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Abstract 
Today, social media have risen and changed the way communication occurs 

between customers and businesses. This phenomenon triggers research 

efforts to study the effect of social media on customer engagement. Social 

media contains five factors, which are ease of use, interactivity, influence, 

attention, and involvement. Here, a quantitative study was conducted on 

social media users and resulted in a significant relationship found between 

social media factors and customer engagement. This outcome provides the 

academics and practitioners relevant insights into the role of social media in 

influencing customer engagement and paves the way for future research in 

the area of customer engagement.  
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1.0 Introduction 

Social media have changed the communication and traditional 
marketing landscapes over recent years. Following these changes, 
the dynamics of the relationship between an organization and their 
customers have evolved with social media technology, enabling 
customers to freely communicate their opinions to a large audience 
and provide direct feedback to the developers, manufacturers, and 
distributors of products and services. New technologies are 
accompanied by the new and emerging generations of social media 
consumers, thereby offering both a chance and a threat to marketers 
(Cuilierier, 2016). In particular, they assist the marketers in promoting 
products and services, while concomitantly posing a threat in terms of 
spreading bad news to other consumers if the businesses fail to fulfil 
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their responsibilities. From the positive side, social media realize the 
importance of establishing close relationships with customers not only 
for their retention and satisfaction purposes but also organizational 
profitability and growth.  

In Malaysia, the use of social media is considered high. In 
2017, the number of users was 22.7 million and it was estimated that 
there would be 26.1 million users in the country by 2023 (Statistics 
Research Department, Feb 20, 2019). Most social media users prefer 
Facebook (79.11%) compared to other platforms such as Instagram 
(6.19%), Pinterest (6.13%), Twitter (5.66%), YouTube (2.41%), and 
Tumblr (0.22%) (Social Media Stats in Malaysia, August 2019). Due 
to the high usage of social media, companies should take advantage 
of the phenomenon to create a competitive advantage for their 
business. 

In order to create and maintain sustainable competitive 
advantage and to benefit from its opportunities and strengths, an 
organization must closely analyze its target audience in terms of social 
media use. Then, they should underline social media as an integral 
part of their marketing strategies aimed at improving customer 
engagement (Pansari & Kumar, 2017). Social media offer unlimited 
opportunities to reach and meet customers. However, the control and 
power nowadays have shifted in the customer’s favour. Most people 
are using social media as the communicating platform of choice as 
they provide a variety of interactions, such as messaging, video 
posting, and status updating. This provides an opportunity while also 
becoming a threat to businesses. Therefore, the objective of this study 
is to investigate the influence of social media on customer 
engagement, which will be presented according to four sections. 
Section 1 discusses current literature on the aspects of the study, 
Section 2 explains the methodology used in the study, while Section 
3 presents the findings obtained accordingly. Finally, Section 4 
concludes the study by highlighting certain implications and 
suggestions for future research. 

According to Whiting and Deshpande (2016), more than 90% 
of companies have used social media as part of their marketing mix. 
However, the research field has been dominated by descriptive 
studies that make it impossible for one to explain the dynamics of 
customer engagement in detail. They simply suggest that brands 
should experiment with different messaging strategies to achieve 
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customer engagement (de Vries, Gensler, & Leeflang, 2012). 
Understanding the dynamics of customer engagement through social 
media is of a great value to current marketers who expect to spend 
more than 20 per cent of their digital advertising budget on social 
media (eMarketer, 2015). Communities in social media take the form 
of pages run by brands, whereby they can communicate directly with 
their page followers. Furthermore, the followers can engage in 
different ways in and with these communities, which can be expressed 
by commenting, sharing, liking, re-tweeting, and reacting to specific 
contents. As Barger, Peltier, and Schulktz (2016) have stated, the 
reason for the presence of brands in social media is to strengthen their 
relations with customers through customer engagement. It will also 
increase their exposure to more users through the inherent network 
structure. 

Unfortunately, the role and effectiveness of communication 
between marketers and customers in social media are rather unclear 
and various effects have been suggested across different areas in 
previous studies (Jorgensen, 2017). Technology growth across social 
media has enabled the customers to become co-authors of brand 
stories on the Internet, leading to brands losing control of information 
dissemination. Thus, they are hardly able to shape and facilitate online 
discussions about their brands. Previous studies by Hussein and 
Hassan (2017), Lee and Park (2013), Farook and Abeysekera (2016), 
Barger et al. (2016), and Corte, Iavazzi, and D’Andrea (2015) have 
suggested that social media factors such as ease of use, interactivity, 
influence, attention, and involvement can be used to analyze 
customer engagement. Therefore, the aim of this study is to determine 
the influence of social media factors (i.e. ease of use, interactivity, 
influence, attention, and involvement) on customer engagement 
among social media users. 

 
2.0 Literature Review 

This section discusses the main variables involved in the study, 
which is divided into several topics: customer engagement, social 
media, and factors influencing customer engagement (i.e. ease of 
use, interactivity, influence, attention, and involvement).   

Customer engagement is considered to be the attitude, 
behaviour, and the level of connection among customers and between 
customers and employees of an organization or business. According 
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to Hollebeek and Chen (2014), customer engagement refers to 
customer’s motivation-driven volitional investment of focal operant 
resources such as cognitive, emotional, behavioural, and social 
knowledge and skills, as well as operant resources such as 
equipment, into brand interactions in service systems. Furthermore, 
Hollebeek and Chen (2014) have also found that customer 
engagement may have a negative impact on brands as customers 
tend to share negative eWOM (Electronic Word of Mouth) about them. 
As a result, the organization or business may suffer from negative 
advertising and potential customers can be pulled away. Therefore, it 
is crucial for these companies to manage their customer engagement 
properly. Besides, customer engagement is also defined as a 
behaviour through which the customers make voluntary resource 
contributions focused on a brand or firm that goes beyond 
transactions (Jaakkola & Alexander, 2014). Per this basis, customer 
engagement is a highly relevant aspect of business that must be given 
serious attention by the organizations. 

Social media are rapidly emerging as the next big frontier for 
customer engagement and interactions. Millions of customer 
interactions take place every day on social media sites such as 
Facebook, Twitter, Instagram, YouTube, and others, as well as in a 
vast number of customer support forums and online communities. In 
recent years, the revolution of social media tools has impacted social 
connection and interactions, whether they occur between individuals, 
firms, universities, or governments. According to Phua (2017), social 
media have increased their presence in routine and daily lives, 
offering companies different opportunities to improve their 
businesses. In the business world, social media have also become 
more important. For example, they allow customers to comment, 
review, create, and share online content, while also providing them a 
direct access to businesses, brands, and marketers. In addition, social 
media are the fastest-growing area of interest among marketing 
academics; however, the focus is mainly on the uses, tools, and 
tactics rather than understanding where they can fit into an integrated 
marketing communication mix (Schultz & Peltier, 2013). 

Customer engagement is manifested by the continuous usage 
of social media; it is expected to occur when customers have a 
positive attitude towards the element. The interactive nature of social 
media has thus made it possible for organizations to better serve the 
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customers and meet their needs (Sashi, 2012). It is expected that the 
features of social media sites play an important role and provide 
smooth interactions and joyful experience, help the customers 
become connected to their friends, and ultimately, deliver satisfaction.  
According to Ashley and Tuten (2015), content, frequent updates, and 
incentives for participation, as well as creative strategies are the keys 
for customer engagement. The statement is also supported by 
previous studies, which have found that the content in social media is 
a more significant driver of customer engagement than building 
relationships. When satisfied with their social media interactions, the 
customers are more likely to revisit and continue using such social 
media platforms (Hallock, Roggeveen, & Crittenden, 2016). 

The basic theoretical model used in this study to explain 
customer engagement is the Technology Acceptance Model (TAM) by 
Davis, Bagozzi, and Warshaw (1989), which is an extension of the 
Theory of Reasoned Action (TRA) proposed by Fishbein and Ajzen 
(1975). TRA explains the reasons why individuals engage in 
consciously intended behaviours. On the other hand, TAM is intended 
to explain the behavioural intention of the users and the actual use of 
technology based on the two major factors of perceived usability and 
perceived ease of use. Accordingly, TAM has received much attention 
from researchers for its application in investigating various 
phenomena occurring around the use of technology. In the present 
study, numerous past works are reviewed and the significant factors 
are thus considered in developing the extended TAM specifically to 
explain customer engagement in social media usage.  

The first factor of ease of use has been found to be an 
important determinant in the acceptance of technologies, including the 
Internet. The complexity of a system or technology has a negative 
effect on the adoption of this technology. According to Rauniar, 
Rawski, Yang, and Johnson (2014), in order to be able to support the 
wide demographics of social media users, their site design has to be 
user-centric. These sites need to provide a clear and simplistic 
overview of the services, offer complete navigation, and allow smooth 
interactive methods. Besides, other researchers (Zhao, Liu, Tang, & 
Zhu, 2013) have demonstrated that the design of social media relies 
largely on user usability, whereby its main aim is to have a smooth 
interaction. The ease of use for websites facilitates rapid updating, 
analyzing, and sharing of continuously increasing information, thereby 
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allowing the establishment of spontaneous relationships, supporting 
collaborative learning practices, and facilitating the delivery of 
education and news. Therefore, this enhances the usefulness of the 
sites and further affects user attitudes towards these sites (Zhao, et 
al., 2013). 

Furthermore, Pinho (2013) has stated that the perception of 
usefulness and ease of use for social media have led to a greater 
intention for participating in social networking activities. Perceived 
ease of use is an important factor in the acceptance of technologies, 
including the Internet. Conversely, the complexity of a system or 
technology has a negative impact on technology adoption. 
Accordingly, TAM defines ease of use as the belief that the use of 
technology is free of physical and mental problems. Perceived ease 
of use has been found to pose a significant effect on the attitude 
towards social media (Hussein & Hassan, 2017). 

Meanwhile, interactivity is the second factor that influences 
customer engagement, which has three common perspectives. In 
particular, it can be viewed as either a perception-related variable, a 
process-related variable, or a medium characteristic (Ariel & Avidar, 
2015). From this point of view, interactivity is part of the 
communication process. Besides, Kim and Yang (2017) have 
underlined Facebook and Instagram as the platforms in which all 
organizations have the same opportunities in terms of technological 
aspects in order to influence interactivity. However, perceived 
interactivity does not depend on technology; rather, it relies on the 
degree to which brands decide to take action and use the tools 
available in order to engage in two-way communication (Lee & Park, 
2013). This is a factor that has an influence on customer engagement 
on Facebook, thereby proving its relevance. Previous researchers 
have also agreed that when the customers are satisfied with their 
social media interactions, they are more likely to revisit and continue 
using such social media platforms. Moreover, they are more likely to 
be active in social media, engaging in acts such as commenting, 
blogging, and becoming the brand ambassadors (Hallock et al., 2016). 

The third factor of influence refers to the likelihood of a person 
to be an advocate on the behalf of a brand (Cuilierier, 2016). The 
metrics used to measure influence include brand awareness, loyalty, 
affinity, repurchase, net promoter, satisfaction ratings, forwarded 
content, and others. Meanwhile, the data sources for measuring 
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influence include market research, brand monitoring, customer 
service call centres, and surveys. Influence earned by certain people 
makes it easy for the brand to be promoted as customers will promote 
the product and services directly or indirectly towards their circle of 
friends and families. Past research results have supported that social 
media influence exerts a significant effect on customer engagement 
(Farook & Abeysekera, 2016). They have also emphasized that when 
the influence of social media is higher, customer engagement 
becomes higher as well. 

The fourth factor, attention, refers to the level of focus that a 
customer has on the brand, whether consciously or subconsciously. 
Persistent attention to a brand will probably lead to a higher level of 
commitment. It also refers to the degree of attention, focus, and 
relationship between consumer and brand. When customers have 
received some attention via social media, they become more engaged 
(Barger et al., 2016). This notion is supported by previous studies: 
paying attention to an online social platform will have a positive effect 
on customer engagement across such platform (Cheung, 2011). 

The fifth factor, involvement, is defined as the presence of a 
person in various brands.  The metrics used to measure such 
involvement include website visitors, time spent per page, physical 
store visits, and impression from mass media advertising. Meanwhile, 
the data resources for involvement include web analytics and store 
traffic reports (Cuilierier, 2016).  Involvement is essential as social 
media support user engagement and bridge the gap between the 
media and public. This makes social media an interesting area for 
further research due to its high level of customer involvement, which 
can potentially influence the manner in which customers respond and 
engage with brands on the platform (Jørgensen, 2017). Based on 
previous studies (Corte et al., 2015), involvement has been found to 
yield a significant relationship with customer engagement as the 
customers are very active in social media and participate in improving 
products and services. 

 
3.0 Methodology  

This section discusses the main variables involved in the study, 
which is divided into several topics: customer engagement, social 
media, and factors influencing customer engagement (i.e. ease of 
use, interactivity, influence, attention, and involvement).   
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Customer engagement is considered to be the attitude, 
behaviour, and the level of connection among customers and between 
customers and employees of an organization or business. According 
to Hollebeek and Chen (2014), customer engagement refers to 
customer’s motivation-driven volitional investment of focal operant 
resources such as cognitive, emotional, behavioural, and social 
knowledge and skills, as well as operant resources such as 
equipment, into brand interactions in service systems. Furthermore, 
Hollebeek and Chen (2014) have also found that customer 
engagement may have a negative impact on brands as customers 
tend to share negative eWOM (Electronic Word of Mouth) about them. 
As a result, the organization or business may suffer from negative 
advertising and potential customers can be pulled away. Therefore, it 
is crucial for these companies to manage their customer engagement 
properly. Besides, customer engagement is also defined as a 
behaviour through which the customers make voluntary resource 
contributions focused on a brand or firm that goes beyond 
transactions (Jaakkola & Alexander, 2014). Per this basis, customer 
engagement is a highly relevant aspect of business that must be given 
serious attention by the organizations. 

Social media are rapidly emerging as the next big frontier for 
customer engagement and interactions. Millions of customer 
interactions take place every day on social media sites such as 
Facebook, Twitter, Instagram, YouTube, and others, as well as in a 
vast number of customer support forums and online communities. In 
recent years, the revolution of social media tools has impacted social 
connection and interactions, whether they occur between individuals, 
firms, universities, or governments. According to Phua (2017), social 
media have increased their presence in routine and daily lives, 
offering companies different opportunities to improve their 
businesses. In the business world, social media have also become 
more important. For example, they allow customers to comment, 
review, create, and share online content, while also providing them a 
direct access to businesses, brands, and marketers. In addition, social 
media are the fastest-growing area of interest among marketing 
academics; however, the focus is mainly on the uses, tools, and 
tactics rather than understanding where they can fit into an integrated 
marketing communication mix (Schultz & Peltier, 2013). 
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Customer engagement is manifested by the continuous usage 
of social media; it is expected to occur when customers have a 
positive attitude towards the element. The interactive nature of social 
media has thus made it possible for organizations to better serve the 
customers and meet their needs (Sashi, 2012). It is expected that the 
features of social media sites play an important role and provide 
smooth interactions and joyful experience, help the customers 
become connected to their friends, and ultimately, deliver satisfaction.  
According to Ashley and Tuten (2015), content, frequent updates, and 
incentives for participation, as well as creative strategies are the keys 
for customer engagement. The statement is also supported by 
previous studies, which have found that the content in social media is 
a more significant driver of customer engagement than building 
relationships. When satisfied with their social media interactions, the 
customers are more likely to revisit and continue using such social 
media platforms (Hallock, Roggeveen, & Crittenden, 2016). 

The basic theoretical model used in this study to explain 
customer engagement is the Technology Acceptance Model (TAM) by 
Davis, Bagozzi, and Warshaw (1989), which is an extension of the 
Theory of Reasoned Action (TRA) proposed by Fishbein and Ajzen 
(1975). TRA explains the reasons why individuals engage in 
consciously intended behaviours. On the other hand, TAM is intended 
to explain the behavioural intention of the users and the actual use of 
technology based on the two major factors of perceived usability and 
perceived ease of use. Accordingly, TAM has received much attention 
from researchers for its application in investigating various 
phenomena occurring around the use of technology. In the present 
study, numerous past works are reviewed and the significant factors 
are thus considered in developing the extended TAM specifically to 
explain customer engagement in social media usage.  

The first factor of ease of use has been found to be an 
important determinant in the acceptance of technologies, including the 
Internet. The complexity of a system or technology has a negative 
effect on the adoption of this technology. According to Rauniar, 
Rawski, Yang, and Johnson (2014), in order to be able to support the 
wide demographics of social media users, their site design has to be 
user-centric. These sites need to provide a clear and simplistic 
overview of the services, offer complete navigation, and allow smooth 
interactive methods. Besides, other researchers (Zhao, Liu, Tang, & 
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Zhu, 2013) have demonstrated that the design of social media relies 
largely on user usability, whereby its main aim is to have a smooth 
interaction. The ease of use for websites facilitates rapid updating, 
analyzing, and sharing of continuously increasing information, thereby 
allowing the establishment of spontaneous relationships, supporting 
collaborative learning practices, and facilitating the delivery of 
education and news. Therefore, this enhances the usefulness of the 
sites and further affects user attitudes towards these sites (Zhao, et 
al., 2013). 

Furthermore, Pinho (2013) has stated that the perception of 
usefulness and ease of use for social media have led to a greater 
intention for participating in social networking activities. Perceived 
ease of use is an important factor in the acceptance of technologies, 
including the Internet. Conversely, the complexity of a system or 
technology has a negative impact on technology adoption. 
Accordingly, TAM defines ease of use as the belief that the use of 
technology is free of physical and mental problems. Perceived ease 
of use has been found to pose a significant effect on the attitude 
towards social media (Hussein & Hassan, 2017). 

Meanwhile, interactivity is the second factor that influences 
customer engagement, which has three common perspectives. In 
particular, it can be viewed as either a perception-related variable, a 
process-related variable, or a medium characteristic (Ariel & Avidar, 
2015). From this point of view, interactivity is part of the 
communication process. Besides, Kim and Yang (2017) have 
underlined Facebook and Instagram as the platforms in which all 
organizations have the same opportunities in terms of technological 
aspects in order to influence interactivity. However, perceived 
interactivity does not depend on technology; rather, it relies on the 
degree to which brands decide to take action and use the tools 
available in order to engage in two-way communication (Lee & Park, 
2013). This is a factor that has an influence on customer engagement 
on Facebook, thereby proving its relevance. Previous researchers 
have also agreed that when the customers are satisfied with their 
social media interactions, they are more likely to revisit and continue 
using such social media platforms. Moreover, they are more likely to 
be active in social media, engaging in acts such as commenting, 
blogging, and becoming the brand ambassadors (Hallock et al., 2016). 
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The third factor of influence refers to the likelihood of a person 
to be an advocate on the behalf of a brand (Cuilierier, 2016). The 
metrics used to measure influence include brand awareness, loyalty, 
affinity, repurchase, net promoter, satisfaction ratings, forwarded 
content, and others. Meanwhile, the data sources for measuring 
influence include market research, brand monitoring, customer 
service call centers, and surveys. Influence earned by certain people 
makes it easy for the brand to be promoted as customers will promote 
the product and services directly or indirectly towards their circle of 
friends and families. Past research results have supported that social 
media influence exerts a significant effect on customer engagement 
(Farook & Abeysekera, 2016). They have also emphasized that when 
the influence of social media is higher, customer engagement 
becomes higher as well. 

The fourth factor, attention, refers to the level of focus that a 
customer has on the brand, whether consciously or subconsciously. 
Persistent attention to a brand will probably lead to a higher level of 
commitment. It also refers to the degree of attention, focus, and 
relationship between consumer and brand. When customers have 
received some attention via social media, they become more engaged 
(Barger et al., 2016). This notion is supported by previous studies: 
paying attention to an online social platform will have a positive effect 
on customer engagement across such platform (Cheung, 2011). 

The fifth factor, involvement, is defined as the presence of a 
person in various brands.  The metrics used to measure such 
involvement include website visitors, time spent per page, physical 
store visits, and impression from mass media advertising. Meanwhile, 
the data resources for involvement include web analytics and store 
traffic reports (Cuilierier, 2016).  Involvement is essential as social 
media support user engagement and bridge the gap between the 
media and public. This makes social media an interesting area for 
further research due to its high level of customer involvement, which 
can potentially influence the manner in which customers respond and 
engage with brands on the platform (Jørgensen, 2017). Based on 
previous studies (Corte et al., 2015), involvement has been found to 
yield a significant relationship with customer engagement as the 
customers are very active in social media and participate in improving 
products and services. 
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3.1 Methodology 

This section discusses three topics regarding the methodology, 
namely the research design, research instrument, and data analysis. 

The current study utilized the correlational research design as 
it intended to examine the relationship between social media factors 
and customer engagement. The population of the study involved 
social media users in Malaysia. Accordingly, a total of 110 
respondents were selected for the study based on the suggested 
number of samples from Krejcie and Morgan’s (1970) table. The 
samples for this study were selected using convenience sampling, 
whereby the number of respondents selected was conveniently 
chosen. All 110 sets of questionnaire distributed were returned, giving 
a response rate of 100%. All of the responses were used in the 
subsequent analysis.  

This study used a questionnaire as the data collection 
instrument, which was distributed to the selected social media users. 
It helped the researchers to get the information, responses, opinions, 
and feedbacks required regarding this research. According to 
Hammersley (2007), the quality of research depends, to a large 
extent, on the quality of the research instrument. Therefore, the 
questionnaire was prepared for the respondents to answer in which it 
consisted of a set of questions on the topic or group of topics 
determined earlier. The questionnaire was divided into three sections: 
first, Section A contained questions on the demographic information 
of the respondents. They were divided into gender, age, highest 
education level, and working experience, whereby a nominal scale 
was used to measure this section. Then, Section B focused on social 
media usage, while Section C emphasized on customer engagement. 
To facilitate the respondent response, all questions used the 5-point 
Likert scale as suggested by Salkind (2014). This questionnaire was 
adapted from Chia (2014) and Yongduk (2014).  

Data for the study were analyzed using the Statistical Package 
for Social Sciences (SPSS) version 20. The descriptive, correlational, 
and regression analyses were used to analyze the data and answer 
the research questions pertaining to the relationship between social 
media factors and customer engagement among social media users. 
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4.0 Findings 

A total of 110 respondents participated in this study and 
descriptive analysis was performed to understand their respective 
characteristics. Looking at gender distribution, 20 of them (18.2%) 
were male respondents, while 90 of them (81.8%) were female. The 
majority of the respondents (i.e. 76 individuals or 69.1%) were aged 
between 21-30 years, followed by those aged 41-50 years (i.e. 18 
individuals or 16.4%), 31-40 years (i.e. 13 individuals or 11.8%), and 
older than 50 years (3 individuals or 2.7%). Most of the respondents 
had a bachelor degree (i.e. 58 individuals or 52.7%), while 23 
individuals (20.9%) had diploma qualification. Following this, 14 
individuals (12.7%) had Sijil Pelajaran Malaysia (SPM) qualification, 
10 individuals (9.1%) had Master’s degree qualification, and five 
individuals (4.5%) had Sijil Tinggi Pelajaran Malaysia (STPM) 
academic qualifications. The distributions of age and academic 
qualification truly reflected the characteristics of customers.  

A majority of the respondents had working experience of 1-5 
years (i.e. 38 individuals or 34.5%). This was followed by those with 
working experience less than one year (i.e. 26 individuals or 23.6%), 
more than 10 years (i.e. 27 individuals or 24.5%), and between 6-10 
years (i.e. 12 individuals or 10.9%). The remaining seven respondents 
(6.4%) were unemployed. 

 
Table 14 : Respondents Profile 

Variable Description Frequency Percentage 
Gender Male 

Female 
20 
90 

18.2 
81.8 

Age 21-30 years old 
31-40 years old 
41-50 years old 
>50 years old 

76 
13 
18 
3 

69.1 
11.8 
16.4 
2.7 

Education Level SPM 
STPM 
Diploma 
Degree 
Master 

14 
5 
23 
58 
10 

12.7 
4.5 
20.9 
52.7 
9.1 

Working Experience Employment 
<1 year 
1-5 years 
6-10 years 
>10 years 

7 
26 
38 
12 
27 

6.4 
23.6 
34.5 
10.9 
24.5 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS Vol. 23, 2019 
 

 

 

60 

Principal component factor (PCA) analysis with varimax 
rotation was performed to identify the dimensionality of social media 
items. Originally, 25 items were included on the social media 
measure. However, after the factor analysis was conducted, the items 
were reduced to 15 items, with four items measuring attention, five 
items measuring ease of use, four items measuring involvement, and 
two items measuring influence. Accordingly, 10 items that were mostly 
related to interactivity were removed due to high cross-loadings. The 
results of factor analysis indicated that the Kaiser-Meyer-Olkin (KMO) 
of .816 was significant and showed the adequacy of the correlation 
matrix of items measuring the intended variables. Furthermore, 
Measure of Sampling Adequacy (MSA) values ranging from .649 to 
.906 denoted the adequacy of sampling for each item and the total 
variance of 60.56% showed the goodness of measure towards 
assessing the social media constructs. 

The first component extracted contained four items measuring 
attention, whereby the factor loadings were in the range from .778 to 
.855. These items reflected the assessment for the attention of 
respondents. Next, the second component contained five items 
measuring the ease of use, whereby the factor loadings ranged 
between .551 and .806. Then, the third component consisted of four 
items measuring involvement, with factor loadings ranging from .670 
to .838. These loadings were higher than the threshold value of .5. 
Finally, the fourth component consisted of two items measuring 
influence, with the factor loadings ranging from .818 to .853. Table 2 
highlights the results of factor analysis on the social media items. 

 
Table 15 : Results of Factor Analysis of Social Media Items 

 Component 
1 2 3 4 

ATT3 .855    
ATT4 .808    
ATT2 .778    
ATT5 .778    
EOU2  .806   
EOU1  .777   
EOU4  .766   
EOU5  .731   
EOU3  .551   
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INV5   .838  
INV4   .800  
INV1   .718  
INV3   .670  
INF4    .853 
INF5    .818 
MSA    .649-.906 
KMO    .816 
Bartlett’s Test of Sphericity Approx. Chi-Square 831.278 
   Df 105 
   Sig. .000 
 

Furthermore, PCA with varimax rotation was further performed 
for items measuring customer engagement. In reference to Table 3, 
the analysis results confirm the unidimensionality of the construct. 
Five items held together to produce one component as originally 
conceptualized, with factor loadings in the range between .611 and 
.857. Moreover, the KMO value of .816 indicated the suitability of the 
correlation matrix of items, whereas the MSA values ranging from .791 
to .838 showed the adequacy of sampling for each item. Additionally, 
the variance explained in the model was 60.564% and indicated the 
goodness of the instrument to measure customer engagement. The 
factor was thus named as customer engagement as originally 
proposed. Table 3 highlights the results of factor analysis on the 
customer engagement items. 

 
Table 16 : Results of Factor Analysis of Customer Engagement Items 

  Component 
 1 

CE1  .780 
CE2  .807 
CE3  .611 
CE4  .857 
CE5  .813 
% variance explained  60.564 
MSA  .791-.838 
KMO  .816 
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 Approx. Chi-Square 209.019 
Bartlett’s Test of Sphericity Df 10 
 Sig. .000 
 

The results of correlation analysis as shown in Table 4 reveal 
that all attributes are significantly correlated with customer 
engagement. Attention clearly correlated significantly with customer 
engagement, indicating a criterion validity with (r = .512, p<.000). 
Similar trends were also found for the variables of ease of use (r = 
.277, p<.000), involvement (r = .604, p<.000), and influence (r = .450, 
p<.000). These findings suggest that the attributes play potential roles 
towards influencing customer engagement. 

 
Table 17 : Results of Correlation Analysis 

No Variables Mean SD 1 2 3 4 5 
1 Attention 3.15 .87 (.892)     

2 Ease of Use 4.22 .59 .336** (.781)    
3 Involvement 3.00 .85 .586** .213* (.833)   
4 Influence 3.89 .76 .408** .188* .334** (.837)  
5 Customer Engagement 3.38 .73 .512** .277** .604** .450** (.825) 

 
Moreover, multiple linear regression analysis was performed to 

examine the influence of the attributes in contributing towards 
customer engagement. The beta value indicated a direct influence of 
the independent variables on the dependent variable. Looking at the 
influence of social media on customer engagement, the R2 of .478 
indicated that 47.8% of the variance in the regression model was 
explained by the independent variables; the model is thus significant 
(F change 23.773, p<.01). Meanwhile, the Durbin Watson value of 
1.889 denoted the absence of autocorrelation in the regression model. 
In examining the influence of individual independent variables on the 
dependent variable, it was found that ease of use (β = .153, p<.05), 
involvement (β = .456, p<.01), and influence (β = .243, p<.01) each 
posed a significant influence on customer engagement. Table 5 
summarises the results of the multiple linear regression analysis. 
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Table 18 : Multiple Linear Regression Analysis 

 M1- Beta vale (β) Sig. 
Attention .074 .436 
Ease of Use .153 .047 
Involvement .456 .000 
Influence .243 .002 
R .691  
R2 .478  
Adjusted R2 .458  
F Change 23.773  
Sig. F Change .000  
Durbin Watson 1.889  
 

The findings of this study are consistent with previous works 
that have found ease of use, involvement, and influence to 
significantly affect customer engagement (Zhao et al., 2013; Hussein 
& Hassan, 2017; Farouk & Abeysekera, 2016; Corte et al., 2015). 
These findings imply that customers are engaged if they find that the 
social media platforms provided by the businesses are easy to use, 
ensure their involvement in sharing their ideas on products and 
services, and provide messages that can influence their attitude in 
using the social media. 

This research, however, failed to prove that attention has an 
influence on customer engagement. This indicates that attention to 
the message or content of social media does not necessarily make 
customer engaged. This is true: people normally spend minimal time 
to browse through the information posted on social media, which is 
sufficient to engage the customers even if the content is sufficiently 
appealing to them. This finding actually opens up more opportunities 
for future researchers to focus on the impact of social media content 
and the time spent by customers on social media postings towards 
customer engagement. 

 
5.0 Conclusion and Recommendations 

To engage with potential customers using social media, the 
factors of ease of use, involvement, and influence are important and 
should be emphasized by businesses in promoting and imparting 
knowledge regarding their products and services. The businesses 
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should see things (e.g. messages posted on social media) from 
various perspectives, interpret the events from different angles, and 
predict any outcomes from varying viewpoints in order to 
accommodate dissimilar types of social media users. These abilities 
require business owners to have convergent and divergent thinking 
approaches, which can be materialized (although it takes some time 
to present) through structured and unstructured social media 
development programmes. 

Furthermore, the factors of ease of use, involvement, and 
influence have to be considered when constructing a new model or 
modifying the existing social media model. Second, social media 
factors that affect customer engagement should also be seen from the 
company’s perspective. In a company or organization, a similar 
concept to such component is customer service orientation, which 
helps them to engage with their customers. Therefore, future 
researchers are urged to develop a novel social media model and 
investigate the suitable factors that can aid company interaction with 
customers. Factors such as ease of use, involvement, and influence 
are highlighted in order to ensure that customers all over the world 
can reap great benefits from such usage. Third, the present study 
involved users from many areas, thereby rendering the findings as 
non-specific in their application to a certain industry. Thus, a future 
effort is suggested to replicate the study and involve customers from 
specific industries in order to allow a measurement of the effects of 
social media on customer engagement in that particular industry. 

As a conclusion, social media is acknowledged as the most 
preferred platform by many users nowadays for socializing and 
sharing their activities with others. Year by year, the use of social 
media among public has significantly increased, whereby this process 
begins with the establishment of connection among users through the 
social network. This aspect of social media may create customer 
engagement among the people and company, subsequently affecting 
their relationship. The present study attempted to examine the 
influence of social media factors such as ease of use, interactivity, 
influence, attention, and involvement on customer engagement. The 
findings indicated the significant influence of most social media 
factors, except attention, on customer engagement. Based on these 
findings, a significant and positive relationship is found between these 
two types of variables but further research is still required. A better 
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understanding of the importance of social media factors on customer 
engagement can help businesses to identify more unique features and 
create better tools in order to improve customers’ feelings of the 
brand. 
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