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ABSTRACT 

Purpose: This dissertation investigated the influence of social media engagement 

and brand trust on brand loyalty among consumers, focusing on the state of Kerala, 

India. The study aimed to assess the impact of social media engagement strategies on 

brand loyalty, including brand involvement, brand interactivity and online interaction 

propensity. Additionally, it explored the mediating role of brand trust in the 

relationship between different forms of social media brand engagement and consumer 

behaviours in shaping brand loyalty. Design/methodology/approach: By utilizing a 

quantitative research design, the study employed surveys and collected data from 300 

consumers who actively engaged with brands on social media platforms such as 

Instagram, Facebook, and YouTube. The author employed a convenience sampling 

technique, and data analysis was conducted using partial least squares-structural 

equation modelling (PLS-SEM) with the SMART PLS 4.0 software. Findings: The 

research found that brand interactivity, brand involvement, and online interaction 

propensity positively influenced customer brand engagement on social media. It 

further posited that customer brand engagement has a positive impact on brand trust 

and, subsequently, brand loyalty. The study also proved that brand trust mediated the 

positive influence of customer brand engagement on brand loyalty. Originality/value: 

This study contributed to the existing literature by examining the specific context of 

Kerala, India, and provided insights into the relationship between social media 

engagement and brand loyalty. The findings offered theoretical implications for 

understanding consumer behaviour in the digital era. 

Keywords: Social Media Engagement, Brand Involvement, Brand Interactivity, 

Online Interaction Propensity, Brand Trust, Brand Loyalty. 

INTRODUCTION 

In the contemporary landscape of commerce, the advent and proliferation of 

social media have transformed the dynamics of brand-consumer relationships. As 

individuals increasingly turn to platforms like Facebook, Instagram, Twitter, and 

others for socializing and information sharing, organizations have recognized the 

imperative of establishing a robust presence within these digital spaces. The influence 

of brand engagement and social media has thus become a focal point for businesses 

striving to cultivate and fortify brand loyalty. The subject of this dissertation delves 

into the relationship between social media consumer brand engagement and its 

consequential impact on brand loyalty.  
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The contemporary business paradigm has witnessed a shift wherein 

organizations, in addition to their traditional branded websites, are establishing 

multiple brand communities on social networking sites. This shift signifies a 

recognition of the evolving landscape where a substantial portion of brand-consumer 

interactions transpire on these social platforms. Understanding the landscape of social 

media for brand-consumer engagement, however, is not a simple task. The 

multifaceted nature of these interactions introduces complexities and unpredictability, 

posing a significant challenge for organizations aiming to foster enduring 

relationships with their customer base. The goal of enhancing brand loyalty through 

the administration of brand communities on social media amplifies this challenge. 

Consequently, the core issue of this research is the effective execution of social 

Customer Relationship Management (CRM) tactics within the intricate tapestry of 

social media brand engagement. Recognizing that social media users inherently 

gravitate towards highly interactive features is central to understanding these 

dynamics. Therefore, deciphering the nuances of social media interactivity within 

brand communities becomes pivotal in the pursuit of successful social CRM. This 

study aims to investigate not only the direct impact of social media interactivity on 

community benefits, but also the subsequent effect of these benefits on brand loyalty. 

A comprehensive examination of brand loyalty necessitates a subtle approach that 

considers the mediating role of brand trust. Brand trust emerges as a critical variable, 

serving as a bridge between consumer-brand engagement on social media and the 

subsequent loyalty that follows. Brand trust serves as a crucial element in fostering 

brand loyalty on the Internet, exhibiting a positive correlation with customer 

experience and satisfaction. Extensive research attests to the constructive impact of 

brand trust on brand loyalty, irrespective of whether interactions occur online or 

offline. Trust, in this context, emerges as a cornerstone for establishing enduring 

connections between consumers and brands. While brand trust stands out as a pivotal 

precursor to brand loyalty, it is imperative to recognize that customer engagement 

plays a pivotal role in cultivating brand trust and, subsequently, brand loyalty. In the 

evolving era of social media-based brand communities, the link between brand trust 

and brand loyalty finds support in various studies. These investigations underline the 

significance of trust as a solidifying factor for the loyalty of consumers within the 

dynamic landscape of social media interactions. Moreover, existing research suggests 

that trust assumes the role of a mediator in the relationship between customer 

engagement and brand loyalty. Within this framework, brand involvement, 

interactivity, and online interaction propensity constitute the key dimensions under 

scrutiny, each contributing uniquely to the overall understanding of how consumers 

develop and sustain loyalty to a brand in the digital age. 

In the ensuing chapters, this research article delves into an in-depth analysis of 

these dimensions, examining their individual and collective impact on brand loyalty. 

Through empirical research and thoughtful inquiry, the author aims to contribute 

valuable insights to the evolving field of brand-consumer relationships in the context 

of social media engagement. The goal is to equip organizations with actionable 

knowledge that empowers them to not only navigate but thrive in the realm of social 

media-driven brand loyalty. 
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Statement of the Problem 

Organisations face a tremendous challenge in managing the intricate dynamics 

of social media interactions to engage with consumers and promote their brands. The 

primary concern revolves around the efficient utilisation of social media to foster 

brand loyalty in the ever-changing digital environment. Despite the growing 

significance of brand loyalty, the current studies have not thoroughly examined the 

specific influence of social media interactivity on community benefits and its role in 

shaping loyalty. Furthermore, a more comprehensive investigation is required to 

understand the specific mechanisms through which brand communities on social 

media platforms foster brand trust and loyalty. 

Research Gap  

Though there are a few studies on social media marketing efforts for building 

brand trust and loyalty, there is a need to go for an in-depth study on the impact of 

social media engagement through brand involvement, interactivity, and online 

interaction propensity for generating brand trust and loyalty.  Consumer behavioural 

patterns differ in the context of the purchasing of products through social media 

engagement in India. This research aims to bridge these gaps and provide practical 

insights for organizations seeking success in a digital environment where online 

interactions significantly impact consumer-brand relationships. This study is 

necessary because it analyzes the impact of social media engagement on generating 

value perceptions and customer-brand relationships for building brand trust and 

loyalty.  

Objectives of the Study 

The objectives of the study are listed below: 

 To evaluate the influence of social media engagement strategies on consumer 

brand loyalty, considering a variety of platforms and consumers.  

 To identify and evaluate the role of brand trust as a mediating factor in the 

relationship between different forms of brand engagement on social media and 

consumer behaviours, such as brand loyalty. 

Scope of the Study 

The scope of this study is geographically limited to the state of Kerala, India, 

acknowledging the unique cultural and demographic characteristics of this region. 

The population under investigation consists of a diverse group of consumers actively 

engaging with brands on various social media platforms within Kerala. The research 

drew a convenient sample of 300 participants from this region to gather insights into 

their social media interactions and brand engagements. The specified geographical 

and population constraints allowed for a targeted examination of these relationships 

within the context of Kerala, India. 

LITERATURE REVIEW 



 
 
 
Academy of Marketing Studies Journal                                                                                   Volume 28, Issue 6, 2024 

 

                                                                             4                                                                        1528-2678-28-6-253 

Citation Information: Balakrishnan Menon P. (2024). Impact of social media brand engagement and brand trust on 
brand loyalty in India. Academy of Marketing Studies Journal, 28(6), 1-23. 

In the era of digital connectivity, social media has emerged as a pivotal arena 

for brands to cultivate and nurture relationships with consumers. The rapid evolution 

of online platforms has prompted scholars to delve into the intricate dynamics of 

customer-brand interactions in the virtual realm. Central to this exploration is the 

concept of customer brand engagement (CBE) within social media, a multifaceted 

construct that intertwines cognitive, emotional, and behavioural dimensions. As 

brands increasingly recognize the significance of social media in shaping consumer 

perceptions and behaviours, there is a need for a comprehensive examination of the 

components that define and drive engagement within this unique context. In recent 

decades, the importance of social networks has expanded significantly, shifting from 

a concentration on extremely narrow communities such as open-source software 

networks to a generalization in very varied areas of activity. Social media is an 

internet-based software platform that allows internet users worldwide to 

communicate, interact, and share their opinions, ideas, experiences, relationships, and 

information (Abdulalem Mohammed, 2019). This study expanded on the work of Van 

Asperen et al. (2018), who investigated consumer involvement from an online 

viewpoint (i.e., via social networking websites such as LinkedIn, Twitter, and 

Facebook), which are among the most popular platform brands in social media 

(Abdulalem Mohammed, 2019). Customer engagement on these sites consists of two 

main elements: contributions to social media content or actively using social media 

(e.g., conversing, reacting, recommending, sharing, and adding) and consumption of 

social media content or passively using social media (e.g., reading, viewing, and 

watching) (Abdulalem Mohammed, 2019). This literature review explores the subtle 

threads of social media engagement, with a specific focus on its impact on brand 

loyalty. Grounded in the multidimensional nature of CBE, our exploration 

encompasses cognitive processing, affective responses, and behavioural 

manifestation. By delving into the cognitive willingness of consumers to invest in 

interactions with specific brand objects, we aim to capture the essence of 

engagement—both positive and constructive. 

The conceptualization of social media engagement within this review extends 

beyond a mere transactional perspective; rather, it hones in on the formation of online 

brand communities fostered through various social media platforms (Dessart, 2017). 

Recognizing the nascent stage of research on negative engagement, our focus lies on 

understanding the positive outcomes and experiences that engender brand loyalty in 

the digital domain. As brand loyalty emerges as a pivotal outcome of effective social 

media engagement, the researcher pays attention to its significance in measuring the 

strength of customer-brand relationships. While acknowledging the dual nature of 

loyalty -encompassing both behavioural and attitudinal intentions - the author orients 

discussion towards the behavioural dimension, aligning with the prevalent 

measurement trends in the social media marketing literature (Samarah et al., 2022). 

Researcher identifies Small and medium-sized enterprises (SMMEs) as noteworthy 

players, who utilize social media as a conduit for building robust, mutual 

relationships with customers, thereby solidifying the positive effects of social media 

brand engagement on brand loyalty. Thereafter, the study exploration takes a deeper 

dive into the building blocks of social media engagement – that is, brand interactivity 

and brand involvement. The author examined perceived brand interactivity, a 
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relatively novel concept, for its potential to elevate customer engagement by 

strengthening brand-customer relationships (Siddik Bozkurt, 2021). Also, brand 

involvement—how important a consumer thinks a brand is to them because of their 

own needs, values, and interests—becomes to light as an important factor that needs 

to be looked at in the context of CBE (Samarah et al., 2022).  In the realm of social 

media, the intertwined relationship between customer brand engagement and brand 

trust forms the crux of our investigation. Recognizing brand trust as a linchpin in 

buyer-seller relationships, we set out to unravel the impact of CBE on brand trust, 

considering its pivotal role in shaping strategic brand decisions (Dessart, 2017). As 

the exploration unfolds, the study examines the mediating role of brand trust, 

positioning it as a critical factor that not only enhances purchase intention but also 

acts as a cognitive bridge between customer engagement and brand loyalty (Dessart, 

2017). This literature review, thus, navigates the complex landscape of social media 

engagement, brand loyalty, and the pivotal role played by brand trust - a triad that 

forms the bedrock of effective brand-consumer relationships in the digital age. 

Social Media Engagement 

The concept of customer brand engagement (CBE) in social media is 

introduced as a multi-dimensional construct with cognitive, emotional, and 

behavioural dimensions, emphasizing the need for further investigation. The study 

adopts a multidimensional approach to measure CBE, focusing on cognitive 

processing, affection, and activation dimensions (Pongpaew, 2017). The study begins 

by defining consumer engagement as a psychological willingness to invest in 

interactions with specific objects, encompassing cognitive, affective, and behavioural 

dimensions. Author contextualized Social media engagement as a unique occurrence 

within the broader spectrum of consumer engagement, with a focus on online brand 

communities formed through social media platforms (Dessart, 2017). The study 

prioritizes on positive engagement experiences focusing solely on positive 

engagement experiences, and the study explores the positive outcomes of 

engagement, while excluding negative engagement. Analyzing the impact of social 

media engagement on brand loyalty involves understanding how organizations utilize 

various channels to foster open communication with consumers. Social media 

platforms have become powerful tools for engaging target audiences, leading to 

enhanced brand experiences and increased loyalty. Active engagement allowed 

consumers to express feedback, strengthening their commitment to the brand. 

Maintaining a strong social media presence and facilitating meaningful interactions 

can positively impact brand loyalty (Ajina, 2019). 

Brand Loyalty 

For several decades, a new movement from transactional to relationship 

marketing has been observed, e.g., creating long-term ties through client contacts and 

interactions. Customer engagement is one of the new concepts that have received 

significant attention in academic research and industry, such as technological 

environments, making it one of the fastest-growing research areas in recent years. 

Consumers act as co-creators for brands and companies by providing information 
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about the brand and the product to other consumers (Mishra, 2019). Consumer co-

creation is fuelled by publishing evaluations on social media, which increases their 

engagement. It can also raise awareness about client preferences on social media 

channels. Social interactivity is linked to various elements such as family influence, 

TV ads, peer influence, and society. These elements are crucial in increasing 

consumer involvement. The study's findings highlighted television advertisements as 

a crucial influence in influencing customer engagement behaviour, which leads to the 

creation of brand loyalty. Behavioural and cognitive intentions are both included in 

the concept of brand loyalty, which has been proven to be an essential component in 

determining the strength of customer-brand interactions (Samarah et al., 2022). A 

focus on behavioural intentions is adopted in this study, which is in line with the 

widespread measurement of loyalty in the literature on social media marketing.  

Ting, Abbasi, and Ahmed (2021) highlighted the evolving dynamics of social 

interactions between organizations and consumers, emphasizing the transformative 

effects of social media marketing strategies. Their findings underscored the 

significance of understanding social interactivity's impact on customer engagement 

behaviour, elucidating its role in fostering lasting relationships between consumers 

and brands. Furthermore, they proposed a research framework that emphasizes the 

importance of social interactivity in driving customer engagement behaviour, 

ultimately influencing brand loyalty. Ahmed (2019) identifies small and medium-

sized enterprises (SMMEs) as successful techniques for creating mutual relationships 

with customers using social media. This reinforces the positive influence that social 

media brand engagement has on brand loyalty. Park and Ha (2021) emphasized the 

pivotal role of consumer engagement within brand-hosted social media communities 

in fostering brand loyalty. They highlighted the multi-dimensional nature of 

consumer engagement, encompassing cognitive, affective, and behavioural aspects. 

The authors argued that consumer engagement with brand-hosted social media 

communities has a positive impact on brand loyalty, suggesting that active 

participation and meaningful interactions within these communities lead to stronger 

brand allegiance. 

Brand Interactivity and Customer Brand Engagement in Social Media 

Researchers have determined that perceived brand interactivity, a relatively 

recent concept, can enhance customer engagement in social media. Marketers are 

currently highlighting the interactive feature of social media as a tool for improving 

relationships between brands and their customers. This research suggests that there is 

a favourable connection between social media brand engagement and customer 

behaviour evaluation (CBE), with response speed and message type being important 

factors. Although there has been a lot of discussion in the academic literature, there is 

no agreement on the exact definition of interactivity. Interactivity is defined by 

researchers based on various processes, traits, and perceptions (Siddik Bozkurt, 

2021). Interactivity can be defined in two ways. Some people define it as a website's 

technical features, such as its speed. Others refer it as a perceptual aspect. As per 

(Siddik Bozkurt, 2021), the speed at which a response is given and the type or quality 

of the communication, increase the perception of involvement. Consumers expect 

prompt and efficient responses when they send messages via a chatbot or any other 
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online interface. When the website meets consumers' expectations, they perceive it as 

interactive. Similarly, if a business can offer customers information that is relevant to 

their previous message or inquiry on social media, they are more inclined to see the 

brand as interactive. In this analysis, it explores the level of interaction on social 

media platforms by examining both the substance of the messages and the pace at 

which they are responded to. Receivers form the impression that the sender is actively 

listening and engaging with them promptly by analyzing the substance of the 

communication and the speed of the answer (Ahmed,2019). The conceptualization 

aligns with the perspective, which suggests that the way customers perceive 

interactivity is more important than specific aspects of a medium, such as a website. 

Perceived social media interactivity, as defined by Ahmed (2019), refers to the 

customer's perception of the brand's level of interaction in terms of message 

relevancy and reaction speed on social media. 

Brand Involvement and Customer Brand Engagement in Social Media 

The concept of brand involvement and customer brand engagement in social 

media, defined as an individual's perceived relevance of an object based on their 

inherent needs, values, and interests, is gaining significant attention. The study 

recognizes brand involvement as an influential antecedent, distinguishing it from 

customer engagement, and explores its relationship with CBE on social media. Brand 

involvement in social media is crucial for fostering long-term relationships and 

sustaining brand loyalty. Social media platforms serve as key arenas for customer 

participation and co-production, facilitating interactive relationships with brands. On 

social media, customer brand engagement (CBE) influences brand satisfaction and 

loyalty, underscoring the importance of active customer engagement. Integrating 

brand involvement and CBE in social media strategies is essential for enhancing 

brand satisfaction and fostering long-term loyalty. (Apenes Solem, 2016). 

Customer Brand Engagement and Brand Trust in Social Media 

The study acknowledges customer brand engagement and brand trust in social 

media as critical variables that influence customer relationships and acts as a glue to 

hold buyer-seller relationships together. The study emphasizes the need to investigate 

the impact of CBE on brand trust over social media platforms, considering its 

significant role in strategic brand decisions (Dessart, 2017). Lima, Irigaray, and 

Lourenco (2019) provided valuable insights into consumer engagement on social 

media, particularly within virtual brand communities (VBCs). They highlight the 

evolving dynamics of online interactions and the significance of engagement in 

shaping consumer-brand relationships. The study underscored the need for empirical 

research in understanding and measuring consumer engagement, especially within the 

context of VBCs. By exploring the various dimensions of engagement, such as 

learning, sharing, advocacy, socializing, and co-creation, the authors offered a 

comprehensive framework for analysing consumer behaviour on social media 

platforms. This framework elucidates the multifaceted nature of engagement and its 

potential implications for brand loyalty. Consumer engagement on social networking 

sites (SNSs) like Facebook plays a pivotal role in shaping brand loyalty (Jayasingh, 

2019). As consumers actively participate in online brand communities through 



 
 
 
Academy of Marketing Studies Journal                                                                                   Volume 28, Issue 6, 2024 

 

                                                                             8                                                                        1528-2678-28-6-253 

Citation Information: Balakrishnan Menon P. (2024). Impact of social media brand engagement and brand trust on 
brand loyalty in India. Academy of Marketing Studies Journal, 28(6), 1-23. 

activities such as liking, commenting, and sharing, they develop stronger emotional 

connections with the brand. This engagement behavior not only enhances perceived 

brand value and customer satisfaction, but also fosters brand loyalty. 

Online Interaction Propensity and Social Media Engagement 

Online interaction propensity refers to an individual's inclination, based on their 

traits, to engage in online social interactions. Online interaction propensity refers to 

an individual's inclination to engage in online interactions. Although one individual 

may have a propensity to participate, another individual may have a predisposition to 

not participate, even when they have equal access and incentive circumstances 

(Abuljadail and Ha, 2019). Because online interaction propensity is trait-based, 

everyone should exhibit distinct characteristics in this regard. Interaction is the 

fundamental element for achieving success in social media. The website's interactive 

features and the firm's marketing initiatives can serve as facilitators for user 

interactions (Mishra, 2019). However, it is important to note that not all users engage 

with similar frequency or intensity when presented with the opportunity. Users can 

have different tendencies to either engage or avoid online contact. Companies 

mistakenly assume that all users on social media are uniform. Furthermore, the user 

has the ultimate authority to choose to engage in online communication; the medium 

and the firm's social media marketing efforts may only assist in facilitating that 

decision (Mishra, 2019).  Consumers' interaction with social media information that is 

associated with a certain brand’s social media engagement with brand-related 

material, also known as consumers' engagement with brand-related social media 

content, specifically gauges the level of user interaction with brand-related content on 

social media platforms rather than just measuring their overall engagement with the 

brand itself. In addition, it assesses involvement solely as a behavioural construct, 

disregarding its cognitive and affective aspects (Gligor and Bozkurt, 2019). Social 

media engagement refers to the relatively easier and more economical framework of 

consumers' online behaviours related to a brand. As initially described by marketers, 

firms can use social media engagement to measure consumers' level of involvement 

on social media platforms. Consumers' online brand-related activities encompass a 

variety of online actions they undertake that are associated with a brand. These 

activities can involve different levels of interaction and engagement, including 

consuming, contributing to, and creating media content. Social media participation 

encompasses three fundamental aspects: consumption, contribution, and production. 

These elements encompass a consumer's brand-related actions, ranging from minimal 

to significant levels of consumer involvement. The act of using or consuming 

something: These brand-related actions indicate the lowest level of consumer 

involvement on social media. It applies to people who consume brand-related content 

without actively contributing (Mishra, 2019). The consumer's interaction with content 

on social media encompasses both the company's and users' content. This has been 

identified as the most common form of brand-related behaviour among consumers 

(Mishra, 2019). The act of passively observing a brand's images, advertising, and 

videos on social media platforms exemplifies the consumption aspect of brand-related 

activities. Contribution: The contribution encompasses both interactions between 

peers and interactions between peers and content regarding brands (Mishra, 2019). 
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This form of brand-related social media engagement refers to consumers actively 

contributing to pre-existing brand-related material published by a firm or another 

individual.  

Brand Trust 

Brand trust is defined as a willingness to rely on an exchange partner in whom 

one has confidence (June-Hyuk Kwon, 2021). Trust is a crucial factor for success in 

any strategic alliance, and trust is the cornerstone of strategic partnerships. Trust, 

therefore, is a critical factor between the two parties in a successful relationship. Trust 

includes feelings that consumers can rely upon the company, and the lack of such 

feelings leads to hesitations in getting into exchanges with companies. Concerning the 

implications of trust (or the lack of it) on business exchanges, we use the trust 

construct as an important factor in predicting consumers' future intentions. Trust 

eases discomfort and facilitates customers' purchase decisions. Trust is central to 

achieving cooperation, and it leads to higher levels of loyalty. Trust is the most 

important antecedent to brand loyalty because it creates an ongoing process for the 

continuation and maintenance of the relationship. Hence, the literature provides 

support for the role of trust in moderating loyalty and strengthening customer 

commitment. A consistent brand identity (e.g., brand heritage) can have a positive 

impact on trust, loyalty, and commitment (June-Hyuk Kwon, 2021).  

A brand represents all intangible trust-generating activities, and in the absence 

of human interaction, it can be a symbol of quality and assurance that helps build 

trust. Brand trust is expressed in the consumer's belief that a brand will perform a 

specific function, and develops from past experiences and previous interactions. 

Consumers' belief in the brand's ability to perform its specified functions is a key 

factor in their interactions with business relationships (Ahmed et al., 2019).   (June-

Hyuk Kwon, 2021) has demonstrated the importance of establishing trust in 

maintaining buyer-seller relationships Trustworthy brands consistently provide value 

to consumers by developing, producing, selling, servicing, and advertising their 

products, even in the face of brand crises. Consumers build brand trust based on 

expectations of the organization's behaviour and positive beliefs about the brand's 

product performance (June-Hyuk Kwon, 2021). Brand trust is also important in 

promoting purchases over the Internet which has a positive impact on customer 

satisfaction and experiences. The process by which an individual builds a trusting 

image of a brand is based on the customer’s experiences with the brand. Brands 

influence consumers through their experience attributes, which include direct contact 

(evaluation, use, consumer satisfaction, etc.) and indirect contact (advertising, word 

of mouth, and brand reputation) (June-Hyuk Kwon, 2021). Having contact with a 

brand through a variety of consumer experiences is the source of brand trust, resulting 

in the brand becoming more relevant and important to consumers. This leads to the 

brand having higher "self-relevance" in the eyes of the consumer; that is, consumers 

have more positive associations with the brand (June-Hyuk Kwon, 2021). When the 

business fulfils its promises, consumers experience greater overall satisfaction, and 

the brand fosters trust by safeguarding their welfare and interests. Brand trust 

recognition extends beyond the consumer's satisfaction with the functional 

performance and characteristics of the product. Research on trust provides an 
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appropriate schema for conceptualizing and measuring qualitative brand value. Trust 

conceptualizes brand value between consumers and brands and is one of the most 

important factors in this relationship. The characteristics of trust include ability, 

benevolence, and integrity, and trust is one of the determinants of brand loyalty 

because it forms a substantial bond between the brand and the customer (June-Hyuk 

Kwon, 2021). 

Mediating Effect of Brand Trust 

The mediating effect of brand trust establishes brand trust as a vital factor in 

enhancing purchase intention and is positively related to customer experience and 

satisfaction. The author emphasizes the positive relationship between brand trust and 

brand loyalty, where trust mediates the relationship between customer engagement 

and brand loyalty (Dessart, 2017). 

RESEARCH METHODOLOGY 

Hypotheses 

A list of the hypotheses formulated for testing and proving relationships is as 

follows: 

H1:  Brand interactivity positively influences customer brand engagement on social 

media.  

H2:  Brand involvement positively influences customer brand engagement on social 

media. 

H3:  Online interaction propensity positively influences customer brand engagement on 

social media. 

H4:  Customer brand engagement positively influences brand trust on social media. 

H5:  Brand trust positively influences brand loyalty on social media. 

H6:  Customer brand engagement positively influences brand loyalty on social media. 

H7:  Brand trust mediates the positive influence of customer brand engagement on brand 

loyalty on social media. 

Variables in the Study 

The independent variables used in the study were social media brand 

involvement; social media brand interactivity, and online interaction propensity. The 

mediating variable was brand trust, and the dependent variable was brand loyalty. 

Operational Definition of Variables  

The operational definition of the variables used in the study is detailed as follows: 
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1. Social media brand involvement: social media brand involvement refers to the extent to which an 

individual actively participates, engages, and interacts with a brand on social media platforms 

(Dessart, 2017). 

Active participation: this involves actions such as liking, sharing, commenting, or creating content 

related to the brand on social media platforms. 

Frequency of engagement: it considers how often an individual interacts with the brand on social 

media, reflecting the depth of their involvement. 

2. Social media brand interactivity: social media brand interactivity is defined as the degree to which 

a brand on social media facilitates two-way communication, engagement, and responsiveness with 

its audience (Samarah et al., 2022). 

Two-way communication: the brand's responsiveness to customer comments, messages, and 

feedback, creates a dialogue rather than one-sided communication. 

Engagement Features: This includes features like polls, quizzes, or interactive content that 

encourage user participation and interaction. 

3. Online interaction propensity: this refers to an individual's inclination or likelihood to engage in 

online interactions, discussions, or activities related to a brand on social media platforms (Dessart, 

2017). 

Frequency of online interaction: these measures how often an individual initiates or participates in 

discussions, polls, or other online activities related to the brand. 

Active contribution: reflects the individual's willingness to contribute their thoughts, ideas, or 

content to the online brand community. 

4. Brand trust: brand trust is the confidence and reliance that consumers place on a brand, 

considering its credibility, reliability, and the perceived sincerity of its interactions on social media 

(Samarah et al., 2022). 

Credibility: the perceived believability and authenticity of the brand's content and interactions on 

social media. 

Reliability: consistency in delivering on promises, providing accurate information, and meeting 

customer expectations. 

Sincerity: The perceived honesty and genuine intent behind the brand's communication and 

engagement efforts on social media. 

5. Brand loyalty: On social media, a consumer demonstrates a consistent and enduring commitment 

to a brand, often manifested through repeated engagement, positive word-of-mouth, and resistance 

to switching to competing brands (Samarah et al., 2022). 

Repeated engagement: the frequency with which a consumer continues to interact with the brand 

over time. 

Positive word-of-mouth: the likelihood that a consumer will recommend the brand to others based 

on their positive experiences. 

Resistance to switch: the level of commitment that makes a consumer less likely to switch to 

competing brands, even when there are alternatives. 

Conceptual Model 

Figure 1 displays the developed conceptual model for the study.  
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FIGURE 1 

CONCEPTUAL MODEL FOR THE STUDY 

Source: Generated by the author, based on outputs from data analysis. 

Research Design 

The research design used for this study was quantitative, aiming to investigate 

the impact of social media engagement on brand loyalty. The study utilized surveys to 

gather information from consumers in Kerala, who engaged with brands on social 

media platforms. The population under consideration consisted of consumers within 

the state of Kerala who actively engage with brands on social media platforms such as 

Instagram, Facebook, and YouTube. The sample size was 300 consumers, who 

actively engaged with brands on social media. We employ convenience sampling, 

selecting participants based on their accessibility and willingness to participate. The 

screening question, which concentrates on the frequency and duration of social media 

usage, guaranteed the active engagement of the selected participants with the 

platforms. Practical considerations and the desire for a representative sample within 

the constraints of the study determined sample size. The researcher obtained the 

respondents' input through structured questionnaires as the primary data source for 

this research. The researcher designed the questionnaires to capture information on 

social media engagement, brand involvement, brand interactivity, online interaction 

propensity, purchase intentions, brand loyalty, and brand trust. The data collection 

method involved distributing these questionnaires to selected sample of consumers in 

Kerala. The data collection period was set at four weeks to ensure a focused and 

timely gathering of responses. Google Forms were designed to collect the data online 

by sending the forms through email to the chosen respondents. The researcher 

measured the responses on a 5-point Likert scale, which ranged from strongly 

disagree to strongly agree. The data collected was analysed using partial least squares 

structural equation modelling (PLS-SEM). The researcher conducted the data analysis 

using the software SMART PLS 4.0.  The researcher employed SPSS to generate 

descriptive statistics for the data collected. 

DATA ANALYSIS AND INTERPRETATION 
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Descriptive Statistics 

Descriptive statistics offer concise information about characteristics and value 

distribution within one or more datasets. Classical descriptive statistics provide 

analysts with a comprehensive overview of the central tendency and the degree of 

variation in datasets. They are valuable for interpreting the distribution of data and for 

comparing different data distributions (Lee and Roberts, 2020). Table 1 shows the 

descriptive statistics of the variables used in the study. 

Table 1 

DESCRIPTIVE STATISTICS OF VARIABLES 

Variables N Mean Std. Deviation Variance 

Social Media Involvement 30

0 

3.8350 .71055 .505 

Social Media Interactivity 30

0 

3.7767 .73843 .545 

Brand Loyalty 30

0 

3.5808 .82037 .673 

Brand Trust 30

0 

3.5267 1.02352 1.048 

Social Media Customer Engagement 30

0 

3.8250 .70470 .497 

Online Interaction Propensity 30

0 

3.7600 .78945 .623 

Source: Generated by the author, based on outputs from data analysis. 

The mean value of variables in Table 1 was measured on a 5-point scale and is 

shown between 3.52 and 3.83. The standard deviation of the variables is small, 

indicating that that the point is close to the mean value. Most of the 300 respondents 

surveyed (57.33%) fell within the 18–25 age range. This indicates that a significant 

proportion of the sample comes from a younger demographic. The 26-33 age group 

comprises 10.33% of the respondents, the 33-40 age group constitutes 14.67% of the 

sample, and the 40-47 age group makes up 17.67%. The income level data revealed 

that a significant portion of the 300 respondents (46.33%) reported no income, 

indicating that despite their lack of personal income, this group actively engaged with 

social media and demonstrated brand specificity. Additionally, there were notable 

percentages in the income ranges of INR (Indian Rupees) 1,00,000 to INR 2,00,000 

(20.00%), INR 2,00,000 to INR 3,00,000 (12.33%), INR 3,00,000 to INR 4,00,000 

(14.33%), and above INR 4,00,000 (7.0%). The data descriptive analysis results 

showed that most respondents who responded (68.33%), use social media platforms 

multiple times a day. This high frequency meant that many of the respondents 

surveyed regularly used platforms like Instagram, Facebook, and YouTube. On the 

other hand, fewer people said they used social media once a day (17.67%), a few 

times a week (12.33%), or not at all (1.67%). The result implied that consumers are 

actively engaging in social media. 

Reliability and Validity 

Table 2 below shows the reliability and validity tests for all the variables. 
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Table 2 

RELIABILITY AND VALIDITY VALUES 

Variables Cronbach's 

alpha 

Composite 

reliability 

(rho_a) 

Composite 

reliability (rho_c) 

Average variance 

extracted (AVE) 

Brand Loyalty 0.754 0.783 0.844 0.58 

Brand Trust 0.825 0.825 0.896 0.742 

Online Interaction 

Propensity 

0.865 0.867 0.908 0.712 

Social Media Brand 

Interactivity 

0.825 0.825 0.884 0.656 

Social Media Brand 

Involvement 

0.837 0.838 0.891 0.672 

Social media customer 

brand engagement 

(CBE) 

0.927 0.927 0.938 0.603 

Source: Generated by the author, based on outputs from data analysis. 

Cronbach's alpha is a statistical measure used to assess the reliability of Likert 

scale questions used to measure variables. The alpha score quantifies the degree of 

interrelation among a set of items and serves as a metric for assessing internal 

consistency. Authors generally regard a score of 0.60 or above as appropriate and 

indicative of dependable data. From Table 2, the value of Cronbach’s alpha ranges 

from 0.754 to 0.927 which indicates the internal consistency and reliability among the 

variables. Many statisticians have indicated that Cronbach’s alpha over 0.6 is also, 

acceptable (Shelby, 2011). The highest Cronbach’s alpha value of 0.927 is for social 

media consumer brand engagement, and then comes online interaction propensity at 

0.865, brand loyalty at 0.754, followed by social media interactivity and brand trust. 

From Table 2, the value of composite reliability ranges from 0.783 – 0.927 which 

implies that all constructs have met the recommended criterion and it indicates that 

the model fits the data well. The highest composite reliability is for Social Media 

Customer Brand engagement, and then comes the Online Interaction Propensity 

variable at a score of 0.867. 

Convergence Validity 

The convergence validity quantifies the extent to which each variable captures 

variance. The collective convergence validity from all variables must exceed 0.5. 

Based on Table 2, it is evident that the convergence validity of all the variables is 

greater than 0.5, as evidenced by the values of AVE (average variance extracted). 

This suggests that the underlying concept explains a substantial portion of its 

variance. 
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Discriminant Validity 

The purpose of the discriminant validity assessment is to verify that a reflective 

construct has stronger relationships with its indicators than with those of any other 

construct in the PLS path model (Hair et al., 2022). Discriminant validity assessment 

has become a generally accepted prerequisite for analysing relationships between 

reflectively measured constructs. 

 

Table 3 

discriminant validity scores of the variables 

Variables Brand 

Loyalty   

Brand 

Trust  

Online 

Interaction 

Propensity  

Social Media 

Brand 

Interactivity  

Social Media 

Brand 

Involvement  

Social 

media 

customer 

brand 

engagemen

t (CBE)  

Brand Loyalty   0.762      

Brand Trust  0.545 0.861     

Online Interaction 

Propensity  

0.582 0.6 0.844    

Social Media Brand 

Interactivity  

0.562 0.57 0.748 0.81   

Social Media Brand 

Involvement  

0.518 0.517 0.697 0.763 0.82  

Social media customer 

brand engagement 

(CBE)  

0.669 0.617 0.771 0.765 0.717 0.776 

Source: generated by the author, based on outputs from data analysis 

According to the Forner-Larcker criterion (the square root of the AVE of the 

construct should be greater than the correlation between the construct and other 

constructs), the AVE for each variable as shown in Table 3 along the diagonal 

elements, is greater than the squared correlations with all other latent variables. As 

Table 3 depicts that the diagonal values are higher than the values in their respective 

columns, the study proves discriminant validity. Thus, discriminant validity was 

established among the variables. This implies that all constructs (brand loyalty, brand 

trust, online interaction propensity, social media brand interactivity, social media 

brand involvement, and social media customer brand engagement) in the model have 

discriminant validity, indicating that they are distinct from each other. 

Model Fitness   

The model fit determines how well the model-implied covariance matrix 

matches the sample covariance matrix. This is shown in Table 4. 

Table 4 

MODEL FIT INDICES AND VALUES 

 Saturated model Estimated model 
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Source: generated by the author, based on outputs from data analysis. 

The SRMR, or standardised root mean square residual in Table 4, is calculated 

by taking the discrepancy between the actual correlation and the correlation matrix 

predicted by the model. Therefore, it enables the evaluation of the average size of the 

differences between observed and expected correlations as an absolute measure of the 

criterion for determining the model's adequacy. A value less than 0.10 or of 0.08 of 

SRMR (in a more conservative version), (Hu and Bentler, 1999) is considered a good 

fit. Henseler et al. (2014) introduced the SRMR as a goodness-of-fit measure for 

PLS-SEM to prevent model misspecification. Table 4 shows that all the required 

model fitness indices meet the acceptable requirements. This ensured that the model 

was a good fit for the variables used in the study. Inferential statistics are analytical 

techniques designed to derive conclusions and make inferences about a population 

based on a sample of data. These statistics facilitate the generalisation of findings 

from a specific sample to a larger population, offering valuable insights into possible 

relationships and patterns that may extend beyond the data observed. Inferential 

statistics encompass hypothesis testing, confidence intervals, and regression analysis 

to evaluate the significance and magnitude of associations between variables (Chin, 

2008). 

Derived Model 

The research model investigated the complex interplay between consumer 

engagement on social media and its impact on brand loyalty. The key components of 

the model include independent variables (social media brand involvement, social 

media brand interactivity and online interaction propensity), a mediating variable 

(brand trust), and a dependent variable (brand loyalty). The diagram visualizes the 

relationships between these variables. The derived model developed for the study is 

shown in Figure 2. 

SRMR 0.057 0.062 

d_ULS 1.421 1.648 

d_G 0.656 0.669 

Chi-square 3789.956 3845.675 

NFI 0.805 0.802 
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FIGURE 2 

DERIVED RESEARCH MODEL FOR THE STUDY. 
Source: generated by the author, based on outputs from data analysis. 

Hypothesis Testing 

It is commonly accepted that a p-value that is lower than or equal to 0.05 is 

statistically significant, which indicates that the hypothesis can be accepted at a 5% 

significance level. 

Table 5 

HYPOTHESES TESTING VARIABLES, RELATIONSHIPS, AND RESULTS 

Hypothesis Original 

sample 

(O) 

Sample 

mean 

(M) 

Standard 

deviation 

(STDEV) 

T statistics 

(|O/STDEV|) 

P-

values 

Result 

 H1: Brand 

Interactivity -> 

Social media 

customer 

brand 

engagement 

0.319 0.32 0.074 2.836 0.00 Accepted 

H2: Brand 

Involvement -

> Social media 

customer 

brand 

engagement 

0.199 0.201 0.07 2.836 0.005 Accepted 

H3: Online 

Interaction 

Propensity -> 

Social media 

customer 

brand 

engagement 

 

0.393 

 

 

0.391 

0.061 6.424 0.00 Accepted 
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H4: Social 

media 

customer 

brand 

engagement -> 

Brand Trust 

0.617 0.616 0.047 13.065 0.00 Accepted 

 

H5: Brand 

Trust -> Brand 

Loyalty 

 

0.213 

 

0.216 

 

0.068 

 

3.117 

 

0.002 

Accepted 

 

H6: Social 

media 

customer 

brand 

engagement -> 

Brand Loyalty 

0.538 0.537 0.069 7.749 0.00 Accepted 

H7: Social 

media 

customer 

brand 

engagement 

Brand Trust 

 
Brand Loyalty

  

0.426 0.424 0.055 7.698 0.000 Accepted 

Source: generated by the author, based on outputs from data analysis. 

From Table 5, the following discussions on hypotheses followed: 

Hypothesis H1: Brand interactivity positively influences customer brand engagement in social 

media. The p-value is 0.00 less than 0.05, so the hypothesis is accepted, which implies that brand 

interactivity positively influences customer brand engagement on social media. 

Hypothesis H2: Brand involvement positively influences customer brand engagement in 

social media. The p-value is 0.005 less than 0.05, so the hypothesis is accepted, which states that brand 

involvement positively influences customer brand engagement on social media. 

Hypothesis H3: Online interaction propensity (OIP) positively influences customer brand 

engagement in social media. The p-value is 0.00 less than 0.05, so the hypothesis is accepted, it can be 

concluded that online interaction propensity positively influences customer brand engagement on 

social media. 

Hypothesis H4: Customer brand engagement positively influences brand trust in social media. 

The p-value is 0.00 less than 0.05, so the hypothesis is accepted, and it can be inferred that customer 

brand engagement positively influences brand trust on social media. 

Hypothesis H5: Brand trust (BT) positively influences brand loyalty in social media. The p-

value is 0.002 less than 0.05, so the hypothesis is accepted, which leads to the conclusion that brand 

trust positively influences brand loyalty on social media. 

H6: Customer brand engagement positively influences brand loyalty in social media. The p-

value is 0.00 less than 0.05, so the hypothesis is accepted, indicating that customer brand engagement 

positively influences brand loyalty in the context of social media. 

Mediating Effect of Brand Trust 

The mediating effect of brand trust was tested, by evaluating the direct impact 

of social media customer brand engagement on brand loyalty, and the indirect impact 



 
 
 
Academy of Marketing Studies Journal                                                                                   Volume 28, Issue 6, 2024 

 

                                                                             19                                                                        1528-2678-28-6-253 

Citation Information: Balakrishnan Menon P. (2024). Impact of social media brand engagement and brand trust on 
brand loyalty in India. Academy of Marketing Studies Journal, 28(6), 1-23. 

of social media customer brand engagement through brand trust on brand loyalty, as 

observed in Table 5.  

H7: Brand trust has a mediating effect, as the p-value of the indirect impact of 

social media brand engagement through brand trust on brand loyalty is 0.00, which is 

< 0.05. This means that brand trust mediates the positive influence of customer brand 

engagement on brand loyalty on social media. Moreover, from Table 5 (from 

hypothesis H6), the direct effect between social media consumer brand engagement 

and Brand loyalty is significant, which implies that there is a partial mediation effect 

of brand trust on brand loyalty. 

FINDINGS 

The findings of the study are listed below:  

 The age distribution of respondents indicated a predominant presence of 

individuals aged in the range of 18-25, suggesting that a substantial proportion of 

the sample is from a younger demographic. Most respondents engaged with social 

media platforms multiple times a day, emphasizing the high frequency of social 

media usage among the surveyed population. All variables surpassed the 

recommended thresholds, ensuring the reliability of the constructs. The 

convergence and discriminant validity assessments confirmed that the constructs 

were distinct and accurately measured. 

 The research validated and found the positive impact of social media engagement 

on brand loyalty, focusing on the variables of social media brand involvement, 

social media brand interactivity, and online interaction propensity as independent 

variables, with brand trust as a mediating variable and brand loyalty as the 

dependent variable. The study's hypotheses-testing results indicated significant 

relationships between the social media engagement model and its effect on brand 

loyalty. 

 The study revealed significant relationships among various factors influencing 

customer brand engagement and loyalty in social media contexts. Brand 

interactivity was found to positively influence customer brand engagement, and 

this implied that when brands actively engage with customers on social media 

platforms, it enhances customer interaction and engagement. 

 

CONTRIBUTION OF THE STUDY 

Theoretical Implication 

The results of the study contributed value addition to academic knowledge 

and added practical application and value addition to social media brand-customer 

engagement, brand trust, and brand loyalty. There are many specific theoretical 

contributions to the study. Brand involvement positively affected customer brand 

engagement on social media. This suggests that when brands actively involve 

customers in their social media activities and initiatives, it leads to higher levels of 

engagement and interaction. Online interaction propensity also showed a positive 

influence on customer brand engagement. This indicates that customers who are more 
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inclined to engage in online interactions are likely to engage more with brands on 

social media platforms. Moreover, customer brand engagement significantly 

contributed to increased brand trust, which, in turn, positively influenced brand 

loyalty. This suggests that when customers actively engage with a brand on social 

media, it fosters trust in the brand, leading to stronger brand-consumer relationships. 

Brand trust positively influences brand loyalty on social media. This implies that 

when consumers trust a brand on social media platforms, they are more likely to 

exhibit loyalty towards that brand, which may lead to repeat purchases. The study 

establishes that customer brand engagement has a positive influence on brand loyalty 

in the context of social media. This suggests that active customer engagement on 

social media platforms builds stronger brand loyalty among consumers. Brand trust 

emerged as a crucial mediator, indicating that a trusting relationship between 

consumers and brands on social media enhances brand loyalty. The findings reflect 

the importance of social media consumer brand engagement, the mediating role of 

trust, and the distinct impact of demographic factors. By analysing and adapting to 

these insights, organizations can refine their social media strategies to navigate and 

thrive in the evolving landscape of brand-consumer relationships. 

Managerial Implications 

This section discusses the managerial implications. They are: 

1) Strategic social media brand engagement 

Organizations should focus on developing strategic social media brand engagement initiatives. The 

study suggested that higher levels of brand interactivity, brand involvement, and online interaction 

propensity positively influence customer engagement on social media. Companies should design 

interactive and involved strategies to enhance customer-brand interactions on social media platforms. 

2) Understanding demographic variations 

Given the predominant presence of individuals aged 18–25 in the study, businesses need to tailor and 

focus their social media strategies to suit the preferences and behaviours of this demographic profile. 

Understanding the nuances of different age groups and income levels can guide marketers in creating 

targeted and effective social media campaigns. 

3) Emphasizing brand trust building 

The study highlighted the mediating role of brand trust in the relationship between customer brand 

engagement and brand loyalty. Organizations should prioritize efforts to build and strengthen brand 

trust on social media platforms. Transparent communication, reliability, and authenticity are key 

elements that contribute to trust-building and, subsequently, brand loyalty. 

4) Consistent social media presence 

The high frequency of social media usage among respondents emphasizes the importance of 

maintaining a consistent presence on social media platforms. Companies should actively engage with 

their audience by regularly updating content, responding to comments, and participating in relevant 

conversations. This consistent presence can contribute to increased customer brand engagement. 

5) Integration with marketing strategy 

Social media engagement should be integrated seamlessly into the overall marketing and brand 

strategy of organizations. Aligning social media efforts with broader business goals ensures a cohesive 

and comprehensive approach to customer engagement, loyalty, and overall brand success. 

6) User-generated content campaigns 
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The organization shall launch user-generated content campaigns to encourage customers to create and 

share content related to the brand. This not only cultivates a sense of community but also yields 

authentic content suitable for utilization across diverse marketing channels. 

LIMITATIONS OF THE STUDY 

Limited generalizability: The study's findings may not be universally 

applicable, as they are based on a specific geographical area (Kerala, India) and a 

particular demographic engaged with brands on Instagram, Facebook, and YouTube. 

Extrapolating these findings to broader populations or different social media 

platforms may be challenging. 

Sampling bias and representativeness: The use of convenience sampling may 

introduce bias, as participants who self-select may have distinctive characteristics 

compared to those who choose not to participate. This could affect the 

representativeness of the sample and potentially skew the results. 

Reliance on self-reported data: The study relied on participants' self-reported 

data, which can be susceptible to social desirability bias. Respondents might provide 

answers that they believe align with societal expectations rather than reflecting their 

true attitudes and behaviours regarding social media engagement and brand loyalty. 

Cross-sectional design limitations: The study's cross-sectional nature captures a 

snapshot at a specific point in time. This design limitation means the study may not 

capture the dynamics of changes in social media behaviour and brand loyalty over an 

extended period. Longitudinal studies could provide a more nuanced understanding of 

these relationships over time. 

CONCLUSION 

In conclusion, the research conducted a thorough analysis of the impact of 

social media engagement on brand loyalty, focusing on the intricate dynamics of 

consumer-brand relationships in the contemporary business landscape. The study 

explored the relationships between various key variables, including social media 

brand involvement, social media brand interactivity, online interaction propensity, 

brand trust, social media customer brand engagement, and brand loyalty. The 

dissertation also emphasized the brand trust's mediating role in the relationship 

between consumer-brand engagement on social media and subsequent loyalty. Brand 

trust emerges as a critical variable, acting as a bridge between these interactions and 

the establishment of long-term connections. Extensive research underscores the 

positive correlation between brand trust, customer experience, and satisfaction, 

positioning trust as a cornerstone for brand loyalty in both online and offline 

interactions. The study found that most respondents, particularly in the younger age 

demographic, were active users of social media platforms, demonstrating a high 

frequency of engagement and diverse income levels. The findings supported the 

hypotheses that brand interactivity, brand involvement, and online interaction 

propensity positively influence customer brand engagement on social media. 

Additionally, the study confirmed that customer brand engagement has a positive 

impact on both brand trust and brand loyalty. The study also established the 

mediating role of brand trust in the relationship between customer brand engagement 
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and brand loyalty. In summary, this research contributed valuable insights to the 

evolving field of brand-consumer relationships in the context of social media 

engagement. The findings underscored the importance of strategic brand 

involvement, interactivity, and online interaction in fostering brand loyalty. This 

study's practical implications provide organizations with actionable knowledge to 

navigate and thrive in the realm of social media-driven brand loyalty, ultimately 

empowering them to build enduring connections with their target audience in the 

digital age. 

FUTURE IMPLICATIONS 

Future implications for the study can include a comparative study of the 

customers of different countries to find the impact of differences in culture on their 

perceived green value and its impact on building brand loyalty. As the study has 

examined the influence of perceived green value on brand loyalty, other relational 

outcomes can also be examined in future research. Specifically, in future research, 

other attributes like brand equity will be very effective to be studied as they involve 

brand loyalty. 
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