lemon, K. N., Mittal, V., Nass, S., Pick, D., Pirner, P., & Verhoef, P. C. (2010). Customer 

Engagement Behavior - Theoretical Foundations and Research Directions. Journal of Service Research, 

13(3), 253–266. https://doi.org/10.1177/1094670510375599 

Verhoef, P. C., Reinartz, W. J., & Krafft, M. (2010). Customer engagement as a new perspective in customer 

management. Journal of Service Research, 13(3), 247–252. https://doi.org/10.1177/1094670510375461 

Vivek, S. D., Beatty, S. E., Dalela, V., & Morgan, R. M. (2014). A Generalized Multidimensional Scale for 

http://www.acrwebsite.org/volumes/display.asp?id=8180


Journal of Business Administration and Management Sciences (JOBAMS) 

18 

 

 

 

 

Measuring Customer Engagement. The Journal of Marketing Theory and Practice, 22(4), 401–420. 

https://doi.org/10.2753/MTP1069-6679220404 

Watson, P., Morgan, M., & Hemmington, N. (2008). Online communities and the sharing of extraordinary restaurant 

experiences. Journal of Foodservice. https://doi.org/10.1111/j.1748-0159.2008.00110.x 

Wei, W., Miao, L., & Huang, Z. (2013). Customer engagement behaviors and hotel responses. International Journal 

of Hospitality Management, 33(1), 316–330. https://doi.org/10.1016/j.ijhm.2012.10.002 

Wirtz, J., den Ambtman, A., Bloemer, J., Horváth, C., Ramaseshan, B., van de Klundert, J., … Kandampully, J. 

(2013). Managing brands and customer engagement in online brand communities. Journal of Service 

Management. https://doi.org/10.1108/09564231311326978 

Yang, S., Lin, S., Carlson, J. R., & Ross, W. T. (2016). Brand engagement on social media: will firms’ social media 

efforts influence search engine advertising effectiveness? Journal of Marketing Management, 32(5–6), 526–

557. https://doi.org/10.1080/0267257X.2016.1143863 

Zhang, H., Lu, Y., Wang, B., & Wu, S. (2015). The impacts of technological environments and co-creation 

experiences on customer participation. Information and Management. 

https://doi.org/10.1016/j.im.2015.01.008 

Zhang, M., Hu, M., Guo, L., & Liu, W. (2017). Understanding relationships among customer experience, 

engagement, and word-of-mouth intention on online brand communities. Internet Research. 

https://doi.org/10.1108/IntR-06-2016-0148 

Zheng, X., Cheung, C. M. K., Lee, M. K. O., & Liang, L. (2015). Building brand loyalty through user engagement 

in online brand communities in social networking sites. Information Technology & People, 28(1), 90–106. 

https://doi.org/10.1108/ITP-08-2013-0144 

Zinnbauer, M., & Honer, T. (2011). How brands can create social currency – A framework for managing brands in a 

network era. Marketing Review St. Gallen. https://doi.org/10.1007/s11621-011-0063-8 

Andereck, K., Bricker, K. S., Kerstetter, D., & Nickerson, N. P. (2005). Connecting experiences to quality: 

Understanding the meanings behind visitors’ experiences. In Quality Tourism Experiences. 

https://doi.org/10.4324/9780080455778 

Ashley, C., & Tuten, T. (2015). Creative Strategies in Social Media Marketing: An Exploratory Study of Branded 

Social Content and Consumer Engagement. Psychology and Marketing, 32(1), 15–27. 

https://doi.org/10.1002/mar.20761 

Bolton, R. N. (2011). Comment: Customer Engagement: Opportunities and Challenges for Organizations. Journal of 

Service Research, 14(3), 272–274. https://doi.org/10.1177/1094670511414582 

Bowden, J. L.-H. (2009). The Process of Customer Engagement: A Conceptual Framework. The Journal of 

Marketing Theory and Practice, 17(1), 63–74. https://doi.org/10.2753/MTP1069-6679170105 

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

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

https://doi.org/10.1177/1094670511411703 

Brodie, R. J., Ilic, A., Juric, B., & Hollebeek, L. (2013). Consumer engagement in a virtual brand community: An 

exploratory analysis. Journal of Business Research. https://doi.org/10.1016/j.jbusres.2011.07.029 

Carter, N., Bryant-Lukosius, D., DiCenso, A., Blythe, J., & Neville, A. J. (2014). The Use of Triangulation in 

Qualitative Research. Oncology Nursing Forum, 41(5), 545–547. https://doi.org/10.1188/14.ONF.545-547 

Casaló, L. V., Flavián, C., & Guinalíu, M. (2010). Relationship quality, community promotion and brand loyalty in 

virtual communities: Evidence from free software communities. International Journal of Information 

Management, 30(4), 357–367. https://doi.org/10.1016/j.ijinfomgt.2010.01.004 

Chappuis, B., Gaffey, B., & Parvizi, P. (2008). Are your customers becoming digital junkies ? McKinsey Quarterly. 

Chaudhuri, A., & Holbrook, M. B. (2001). The Chain of Effects from Brand Trust and Brand Affect to Brand 

Performance: The Role of Brand Loyalty. Journal of Marketing, 65(2), 81–93. 

https://doi.org/10.1509/jmkg.65.2.81.18255 

De Vries, L., Gensler, S., & Leeflang, P. S. H. (2012). Popularity of Brand Posts on Brand Fan Pages: An 

Investigation of the Effects of Social Media Marketing. Journal of Interactive Marketing. 

https://doi.org/10.1016/j.intmar.2012.01.003 

Delgado-Ballester, E., & Fernandez Sabiote, E. (2015). Brand experimental value versus brand functional value: 

which matters more for the brand? European Journal of Marketing, 49(11/12), 1857–1879. 

https://doi.org/10.1108/EJM-02-2014-0129 

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

social media perspective. Journal of Product & Brand Management, 24(1), 28–42. 

https://doi.org/10.1108/JPBM-06-2014-0635 



Journal of Business Administration and Management Sciences (JOBAMS) 

19 

 

 

 

 

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

social media perspective. Journal of Product and Brand Management. https://doi.org/10.1108/JPBM-06- 

2014-0635 

Edson Escalas, J. (2004). Narrative Processing: Building Consumer Connections to Brands. Journal of Consumer 

Psychology. https://doi.org/10.1207/s15327663jcp1401&2_19 

Fast Food Industry of Pakistan Growth and History. (n.d.). 

Floersch, J., Longhofer, J. L., Kranke, D., & Townsend, L. (2010). Integrating thematic, grounded theory and 

narrative analysis: A case study of adolescent psychotropic treatment. Qualitative Social Work. 

https://doi.org/10.1177/1473325010362330 

Fournier, S. (1998). Consumers and Their Brands: Developing Relationship Theory in Consumer Research. Journal 

of Consumer Research. https://doi.org/10.1086/209515 

Fournier, S., & Avery, J. (2011). Putting the Relationship Back Into CRM. MIT Sloan Management Review. 

Goldkuhl, G. (2012). Pragmatism vs interpretivism in qualitative information systems research Pragmatism vs. 

interpretivism in qualitative information systems research. European Journal of Information Systems, 

2(21), 135–146. https://doi.org/10.1057/ejis.2011.54 

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

Marketing Management. https://doi.org/10.1080/0267257X.2010.500132 

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand engagement in social media: 

Conceptualization, scale development and validation. Journal of Interactive Marketing. 

https://doi.org/10.1016/j.intmar.2013.12.002 

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand engagement in social media: 

Conceptualization, scale development and validation. Journal of Interactive Marketing, 28(2), 149–165. 

https://doi.org/10.1016/j.intmar.2013.12.002 

Islam, J. U., & Rahman, Z. (2016). Examining the effects of brand love and brand image on customer engagement: 

An empirical study of fashion apparel brands. Journal of Global Fashion Marketing, 7(1), 45–59. 

https://doi.org/10.1080/20932685.2015.1110041 
Keller, K. L. (2013). Strategic Brand Management: building, measuring, and managing brand equity. Brand (Vol. 

58). https://doi.org/10.2307/1252315 

Kozinets, R. V. (1998). On netnography: Initial reflections on consumer research investigations of cyberculture. 

Retrieved from http://www.acrwebsite.org/volumes/display.asp?id=8180 

Kozinets, R. V. (2002). The Field Behind the Screen: Using Netnography for Marketing Research in Online 

Communities. Journal of Marketing Research, 39(1), 61–72. https://doi.org/10.1509/jmkr.39.1.61.18935 

Kozinets, R. V. (2006). Netnography 2.0. In Handbook of Qualitative Research Methods in Marketing (pp. 129– 

142). https://doi.org/10.4337/9781847204127.00018 

Kuo, Y. F., & Feng, L. H. (2013). Relationships among community interaction characteristics, perceived benefits, 

community commitment, and oppositional brand loyalty in online brand communities. International 

Journal of Information Management, 33(6), 948–962. https://doi.org/10.1016/j.ijinfomgt.2013.08.005 

Lin, H., Fan, W., & Chau, P. Y. K. (2014). Determinants of users’ continuance of social networking sites: A self- 

regulation perspective. Information and Management. https://doi.org/10.1016/j.im.2014.03.010 

Mkono, M. (2012). A netnographic examination of constructive authenticity in Victoria Falls tourist (restaurant) 

experiences. International Journal of Hospitality Management. https://doi.org/10.1016/j.ijhm.2011.06.013 

Murdough, C. (2009). Social Media Measurement: It’s Not Impossible. Journal of Interactive Advertising, 10(1), 94–

99. https://doi.org/Article 

Ong, K. S., Nguyen, B., & Syed Alwi, S. F. (2017). Consumer-based virtual brand personality (CBVBP), customer 

satisfaction and brand loyalty in the online banking industry. International Journal of Bank Marketing, 

35(3), 370–390. https://doi.org/10.1108/IJBM-04-2016-0054 

Palinkas, L. A., Horwitz, S. M., Green, C. A., Wisdom, J. P., Duan, N., & Hoagwood, K. (2015). Purposeful 

Sampling for Qualitative Data Collection and Analysis in Mixed Method Implementation Research. 

Administration and Policy in Mental Health, 42(5), 533–544. https://doi.org/10.1007/s10488-013-0528-y 

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

the Academy of Marketing Science. https://doi.org/10.1007/s11747-016-0485-6 

Pham, T. S. H., & Ahammad, M. F. (2017). Antecedents and consequences of online customer satisfaction: A 

holistic process perspective. Technological Forecasting and Social Change, 124(April), 332–342. 

https://doi.org/10.1016/j.techfore.2017.04.003 

Phau, I., & Lau, K. C. (2001). Brand personality and consumer self-expression: Single or dual carriageway? Journal 

of Brand Management. https://doi.org/10.1057/palgrave.bm.2540042 

http://www.acrwebsite.org/volumes/display.asp?id=8180


Journal of Business Administration and Management Sciences (JOBAMS) 

20 

 

 

 

 

Qualman, E. (2012). Socialnomics: How social media transforms the way we live and do business. Book. 

https://doi.org/10.1093/carcin/bgt363 

Schivinski, B., & Dabrowski, D. (2016). The effect of social media communication on consumer perceptions of 

brands. Journal of Marketing Communications. https://doi.org/10.1080/13527266.2013.871323 

Sirgy, M. J. (1982). Self-Concept in Consumer Behavior: A Critical Review. Journal of Consumer Research. 

https://doi.org/10.1086/208924 

Sprott, D., Czellar, S., & Spangenberg, E. (2009). The Importance of a General Measure of Brand Engagement on 

Market Behavior: Development and Validation of a Scale. Journal of Marketing Research, 46(1), 92–104. 

https://doi.org/10.1509/jmkr.46.1.92 
Stebbins, R. A. (2001). Exploratory research in the social sciences. Sage Publications. 

Thakur, R. (2018). Customer engagement and online reviews. Journal of Retailing and Consumer Services. 

https://doi.org/10.1016/j.jretconser.2017.11.002 

van Doorn, J., Lemon, K. N., Mittal, V., Nass, S., Pick, D., Pirner, P., & Verhoef, P. C. (2010). Customer 

Engagement Behavior - Theoretical Foundations and Research Directions. Journal of Service Research, 

13(3), 253–266. https://doi.org/10.1177/1094670510375599 

Verhoef, P. C., Reinartz, W. J., & Krafft, M. (2010). Customer engagement as a new perspective in customer 

management. Journal of Service Research, 13(3), 247–252. https://doi.org/10.1177/1094670510375461 

Vivek, S. D., Beatty, S. E., Dalela, V., & Morgan, R. M. (2014). A Generalized Multidimensional Scale for 

Measuring Customer Engagement. The Journal of Marketing Theory and Practice, 22(4), 401–420. 

https://doi.org/10.2753/MTP1069-6679220404 

Watson, P., Morgan, M., & Hemmington, N. (2008). Online communities and the sharing of extraordinary restaurant 

experiences. Journal of Foodservice. https://doi.org/10.1111/j.1748-0159.2008.00110.x 

Wei, W., Miao, L., & Huang, Z. (2013). Customer engagement behaviors and hotel responses. International Journal 

of Hospitality Management, 33(1), 316–330. https://doi.org/10.1016/j.ijhm.2012.10.002 

Wirtz, J., den Ambtman, A., Bloemer, J., Horváth, C., Ramaseshan, B., van de Klundert, J., … Kandampully, J. 

(2013). Managing brands and customer engagement in online brand communities. Journal of Service 

Management. https://doi.org/10.1108/09564231311326978 

Yang, S., Lin, S., Carlson, J. R., & Ross, W. T. (2016). Brand engagement on social media: will firms’ social media 

efforts influence search engine advertising effectiveness? Journal of Marketing Management, 32(5–6), 526–

557. https://doi.org/10.1080/0267257X.2016.1143863 

Zhang, H., Lu, Y., Wang, B., & Wu, S. (2015). The impacts of technological environments and co-creation 

experiences on customer participation. Information and Management. 

https://doi.org/10.1016/j.im.2015.01.008 

Zhang, M., Hu, M., Guo, L., & Liu, W. (2017). Understanding relationships among customer experience, 

engagement, and word-of-mouth intention on online brand communities. Internet Research. 

https://doi.org/10.1108/IntR-06-2016-0148 

Zheng, X., Cheung, C. M. K., Lee, M. K. O., & Liang, L. (2015). Building brand loyalty through user engagement 

in online brand communities in social networking sites. Information Technology & People, 28(1), 90–106. 

https://doi.org/10.1108/ITP-08-2013-0144 

Zinnbauer, M., & Honer, T. (2011). How brands can create social currency – A framework for managing brands in a 

network era. Marketing Review St. Gallen. https://doi.org/10.1007/s11621-011-0063-8 


