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Abstract

:

The breakneck pace of digital technologies has created a dramatic shift in marketing campaigns to engage users through unique and innovative experiences. Focusing on the same grounds, this study relates the market engagement with users’ loyalty (UL) for Facebook social media. Market engagement has been measured through four constructs of innovative engagement (IE), functional engagement (FE), emotional engagement (EE), and communal engagement (CE). Blogging has been included as a moderator in the relation between IE, FE, EE, CE, and UL. To measure these relationships, study proposed two models and developed five hypotheses. Data were collected through structured questionnaire aimed at referral groups i.e., habitual users of Facebook. A total of 309 responses were included in the analysis through purposive sampling. Model 1 was tested with simple regression and it was found that the overall model was statistically significant and explained 65 percent of variation in UL. It was concluded that for online users, loyalty is affected by IE, FE, and CE, while EE is of least concern for them. Model 2 was tested through hierarchical regression after the inclusion of a moderator of BE in model 1. It was concluded that blogging acted as a partial moderator in between the relationship of IE, FE, EE, CE, and UL as the proposed model 2 was found to be significant. However, only CE yielded significant relationship with UL while IE, FE, and EE yielded insignificant relationship with UL in the presence of a moderator. The study concedes new insights for those social platforms and marketing companies that are seeking innovative and unique ways to retain their online users for long time.






Keywords:


technologies to support innovation; marketing engagement; functional engagement; innovative engagement; emotional engagement; communal engagement; blogging; users’ loyalty; multiple regression; moderation; electronic products; E-commerce












1. Introduction


Social media platforms have revolutionized the engagement mindset of modern businesses that generate innovative content to create loyal customers and extend brand’s outreach [1,2]. Users loyalty can be enhanced if these platforms successfully retain them with their novel tactics [3]. A social organization is known to be engaged in marketing when it deliberately made efforts to attract, persuade, empower, and retain its users [4,5]. This action of organization is beyond its core and economic boundaries but if successful, that organization may earn abnormal profits by raising the number of its users [6]. Social media connects the people worldwide by engaging people [7] with diverse backgrounds. Loyalty of these users seemed to be a cumbersome job for any social media platform. There are multiple techniques to allure the attraction of these users. One common way is to identify the major clusters of collective interest of the users and then serving these clusters turn by turn. Here, the big hurdle for social media managers is to truly identify the similar patterns from giga bytes of data and to identify the loyal users [8]. However, the advantage of social media handlers is that the activities of these users’ can be easily tracked and then can be directed through push notifications. Access to such tracked data related to social media users’ activities enabled marketers to identify those social media channels that are being frequently used and devise strategies to engage its customers through planned intervention [9].



The effectiveness of engaging users for loyalty depends on multiple factors. These factors are ability to respond to its users in a timely way, identification of their issues in a systematic manner, and resolving these problems rigorously. Leveraging the users by providing them with value added featured services and comprehensive feedback truly based on the real time data enhances the effectiveness of social media platforms [10]. The nature of competition for acquiring social media users is very competitive and unique as users of social media have larger social networks around the globe. This switch over option increased the influential power of the users and an erroneous step of any social media platform may lead it toward failure. Retaining the users with the help of marketing engagement techniques is entirely different from traditional marketing techniques. It cannot be termed as the “old wine in new bottle” but it is the thoughtful effort by the marketers that produced the volunteers who are not only the loyal users but persuade others to use these platforms. To be competitive, firms have to face sustainability, global, and technological challenges. For adaption of successful technological challenge, it is mandatory to have skillful workforce and to identify new opportunities [11]. This study argues that social media can be this potential and new opportunity.



Social media acts as a central hub to connect these volunteers instantly at no additional cost. When users are engaged in social media marketing strategies, they actively contribute and participate in the marketing campaigns that are beneficial for these platforms. Before the advent of social media, one popular method of communication was the word of mouth communication where loyal customers persuade others for purchasing or using their favorite product. Such word of mouth communication also enhances the social learning of the customers [12]. Beginning of social media changed the relationship of this word of mouth communication into electronic word of mouth communication [13] where such communication changed the relationship between users engagement and its loyalty level. By observing the web trafficking and analytics, this media was found to be correlated with consumers’ preferences by influencing their mentality even in the most tragic period [14]. Apart from these marketing efforts, users’ wallet shares and purchasing power are also considered to be very important in relation to retention and loyalty. The abundance of users’ private information enables marketers to thoroughly dig out such information and specifically target those segments who have the affordability and sufficient disposable income for purchase. Such information also helps the organization to retain its loyal customers and get rid of undesired ones. This is the utmost crux of marketing engagement to gauge the loyalty of social media users. Prior studies related to consumers engagement are either exploratory [9,15] or highlighted that mining the social media is still a challenging job that is intended to overcome by the underlying study [16].



This study specifically initiated to answer the question that what is the relationship of market engagement factors with users’ loyalty in social media. Moreover, the commitment and loyalty of the users can deteriorate by the opinion of experts. On social media the opinions of experts are in the form of blogs and these blogs are very important for the users when they intend to purchase an online product from any E-commerce website. So, this study also attempted to answer the question by focusing on how the opinions from blogging alters the preferences and loyalty of social media users. The study has two-fold purposes, first to measure the loyalty level of social media users’ through marketing engagement. Second, to measure the effect of blogging in the relationship between marketing engagement and loyalty. Very few studies have considered the relationship of marketing engagement to measure the relationship of social media users. The underlying study not only focused on this relationship but also intended to measure the role of blogging in the said relationship by contributing to the body of knowledge. The study has the following major objectives: (1) What is the relationship between Marketing engagement and users’ loyalty? (2) to what extent the blogging alters the relationship between marketing engagement and loyalty of users? Achieving the above mentioned objectives have the importance in the sense that digital technologies have shrunk the whole world into a global village. Now the online users’ have enhanced knowledge as the access to information is on their fingertips. Through this easy-to-access information, these users can compare and select their choices from local markets to international markets. Ultimately, firms are forced to devise new strategies to tackle such complex digital competition from local to global level. The study uniquely proposed a moderating variable of blogging to enhance the loyalty level of social media users that can be proved as a deliberate effort by the marketing firms to make them competitive at an international level.




2. Literature Review


Users’ use of social media is gradually increasing with the advancement of technology and ease of access to these sites. Now, the users can access these sites with their tiny mobile through free or less costly internet bundles [17]. To be competitive, small- and medium-sized companies have to work in an efficient manner. Adaptation of such methodologies may be termed as transitional ones. These companies have to be competitive at a global level even serving at local level. To earn the loyalty, product delivery time, its price, and quality cannot be compromised. For all this, social media played a vital role as the use of social media is pervasive, so the social media handlers require continued use and commitment of their users to increase their business operations [18]. Open innovation synergies aid in improving performance, gaining competitive advantage and sustainability by building networks purposefully [19,20]. Companies are struggling hard to develop and foster entrepreneurial orientations to compete in complex and dynamic environments that depend on company’s capacity toward innovation [21]. The dynamics and complexities of an open innovation system cannot be understood without considering the organizational culture [22]. The model of quadruple helix (HQ) that integrates industry, government, academia, and society, can further enhance the impact of open innovation initiatives far beyond the organizational boundaries [23].



Prior literature has focused on industry type, administration, and role of academia for open innovation; however, this study uniquely addressed the role of social media for open innovation dynamics where the users can be engaged with novel and innovative tactics of blogging. Social media is considered a new emerging market for the firms and for new evolving markets sustainability principles play a vital role in drawing attention and maintaining relations with customers or users [24]. To enhance the commitment and loyalty of its users, social media handlers devise plenty of marketing tactics so that these users spend more times on these sites. These tactics come under the heading of marketing engagement [25]. Hawkins and Vel [26] observed that rise of social media facilitated its users to build and share their opinions and to strengthen their social relationships. These relationships have certain implications for business owners and for marketers. By observing these associations, they can exploit the users attitudinal and behavioral loyalty toward using social media.



2.1. Users’ Loyalty


Users’ loyalty (UL) is the psychological bond of user or social media user with websites that are frequently visited. Although, social media users engage in plenty of activities including alternate searches, their evaluation, and comparison with their favorite brand. In fact, the loyalty can be measured through several ways. In simple word, loyalty is the continuous use of that particular product. In social media usage, the users’ loyalty can be measured by its continuous surfing of that site [25,27]. The hard-core loyalty will not be just limited to surfing but associating it with other tasks as well. For example, users surf the social media to enhance and strengthen social relationships but at the same time, they also focus on other activities that are not related to building social relationships. These may be viewing the ads of interest, watching clips of interest, and last but not least making a purchase with the help of social media usage. This can be done by clicking the advertising links available on the social media site. The users’ satisfaction level enhanced if the required online purchase meets its expectation which ultimately enhances his/her level of commitment. Commitment and loyalty are part and parcel of each other so if the commitment level is high, there is likelihood that the loyalty level is also very high [28].




2.2. Innovative Engagement


Innovative engagement (IE) is the condition when users of the social media seek new or unique ideas on these sites. For novice users, there is plenty of surprises in the form of new creations and designs while for experts, there are methods and procedures from where they can easily judge and compare the innovativeness of processes [29]. Innovation is found to have positive association with firm performance. In fact, innovation plays an intermediary role among the firms’ functional deliverables and its overall performance. The outcome of this innovation is enhanced earnings for the business [30]. According to Sawhney, et al. [31], Internet or social media has developed a new type of innovation which is known as collaborative innovation. Here, the users seek the value-added products and services and can share these innovations with their peers or friends. The interesting point to be noted is that social media usage does not restrict its users only to local innovations but it gives them a chance to seek the innovative ideas, products, and services around the globe, hence IE leads toward the notion of global engagement [32]. The users’ level of confidence enhances when the new and innovative ideas meet their expectations. According to Foroudi et al. [33], users’ loyalty is directly associated with the innovative capability, experience, and reputation of that product so they are more engaged with it. From above, it can be concluded that IE and loyalty are associated with each other, hence it can be hypothesized that:



Hypothesis 1a (H1a). 

Innovative engagement (IE) positively and significantly affects the users’ loyalty (UL) toward using social media.






2.3. Functional Engagement


Functional engagement (FE) is the users’ active and real-time participation on the platform of the social media [34]. When users’ actively surf and modify the contents of social media then this act of the user is known as interaction. Brooks et al. [35] concluded that the completion of assignment and enhancement in task behavior can be explained through FE for self-recruiting and self-monitoring. In recent years, this interactivity has extended to relational activity rather than just interface activity [36]. These interactivities are from humans to humans and from humans to machines. The purpose of these interactivities is to accelerate the communication to other users by using the platform of social media. Functional engagement is known as the key performance indicator for the effectiveness of any marketing endeavor. FE can be measured from the hashtags, their popularity, likes, sharing, trends, and from the feedback of the users. Tomar et al. [37] also confirmed the importance of FE in their study and concluded that FE benefits the social media sites in multiple ways including the improvement of users’ loyalty. Hence this study hypothesizes relationship of FE with UL in the following way.



Hypothesis 1b (H1b). 

Functional engagement (FE) positively and significantly affects the users’ loyalty (UL) toward using social media.






2.4. Emotional Engagement


Emotional engagement (EE) are the feelings of social media users. Users have mixed feelings when they regularly access the social media websites. These feelings may be the feeling of joy, thrill, pleasure, excitement, and eagerness. The negative feelings may be the boredom, hesitation, frustration, anger, or disappointment. Usually, these feelings, either positive or negative, are the results of the contents viewed on the social media sites [38]. In both cases, if the users feel that they are emotionally attached with the viewed contents, they tend to share or pass these contents to their social groups. Although these feelings are proportional to the social media contents. Gerbaudo, et al. [39] found the strong relationship in between users’ engagement and emotions for the UK election campaign through Facebook. However, these emotions can vary from person to person and also rely on their ethnic background. In reality, when users are engaged emotionally with the web-based environment, they actively participated in domain of these sites. Such active participation resulted in more social collaborations and learning [40]. Sometimes, these emotions can also be associated with the advertisement of these social sites [41]. However, EE can be different from the flow of involvement and behavior of the users [42]. Whatever the reason of emotional attachment of the users with the contents of social media, this attachment enhances the loyalty of the users toward the social media. Hence it is hypothesized that



Hypothesis 1c (H1c). 

Emotional engagement (EE) positively and significantly affects the users’ loyalty (UL) toward using social media.






2.5. Communal Engagement


Majority of the users are on the social websites to strengthen their communal engagement (CE) with others. According to Hull and Lewis [43], CE allows users for collaboration who are alike in terms of their liking and disliking. Social media perhaps is the best central point that brings closer users that are geographically distributed. With the help of these channels, users can share their experiences and enhance their interactions with each other. Such engagements and interactions give rise to a virtual community having similar interests and mind sets [44]. It is easy for markets to target these virtual community groups. Promotional as well as motivational campaigns and small bounties lead the marketers to increase the commitment of these socially and virtually connected communities [45]. According to Li, et al. [46] this social engagement is now transforming into new shape which may be termed as identification view of engagement. In fact, this new form of CE alters the users’ temporal engagement into permanent engagement hence, improves the loyalty level of users. From above, it can be hypothesized that:



Hypothesis 1d (H1d). 

Communal engagement (CE) positively and significantly affects the users’ loyalty (UL) toward using social media.





Based on the above literature, following conceptual framework has been developed. This framework depicts the direct relationship between IE, FE, EE, and CE on UL. The relationship is given below through a schematic diagram.




2.6. Blogging


With the rise of social media, a new way of computer-mediated communication has evolved which is termed as “blogging” or “web logs” or “social media blogs” [47]. These blogs have brought new insights, rules, and ways of competition for business owners. Blogs on social media alters the way of competition and all of such alterations are the result of rapid growth in technology, increased power of virtual communities, and the less control of marketers through traditional marketing practices [48]. To enhance their control on business, E-commerce websites were developed and for the promotion of these websites professional bloggers were hired. Such way of blogging completely reshaped the nature of competition. This innovative and unique way of marketing on social media platforms with the help of professional blogging is the true picture of engagement marketing. Blogging on social media can be in any from entailing from simple text to pictures, audio, or video files. Hynnä and Kyrölä [49] found the positive impact of blogs on a feminist fat study. These blogs were uploaded on a regular basis and helped the users to build their opinion. When users frequently visit these augmented blogs [50], they developed a sense of attachment or engagement with them.



The life of blogs is very short so it is considered like news in the journalism where readers seek new articles every day [51]. In reality, blogging for social media is entirely different from traditional journalism. Blogging on these entities acts as channels where users usually have to pay no cost but they can get the opinions of experts around the globe. The users from these blogs are actually mitigating their risk for future online purchases [52]. Through frequent consultancy and continuous feedback, users develop their perceptions of credibility for these blogs. So, the users share their good experiences with their social groups which ultimately increases the ratings of these blogs. This positive perception also leads the social media users to develop a sense of arousing engagement with these blogs. Such engagements affect the innovative, functional, communal, and emotional side of the social media users, ultimately increasing their loyalty level toward blogging [53].



Hsu, et al. [54] developed a conceptual model that represented the relationship between blogging and loyalty in the presence of a moderating variable. Motivation and identification theories provide the theoretical base for e-word of mouth (e-WOM) or blogging which can enhance the loyalty of electronic word for those businesses who are struggling for greater share in this new domain [55]. Innovation engagement marketing techniques have been found to have a positive and significant effect on loyalty in the presence of blogging for e-commerce websites [56].



From all the above discussion in the literature, it is evident that blogging significantly alters the perception and loyalty of social media users, so it can be considered a strong moderator for market engagement and loyalty of social media users. So, a new research model is proposed after the inclusion of a moderator. It is assumed that this moderator, “blogging,” alters the strength of the relationship of IE, FE, EE, CE, and UL.





3. Materials and Methods


3.1. Participants


To achieve the sustainable growth for respective companies, this study was initiated to measure the extent of users’ loyalty who actively used the social media and frequently went through the blogs on these platforms. The study targeted those web users who use Facebook as a social media and had purchased at least one online product from any E-commerce website after consulting from an opinion leader or from a blogger. Furthermore, this purchase was specified only to electronic products or accessories of electronic products linked through Facebook. Household items, apparels, life style, groceries, automotive, sports, health, and fashion related items and their online purchase were excluded in this study. Identification of such active users on Facebook was a big challenge as there is no comprehensive database or availability of secondary data pertaining such information.



Based on the theoretical framework in Figure 1, the following equation is stated to measure the strength and association of variables


  U  L i  =  β 0  +  β 1  I  E i  +  β 2  F  E i  +  β 3  E  E i  +  β 4  C  E i  +  μ  i        



(1)




where




	
UL = Users’ loyalty in social media



	
IE = Innovative engagement



	
FE = Functional engagement



	
EE = Emotional engagement



	
CE = Communal engagement



	
βi = Regression coefficient



	
μi = Error term








From the above equation, the main hypothesis of model 1 of the study can be hypothesized as:



Hypothesis 1 (H1). 

The dimensions of marketing engagement (IE, FE, EE, CE) positively and significantly affect the users’ loyalty (UL) toward using social media.





From Figure 2, following equation has been proposed to measure the effect of moderator in between the relation of IE, FE, EE, and CE with UL


  U  L i  =  β 0  +  β 1  I  E i  +  β 2  F  E i  +  β 3  E  E i  +  β 4  C  E i  +  β 5    ( I E × B E )  i  +  β 6    ( F E × B E )  i  +  β 7    ( E E   × B E )  i  +  β 8    ( C E × B E )  i  +  μ  i      



(2)







Following hypotheses were developed from model 2 after the inclusion of a moderator.



Hypothesis 2 (H2). 

Blogging on E-Commerce websites (BE) moderates the relationship of innovative engagement (IE) and users’ loyalty (UL) toward using social media.





Hypothesis 3 (H3). 

Blogging on E-Commerce websites (BE) moderates the relationship of functional engagement (FE) and users’ loyalty (UL) toward using social media.





Hypothesis 4 (H4). 

Blogging on E-Commerce websites (BE) moderates the relationship of emotional engagement (EE) and users’ loyalty (UL) toward using social media.





Hypothesis 5 (H5). 

Blogging on E-Commerce websites (BE) moderates the relationship of communal engagement (CE) and users’ loyalty (UL) toward using social media.






3.2. Procedure


This study opted the primary data collection technique for collecting the responses from above mentioned social media users. Structured questionnaires were used to gather the information with three qualifying questions. These qualifying questions were: (1) Do you actively use the Facebook as a social media for communication? (2) Do you often seek help from blogs? (3) Have you recently purchased any electronic device from E-commerce website? These three questions were asked on dichotomous scale of yes or no. If the answers of all questions were yes, then the individual may further proceed to fill the remaining parts of the questionnaire. All the questionnaires were distributed by using purposive or non-probability sampling technique through acquaintances or through referral groups as this was the only option to identify and contact the targeted individuals. Schillewaert, et al. [57] applied non-probability sampling methods as a survey for world web users and concluded that complementary sampling is the best technique to collect the information from web users. By employing the same technique, this study collected the information from social media users to measure their loyalty level.




3.3. Instrument


Proceeding to the qualifying part of the scale, second part of the questionnaire was related to social media usage and blogging. The second part was subdivided into seven sections. In the first section, demographic information was collected while the remaining six sections consisted of questions related to main variables of the study. These variables are innovative engagement (IE), formal engagement (FE), emotional engagement (EE), communal engagement (CE), blogging (BE) and users’ loyalty (UL) toward social media. Although the nature of marketing engagement is qualitative but all variables of the study have been adapted from previous and authenticated sources. Scales of FE, EE, CE, and UL were adapted from [34], IE was adopted from [58] while BE was adapted from [59]. All the variables consisted of four items except the BE with six items. All questions were asked on a 5-point Likert scale and responses were recorded from strongly disagree to strongly agree where the number 1 to 5 was assigned to each category and measured in a quantitative way.



Although the participants’ selection was through purposive sampling and through referral groups but the participants had the liberty to answer the question voluntarily. Even the qualifying respondent had the right not to fill the questionnaire or quit without mentioning any reason. This was done to secure the respondent’s rights and considering the ethical concerns of the underlying research. Anonymity and confidentiality of the respondents were also ensured. For all this, an introductory paragraph was included at the start of the questionnaire where the purpose of the research, researchers’ information, and rights of the respondents were briefly mentioned. Apart from this, a member of research team was physically present with the respondent for clarity and to remove any ambiguity while filling out the questionnaires. A total of 309 filled questionnaires were collected and included in the study from a total of 500 personally distributed questionnaires. 191 questionnaires were either not returned or were not completed so leaving the response rate up to 61.8%. English language was used in the questionnaire and no respondent was found to face any difficulty with the language as all of them were active users of social media and expert in surfing such platforms. Additionally, most of them seek opinions or share their expertise and experiences from blogging where English is the key language. Data from all responses were encoded and entered into SPSS for analysis and estimation.





4. Data Analysis and Results


The study employed the regression analysis to measure the significance of the proposed model. The proposed model of the study was checked in two stages. At first, for model 1, the simple regression analysis was run to measure the strength and power of the relationship between independent variables (IVs) and dependent variable (DV). In the second phase, the interaction term was introduced by multiplying the IVs with the moderator. Then the impact of moderating variable (MV) was checked in model 2. The analysis was done using the statistical package of social sciences (SPSS) version 23. Before estimation of regression, the reliability analysis was employed to measure the consistency and authenticity of the observed variables. The results of reliability and validity analysis are given below in Table 1.



The above Table 1 shows the inter item consistency of IVs, DV, and MV. A rule of thumb to measure the reliability of the items is that the calculated value of Cronbach’s alpha for each variable should be greater than or equal to 0.7. Alpha is the distinct example of Kuder-Richardson coefficient and shows the inter item internal consistency [60]. In fact, alpha is the estimation of correlation from random samples and accepted widely for higher legitimacy for the scales used in the study. According to Santos [61], skewed data may affect the value alpha so the normality of data should be checked before measuring or estimating the values of Cronbach’s alpha. The data were also checked for validity through factor analysis. All the values were found to be greater than 0.7 for all individual loadings. After this, the data were validated for convergent and discriminant validity. Convergent validity was assessed from the values of composite reliability. The scale is validated [62], if the values of composite reliability must be greater than 0.7. Here, in Table 1, all CR values of the variables are above 0.8 except the value of EE which is also greater than 0.7. For discriminant validity, the value of average variance extracted (AVE) was observed. Discriminant validity was measured by comparing the square root of each construct by other constructs. The value of each construct must be greater than itself as compared to other constructs. All constructs have been found to be validated for discriminant validity as per practice of previous studies [63,64]. After observing that the criteria for all variables for reliability and validity were fulfilled, further analysis was done for descriptive analysis as well as for regression analysis.



Table 2 below shows the summary of descriptive statistics. A total of 309 respondents were included in the study where 251 were males and 58 were females. The valid percentage was 81.2 and 18.8 for males and females, respectively. The reason for less response rate from females was cultural constraints for sharing information and their least interest in purchasing online electronic products. Age was broadly divided into three categories: age less than 30 years, age in the range between 30 and 40 years, and age above 40 years. The valid percentage is 30, 50, and 20 respectively for each age group. This sample showed that majority of the respondents who purchased online electronic products were adults within age range from 30 to 40 years. Education was also categorized into three groups of undergraduate, master’s, and graduate. The valid percentage for these three groups were 22, 71, and 6, respectively. These statistics showed that a major portion of the respondents had a master’s degree or 16 years of formal education and are adult males.



After the descriptive statistics and scale authentication, simple regression analysis was run to estimate the strength of relationship and level of significance between IVs and DV. Before running the regression analysis, the variables were checked for autocorrelation multicollinearity issues. No such issue was found in the data. The collinearity statistic was measured through variance inflation factor (VIF). The computed value of VIF for all variables was less than 2 whereas the threshold value for having collinearity issue was 3 or above. So, based on the calculated statistic of VIF, it was confirmed that data have no collinearity issue and perfectly fit to run regression analysis. The same was counterchecked with tolerance statistic and found no issue of multicollinearity in the data. All hypotheses of the study were tested at 95% confidence level with threshold value equal to or less than 0.05. Model summary of the regression analysis is given below in Table 3.



Table 3 (above) shows the summary of the regression analysis for IE, FE, EE, and CE (IVs) with UL (DV). Regression is a powerful technique of the statistical process, which the strength of the observed variables. These are the results before the inclusion of moderator or interaction terms. The results showed the strong and positive association between IE, FE, EE, CE, and UL. The value of R described that how close the fitted regression line is to the actual data. Its value ranges from 0 to 100 where 0 means no variability or model explanation while 100 means the model is fully explained by the predictors. Here the value of R is 0.65 and the value of adjusted R square is 0.414 which showed that the 41 percent of variation in the DV is explained by IVs. The probability value or p value of the model is 0.000 which is a proof for the significance of the model as a whole. From above, it can be concluded that overall marketing engagement can be significantly associated with users’ loyalty toward social media use. Individual predictors estimation was measured from coefficients, as shown in Table 4 below.



Table 4 statistically measures the individual effect of each variable on the dependent variable. From beta coefficients, the degree of change in dependent variable (UL) is measured by the IVs (IE, FE, EE, and CE) with 1-unit change in the predictors. Here in Table 4, all the beta values in standardized coefficients are positive except EE which shows that 1-unit change in EE adversely affects the UL up to 0.051 units. t and sig. values show the statistically significant relationship between predictors and DV. The t and p values of IE, FE, and CE are 5.880, 7.224, 3.199, and 0.000 respectively which shows that IE, FE, and CE positively and significantly affect the UL. Based on these values, the study hypotheses No.1, 2, and 4 are accepted and it can be said that innovative, functional and communal engagement are important for users’ loyalty toward using social media. From t and p value of EE, which is 1.13 and 0.260, the null hypothesis No. 3 is rejected and it is concluded that emotional engagement cannot be associated with users’ loyalty for using social media. Table 5 below gives the results of moderated regression.



Moderation measures the strength of relationship between IVs and DV. Table 5 shows the summary of two models. Model 1 explains the relationship of variables without the interaction terms. On the other side, model 2 explains the relationship of variables in the presence of interaction terms or moderating variable. From the p values in Table 5, for model 1 and 2, which are 0.000, it is evident that overall model is significant even after the inclusion of moderating variable or interaction terms. The value of R for model 1 is 0.664 and for model 2 is 0.676, a slight increase in the value of R. From this slight increase, it can be concluded that moderators positively affect and enhance the relationship among predictors and dependent variable. The results are also supported with the value of adjusted R square where the explained variation has been increased from 43 percent to 44 percent. The results are sufficient enough to conclude that blogging on E-commerce websites strengths the relationship of marketing engagement and users’ loyalty for using social media.



Table 6 below shows the individual relationship of each variable with dependent variable before and after the inclusion of interaction terms measured through hierarchical regression test. Standardized and unstandardized beta coefficients in Table 6 did not show any significant differences in the values of computed variables which is good sign for data normality [65] where standardized betas are the normalized units while the unstandardized betas are real-life scales. The standard error measures the level of dispersion of sample means from population means [66]. Here the low values of standard error in Table 6 confirmed that the data are not widely dispersed. For model 1, the t and p values showed the positive and significant relationship of IE, FE, CE, and BE with UL. These values of t and p in model 1 are 5.616, 0.000 for IE, 6.588, 0.000 for FE, 2.295, 0.022 for CE and 3.153, 0.002 respectively. The values of t and p for EE are −1.254 and 0.211, which show insignificant and negative relationship of EE with UL. These results further enhanced and supported the hypotheses No. 1, 2, and 4 of this study and rejected the hypothesis No. 3. Model 2 is the result of interaction terms or exhibits the relationship between IVs and DV in the presence of a moderator. The t and p values of FEBE, EEBE, IEBE, and CEBE are 0.40 and 0.968, −1.218 and 0.224, −0.680 and 0.497, 2.545 and 0.011, respectively. Comparing model 1 and 2, all the above mentioned values showed that the significance level of IE and FE changed after the inclusion of a moderator. This change can be observed from the t and p values of IEBE and FEBE in Table 6. Whereas, the significance level of EE and CE has not been changed after the inclusion of a moderator. EE remained insignificant while CE still had a significant relationship after the inclusion of moderator. The insignificant and significant values can be observed from t and p values of EEBE and CEBE in Table 5. In spite of the insignificance of IEBE, FEBE, and EEBE, the overall model 2 is significant after the inclusion of a moderator. This conclusion has been drawn from Table 5 where the p value is 0.000 for overall model 2. The explanatory power of the model 2 has also been enhanced from 0.664 to 0.676 as seen in Table 5. Based on the computed values, it can be concluded that BE successfully moderates the relationship of CE and UL whereas the relationship between IE, FE, and EE remained insignificant after the inclusion of the moderator BE. From above, hypotheses No. 5–7 of the study are not supported where the level of significance changed after the inclusion of a moderator. The significance level CE remained same after introducing the interaction terms so, the study failed to reject the hypotheses No. 8. Based on the results, it can be safely said that blogging on E-commerce websites successfully moderates and strengthens the relationship and loyalty of social media users only for CE while the significance levels of innovative, functional, and emotional engagement are not affected with the inclusion of a moderator. CE has a significant relationship with BE because blogging acts as a suggestive part, while from the innovative, functional, and emotional point of view social media users still seek other characteristics in online purchasing. So, this study also offers new horizons for further research to identifying the influencing factors for IE, FE, and EE. From above, it is concluded that by considering the social media as a community of collaboration, the communal engagement of user is affected with the intrusion of blogging while for innovative, functional, and emotional engagements, blogging proved to be ineffective.




5. Discussion


The study was initiated to measure the effect of marketing engagement on users’ loyalty who frequently use the social media in the presence of blogging in these sites. Measuring the loyalty level of its customers guides the companies for providing better and exceptional services. If these services are equipped with innovative ideas it may lead toward sustainable growth which ultimately contribute in the innovative ecosystem [30,67]. It was done through users’ loyalty and marketing management where marketing engagement was further subdivided into innovative, functional, emotional, and communal engagement. Users’ loyalty regarding social media usage was measured through the use of Facebook. To measure the relationship between marketing engagement and users’ loyalty, two models and five hypotheses were proposed. These models and hypotheses were tested in SPSS using multiple regression technique. From calculated values of multiple regression, both model 1 and 2 were found to be statistically significant and explained the variation of 65 percent for simple regression, 66 percent in the presence of moderator and 67 percent in the presence of interaction terms. From above, it is confirmed that blogging only strengths and enhances the relationship of communal engagement with the users’ loyalty for social media community. The results are also supported by previous studies [34,68] where the communal engagement proved to influence the brand loyalty. For innovative, functional, and emotional engagements with their preferred electronic products, social media users still sought other channels apart from blogging [55]. The study has proposed a unique nomological network to measure the users’ loyalty of social media community. Four types of users’ engagements levels were measured in the presence of blogging as a moderator. However, blogging proved not to be a good moderator for innovative, functional, and emotional engagement by rejecting the hypotheses of H2, H3, and H4. The importance of blogging may be tested with different respondents e.g., non-electronic products can be measured for its authenticity in future research. Hypothesis 5 relating to communal engagement has been verified. This is because social media has emerged as a digital community platform that can be significantly influenced in the presence of blogging as a moderator. So, it is concluded that blogging partially acts as a moderator in the proposed model of this study by not considering the innovative, functional, and emotional engagement. However, based on the results in model 1 and significance level of communal engagement for H5, it is recommended that firms who want to boost their economic activities must not ignore the marketing engagement campaigns while considering the social media users’ loyalty.



5.1. Theoretical Contribution


The study uniquely addressed the moderating role of blogging for social media users with the function of marketing engagement. So far, very few studies have targeted the social media users to measure their engagement and loyalty. Most of the firms still track the activities of its customers in a conventional or in offline modes. Such track records limit the ability of marketing firms to timely respond to the changing behaviors of its customers. In offline modes, the firms used the word of mouth (wom) technique as a tool of communication to influence its customers. Blogging is the advanced and updated form of wom where users can visualize and feel the products virtually while staying at home. Through bloggers opinion readily available on social media platforms (which can be deliberately hired by the firms) users can read the comments and directly interact with bloggers to enhance their familiarity and self-confidence with the buying product. Apart from gaining the trust of its customers, it is very easy to track and maintain the records of online customers and their interactions with the bloggers. Such instant and valuable information helped the marketing firms to offer personalized engagement marketing offers to earn the customer life-time value.




5.2. Practical Implications


Rapid evolvement of social media forced marketers to seek new methods of marketing research and business practices. Marketing engagement is one of the new techniques through which marketing firms persuade, motivate, and involve its customers to win their loyalty. Practically, it can be done by the deliberate efforts of the firm through blogging. From online expert’s opinions, the users’ not only gain the in-depth knowledge and details of that product but also gain confidence for purchasing and utilizing it. Such confidence and further experience enhanced the users’ loyalty which ultimately is in the best interest of the marketing firms.




5.3. Limitations


The study was conducted by utilizing the primary data of social media users for online purchase of electronic products in a limited geographical area of Pakistan. From theoretical point of view, the study explained the 65 and 67 percent of variation through the proposed model before and after the inclusion of moderator. It showed that at least 33 percent unexplained variance can be explained with the inclusion of more predictors in the proposed model of this study. From practical point of view, a comprehensive database is missing to measure the effect of firms to engage its customers on social media. So, the non-probability sampling and referral groups were the only option to approach the respondents of this study. The use of such sampling technique may cause sampling bias by having lack of generalizability. These limitations can be overcome and the scope of study will be enhanced in future with regard to the availability of data and access to respondents.




5.4. Future Recommendations


The same framework can be used to measure the level of engagement and extent of loyalty of social media users for non-electronic products. Second, a larger pool of respondents from diverse geographical areas with larger sample size can be included for testing this model. The inclusion of diversified social media groups for electronic and non-electronic products will enhance the spatial and contextual prospects of the proposed framework of this study.
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Figure 1. Proposed research model 1. 
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Figure 2. Proposed research model 2. 
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Table 1. Reliability and validity analysis.






Table 1. Reliability and validity analysis.





	Variables
	Cronbach’s Alpha
	Composite Reliability
	AVE
	No. of Items





	Innovative Engagement (IE)
	0.848
	0.887
	0.627
	04



	Functional Engagement (FE)
	0.824
	0.858
	0.758
	04



	Emotional Engagement (EE)
	0.895
	0.713
	0.592
	04



	Communal Engagement (CE)
	0.786
	0.855
	0.764
	04



	Blogging on E-Commerce (BE)
	0.864
	0.882
	0.658
	06



	Users’ Loyalty (UL)
	0.797
	0.891
	0.762
	04
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Table 2. Descriptive statistics.






Table 2. Descriptive statistics.





	

	
Gender

	
Age

	
Education






	

	
Males

	
Females

	
Less Than 30

	
31–40

	
Above 40

	
Graduate

	
Masters

	
MPhil or PhD




	

	
251

	
58

	
92

	
157

	
60

	
67

	
220

	
22




	
Percentage

	
81

	
19

	
30

	
51

	
19

	
22

	
71

	
7




	
N

	
309

	
309

	
309
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Table 3. Regression analysis.






Table 3. Regression analysis.





	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	p Value





	1
	0.650 a
	0.422
	0.414
	0.47132
	0.000







a Dependent variable: UL, predictors: (constant), CE, EE, IE, FE.
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Table 4. Coefficients.
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Model

	
Unstandardized Coefficients

	
Standardized Coefficients

	
t

	
p Value




	
B

	
Std. Error

	
Beta






	
1

	
(Constant)

	
0.548

	
0.260

	

	
2.107

	
0.036




	
IE

	
0.271

	
0.046

	
0.291

	
5.880

	
0.000




	
FE

	
0.420

	
0.058

	
0.365

	
7.224

	
0.000




	
EE

	
−0.062

	
0.055

	
−0.051

	
−1.130

	
0.260




	
CE

	
0.144

	
0.045

	
0.157

	
3.199

	
0.002








Dependent variable: UL, predictors: (constant), CE, EE, IE, FE.
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Table 5. Moderated regression analysis.






Table 5. Moderated regression analysis.





	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	p Value





	1
	0.664 a
	0.440
	0.431
	0.46454
	0.000



	2
	0.676
	0.457
	0.441
	0.46056
	0.000







a Dependent variable: UL, predictors: (constant), CE, EE, IE, FE, BE, predictors with interaction: (Constant), CE, EE, IE, FE, BE, IEBE, FEBE, EEBE, CEBE.
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Table 6. Coefficients of regression and moderation.






Table 6. Coefficients of regression and moderation.





	

	
Unstandardized Coefficients

	
Standardized Coefficients

	
t

	
p Value




	
B

	
Std. Error

	
Beta






	
Model 1

	
Variables

	

	

	

	

	




	
IE

	
0.257

	
0.046

	
0.275

	
5.616

	
0.000




	
FE

	
0.385

	
0.058

	
0.334

	
6.588

	
0.000




	
EE

	
−0.067

	
0.054

	
−0.056

	
−1.254

	
0.211




	
CE

	
0.106

	
0.046

	
0.115

	
2.295

	
0.022




	
BE

	
0.150

	
0.048

	
0.152

	
3.153

	
0.002




	
Model 2

	
Variables

	

	

	

	

	




	
IE

	
0.384

	
0.178

	
0.412

	
2.155

	
0.032




	
FE

	
0.348

	
0.235

	
0.302

	
1.486

	
0.138




	
EE

	
0.161

	
0.210

	
0.133

	
0.765

	
0.445




	
CE

	
−0.299

	
0.163

	
−0.326

	
−1.836

	
0.067




	
BE

	
0.320

	
0.396

	
0.325

	
0.810

	
0.419




	
FEBE

	
0.004

	
0.088

	
0.012

	
0.040

	
0.968




	
EEBE

	
−0.102

	
0.084

	
−0.471

	
−1.218

	
0.224




	
IEBE

	
−0.048

	
0.071

	
−0.190

	
−0.680

	
0.497




	
CEBE

	
0.160

	
0.063

	
0.686

	
2.545

	
0.011








Dependent variable: UL, predictors: (constant), CE, EE, IE, FE, BE, predictors with interaction: (Constant), CE, EE, IE, FE, BE, IEBE, FEBE, EEBE, CEBE.
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