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ABSTRACT

Purpose of the study: The aim of this paper is to analyze the impact of SMCX (Social
Media Customer Experience) on CE (Customer Engagement).

Research gap/ Originality/ value of the study: The extant research on social media
customer engagement has only examined the brand community engagement aspect of SM
engagement. Through this study, we endeavor to explore the CX aspect on SM which can give
rise to CE.

Design/methodology/approach: This research study relies on reliability and heuristic
processing of data collected from the well-structured survey, which is further evaluated using
AMOS-SEM. In total 409 responses were collected and considered for the study.

Findings: For the study, we identified dimensions of both CE and SMCX. Results
validate the positive relationship between the above multidimensional construct and support a
number of hypotheses of the conceptual model. Also, the results of the study provide few new and
unexplored insights in the field of CE on SM influencing customer loyalty towards a business or
a brand, which can lay grounds for future empirical studies.

Practical implications: Findings provides a new direction to the managers to alter their
SM marketing strategies to add customer value and CX on various SM networking sites which in
turn can enhance CE and sales volumes.

Keywords: Social Media, Customer Experience, Customer Engagement, Perceived Usefulness,
Trust, Convenience, Cognitive Engagement, Affective Engagement, Loyalty.

INTRODUCTION

Today, approximately 4.48 billion people i.e., 56.7% of the total world’s population use
SM (social media) sites across the globe, which is more than double from 2.09 billion in 2015.
Two decades back, we had no Instagram, no Twitter, no Facebook, no TripAdvisor. Businesses
back then were not apprehended by customers sharing any kind of negative experience with
other customers. As, it was believed that an unhappy customer might only spread a negative
word of mouth to 9-12 people who are closely related, and that was something manageable by
the business because that would not lead to a decline in overall sales of the company. But, today,
things are different. SM has been the buzz in marketing ever since its inception, which has now
proved to be the game-changer for any business/ industry. It is not just a source of entertainment,
but, a massive ocean of opportunity for both businesses and its users. By dissolving the
communication barriers across continents, it is now regarded as new marketing tools for the
promotion of brands, goods or service. SM networking sites constitutes an emergent interactive
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platform that helps in shaping the customer- brand relationship and also with other users (Hsu,
2012). So, today, if a customer wants to share a negative word of mouth about a business, image
the kind of reach he would be having now via SM.

The rise of SM communication network and applications thus empowered formulation
and exchange of user-generated content (Kaplan & Haenlein 2010) and also enhanced the level
of involvement of the consumers with brands and also with other consumers (Hennig-Thurau et
al. 2010; Hoffman & Novak 2011; Schamari & Schaefers 2015). Customers share knowledge,
provide feedback, information, brand stories, recommendation or evaluate a brand, or may be co-
develop a products/ service with brands on various SM platforms. This non-transactional
communication of consumers or with brand is implied as consumer engagement (Schamari &
Schaefers 2015). With these social interactions, online SM networking sites like Facebook,
Instagram, You-tube, Twitter etc., have become an essential part for redefining customer-brand
relationship and also the customer-centric marketing activities of a company.

Customer experiences (CX) on SM have become a new normal for consumer behavior in
today’s world (Gensler et al. 2013; Hennig-Thurau et al. 2010). The conception of online CX is
largely termed as ‘essential’ or ‘integral’ SM marketing strategy which can provide a new
competitive advantage to the companies. SM websites are devised to “generate and reinforce
positive brand and product messages, and have become a primary source of information for
consumers whether they purchase on or offline” (Karson & Fisher, 2005). Nonetheless, there
has not been much emphasis given on the need of SMCX shaping CE (Customer Engagement)
behavior. This gap in the available literature has impelled the study. Therefore, with this study
we attempt to examine the in-depth impact of CX on SM marketing over CE.

The rationale of this study is to reconcile the above-mentioned constructs, firstly, by
providing and statistically testing the conceptual framework to identify and clarify the
antecedents of both SMCX and CE. Secondly, we have discussed the transition of CX on SM
platforms and its key relationship with CE. Thirdly, we try to identify the different outcomes of
that relationship between the constructs. Finally, we discuss the various implications of the study
(theoretical plus practical).

Research Objectives

It is imperative to understand and highlight the significance of the drivers of CE on SM
platforms and also the role of CX on SM in surging that CE. Therefore, this research mainly
deals with four research objectives:

1. To identify various antecedents of SMCX.

2. To identify the antecedents of CE.

3. To understand the influence of SMCX on CE by examining the relationship between the
antecedents of both the constructs.

4, To identify the outcomes of CE on SMCX

Conceptual Framework and Hypothesis Development

Customer Engagement (CE): Over the past years the concept of CE was examined in
various disciplines like organizational behavior, psychology, sociology etc. CE gained attention
in marketing research recently and since then it is considered as an imperative construct to
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comprehend consumer behavior (Brodie et al., 2011). Engagement is termed as psychological
state of sustained attention i.e., getting engrossed, occupied or involved in something. This
internal, personal and influential state of mind is a result of CX related to a product or service.
Bowden (2009) stated “CE as a psychological process that models the underlying mechanisms
by which customer loyalty toward a service brand is formed in new customers, as well as the
mechanisms by which that loyalty may be maintained for repeat purchase customers of a service
brand”. Brodie et al. (2011) added to the definition of CE as “a psychological state that occurs by
virtue of interactive, co-creative CX with a focal agent/ object (e.g., a brand)”. Further, Vivek et
al. (2012) explained CE the quality of customer-brand relationship or the intensity to which a
customer connects with a brand and participate in the activities and offerings to promote it.
Whereas, Hollebeek (2011a) suggested engagement as an intrinsic motivation and context-
dependent variable which are formulated during the brand-customer interaction. Few authors
also posit the social dimension of CE which includes involvement, enjoyment, recognition, value
through online customer-brand interaction.

Even though there exist lack of control, CE especially on SM, still is considered as
positive notion as a higher CE led to favorable customer behavior and attitude towards a brand
(Brodie et al. 2011; Gummerus et al. 2012; Seraj 2012). The notion of online CE, where
customers or even the competitors are just-a-click-away, it’s not easy for a company to design a
single experience which can meet all the needs of every customer. CE and experience can be
both positive (i.e., providing referrals/ recommendation) or negative (i.e., spreading a bad word-
of-mouth). To a large extend companies try to influence and control these experiences or
engagement spread by providing customers with brand-generated SM platforms, for example,
brand’s Facebook or Instagram page or Twitter handle, in order to monitor and manage customer
interaction as an essential part of brand management strategy. Still, there exist a significant level
of online CE and experience outside the brand’s home ambit, for example, independent
consumer-generated brand communities on Facebook or Twitter or other platforms, which is
difficult to control by a brand (Algesheimer et al. 2005; Van and Willemsen 2012; Schamari and
Schaefers 2015). Few of the definitions throwing the light on the concept of CE are mentioned
below in Table 1.

Table 1
DEFINITIONS AND DIMENSIONS OF CUSTOMER ENGAGEMENT

Customer Engagement Definitions

S.No. | Year | Tittle Author Definition Engagement Dimensionality
"Consumer’s
"The social influence Intrinsic  motivation
1 2005 of.brand community: Algesheimer et al. to interact a_nd Multld_lmens_lonal: Unilateral,
Evidence from cooperate with | hedonic, social
European car clubs" community
members"
"An experimental " .
A collection of
study of the experiences or
2 2009 relqtlonshlp between Calder et al. customer  believes Multu_jlmensmnal: cognitive,
online  engagement . | affective
. about how side fits
and advertising ; . -
. o into his or her life
effectiveness
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affective
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active  relationship
with the brand as
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4 2014

Conceptualization,
scale development and
validation"

Hollebeek et al.

brand-related
activity during, or
related to, specific
consumer or brand
interactions."

3 2010 | Experience: Mollen and Wilson | personified by the Multlghmensmnal: cognitive,
o . affective
Reconciling website or other
Scholastic and computer-mediated
Managerial entities designed to
Perspectives" communicate brand
value"
"A consumer's
"Consumer brand p05|t!v_ely vala_nced
. . cognitive, emotional
engagement in social .
. and behavioural - N .
media: Multidimensional: cognitive,

affective, behavioural

engagement concept"

beyond simple
transactions, that
result from their

interest in and
commitment to the
brand”

"Online brand _Th_e_ compellmg,
. intrinsic  motivation
community to continue | Intrinsic Motivation/
5 2015 | engagement: Scale | Baldus et al. : . . X
development and interacting with an | Affective
/elop M online brand
validation I
community’
"Scale  development "Psychological state
6 2017 and \{alldatlon _for paruthi and Kaur of n_und as weII_as Multu_jlmensmnal: cognitive,
measuring online and internal emotion | affective
engagement” of the consumer”
"Consumers' positive
and negative
behavioural
interactions with a
e s brand and all its
Revisiting the constituent elements, | Multidimensional: cognitive
7 2021 | consumer brand | Obilo et al. ' : 9 '

affective, behavioural

Customer Engagement Antecedent

Cognitive and affective engagement: The previous literature on multidimensional
concept of CE listed a number of antecedents out of which the three dimensions were given main
emphasis to better understand the concept, they are, cognitive engagement, affective engagement
and behavioural engagement (Algesheimer et al., 2005; Brodie et al., 2011a; Calder et al., 2009;
Dessart et al., 2015; Hollebeek, 2011, Vivek et al., 2012). However, in this study we try to
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establish the relationship of CE with SMCX by examining the relationship of cognitive and
affective dimension with the respective antecedents of SMCX.

Dessart et al. (2015) conceptualised affective engagement as an “enthusiasm, enjoyment
pleasure and emotional affection” of someone with respect to something. Cognitive engagement,
whereas, refers to “over-all mental activity, which involves attention, adsorption, awareness,
cognitive processing” towards something. According to Mollen & Wilson (2010) online CE can
be explained by cognitive and affective involvement and commitment of a user to nurture its
customer-brand relationship via various websites or SM platforms to communicate the brand
value to other users or customers. The context of online CE entrenched on SM, this study lay
emphasis on SM engagement as a framework that exhibits customers’ positive or negative
inclination towards a brand with regards to cognitive or affective manifestations and expressed in
the form of reviews, recommendations, social influencer or as an individual endorser on SM.
Thus, we can say that with the help of cognitive and affective aspects of CE which a customer
experiences on various SM platform users may impart an inclusive insight towards CE on SM.
Although, extant studies have taken place to establish a relationship between SM engagement, as
far as we have studied, the studies concluded the brand community engagement via SM aspect
and not much of the empirical research has been done to explore the CX aspect on SM to
enhance CE.

Social media customer experience SMCX: SM and CX are interrelated. Since last few
years, SM has been a game changer in CX purview. Now a days, customers have access to many
SM platforms (like Twitter, Instagram, Facebook etc.) to post their product or brand reviews and
share a positive or a negative experience. CX basically refers to the sum total of a customer’s
interaction which he has with a brand across various channels, including SM sites. In 2007,
Gentile et al. coined the concept of CX as, “Originated from a set of interactions between
customer, product, manufacturing product companies, and other stakeholder inciting a reaction
involving rational, emotional, sensorial, physical, and spiritual involvement of customer at
different levels”. CX is “the internal and subjective response that customers have to any direct or
indirect contact with a company”. Safko & Brake (2009) define SM as “activities, practices, and
behaviours among communities of people who gather online to share information, knowledge,
and opinions using conversational media”. With effective business to consumer interaction, SM
helps eradicate the traditional barriers and provides new means to build customer loyalty with
efficient utilisation of time and resource (Akhtar, 2011).

Global Web Index 2018, data shoes that 54% of total SM users use some or the other SM
platforms to search for the information about a brand or a product. Further, a survey done by
Lyfe Marketing in the same year concluded that 71% of positive CX customer base recommend
a product/ service to their social circle on SM. 93% SM users’ purchase decisions are influence
with reviews and recommendations shared on SM. The study also stated that there is a significant
growth in business revenues that laid much emphasis on improving its SMCX. Considering the
above figures, it’s imperative that SM has become a significant CX puzzle. SM influence on CX
is undeniable. One does not buy a product/ service on SM platforms within few minutes of their
visit, they collect necessary information on SM like reviews, recommendations, influencers posts
on SM before making a purchase decision. So, it is important how a brand administer its SM
information to form an overall CX. The above argument signifies the comprehensive role of CX
in SM marketing activities that encourage CE and loyalty. Therefore, with this study we strive to
identify the factors that can leverage CE on SM and its outcomes.
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SMCX Antecedent variables

Perceived usefulness (PU): According to Technology Acceptance Model, a user
behavioural intention in order to adopt a given technology can be understood by his perception
on the PU and ease-of-use of that technology (Ozbek et al., 2015; Abdullah et al., 2016). Davis
(1989) defined PU as “the degree to which a person believes that using a particular system
would enhance his or her job performance” i.e., PU has a positive effect on behavioural
intention. The above definition is in accordance to the dictionary definition of the word
usefulness: "capable of being used advantageously".

PU as an important construct gained lots of attention from number of researchers across
all fields (Figl & Derntl, 2011; Khayati & Zouaoui, 2013). Its relationship with SM has been
backed by various scholars in their recent studies. For Instance, S.-H. Liu et al. (2009) argued
that PU has notable effects on an individual’s behavioural intention to use SM platforms. Seif, et
al. (2012) also advocate that there exists a direct impact of PU in acceptance and use of SM
networking sites to create a positive experience. Thus, PU of using SM networking sites has
become our first dimension to evaluate its impact on CE. Hence, we propose the following
hypothesis.

Hia: Perceived usefulness is positively related to Cognitive Engagement.
H,a: Perceived usefulness is positively related to Affective Engagement.

Convenience: The notion of convenience was first coined by Copeland (1923) which
signified the measure of time and effort that a customer spends in purchasing a particular
product. The online convenience on the other hand, refers to, “The capability to ease consumers’
time, energy, and effort while purchasing goods or products online” (Seiders et al., 2007). Due to
the lack of time and effort that one can spare to buy a product, convenience today act as a
primary benefit that attracts a customer the most and drives his purchase behaviour (Berry &
Cooper, 1990). Jiang et al. (2013) in his study developed 5 main categories for convenience in
relation to customer buying decision making, they are: “access, search, evaluation, transaction,
and possession/post-purchase convenience”.

The prevailing literature on convenience indicate its significant role in influencing
customer attitude, purchase decision making, customer-brand relationship building &
strengthening, customer retention (Keaveney, 1995; Pan and Zinkhan, 2006; Seiders et al., 2007;
Lim et al., 2015; Workman et al., 2018). The existing empirical researches also provided
substantial grounds of online convenience regarding availability and accessibility 24*7 of online
products forming a positive impact on customer attitude and experience (SivaKumar &
Gunasekaran, 2017). Thus, we included convenience in this study as an important dimension in
forming SMCX and determining CE.

Hib:  Convenience is positively related to Cognitive Engagement.

H,b:  Convenience is positively related to Affective Engagement

Trust: Moorman et al. (1993) explained trust as a level of confidence that an individual
has over another individual in terms of honesty, reliability and fairness in the exchange
transaction. Rousseau et al. (1998) discussed trust as “A psychological state comprising the
intention to accept vulnerability based on positive expectations of the intentions or behaviours of

6 1939-6104-22-6-135

Citation Information: Aggarwal, P., Chauhan, K. (2023). A study of analysing the growing impact of social media customer
experience on customer engagement, windhoek, namibia. Academy of Strategic Management Journal,
22(6), 1-20.



Academy of Strategic Management Journal Volume 22, Issue 6, 2023

another”. Customer trust is an intrinsic characteristic i.e., the degree to which they are confident
that the brand is honest and competent in providing the claimed services (Morgan & Hunt,
1994).

On SM customer encounter product related information through various touchpoints
which motivate their purchase behaviour and CE if they trust the information provided is true.
One of a significant dimension according to CX theory, is customer-brand trust (Bleier et al.,
2019). The theory suggests that a customer holding a better trust in a brand is more likely to
obtain higher positive CX. So, we can say trust is positively related to SMCX and it plays a vital
role in driving online customer purchase behaviour. Whereas, the theory of CE illustrates, a
customer is only engaged if they get any direct or may be indirect benefit from a product (Kumar
& Pansari 2016). Thus, in this study trust is considered as an important dimension to understand
the impact of SMCX on CE. So, we propose the following hypothesis.

H;c: Trust is positively related to Cognitive Engagement.
H,c: Trust is positively related to Affective Engagement.

Consequences of SMCX and CE

Loyalty: Customer loyalty, as a standalone notion, demonstrate an individual’s
perception and non-random buying behaviour towards a brand. Oliver et al. (1999) defined
loyalty as “a deeply held commitment to re-buy or re-patronize preferred products/services
consistently in the future”. In addition to that, Too et al. (2001) discussed customer loyalty in
context of relationship marketing as “a multifaceted construct which takes into account both
psychological and behavioural components leading to repeat patronage”.

Many studies over a period of time emphasized on the importance of CE to influence
customer loyalty towards a brand or product, however, they studied the brand-community
engagement aspect of the CE only (both online and offline). The extant literature elaborates that
the CE in various brand community engagement has a substantial impact on customer loyalty
(Brodie et al., 2011; McAlexander et al., 2002). Further, Casalo et al. (2007) established that
higher the brand community engagement, higher will be the influence on customer loyalty for
the brand. Furthermore, Tsiotsou (2016) in his study stated the existence of positive CE and
loyalty relationship in reference to brand community in both online and offline engagement
environment. All the above study reflects the brand-community engagement and loyalty as a
major outcome. In our study we endeavour to establish the positive SMCX will influence CE on
SM and the consequence of the relationship is customer loyalty. Thus, the following hypothesis.

H3: Cognitive engagement is positively related to Loyalty.
H4: Affective engagement is positively related to Loyalty.

The list of variables used in the study, their definitions and measurements are listed in
Table 2, (Figure 1).

Table 2
VARIABLES USED IN CONCEPTUAL FRAMEWORK AND THEIR MEASUREMENTS

Variables used in Conceptual Framework, their definition, suggested scale and relationship with CE

S.no.

Variables

used in the Definition Suggested scale Relationship with CE
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study

Customer
experience

"Holistic in nature involving the
customer’s cognitive, affective,
emotional, social, and physical
responses to the entity, product,
or service" (Verhoef et al. 2009)

Klaus and Maklan (2011)
proposed 19 items, 7-point Likert
scale measuring various
dimensions of experience with a
reliability score of 0.93.

“CX is a cognitive measure that is an
outcome of the firm’s actions and
may not include the actions of the

customer toward the firm. However,
CE is a measure of the customers’

actions toward the firm”.

Perceived
Usefulness

"The degree to which a person
believes that by use of a specific
product would enhance his
effectiveness™ (Davis, 1989).

Davis (1989) in his study,
suggested two 6- item scale for
measuring PU, ease of use which
display high correlation between
PU and usage behavior for a
product, with a reliability score of
.98 for PU.

“CE is a significant consequence of
customer satisfaction which is
influenced by perceived usefulness
and perceived ease of use”.

Convenience

"The time and effort that
consumers invest in purchasing a
product rather than a
characteristic or attribute of a
product” (Brown 1990).

Seiders et al. (2007) developed 17
items, 5-point Likert scale
measuring 5 crucial dimensions of
convenience (access, transaction,
benefit, decision, post purchase
benefit) with a reliability score of
0.75.

“Convenience shows the amount of
time and effort invested by the
customer to purchase a good/
service. A high on convenience is a
positive predictor of customer
satisfaction, which can lead to high
CE”.

"Willingness to rely on an
exchange partner in whom one

Garbarino and Johnson (1999)
suggested a 5-point Likert scale to
calculate customer trust consisting

“Trust is the breadth of the attitude
toward the brand, which is embedded

Trust . " dimensions like risk involved, in CE in the form of enhanced
has confidence” (Moorman et al. . . R
(1993) quality, confidence, reliability. purchases, referrals, and word-of-
The reliability score was above mouth”.
0.75
Hollebeek et al. (2014) proposed « . .
a 7-point Likert scale to manifest ugeoﬁlrgté‘r’;fg g:l;gi?ir?eg Eiﬂ? :g;ﬁ ¢
Cognitive CE by evaluating cognitive, itself as a way to for}rjn a connection
engagement | . affective and behavioral aspect of . y
A consumer's level of brand- . L with a customer and create brand
. CE, with an average reliability of .,
related thought processing and 09 engagement and conversions”.
elaboration in a particular — A Tfoct s th
consumer/brand interaction” emotional bond between a consurmer
(Hollebeek L et al., 2014). Hollebeek et al. (2014) proposed | ' 4" which represents a
Affective a 7-point Likert scale to manifest | ot rocyit of the im%ersion that
engagement CE by evaluating cognitive, :
9ag affect);ve and ber?avigral aspect of assumes a_proactlve and favorable
CE, with an average reliability of psycholog’!cal state for the
0.9 consumer .
— “Loyalty measures only repeated
Oliver (1997), suggested a 4- purchase transactions of the
"A favorable attitude toward a dimensional, 5-point Likert scale (r::\:(r)ﬂaero?rt]gef?i(;trjnsescgnflgc?lr;st:seon
brand resulting in consistent with a reliability of over 0.78, ; .
Loyalty four different behaviors of customer

purchase of the brand over time"
(Assael, 1992)

measuring cognitive loyalty,
affective loyalty, conative loyalty,
action loyalty.

(purchases, referrals, influence, and
feedback). Further, CE goes beyond
the revenue of the firm and looks at
overall firm profits”.
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FIGURE 1
CONCEPTUAL FRAMEWORK

METHODOLOGY
Measures and Sampling Techniques

For the current research study, primary data was collected using the measuring items
which were obtained, adopted and modified from prevailing studies to confirm validity and
quality of the instrument. Thus, a well-structured online questionnaire was developed covering
the demographic characteristics of respondents, as well as various dimension of Perceived
usefulness, Convenience, Trust, Cognitive, Affective engagement and Loyalty. The items
incorporated statements to be rated by respondents on 5-point Likert Scale ranging 1 (=Strongly
Disagree) to 5 (=Strongly Agree). In total, 21 items were developed in the survey questionnaire.

Since the number of SM users are very high, non-probability random sampling technique
using snowball data collection method was applied in the study. The validity of all the constructs
considered in the study was discussed and tested with a panel of experts. A pilot study was also
done on first 50 responses in order to establish the reliability of the study. The value of
Cronbach’s alpha(a) was observed to be 0.826 which suggest existence of high reliability of the
items and study.

Data collection and sample characteristics: Considering the purpose of this study, to
analyse the impact of SMCX on CE, we employed quantitative research through a survey
approach for collecting the data. The population considered for the study was active SM users on
various SM platforms like Facebook, Twitter, Instagram etc. The respondents were asked for
voluntary participation and were assured of the anonymity and confidentiality of the responses
submitted by them. The researcher of the study avoided use of any kind of hypothetical question
in the questionnaire and respondents were asked to response the question based on their personal
experience solely. The data for this study was collected in the time period of two month and the
data was analysed collectively for testing the proposed hypothesis. With regards to the premises
of research instrument, the questionnaire was divided into 3 sections, the initial section inquired
about the SM platforms they are most active on, number of hours spent on SM sites every day,
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what interests them most on SM sites, and their buying frequency on SM sites. The next section
covered the items related to the variables included in the study and last section focused on the
evaluation of the demographic profile of the respondents Table 3.

TABLE 3
DEMOGRAPHIC PROFILE
Descriptions (n=409) | Frequency | Percentage (%)
Gender
Male 216 52.81%
Female 193 47.19%
Age
Below 20 41 10.02%
20 - 40 years old 228 55.74%
40 - 60 years old 106 25.92%
Above 60 34 8.32%
Education
Under Graduation 53 12.96%
Graduation 231 56.48%
Post-Graduation 116 28.36%
Others 9 2.20%
Employment
Salaried 211 51.59%
Self-employed 96 23.47%
Unemployed 34 8.31%
Retired 9 2.20%
Homemaker 37 9.05%
others 22 5.38%

Measurement Evaluation, Reliability, and Validity

Exploratory factor analysis approach: To execute the test careful data screening,
editing (by identifying the missing or error values) and coding was done for the responses
collected. For analysis SPSS 24.0 was used. We performed EFA (Exploratory Factor Analysis)
to refine the measuring items forming a construct and also to assure the factor structure using
varimax rotation. All the measuring items were included in EFA and the results extracted 6
factors in all without any cross-loading of the factors. Hair et al. (2010) argued that a factor can
be called a construct if its eigenvalue is > 1.0. The communalities extraction loading results
range between 0.75- 0.96, which signifies highly positive results and also indicate the suitability
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of EFA technique used in the study. Values of EFA for individual item is mentioned in. The
basic recommended ideal percentage for total variance explained is 60%, whereas our six-factor
model explained 72.46% of the variance indicating good results.

Further, to evaluate the adequacy and the appropriateness of the data collected from the
survey, Kaiser-Meyer Olkin (KMO), Bartlett's Test of Sphericity was performed. The results of
KMO and Bartlett's Test were greater than the cut-off level and are acceptable (0.742) along with
significant p-value, df= 276, suggesting there exist a substantial correlation in the data of the
study Figure 2.

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.74234964
Bartlett's Test of Sphericity ‘;*;E’;:’: Chi-| 451169169
df 276
Sig. 0.000
FIGURE 2

KMO AND BARTLETT’S TEST

The EFA values also signifies the existence of construct validity especially discriminant
and convergent validity of the data as all the factor loadings are > 0.50, which validates
convergent validity of all the six constructs used in the study and in conceptual model. The
author then performed Cronbach’s alpha (a) test of reliability to evaluate the construct reliability
of the data. The results show a satisfactory outcome as the value range between 0.75 — 0.93,
suggesting reliability of the data set, as it is recommended that the coefficient value closer to 1.0
reflects higher internal consistency of the variable. The variable and item wise results of EFA,
mean, standard deviation and Cronbach’s alpha (o)) values are listed in Table 4.

Table 4
CONSTRUCT, ITEMS, EFA, MEAN, SD, RELIABILITY.
Construct, measurement items, reliability, and validity estimates
Constructs Items | EFA | Mean | SD | Cronbach’s alpha (a)
PU1 | 0.839
Perceived Usefulness PU2 | 0813 | 3-464 | 0.924 0.761
PU3 | 0.801
CON1 | 0.855
Convenience CON2 | 0.838 | 3.962 | 0.843 0.837
CON3 | 0.892
TRST1 | 0.821
Trust TRST2 | 0.813 | 3.193 | 0.841 0.812
TRST3 | 0.774
CE1 |0.778
Cognitive Engagement | CE2 | 0.829 | 3.713 | 0.938 0.762
CE3 | 0.813
Affective Engagement | AEl1l | 0.781 | 3.501 | 0.808 0.838
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AE2 | 0.775
AE3 | 0.784
LYT1 | 0.834
LYT2 | 0.886
Loyalty LYT3 | 0.888 | 3.074 | 0.877 0.921
LYT4 | 0.861
LYTS5 | 0.874

Confirmatory Factor-Analytic Approach

To establish unidimensionality, measure composite reliability (CR), and test convergent
and discriminant validity, the confirmatory factor analytic (CFA) approach was used, which is an
expansion of EFA approach. The data was analysed using AMOS-26. The CFA model, which
includes six components, is depicted in Figure 2 and discussed in Table 5. The goodness-of-fit
indices (y 2 = 338.313, df = 154, CMIN/DF = 2.197, significance level at p < .001, RMSEA
=.054; GFI = 0.927, AGFI = 0.901, CFI = 0.951, TLI =0.939, NFI = 0.914, IFI =0.951, RMR =
.029) revealed that the model fit the data well; all factor loadings of the items for each latent
component exceeded the suggested threshold of (Ford et al., 1986). Further, the results of AVE
(Average Variance Extracted) for each variable range between 0.5 - 0.75, exceeding the widely
accepted minimum cut-off value of 0.5. Hence, convergent validity and discriminant validity
were supported. The CR of Perceived usefulness is 0.763, Convenience is 0.838, Trust is 0.812,
Cognitive Engagement is 0.765, Affective engagement is 0.815 and Loyalty is 0.925. The above
values of CR denote all the constructs have good reliability in measurement model. Thus, we can
establish the reliability of data and of each construct used in the study. The values of
standardized estimates, CR, AVE, and factor correlation matrix are discussed in Table 5 & 6,
Figure 3.
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Table 5

STANDARDIZED LOADINGS

RESULTS OF CFA - COMPOSITE RELIABILITY, AVERAGE VARIANCE EXTRACTED,

Construct, measurement items, Standardized loadings, CR, AVE

Constructs Items Standardized loadings CR AVE
PU1 0.797

Perceived Usefulness PU2 0.695 0.763 0.519
PU3 0.663
CON1 0.773

Convenience CONZ2 0.769 0.838 0.634
CON3 0.844

Trust TRST1 0.802 0.812 0.591
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TRST2 0.762
TRST3 0.741
CEl 0.614
Cognitive Engagement CE2 0.811 0.765 0.523
CE3 0.733
AE1 0.75
Affective Engagement AE2 0.844 0.815 0.595
AE3 0.715
LYT1 0.78
LYT2 0.869
Loyalty LYT3 0.881 0.925 0.712
LYT4 0.811
LYT5 0.85
Table 6
CORRELATION BETWEEN CONSTRUCTS (OFF-DIAGONAL)
AE PU CON TRST CE LYT
AE 0.772
PU 0.123 0.721

CON 0.052 -0.053 [ 0.796
TRST 0.658 0.11 0.1 0.769
CE 0.317 0.152 | 0.177 0.254 0.724
LYT 0.148 0.097 | 0.098 0.088 -0.002 | 0.844

Structural equation modelling: Next, author performed Structural Equation Modelling
(SEM) to evaluate the impact of independent variables on dependent variables and their
interdependency with the help of multiple regression with CFA using SPSS AMOS 26.0.
summarises the results of structural model of the study. Maximum likelihood method was
employed to evaluate the model and for overall model fit index. The model fit index is based on
some of the significant indices that represent a good model fit and they are GFI, AGFI, RMSEA,
CFI, TLI, IFI. The model score is in line with standardized regression coefficients (beta). The
model fit values are (y 2 = 324.484, df = 158, with significance level at p < .001 suggesting
highly significant. The CMIN/DF value 2.054 indicating a good fit. The other important indices
like GFI = 0.929, CFI = 0.955, TLI = 0.938, IFI = 0.956 are all above the minimum required
limit of 0.9. Whereas, AGFI = 0.905 > 0.80 indicating a good fit. Moreover, the Root Mean
Square Error of Approximation (RMSEA) = 0.051 also suggesting that the data fit well in the
structural model. The summary of the model fit indices Figure 4 & 5.
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STANDARDIZED REGRESSION COEFFICIENTS - STRUCTURAL MODELS

Model Actual Value Recommended Value
Chi-square 324 434
Degrees of freedom 158 -—
x2 /df 2,054 <3
Root mean square error of approximation (RMSEA) 0.051 < 08
Goodness-of-fit-index (GFI) 0.929 > 00
Adjusted goodness-of-fit-index (AGFT) 0.905 = 80
Comparative fit index (CFI) 0955 =00
Incremental Fit Index (IFT) 0936 =90
Tucker-Lewis coefficient (TLI) 0938 ]
FIGURE 5

THE RECOMMENDED AND ACTUAL VALUES OF FIT INDICES (N= 409)
Hypothesis Testing

The main objective of the study is to find out the impact of SMCX on CE. For the study,
we further identified two key dimensions or antecedents of CE i.e., cognitive dimension of CE
and affective or emotional dimension of CE. The results of the study are a new revelation which
open up scope for further in detailed research in the field of evaluating CE on various SM
networking sites and on CX in related fields.

In total eight hypothesis were formulated to statistically test the impact of SMCX on CE.
Table 7 represents the summary of path coefficient results of hypotheses tested along with
statistics related to the same. The results show Perceived Usefulness and Convenience has a
positive influence on Cognitive engagement, confirmed by hypotheses Hla (p = **, = 0.130, t
= 2.092) and H1b (p = **, B = 0.151, t = 2.537). Whereas, Perceived Usefulness and
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Convenience does not influence Affective engagement, rejecting hypotheses H2a (p = 0.258, f =
0.057, t = 1.068) and H2b (p = 0.915, B = -0.005, t = 0.106). However, Trust influence both
cognitive and affective engagement on SM networking platforms, supported by hypothesis Hlc
(p= ***, B = 0.258, t = 4.212) and H2c (p= ***, B = 0.661, t = 10.038) denoting highly
significant level. Further, the hypothesis testing results show that Loyalty is influenced by
Affective engagement confirmed by hypothesis H4 (p= ***, B = 0.161, t = 2.829) but not
influenced by Cognitive engagement, rejected by hypothesis H3 (p=0.442, B =-0.044, t = 0.768).

Table 7
PATH COEFFICIENTS AND THEIR SIGNIFICANCE
Hypothesis Path Description Coefficient t P Supported/ Not
value | value supported
Hla Perceived Usefulness -----> Cognitive 0.130 2.092 ** Supported
Engagement
H2a Perceived Usefulness -----> Affective 0.057 1.068 | 0.258 Not Supported
Engagement
H1lb Convenience - Cognitive 0.151 2.537 ** Supported
Engagement
H2b Convenience - Affective - 0.005 - 0.915 Not Supported
Engagement 0.106
Hlc Trust -----> Cognitive Engagement 0.258 4.212 faleie Supported
H2c Trust -----> Affective Engagement 0.661 10.038 | *** Supported
H3 Cognitive Engagement -----> Loyalty -0.044 0.768 | 0.442 Not Supported
H4 Affective Engagement -----> Loyalty 0.161 2.829 il Supported
DISCUSSIONS

With the growing popularity and sustainable growth, SM has become a crucial marketing
tool where consumers share their experiences related to a brand or a product. This study is an
attempt to explore all the possible explanations to analyse the impact of SMCX on CE.
Interestingly, the results of the study found that there is a positive influence of perceived
usefulness on the cognitive engagement of the customer i.e., the customer need influence the
rational thinking or engagement of the customer, but it does not impact the affective or emotional
aspect of engagement. The results are in accordance with the previous findings Yang et al.
(2017), Andonova & Yana (2016), who verified in their research that perceived usefulness has a
positive impact on over all CE, but in those studies also they did not provide a probable
explanation to which dimension of CE is actually influence and which dimension is not influence
by perceived usefulness of customer. Hence, our study lay foundation to the in-depth exploration
of the first crucial impact of SMCX on CE, which is till now unexplored in the prevailing
studies.
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The study also found that customer’s convenience to acquire a product from SM
networking site has a positive and significant influence on cognitive engagement of the
customers but it does not have a significant influence on the affective engagement of the
customers. That means, if the availability of the product is convenient to the customer it will
influence the rational thinking and purchase decision of the customer, but it will not have an
impact on emotional engagement of the customer to a particular brand or product. The study is in
line with some previous findings of the study by Yang et al. (2017) i.e., convenience has no
influence on CE, yet again there exist a gap in these studies i.e., not calculating the detailed
impact of convenience on the cognitive and affective aspect of CE, which is empirically and
statistically proved in this current research study. However, Trust as an imperative antecedent of
SMCX has a positive and significant influence on both cognitive and affective dimension of CE,
i.e., Trust impacts the overall CE on SM networking site. The above finding is consistence with
various previous studies by Al-Debei et al. (2015), Lin (2011) and Limbu et al. (2012).

Surprisingly, when evaluating the consequence of the relationship impact of SMCX and
CE, loyalty as an outcome is influenced with the affective dimension of the CE and not with the
cognitive dimension of CE. Since cognitive thinking process involves shrewd calculations of the
engagement outcomes whereas Loyalty is internal and not calculative in nature. It is mainly
driven by emotion, excitement, and feelings which is in fact the affective dimension of the CE.
Thus, Affective engagement has a positive and significant impact on customer loyalty towards a
brand or a product. Many studies have lined their findings on the significant impact of over-all
CE on customer loyalty, nonetheless, previous studies ignored the individual impact of CE
dimensions on loyalty, which is acutely and statistically tested in this study.

Theoretical, Managerial Implications

The study contributes and also suggests several applications to both academic and
practical consequences. First, from theoretical point, the current research study significantly
contributes to the existing literature on SMCX, CE and their various antecedents and outcomes
by providing systematic conceptualization and validation to the above concepts. Second, by
suggesting a new conceptual framework model and statistically examining it based on the
empirical and source credible data collected from well-structured survey. Third, by individually
examining the relationship of various antecedents of SMCX and CE to further investigate the
individual impact of each antecedent on various dimensions of CE which provides grounds for
future empirical researches. The findings of our study can assist as proxy to evaluate the
customer perception about SMCX, i.e., what motivates them or impact them the most, rationally
and emotionally to participate with a brand/ product on SM. Finally, by contributing to the
literature of customer loyalty. Specifically, providing evidences that affective engagement has a
meaningful and significant impact than cognitive engagement on customer loyalty. The finding
is novel and stimulating, which pave ways for future study including some more insightful
factors of SMCX that may impact individual CE dimensions.

Further, this study contributes in a number of ways from managerial point of view also.
First, the conceptual model provides a metrics to the businesses to better comprehend the factors
influencing CE on SM, and it also improves the managerial understanding of the relationship
outcome to influence customer loyalty. As, customer engaged on SM platforms with a positive
CX can act as real-time economic brand endorsers to improve product sales, organization
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financial performance and can also provide a competitive advantage to the businesses. Thus, the
above model can act as a gismo while designing SM marketing strategies. Second, the findings
of the study are equally interesting from a managerial point of view also, as it provides
meaningful comprehensions as to what factor influence which dimension of CE and if used
tactfully by altering SM engagement strategies, it can further result into enhancing more and
more CE on SM platforms. Lastly, the result also put emphasis on the importance of cognitive
dimension in the initial stages of the CE process on SMCX, which further (in later stages) lay
foundation for affective engagement of a customer with a brand/ product which ultimately
influence customer loyalty. This finding provides new directions to the managers to alter their
SM marketing strategies to add customer value and CX on various SM networking sites Table 8.

Table 8
TRANSPORTATION SERVICES
Frequency | Percent Valid Cumulative
Percent Percent
Freight very important 4 16.0 16.0 16.0
Consolidation | extremely 21 84.0 84.0 100.0
important
Total 25 100.0 100.0
Customs very important 5 20.0 20.0 20.0
Clearance extremely 20 80.0 80.0 100.0
important
Total 25 100.0 100.0
Track Trace very important 5 20.0 20.0 20.0
extremely 20 80.0 80.0 100.0
important
Total 25 100.0 100.0
Freight very important 5 20.0 20.0 20.0
Forwarding extremely 20 80.0 80.0 100.0
important
Total 25 100.0 100.0

Source: Primary Data, 2021
CONCLUSIONS AND RECOMMENDATIONS

The ubiquity characteristic of SM platform, thus make it the biggest platform for
business-customer interaction and consequently the most effective and crucial tool for the
promoting brands, goods or service. Since, there exist a substantial impact of SM in shaping CX,
the advanced technology like SM marketing can effectively enrich the customers’ knowledge
and develop positive CX. SM marketing strategy can provide a new competitive advantage to
the companies by getting engaged in the right SM channel. As a result, business can acquire high
growth and a dominant position in the market as compared to its competitors. Companies who
are able to profoundly comprehend plus integrate SM with positive CX can actually motivate
customer loyalty by engaging and encouraging them to participate at a certain level and spread
positive word of mouth about the brand. It can benefit the business in the following ways, firstly,
company can find the gaps in brand performance with the help of effective market research.
Secondly, can reach out to the most likely customer in every corner of the market. Thirdly,
develop and foster customer relation with a brand. Lastly, enhance CX with the brand by positive

18 1939-6104-22-6-135

Citation Information: Aggarwal, P., Chauhan, K. (2023). A study of analysing the growing impact of social media customer
experience on customer engagement, windhoek, namibia. Academy of Strategic Management Journal,
22(6), 1-20.



Academy of Strategic Management Journal Volume 22, Issue 6, 2023

CE. Thus, we can say, that by developing right SM marketing strategies, a company can frame
effective decision making and can focus on providing positive CX on SM and also enhance right
dimension of CE with the brand/ product.
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