The role of customer brand engagement in the use of Instagram as a ‘shop

window’ for fashion-industry social commerce
Structured Abstract

Purpose: To analyze how fashion consumers behave when they make purchases using
social media platforms—specifically, Instagram. In particular, the work examines the
role played by consumer—brand involvement and self-brand connection as predictors of

customer brand engagement (CBE).

Design/methodology/approach: Social commerce-adoption is modeled, using three
variables: customer engagement, self-brand connection, and fashion-consumer brand-
involvement. Using a personal online survey, data on social media users classified as
Millennials and Generation Z were collected. The model is analyzed using structural

equation modeling (SEM).

Findings: Consumer involvement in fashion has a positive effect on cognitive
processing and activation, but not on affection. Self-brand connection has a positive
effect on all three dimensions analyzed. Finally, gender is found to exert a moderating

effect on the relationship between the ‘CBE activation’ dimension and brand loyalty.

Originality: The present study contributes to addressing the scarcity of studies dealing
with CBE and social commerce in the fashion sector and, in particular, fashion-

consumer behavior on social media (specifically, Instagram).
Research limitations/implications

The research was conducted during the lockdown imposed during the COVID-19
pandemic, which may have influenced the responses. Other limitations and potential

lines of research for the future are presented at the end of the paper.
Practical implications

Some of the results of this study can directly inform the social media strategies of
fashion companies that use Instagram as a channel of communication with their
customers. They can also contribute to incentivizing co-created content and increasing

consumption among both men and women.



1. Introduction

Both society and consumption have experienced a gradual shift toward more digital habits
and behaviors. Internet-based information and communication technologies (ICTs; see
list of abbreviations in TABLE A1 of the Appendix 2) enable online platforms to facilitate
interaction and communication between consumers and businesses, creating brand
communities (Brodie et al., 2013). But the way in which individuals consume,
communicate, express themselves, share with, and relate to others is changing due to
opportunities offered by the digital world.

While, prior to the pandemic, the data were already pointing to a change in consumer
habits, toward greater online purchasing and the development of social commerce, the
COVID-19 crisis has only accentuated this behavioral change. The fashion sector has
been gravely affected by the pandemic, witnessing a slump in sales and income.
According to Gonzalo et al. (2020), the purchase intention of fashion consumers in April
2020 fell by between 70% and 80% in offline purchases and by between 30% and 40%
in online purchases in Europe and North America, compared to 2019—even in countries
that were not under complete lockdown. Although, judging by these data, electronic
commerce (e-commerce) is not entirely offsetting the drop in sales in physical stores, it
has proven to be a lifesaver for fashion brands (Gonzalo et al., 2020).

At the same time, the imposition of social distancing has highlighted the importance of
digital channels more than ever, as well as the urgency with which firms need to scale
and strengthen their digital capabilities in order to recover from the crisis. This is because
consumers will continue to demand more from this online space and brands must
therefore act quickly to meet consumer demand (Amed et al., 2020; Balis, 2020; Mason
et al. (2021).

At the height of the e-commerce boom, the recent arrival of ‘social commerce’ is a
primary example of the digital transformation of society. However, in the case of Spain—
the focus of the present study—there are fears over digital privacy (how firms store and
use consumers’ personal data), the security of payment methods, and the veracity of
online information, which have held back the progress of social commerce in terms of
becoming fully established among the country’s consumer habits. In the European Union
as a whole, more than 70% of Internet users made online purchases in 2019, a percentage

that continues to rise, especially in the 16-24 and 25-54 age brackets—currently at 78%
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and 76% of Internet users, respectively (Eurostat, 2020). The subsectors that account for
the most online purchases are clothing and sports goods (65% of e-buyers), followed by
travel and holiday accommaodation (54%).

Lin et al. (2017) define social commerce as “a phenomenon rooted in social media
practice and Web 2.0 technologies, which have become popular consumer tools to
socialize and share commercial-related information” and as “any commercial activities
facilitated by or conducted through the broad social media and Web 2.0 tools in
consumers’ online shopping process or business’ interactions with their customers” (p.
191). However, social commerce should not be understood solely as a way to gain
recommendations, achieve a good digital reputation, or obtain the maximum possible
number of positive reviews, but also as a means to generate value through content. Social
commerce has provided new channels that improve communication between firms and

customers, bringing an innovative approach to business practices.

Social networking platforms (SNPs) have thus made a marked impression on marketing
activities and are now among the main tools used by firms to reach, share with, and
interact with customers (Chappuis et al., 2011; Hudson et al., 2016). The fashion sector,
for instance, among other sectors, has invested in creating a presence on SNPs over the
years, in a bid to take advantage of the evident potential of the two-way exchange offered
by online interactions between brand and customer (Kim and Ko, 2012; Helal et al.,
2018).

Meanwhile, customer engagement has attracted the attention of researchers and
academics in the marketing field (Algharabat et al., 2020). Specifically, customer brand
engagement (CBE), an aspect of customer engagement, has featured heavily in the
marketing literature in recent years (e.g., Hollebeek et al. 2014). In the context of SNPs,
Hollebeek et al. (2014) developed a CBE measurement scale but noted that it is yet to be
validated in different cultural contexts. Furthermore, recent studies, such as that of
Halaszovich and Nel (2017), call for further research into CBE on SNPs.

Against this challenging backdrop, our work takes on special relevance by advancing
toward a better understanding of consumer behavior in light of social commerce and

purchases made via social networks.

The work of Read et al. (2019) further underlines the value that the present study may



contribute. On the one hand, these authors identify an increase among brands in the use
of social networks, but note that this entails the need for firms to make better progress in
their customer engagement. On the other hand, the authors justify their focus on Twitter,
since most other studies to date have focused on Facebook, but insist that future lines of

research should focus on Instagram.

Studies that analyze CBE and social commerce in the fashion sector are particularly
scarce. To address this lacuna in the academic literature, the present work seeks to study
the online behavior of fashion consumers who make their purchases via SNPs—in
particular, on Instagram, this being a highly popular network among influencers. We
develop a model of social commerce-adoption with three variables: customer
engagement, self—brand connection, and fashion-consumer brand-involvement. The
results and conclusions of our analysis point to valuable management recommendations,

while the limitations of the study indicate potential research directions for the future.
2. Literature review
2.1. Customer engagement and value co-creation

In recent years, the customer engagement concept has generated several studies and
reflections among the academic, professional, and marketing consultancy fields
(Haumann et al., 2015; Precourt, 2016). Of the different conceptualizations found in the
academic literature, the present study focuses on the concept of customer brand
engagement (abbreviated here as CBE) developed by Hollebeek et al. (2014). These
authors conceptualize CBE as “a consumer’s positively valenced brand-related cognitive,
emotional and behavioral activity during or related to focal consumer/brand interactions.”
(p. 154). According to these authors, the concept of ‘brand interactions’ refers to
customers’ direct interactions with the brand that are based on physical contact, rather
than indirect interactions that may occur, for example, through observing a brand as a
result of mass communications (Brakus et al., 2009). Hollebeek et al. (2014) propose

three dimensions of CBE:

1. “Cognitive processing” refers to an individual’s level of knowledge of a consumer
brand: “a consumer’s level of brand-related thought processing and elaboration in

a particular consumer/brand interaction.”



2. “Affection” refers to a consumer’s degree of positive brand-related affect in a

particular consumer/brand interaction.

3. “Activation” refers to the level of effort, intensity, and time devoted by the

consumer to a brand in a particular consumer/brand interaction.

The use of SNPs, on the other hand, has witnessed something of a change as firms
endeavor to implement strategies that foster interaction between brands and their
consumers (Hollebeek et al., 2017). This dynamic has brought with it a new concept that
mirrors CBE: social brand engagement (SBE) (Osei-Frimpong and McLean, 2017)—that
IS, CBE in the context of social media (Hollebeek et al., 2014).

SBE is also an important feature of the present study. Online engagement usually occurs
when the consumer shares their experience of a brand with the firm and with other
potential consumers. The notion of value co-creation recognizes that consumers exert
influence and power in the brand-development process (Atwal and Williams, 2009), and
this concept shifted the focus of marketing (Millspaugh and Kent, 2016). It is now
understood that brand value is jointly created via an interaction that acts as a dialogue
between the firm and the brand’s consumers (Tynan et al., 2010; Gronroos, 2011;
Gronroos and Voima, 2011). Within the marketing academic research sphere, co-creation
is understood to be a function of relationship marketing, which is used to facilitate and
encourage active consumer participation in the creation of brand value (Payne et al.,
2008). This emphasis on the consumer has changed scholars’ understanding of exchange,
from tangible to intangible goods, and the use of service-dominant logic (SDL) within

marketing activities (\Vargo and Lusch, 2004).

SDL favors consumer participation at each stage of product development (Ind and Coates,
2013) or in the value-creation process (Gronroos, 2011; Gronroos and Voima, 2011).
However, in the fashion sector, this broad application of marketing recommendations
brings with it a series of challenges for firms, according to Millspaugh and Kent (2016).
These authors contend that a fashion brand—and more specifically, a designer brand—is
often defined by the underlying aesthetics of each collection, which change from season
to season. It is the designer’s unique vision, then, that acts as the brand’s point of
differentiation within the fashion sector. However, this approach differs significantly
from the SDL paradigm, holding that fashion brands must (i) actively listen to their

consumers and make creations that reflect consumer demand; (ii) allow consumers to
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choose and share SNP content; (iii) consider consumer participation to be important; and
(iv) reward consumers (Domingo, 2013). Participation in this context refers to the brand
involvement that customers develop in suitable environments, forming communities and

openly participating in them.

2.2. Social networks, influencers, and CBE

Until relatively recently, firms typically took advantage of the fame and social status of
celebrities to promote their brands. Now, however, advances in SNPs have led to a much

greater profile among influencers (Xu and Pratt, 2018, cited in Chetioui et al., 2020).

An influencer is a new kind of social actor that enjoys a high level of popularity, a high
number of online followers, and extensive reach, thanks to the publicity they are able to
give to any given topic and their capacity to influence the decision-making of potential
consumers in relation to a product or service (Park and Kim, 2016; De Mesa and Garcia,
2017; Ge and Gretzel, 2018; Chetioui et al., 2020). Influencers constitute the perfect point

of contact between a firm, its product or service, and its target audience.

Generally, influencers share their everyday activities, skills, and opinions with their
online followers, along with their recommendations based on their knowledge or previous
experience (Freberg et al., 2011). The significant growth in the number of followers
enjoyed by influencers has led to the emergence of ‘influencer marketing’—a fast-
growing marketing approach that has been adopted in many industries (Chetioui et al.,
2020). According to these latter authors, fashion is one of the industries in which

influencer marketing has been widely adopted in recent years.

The progressive growth in demand in the fashion sector is reflected not only in the greater
volume of shoppers but also their greater interest in all things fashion-related, with
purchasing behaviors being highly influenced by fashion trends (Lang and Armstrong,
2018). These trends are usually led by fashion influencers, who act as opinion leaders and
are considered the new players in the fashion sector (Park and Kim, 2016). Indeed, the
percentage of professionals hiring the services of influencers via SNPs as a marketing
tool increased by 46% between 2017 and 2018, representing 58% of those interviewed
(IAB Spain, 2019).

The particular public that is most likely to be open to being influenced by these online

networks and influencers is that of Millennials, although members of Generation Z are



increasingly joining this trend (Curiel and Ortiz, 2018). Followers from these collectives
spend more time than other age groups on the platforms where these influencers are to be
found (Urrutikoetxea, 2020). Furthermore, SNP users belonging to these generations are
the epitome of the so-called “prosumer”—individuals who consume and produce
information online. Their habits, familiarity with the networks, and particular traits as

consumers render users from these generations the perfect followers.

For brands that work with influencers in their advertising campaigns, engagement sits at
the critical intersection between follower and influencer and has become a key element
in the quest to increase sales or improve promotional effectiveness. The co-creation
experiences that influencers so successfully generate with their respective communities
are a source of significant profitability for the brands in question. In addition, in the online
social media context, the concept of engagement can help us better understand consumer
behavior, while, for the influencer, it can be translated into a metric that gives them brand
value as individuals. This metric is based on the number of times their content is shared
(diffusion), the number of times a follower mentions or shares the influencer’s message
with their immediate circle, and the number of comments or responses the influencer
receives as a result of that message (social impact) (Urrutikoetxea, 2020). Engagement is
sometimes regarded as a metric that merely symbolizes an influencer’s relevance in a
given sector, but, in fact, the concept goes much further. It also reflects the degree of

commitment a consumer makes to a brand, or a follower makes to an influencer.

Among SNP users in general, 68% report following these content-creators via SNPs—
particularly women, who account for 77% of respondents. By age, the main age-group
among followers is that of people under 46 years of age, 85% of whom are between 16
and 30, and 71% between 31 and 45. In terms of expansion in the use of SNPs among
followers of influencers, in 2018 Facebook presented growth of 45% on the previous year
and Instagram 40%, albeit the latter platform has witnessed the highest growth in user
numbers overall in recent years—a 35% increase on 2017 (IAB Spain, 2019). Instagram,

along with YouTube, is the SNP that makes the most use of influencers.

Meanwhile, Instagram accounts for the highest proportion of influencers contracted by
firms via SNPs (70% of the total) and has also enjoyed the greatest growth (59%) (ibid.).
This network is highly visually-orientated, with photographs and short videos constituting
its most typical content (Lee et al., 2015). Unlike other consumers of SNPs, the main



motivation for Instagram users is social interaction around brands (Blight et al., 2017),
which explains the higher level of brand community commitment and engagement among
its users (Casald et al., 2017). High levels of interaction are important because they can
foster a word-of-mouth effect and the building of a community of fans—of influencers or
the brands themselves—who contribute significantly to the success of social network-
based campaigns (Nanda et al., 2018). Furthermore, according to the literature, the
innovation process of SMEs should focus on customer engagement—and here,

interaction plays a critical role.

From the scholarly perspective, despite the major presence of influencers on Instagram
and their influence on the consumer decision-making process, very little is known about
the factors that shape the success of brand-related actions on the platform to generate
more sales. In the business realm, however, firms actively harness social commerce to
support their brands, to incentivize a closer relationship with consumers, and to promote
high-quality relational brand communication that leads to increased sales and greater

online brand loyalty (Jin and Ryu, 2020).

Read et al. (2019) indicate that brands’ increasing use of social networks to connect with
consumers has given rise to an emerging body of literature dealing with customer
engagement. This shift reflects the growing sense of connection that consumers feel with
a given brand based on an on-going relationship with it via social networks. According
to these authors, empirical studies have also been conducted showing the development of
instruments to measure customer engagement in social networks, such as that of
Hollebeek et al. (2014) and Schivinski et al. (2016), or the analysis of the customer
engagement process, such as that of Brodie et al. (2013), among others. However,
according to Read et al. (2019), despite these important contributions, significant research
gaps persist. On the one hand, each of the various social media channels (Facebook,
Twitter, Instagram, etc.) is quite distinct and thus calls for its own focused scholarly study.
On the other hand, customer engagement depends on the context in which the commercial
transaction takes place (Hollebeek et al., 2016); therefore, once again, these different

contexts require specific investigation.

Based on all of the aforementioned factors, in the following section, we justify a series of
hypothesized relationships that link customer engagement with other antecedents such as

brand involvement and self-brand connection, and with outcomes such as loyalty.



3. Antecedents and consequences: Proposed research hypotheses

3.1. Consumer involvement

According to Zaichkowsky (1985) and Mittal (1995), involvement is the relevance that
individuals find in products or brands, based on their needs, values, and/or interests.
Kapferer and Laurent (1985, p. 49) define involvement thus: “Involvement is an
unobservable state of motivation, arousal or interest. It is evoked by a particular stimulus
or situation. It has drive properties: its consequences are types of searching, information
processing and decision making.” As a result, consumers undertake information-searches
on SNPs and process the information they find, which helps them in their decision-

making.

According to Hollebeek (2011), the concept of involvement is an antecedent of CBE, as
demonstrated by Leckie et al. (2016) in the context of mobile telephony services,
Harrigan et al. (2017) in the context of tourism, and Dwivedi (2015) in the context of
cellphones.

In light of the findings of this literature, we propose the following research hypotheses
for each of the dimensions of CBE:

H1. Consumer involvement with fashion brands exerts a positive effect on the cognitive-

processing dimension of CBE.

H2. Consumer involvement with fashion brands exerts a positive effect on the affection
dimension of CBE.

H3. Consumer involvement with fashion brands exerts a positive effect on the activation

dimension of CBE.

3.2. Consumer self-brand connection

Self-brand connection (SBC) is “the extent to which consumers have incorporated the
brand into their self-concept” (Escalas, 2004; Hollebeek et al., 2014). We adopted the
consumer SBC scale developed in the latter work and premised our study on the finding
of these authors that the SBC construct is a consequence of CBE (CBE explains most of

the variance observed for this construct). The authors also found cognitive processing,



affection, and activation to all exert a positive effect on SBC. In particular, of all the CBE

dimensions, they found affection to have the greatest effect.

According to some authors, such as Escalas (2004), brands can be used to build one’s
self-concept and can help to express who we are, as an integrating social tool or a means
of self-realization. This creation of consumer identity depends, in part, on the connection

or ‘contact’ generated between consumers and brands.

When Hollebeek et al. (2014) examined CBE in longitudinal research designs, they
questioned the nature of specific constructs and opened a debate on whether these might
act as antecedents or consequences of CBE. Longitudinal investigation of CBE over
multiple consumer—brand interactions (for instance, a consumer’s repeat brand usage)
may Yield evidence of the relevance of activation, cognitive processing, affection, and
self-brand connection as CBE antecedents—that is, consumer dynamics based on
previous brand experience, which occur prior to the undertaking of a focal brand
interaction. Therefore, focusing on the repeated use of Instagram and consumer attitudes
based on previous experience with this platform, we propose that SBC is an antecedent
of CBE.

Meanwhile, it has been shown that there is a positive relationship between SBC and the
likelihood that consumers buy or intend to pay for a product or service repeatedly, and
that this will lead to a high degree of engagement with the brand in question (Moliner et
al., 2018).

We therefore propose the following research hypotheses:

H4. The self-brand connection has a positive effect on the cognitive-processing

dimension of CBE.
H5. The self-brand connection has a positive effect on the affection dimension of CBE.

H6. The self-brand connection has a positive effect on the activation dimension of CBE.

3.3. CBE and loyalty

According to Aaker (1991) and Agrawal (1996), loyalty is a measure of the relationship
or bond between the customer and a product or its brand, and it constitutes the core of

brand equity. Aaker (1991) defined loyalty as “a measure of the attachment that a
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customer has to a brand.” It therefore indicates the degree to which a consumer is likely
to switch to another brand, especially when that brand presents a change in price or
product features.

Oliver (1999) defines brand loyalty as “a deeply held commitment to rebuy or repatronize
a preferred product/service consistently in the future, thereby causing repetitive same-
brand or same brand-set purchasing, despite situational influences and marketing efforts
having the potential to cause switching behavior” (p. 34). Dick and Basu (1994) hold that
loyalty is established by favorable attitudes toward a brand and by fully-realized and

repetitive purchasing behavior.

Scholars consider the CBE concept to have predictive and explanatory power regarding
consumer behavior, including brand loyalty (Hollebeek, 2011; Van Doorn et al., 2010).
In his study on customer engagement and loyalty in the context of the use of mobile
devices to make purchases, Thakur (2016) finds that customer engagement has a positive
effect on consumer brand loyalty. According to Li et al. (2020), customer engagement is
an essential determinant of brand loyalty. In this vein, Kaur et al. (2020) empirically show

that customer engagement has a positive effect on brand loyalty.

In light of the above findings, we propose the following hypotheses:

H7. The cognitive-processing dimension of CBE has a positive effect on fashion-brand
loyalty.

H8. The affection dimension of CBE has a positive effect on fashion-brand loyalty.
H9. The activation dimension of CBE has a positive effect on fashion-brand loyalty.

In consumer behavior research, sociodemographic variables are often found to exert a
moderating effect on other relationships in the proposed model. Gender, for example, has
been found to influence social interactions in commerce (Pefia-Garcia et al., 2018), the
acceptance of mobile payment methods (Kalini¢ et al., 2019), and satisfaction with
electronic banking (Liébana-Cabanillas et al., 2012). It was therefore deemed of interest
in our study to analyze the moderating effect of the user’s gender on the relationship

between CBE and loyalty in the context of fashion.
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According to some authors (e.g. Pefia-Garcia et al., 2018), women, for example, are less
objective and are guided more by their emotions than men, while their purchasing
decisions are more impulsive and less suited to new technologies. In contrast, men are
less likely to gather information prior to making a purchase than women, yet are less
inclined to make impulsive or compulsive purchases. The gender variable is therefore
expected to exert a moderating effect on the relationships between the dimensions of CBE
and its inherent construct: product or brand loyalty.

On this premise, we propose the following research hypotheses:

H10a. Gender moderates the relationship between cognitive processing and brand

loyalty.
H10b. Gender moderates the relationship between affection and brand loyalty.

H10c. Gender moderates the relationship between activation and brand loyalty.

Figure 1 shows the theoretical model, which includes the research hypotheses to be tested
in the data analysis.

INSERT TABLE 1

4. Methodology
4.1. Data-collection

Information was gathered from a sample of young people through an online personal
survey. Participation was voluntary and the fieldwork was conducted between May 27
and June 29, 2020. A questionnaire was emailed to women and men between the ages of
15 and 39, using the snowballing technique (in our specific case, a “snowball” of contacts
on the researchers' social networks), or non-probability convenience sampling. In the
questionnaire (see Appendix 1), a question was included for the respondents to denote
their age-range. In our study, we considered Millennials those born between 1981 and
1995 (Skinner et al., 2018), and Generation Z, those born between 1995 and 2005
(Bassiouni and Hackley, 2014; Park and Chun, 2020). In order to embraced them, two
age ranges were offered on the questionnaire: between 15 and 24 years (covering
Generation Z) and between 25 and 39 years (covering Millennials). According to Curiel

and Ortiz (2018), these cohorts are large consumers of SNPs and prime customers of
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social commerce. Therefore, the population under study comprised Internet users aged
between 15 and 39 with an Instagram profile, which is the most common profile among
Instagram users (Statista, 2020; GlobalWebIndex, 2020). Participants in this age-range
are the most knowledgeable about this social network and are also those who make the
most frequent purchases as a result of interacting with Instagram (GlobalWeblindex,
2020). A filter question removed from the sample any individuals whose preferred (usual)
platform was a social network other than Instagram. Therefore, based on non-probability
convenience sampling, 118 valid questionnaires were obtained after removing incomplete

or duplicate questionnaires.

4.2. Measurement scales and software used

The measurement scales used in the present study were based on scales already validated
by the academic literature and adapted to this particular context. To measure the
involvement variable, we used a 10-item, 5-point scale adapted from Zaichkowsky (1985)
(see all items in Table A2 of the Appendix 2). For cognitive processing (3 items),
affection (4 items), activation (3 items), and self-brand connection (7 items), we adapted
scales from the work of Hollebeek et al. (2014). Finally, for the brand loyalty variable,
we used a 3-item scale adapted from that of Zeithaml et al. (1996). In particular, the
marker of loyalty to the purchase of fashion items was taken to be the user’s decision to

exit Instagram in order to buy a product they had just seen on this platform.

We used AMOS v22 software for the structural equation model (SEM) analysis. To
measure the moderating effect, we conducted a multigroup variance analysis (ANOVA),

following an interaction-based strategy, using SPSS v24.

5. Data analysis

5.1. Quality of the measurement scales

Prior to testing the proposed hypotheses, we examined the validity and reliability of the
multi-item scales, by means of confirmatory factor analysis (CFA) (Hair et al., 2010; Del
Barrio and Luque, 2011), average variance extracted (AVE), and composite reliability
(CR) (Fornell and Larcker, 1981). The CR and AVE values for each construct of the
model are shown in Table 1. In all cases, the CR and AVE indicators were above 0.80
and 0.50, respectively.

INSERT TABLE 1
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When assessing the measurement model’s discriminant validity, three criteria are
generally employed: the Fornell-Larcker criterion (Fornell and Larcker, 1981); cross-
loadings (Chin, 1998; Hair et al., 2010); and, more recently, the Heterotrait-Monotrait
ratio of correlations (HTMT).

According to the Fornell-Larcker criterion (1981), the square root of the average variance
extracted (AVE) for each latent variable should be greater than the correlation with any
other latent variable. Furthermore, the AVEs were greater than 0.5, and the CRs were
well beyond the cutoff value of 0.7 (see Table 2). According to Chin (1998), the loading
of each indicator should be greater than all of its cross-loadings (see Table A4). In the
present case, all the constructs presented values for the loadings greater than their cross-
loadings (Hair et al., 2010). The third criterion for assessing the discriminant validity of
the proposed model was the Heterotrait-Monotrait ratio of correlations (HTMT). The
HTMT measure has become popular in recent scholarship as a more rational technique
for assessing discriminant validity (e.g., Lebdaoui and Cheioui, 2020). Table A5 shows

that all values are below the recommended threshold of 0.9.

In general terms, we can observe that the scales presented adequate psychometric
properties, therefore being deemed reliable and valid for our research purposes. The
parameters for the six scales were significant, with a high magnitude and R? values, above
0.50, for each of the parameters (see Table A2 in the Appendix 2), thereby fulfilling the

recommendations of the academic literature (Del Barrio and Luque, 2012).

As the sample did not present a multivariate normal distribution, we corrected the Chi-
square value based on the Bollen—Stine p-value, which obtained a value lower than the
typical significance level of 5%. The corrected Chi-square was 465.63. The model
presented a good overall fit (RMSEA = 0.02 < 0.05; RAGFI = 1.29 > 0.80) according to
the recommended thresholds (Del Barrio and Luque, 2011).

In sum, the construct reliability, convergent validity, and indicator reliability all yielded
satisfactory results, indicating that the constructs are suitable for testing the conceptual

model.
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INSERT TABLE 2

5.2. Hypothesis-testing: Analysis of the structural model

Once the validity and reliability of the measurement scales had been verified, an SEM
was estimated to test the proposed hypotheses. The coefficients of the overall model, the
standardized errors (SE), the critical ratio (CR), and the p-value associated with each

coefficient are shown in Table 3.
INSERT TABLE 3

First, we note that consumer involvement with fashion has a positive and significant effect
(p-value = 0.05) on the cognitive-processing dimension of CBE, with an estimated
coefficient of 0.196 (see Figure 2). Therefore, there is empirical evidence indicating that
H1, which supports this positive relationship between these two constructs, cannot be
rejected. Involvement with fashion is also shown to exert a positive effect on the
activation dimension of CBE (coefficient = 0.42; p-value = 0.00). H3 is therefore

empirically confirmed.

However, involvement was found not to have any effect on the affection dimension of
CBE, as postulated in H2 (p-value = 0.179).

Regarding the effect of SBC on the cognitive-processing dimension of CBE, the data
point to a positive and significant effect (coeff. = 0.69 significant; p-value = 0.000).
Therefore, H4 cannot be rejected and the empirical evidence confirms the hypothesized
direction of the relationship.

Turning to the effect of SBC on the affection dimension of CBE, we found it to present a
positive and significant effect (coeff. = 0.87; p-value = 0.000), leading us to confirm H5.
The effect of this construct on the activation dimension of CBE was also significant and

in the expected direction (coeff. = 0.41; p-value = 0.007), confirming H6.

Regarding the effects of CBE on loyalty, the cognitive-processing dimension showed no
significant effect (coeff. = -0.003; p-value = 0.969). Therefore, there is no empirical basis
on which to confirm H7. In contrast, the affection (coeff. = 0.314; p-value = 0.004) and
activation (coeff. = 0.596; p-value = 0.000) dimensions both had a positive effect on

loyalty to the fashion brand. Therefore, H8 and H9 were confirmed.
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INSERT FIGURE 2.

Following a strategy of comparison of alternative models, it was confirmed that, in this
field of study, a model with SBC as a consequence, as originally proposed by Hollebeek
et al. (2014) did not obtain adequate fit values (GFI = 0.696; AGFI = 0.638; CFl = 0.881;
RMSEA: 0.099). This confirms, analytically, that the SBC construct should be regarded

as an antecedent of CBE.

To analyze the moderating effect of gender on the relationship between cognitive
processing, activation, and affection (respectively) and loyalty, it was necessary to verify
compliance with the invariance hypothesis at the level of the measurement scales. To this
end, we performed a multigroup CFA in which different nested models were compared,
adding restrictions compared to the baseline model (that is, the configural model, on
which no restrictions were imposed). Taking into account the sensitivity of Chi-square to
sample size and the non-normality of the sample, Cheung and Rensvold (2002) propose
an increase in the CFI (ACFI) as a criterion to determine whether the models being
compared are equivalent. When the difference between the CFls of the two models is
greater than 0.01, the less restrictive restricted model is accepted and the other rejected—
that is, the more restrictive model does not hold. If the change in the CFl is equal to, or
less than, 0.01, all the constraints are considered to hold and, therefore, it can be inferred

that there is invariance between groups.

In both cases, GFI and CFl, the difference between the models was < 0.01; hence, there
was deemed to be invariance between groups (Barrera-Barrera et al., 2015) (see Table
A3 in Appendix 2).

The multigroup analysis showed that, among the women in the sample, involvement (5=
0.268; signif. = 0.054) and self-brand connection (B = 0.348; signif. = 0.086) exerted a
quasi-significant effect on the activation dimension; by contrast, it was significant among
the men (see Table 4). Likewise, self-brand connection had a positive and significant
effect on the affection dimension (8= 0.919; signif. = 0.000) and cognitive processing
(8 =10.898; sign. = 0.000). In particular, the effect of self—brand connection on processing
was significantly higher in the case of men (8= 0.489; signif. = 0.021). Finally, we
observed a positive and significant effect of activation and affection on loyalty among
both genders, although the affection dimension was greater in the case of men (5= 0.541;
signif. = 0.025).

16



INSERT TABLE 4

To compare the mediating effect of gender on the relationship between cognitive
processing, affection, and activation (respectively) on loyalty, we used the critical ratio
difference method (AMOS). If the critical ratios exceed [|1.96], the parameter is
significantly different between the two groups compared to a level of p < 0.05 (Barrera-
Barrera, et al., 2015). In the present case, only the relationship between activation and
loyalty presented significant differences between men and women (difference in weights
= 0.144). We therefore rejected H10a and H10b, while H10c was confirmed.

These findings are complemented with a variance analysis that was applied to the
summary values (averages) of the constructs. High levels of reliability or internal
consistency, such as those achieved here, enable summary variables in the data analysis
to be obtained that are good indicators of the constructs, while they also capture the
variability of the data (Rifon et al., 2005, cited in Mufioz-Leiva et al., 2010). In line with
the recommendations of these authors, before continuing with the analysis, we calculated
the summary variables of each construct and recoded the independent variables (cognitive
processing, affection, and activation) into two categories: low (values < 3; median value)

and high (values > = 3).
The results of the ANOVA are shown in Table 5.
INSERT TABLE 5.

According to Baron and Kenny (1986), in a variance analysis (ANOVA), a moderating
effect also can be represented as an interaction between an independent variable and a
factor that specifies the appropriate conditions for its operation. In the ANOVA analysis
we performed, the results showed that, in this case, too, gender did not moderate the
relationships between cognitive processing or affection and brand loyalty, meaning that,
once more, H10a (p-value = 0.506) and H10b had to be rejected. This variable did,
however, confirm the moderation of the relationship between activation and brand loyalty

(H10c), as demonstrated by the interaction between these variables.

Figure 3 shows the average values for loyalty, depending on the level of activation and
the individual’s gender. We can observe that, when activation (in terms of the effort,
intensity, and time a consumer devotes to Instagram) is high, men present greater brand

loyalty than women. In contrast, when activation is low, women show greater loyalty.
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INSERT FIGURE 3

6. Conclusions

The present study examines the processes of interaction (engagement) between Instagram
and fashion consumers. In particular, it analyzes the role of customer brand engagement
(CBE) as a determinant of brand loyalty, along with two other variables: self-brand

connection (SBC) and involvement.

In terms of the principal conclusions that can be drawn, our findings show that consumer
involvement in fashion exerts a positive effect on the cognitive-processing and activation
dimensions of CBE (in line with Hollebeek et al., 2014). However, we detected no such
influence of that construct on the degree of positive affect (affection) experienced by a
‘social buyer’. This may be due to the fact that, despite the mass consumption of the
Instagram application in the quest for fashion ideas and inspiration and to follow
influencers, the effect of involvement is felt more as a motivation, a ‘need’, or an interest,
or even as cognitive processing, rather than as attraction or enthusiasm toward the

network itself.

The results also show that SBC has a positive effect on the different dimensions of the
CBE concept (in line with the findings of Brand&o et al., 2019). In their study dealing
with high-end customer engagement with luxury brands on SNPs, SBC was found to be

an antecedent of CBE.

Regarding brand loyalty, the effect of the cognitive-processing dimension of CBE could
not be proven, which counters Oliver’s (1999) affirmation of the deeply-ingrained
engagement that brand loyalty generates in the consumer. Our result may be due to a lack

of cognitive maturity on the part of the population segment we studied.

We were able to confirm, however, that the level of affection and activation (in terms of
effort or intensity devoted to the social network) within CBE has a positive effect on
loyalty in fashion social commerce. Dick and Basu (1994) indicate that this loyalty is
determined by favorable attitudes toward the brand and fully-realized and repetitive
purchasing behavior. These are some of the characteristics that define the consumer in

the age ranges that we analyzed in this study.
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Finally, the study sought to address the moderating effect of gender on the different
dimensions of brand loyalty (the reference brand being Instagram). We found that gender
only moderated the relationship between activation and loyalty. Men registered greater
loyalty due to the higher levels of effort, intensity, and time they invested in following a
given brand on Instagram. As suggested in the literature review, gender roles influence
social interactions in commercial contexts, and behavior will differ between the sexes in

terms of repetitive behaviors and information-search (Pefia-Garcia et al., 2018).

7. Theoretical and practical implications

First, regarding the theoretical implications, our work contributes to the academic
literature, covering a research gap already identified by other authors including Read et
al. (2019). In particular, we address this existing gap by focusing on social commerce—
specifically, on Instagram, a social network that, as noted in the text, is growing in
popularity and is the preferred SNP among the age range selected for the study. Second,
we analyze customer brand engagement based on the consumer’s interaction with this

social network. And, third, we add value to a specific sector: fashion.

Social commerce firms active in the fashion field could use these findings as part of their
social media strategies to encourage interaction between users on different digital
platforms. This would intensify use, increase the content co-created by the user and the

brand, and, ultimately, improve sales.

In view of the involvement-—activation relationship, it is recommended that, when creating
new fashion products, firms implement actions that involve the user, on platforms such

as Instagram, in the processes of (co)creation, design, and innovation.

Turning to self-brand connection and its influence on the dimensions of CBE, it is
recommended that the digital marketing strategies of fashion firms include actions that
target the different types of consumer behavior: both promotion, with a ‘push’ strategy,
and prevention, with a ‘pull’ strategy. In the latter case, firms should work with product
lines that, on the one hand, fulfill the needs of consumers and, on the other hand, deliver
added value along with SNP content and address the need for security among more

prevention-oriented consumers.

Elsewhere, taking steps to highlight the affective aspect of communication campaigns

and to heighten the intensity or the length of time during which users consult the online
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catalogs of the different fashion brands—in particular, among Millennials and Generation
Z—will have a positive effect on their loyalty. As Dick and Basu (1994) indicated, such
actions help generate repetitive purchasing behaviors and ensure sales of other products

from the same brand that are advertised on SNPs.

Finally, regarding the moderating effect of gender, firms should aim to provide simpler,
more accessible branded-product information with the male public in mind, especially
when the level of intensity of use or activation is low. Simpler purchasing processes will
also facilitate greater immediacy in this segment.

Given the moderating effect of gender that we identified, it is important that fashion
brands’ social media strategies reflect a gender-sensitive perspective and that their

commercial objectives are expressed in inclusive language.

It is also advisable for firms to constantly offer new or innovative products and to present
designs based on the needs of their female public. This segment presents greater loyalty
at high usage levels. It would be interesting to take advantage of the new Instagram
Shopping feature to adapt the sales channel for the brand in question to this medium, thus

enabling the public to purchase directly from the application.

8. Limitations and future research directions

As with all research, the present study has certain limitations that should be noted, but

which may point to new research themes for the future.

The main limitation of the study is the size of the sample we employed. The small scope
was due to the very specific nature of the segment at which our survey was aimed:
Instagram users and followers of fashion aged between 15 and 39 years. In addition, non-
probabilistic convenience sampling was applied; therefore, the results should be

generalized with caution.

A further limitation is the timing of the research, which coincided with the lockdown
imposed due to the COVID-19 pandemic and which may have influenced the responses
for some dimensions. For example, it could explain why the use of social commerce via
Instagram presented such a clear cognitive component—more as a need or an interest than
as an enthusiastic state of mind. This could constitute a future research direction, to return

to the study of customer behavior and engagement in social commerce in this sector via
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Instagram, post-pandemic, and analyze the consequences of lockdown for this purchasing

behavior.

Despite the growing importance of influencers, ultimately, our model did not include any
variables capturing the effect of influencers on the decision-making of the ‘social buyer’;
rather, their influence was included in the use of the Instagram network itself. In the
academic literature to date, there have been no studies dealing with the relationships
between the influencer—leader of fashion and the purchasing behavior of the end-
consumer (Lang and Armstrong, 2018).

Future research could include other mediating variables in the model, such as the cultural
dimension or advertising involvement, among others. A cross-cultural analysis could
identify differences in the influence of customer engagement depending on the
participant’s culture, taking into account the cultural dimensions developed by Hofstede
(1991). Finally, it would be interesting to consider, as moderating variables, the frequency
of use of mobile devices or how the combined use of several SNPs may influence such

aspects.
References

Aaker, D. A. (1991), Managing Brand Equity Capitalizing on the Value of Brand Name,
The Free Press, New York.

Agrawal, D. (1996), “Effect of brand loyalty on advertising and trade promotions: A game
theoretic analysis with empirical evidence”, Marketing Science, Vol. 22 No. 1, pp.
86-108.

Amed, I., Berg, A., Balchandani, A., Hedrich, S., Rolkens, F., Young, R., and Jensen, J.
E. (2020), “The State of Fashion 2020 - Coronavirus Update” McKinsey & Company,
available online at:
https://www.mmaglobal.com/files/148._the state of fashion 2020 coronavirus_up
date.pdf (accessed 20 Apr 2021).

Atwal, G. and Williams. A. (2009), “Luxury brand marketing: The experience is
everything!”, Journal of Brand Management, VVol. 16, pp.338-346.

Balis, J. (2020), “Brand marketing through the coronavirus crisis”. Harvard Business
Review, April, 6, available online at:
http://www.usoil.com/covid19/Brand_Marketing_Through_the Coronavirus_Crisis.
pdf (accessed 20 Apr 2021).

Barrera-Barrera, R., Navarro-Garcia, A., and Peris-Ortiz, M. (2015), “El papel de la
invarianza factorial en la validacion del constructo calidad de servicio electrénico”,
Revista Europea de Direccion y Economia de la Empresa, Vol. 24 No. 1, pp.13-24.

Bassiouni, D.H. and Hackley, C. (2014), “"Generation Z' children's adaptation to digital
consumer culture: A critical literature review”, Journal of Customer Behaviour, Vol.
13 No. 2, pp. 113-133

21



Blight, M. G., Ruppel, E. K. and Schoenbauer, K. V. (2017), “Sense of community on
Twitter and Instagram: Exploring the roles of motives and para social relationships”,
Cyberpsychology, Behavior, and Social Networking, Vol. 20 No. 5, pp.314-319.

Brakus, J. J., Schmitt, B. H. and Zarantonello, L. (2009), “Brand experience: What is it?
How is it measured? Does it affect loyalty?”, Journal of Marketing, VVol. 73 No. 3,
pp. 52-68.

Brandao, A., Pinho, E. and Rodrigues, P. (2019), “Antecedents and consequences of
luxury brand engagement in social media”, Spanish Journal of Marketing - ESIC,
Vol. 23 No. 2, pp.163-183. https://doi.org/10.1108/SIME-11-2018-0052

Brodie, R. J., Ilic, A., Juric, B. and Hollebeek, L. (2013), “Consumer engagement in a
virtual brand community: An exploratory analysis”, Journal of Business
Research, Vol. 66 No. 1, pp.105-114.

Casalo, L. V., Flavian, C. and Ibafiez-Sanchez, S. (2017), “Understanding consumer
interaction on Instagram: The role of satisfaction, hedonism, and content
characteristics”, Cyberpsychology, Behavior, and Social Networking, VVol. 20 No. 6,
pp.369-375.

Chappuis, B., Gaffey, B. and Parvizi, P. (2011), “Are Your Customers Becoming
Digital Junkies?”’, McKinsey Quarterly, July, pp. 1-4, available online at:
http://www.looooker.com/wp-content/uploads/2013/05/Are-your-customers-
becoming-digital-junkies.pdf .

Chetioui, Y., Benlafqih, H. and Lebdaoui, H. (2020), “How fashion influencers contribute
to consumers purchase intention”, Journal of Fashion Marketing and Management:
An International Journal”’, Ahead-of-print. https://doi.org/10.1108/JFMM-08-2019-
0157.

Cheung, G. W. and Rensvold, R. B. (2002), “Evaluating goodness-of-fit indexes for
testing measurement invariance”, Structural Equation Modeling, Vol. 9 No. 2,
pp.233-255.

Chin, W. W. (1998), “The partial least squares approach for structural equation
modeling”, in Marcoulides, G.A. (Ed.), Methodology for Business and Management.
Modern Methods for Business Research, Lawrence Erlbaum Associates, pp. 295-336.

Curiel, C. P. and Ortiz, S. L. (2018), “El marketing de influencia en moda. Estudio del
nuevo modelo de consumo en Instagram de los millennials universitarios”,
adComunica, Vol. 15, pp. 255-281.

De Mesa, J. C., and Garcia, M. D. (2017), “Identificacion de influencers de la
intervencion social en las redes sociales virtuales ”. AZARBE, Revista Internacional
de Trabajo Social y Bienestar, Vol. 6, pp.81-90.

Del Barrio, S. and Luque, T. (2012), “Anélisis de Ecuaciones Estructurales”, Luque, T
(Ed.), Técnicas de Andlisis de Datos en Investigacion de Mercados, Piramide,
Madrid.

Dick, A. S. and Basu, K. (1994), “Customer loyalty: Toward an integrated conceptual
framework”, Journal of the Academy of Marketing Science, Vol. 22 No. 2, pp.99-113.

Domingo, G. (2013), “Las Marcas de Moda en un Contexto Digital: Retos y
oportunidades”, Actas del | Congreso Internacional Comunicacion y Sociedad,
available online at:
https://reunir.unir.net/bitstream/handle/123456789/1738/DOMINGO%20MART%C
3%8DNEZ,%20GEMMA .pdf?sequence=3&isAllowed=y (accessed 10 May 2020)

Dwivedi, A. (2015), “A higher-order model of consumer brand engagement and its
impact on loyalty intentions”, Journal of Retailing and Consumer Services, Vol. 24,
pp. 100-1009.

22


https://reunir.unir.net/bitstream/handle/123456789/1738/DOMINGO%20MART%C3%8DNEZ,%20GEMMA.pdf?sequence=3&isAllowed=y
https://reunir.unir.net/bitstream/handle/123456789/1738/DOMINGO%20MART%C3%8DNEZ,%20GEMMA.pdf?sequence=3&isAllowed=y

Escalas, Jennifer E. (2004), “Narrative processing: Building consumer connections to
brands”, Journal of Consumer Psychology, Vol. 14 No.1-2, pp.168-80.

Eurostat (2020), “E-commerce Statistics for Individuals ”, available at:
https://ec.europa.eu/eurostat/statistics-explained/pdfscache/46776.pdf (accessed 20
May 2020)

Fornell, C. and Larcker, D. F. (1981), “Structural equation models with unobservable
variables and measurement error: Algebra and statistics”, Journal of Marketing
Research, Vol. 18 No. 1, pp.382-388.

Freberg, K., Graham, K., McGaughey, K. and Freberg, L. A. (2011), “Who are the
social media influencers? A study of public perceptions of personality”, Public
Relations Review, Vol. 37 No. 1, pp.90-92.

Ge, J. and Gretzel, U. (2018), “A taxonomy of value co-creation on Weibo: A
communication perspective”, International Journal of Contemporary Hospitality
Management, Vol. 30 No. 4, pp.2075-2092.

GlobalWeblIndex (2020), “GWI Social Summary”, GlobalWebIndex, available online
at: https://n9.cl/2jzy8 (accessed 21 Apr 2021).

Gonzalo, A., Harreis, H., Sanchez, C. and Villepelet, C. (2020), “Fashion’s digital
transformation: Now or never”, McKinsey & Company, available online at:
https://www.mckinsey.com/industries/retail/our-insights/fashions-digital-
transformation-now-or-never (accessed 21 Apr 2021).

Gronroos, C. (2011), “Value co-creation in service logic: A critical analysis”, Marketing
Theory, Vol. 11 No. 3, 279-301.

Gronroos, C. and Voima, P. (2013), “Critical service logic: making sense of value
creation and co-creation”, Journal of the Academy of Marketing Science, Vol. 41
No. 2, pp.133-150.

Hair, J. F. Jr, Black, W. C., Babin, B.J. and Anderson, R. E. (2010), Multivariate Data
Analysis, 7th ed., Pearson, New York.

Halaszovich, T. and Nel, J. (2017), “Customer—brand engagement and Facebook fan-
page “Like”-intention”, Journal of Product and Brand Management, VVol. 26,
pp.120-134.

Harrigan, P., Evers, U., Miles, M. and Daly, T. (2017), “Customer engagement with
tourism social media brands”, Tourism Management, VVol. 59, pp.597-609.

Haumann, T., Giintiirkiin, P., Schons, L. M. and Wieseke, J. (2015), “Engaging
customers in coproduction processes: How value-enhancing and intensity-reducing
communication strategies mitigate the negative effects of coproduction intensity”,
Journal of Marketing, Vol. 79 No. 6, pp.17-33.

Helal, G., Ozuem, W. and Lancaster, G. (2018), “Social media brand perceptions of
millennials”, International Journal of Retail & Distribution Management, VVol. 46 No.
10, pp.977-998.

Hofstede, G. (1991), Cultures and Organizations: Software of the mind, McGraw-Hill,
London and New York.

Hollebeek, L. D. (2011), “Demystifying customer brand engagement: Exploring the
loyalty nexus”, Journal of Marketing Management, VVol. 27 No.7-8, pp.785-807.
Hollebeek, L. D., Glynn, M. S. and Brodie, R. J. (2014), “Consumer brand engagement
in social media: Conceptualization, scale development and validation”, Journal of

Interactive Marketing, VVol. 28 No. 2, pp.149-165.

Hollebeek, L. D., Juric, B. and Tang, W. (2017), “Virtual brand community engagement
practices: A refined typology and model”, Journal of Services Marketing, Vol. 31
No. 3, pp.204-217.

Hollebeek, L. D., Srivastava, R. K. and Chen, T. (2019), “SD logic—informed customer

23



engagement: integrative framework, revised fundamental propositions, and
application to CRM”, Journal of the Academy of Marketing Science, Vol. 47 No. 1,
pp. 161-185.

Hudson, S., Huang, L., Roth, M. S. and Madden, T. J. (2016), “The influence of social
media interactions on consumer—brand relationships: A three-country study of brand
perceptions and marketing behaviors”, International Journal of Research in
Marketing, Vol. 33 No. 1, pp.27-41.

IAB Spain (2019), “Estudio Anual de Redes Sociales, 20197, available online at:
https://iabspain.es/wp-content/uploads/2019/06/estudio-anual-redes-sociales-iab-
spain-2019_vreducida.pdf

Ind, N. and Coates, N. (2013), “The meanings of co-creation”, European Business
Review, Vol. 25 No. 1, pp. 86-95.

Jin, S. V. and Ryu, E. (2020), “I'll buy what she’s #wearing: The roles of envy toward
and parasocial interaction with influencers in Instagram celebrity-based brand
endorsement and social commerce”, Journal of Retailing and Consumer Services,
Vol. 55, p.102121.

Johnson, M. D. and Fornell, C. (1991), “A framework for comparing customer
satisfaction across individuals and product categories”, Journal of Economic
Psychology, Vol. 12 No. 2, pp.267-286.

Kalini¢, Z., Liébana-Cabanillas, F. J., Mufioz-Leiva and F., Marinkovi¢, V. (2019),
“The moderating impact of gender on the acceptance of peer-to-peer mobile
payment systems”, International Journal of Bank Marketing, VVol. 38 No. 1, pp.
138-158.

Kapferer, J. N. and Laurent, G. (1985), “Consumer involvement profiles: A new
practical approach to consumer involvement”, Journal of Advertising Research, Vol.
6, pp. 48-56.

Kaur, H., Paruthi, M., Islam, J. and Hollebeek, L. D. (2020), “The role of brand
community identification and reward on consumer brand engagement and brand
loyalty in virtual brand communities”, Telematics and Informatics, Vol. 46, 101321,
pp.1-12

Kim, A. J. and Ko, E. (2012), “Do social media marketing activities enhance customer
equity? An empirical study of luxury fashion brand”, Journal of Business
Research, Vol. 65 No. 10, pp.1480-1486.

Lang, C. and Armstrong, C. M. J. (2018), “Collaborative consumption: The influence of
fashion leadership, need for uniqueness, and materialism on female consumers’
adoption of clothing renting and swapping”, Sustainable Production and
Consumption, Vol. 13, pp.37-47.

Lebdaoui, H. and Chetioui, Y. (2020), “CRM, service quality and organizational
performance in the banking industry: a comparative study of conventional and Islamic
banks”, International Journal of Bank Marketing, Vol. 38 No. 5, pp. 1081-1106

Leckie, C., Nyadzayo, M. W. and Johnson, L. W. (2016), “Antecedents of consumer
brand engagement and brand loyalty”, Journal of Marketing Management, VVol. 32
No. 5-6, pp.558-578.

Lee, E., Lee, J. A., Moon, J. H. and Sung, Y. (2015), “Pictures speak louder than words:
Motivations for using Instagram”, Cyberpsychology, Behavior, and Social
Networking, Vol. 18 No. 9, pp.552-556.

Li, M. W., Teng, H. Y. and Chen, C. Y. (2020), “Unlocking the customer engagement-
brand loyalty relationship in tourism social media: The roles of brand attachment and
customer trust”, Journal of Hospitality and Tourism Management, VVol. 44, pp.184-
192.

24


https://iabspain.es/wp-content/uploads/2019/06/estudio-anual-redes-sociales-iab-spain-2019_vreducida.pdf
https://iabspain.es/wp-content/uploads/2019/06/estudio-anual-redes-sociales-iab-spain-2019_vreducida.pdf

Liébana-Cabanillas, F., Martinez-Fiestas, M., Rejon-Guardia, F., Mufioz-Leiva, F.
(2012), “Gender as a moderating element of customer satisfaction with electronic
banking? An empirical study”, The International Journal of Management Science
and Information Technology, Vol. 5 No. 5, pp.1-33.

Mason, A. N., Narcum, J. & Mason, K. (2021), “Social media marketing gains
importance after Covid-19”, Cogent Business & Management, 8(1), 1870797, DOI:
https://doi.org/10.1080/23311975.2020.1870797 .

Mayol, S. (2011), Le Marketing 3.0, Dunod, Malakoff Cedex, France.

Millspaugh, J. and Kent, A. (2016), “Co-creation and the development of SME designer
fashion enterprises”, Journal of Fashion Marketing and Management: An
International Journal, VVol. 20 No. 3, pp.322-338.

Mittal, B. (1989), “A Theoretical Analysis of Two Recent Measures of Involvement”,
Srull T.K. (Ed), Advances in Consumer Research Volume, Association for
Consumer Research, Provo, UT, pp.697-702.

Mittal, B. (1995), “A comparative analysis of four scales of consumer involvement”,
Psychology & Marketing, Vol. 12 No. 7, pp.663-682.

Moliner, M. A., Monferrer-Tirado, D. and Estrada-Guillén, M. (2018), “Consequences
of customer engagement and customer self-brand connection”, Journal of Services
Marketing, Vol. 32 No. 4, pp.387-399.

Mufoz-Leiva, F., Luque-Martinez, T. and Sanchez-Fernandez, J. (2010), “How to
improve trust toward electronic banking”, Online Information Review, Vol. 34 No.
6, pp.907-934.

Nanda, M., Pattnaik, C. and Lu, Q. S. (2018), “Innovation in social media strategy for
movie success: A study of the Bollywood movie industry”, Management Decision,
Vol. 56 No. 1, pp.233-251.

Oliver, R. L. (1999), “Whence consumer loyalty?”” Journal of Marketing, VVol. 3, pp.33-
44,

Osei-Frimpong, K. and McLean, G. (2018), “Examining online social brand
engagement: A social presence theory perspective”, Technological Forecasting and
Social Change, Vol. 128, pp.10-21.

Park, H. and Kim, Y. K. (2016), “Proactive versus reactive apparel brands in
sustainability: Influences on brand loyalty”, Journal of Retailing and Consumer
Services, Vol. 29, pp.114-122.

Park, J. and Chun, J. (2020), “How does watching YouTube fashion content impact
perception of appearance: a phenomenological study of Korean women in Generation
77, Humanities and Social Sciences Communications, Vol. 7 No. 1, pp. 1-10.

Payne, A. F., Storbacka, K. and Frow, P. (2008), “Managing the co-creation of value”,
Journal of the Academy of Marketing Science, Vol. 36 No. 1, pp.83-96.

Pefia-Garcia, N., Gil-Saura, |. and Rodriguez-Orejuela, A. (2018), “Emocion y razon: El
efecto moderador del género en el comportamiento de compra online”, Innovar:
Revista de Ciencias Administrativas y Sociales, VVol. 28 No. 69, pp.117-131.

Precourt, G. (2016), “How is consumer engagement reshaping marketing?”’, Journal of
Advertising Research, Vol. 56 No. 1, pp.2-3.

Read, W., Robertson, N., McQuilken, L. and Ferdous, A. S. (2019), “Consumer
engagement on Twitter: perceptions of the brand matter”, European Journal of
Marketing, Vol. 53 No. 9, pp. 1905-1933.

Rifon, N. J., LaRose, R. and Choi, S. M. (2005), “Your privacy is sealed: Effects of web
privacy seals on trust and personal disclosures”, Journal of Consumer Affairs, Vol.
39 No. 2, pp.339-362.

25



Sanchez C., N. and Giraldo, C. M. (2015), “Analisis de la actividad en redes sociales de
marcas del sector moda como herramienta de social commerce”, Anuario de Jovenes
Investigadores, Vol. 8, pp.72-74.

Schivinski, B., Christodoulides, G. and Dabrowski, D. (2016), “Measuring consumers'
engagement with brand-related social-media content: Development and validation of
a scale that identifies levels of social-media engagement with brands”, Journal of
Advertising Research, Vol. 56 No. 1, pp. 64-80.

Skinner, H., Sarpong, D. and White, G. R. (2018), “Meecting the needs of the
Millennials and Generation Z: gamification in tourism through geocaching”, Journal
of Tourism Futures, Vol. 4 No. 1, pp. 93-104. https://doi.org/10.1108/JTF-12-2017-
0060

Statista (2020), “Instagram, data reportal; Statista from We Are Social and Hotsuite”,
available at: https://es.statista.com/estadisticas/875368/distribucion-por-genero-y-
edad-de-los-usuarios-mundiales-de-instagram/ (accessed 15 June 2020).

Thakur, R. (2016), “Understanding customer engagement and loyalty: A case of mobile
devices for shopping”, Journal of Retailing and Consumer Services, Vol. 32, pp.151-
163.

Tynan, C., McKechnie, S. and Chhuon, C. (2010), “Co-creating value for luxury
brands”, Journal of Business Research, VVol. 63 No. 11, pp.1156-1163.

Urrutikoetxea, B. (2020), “Estudio del Efecto de las Opiniones de los Influenciadores en
el Comportamiento de Consumo de los Seguidores™, (doctoral thesis), Universidad
de Granada, Granada.

Van Doorn, J., Lemon, K. N., Mittal, V., Nass, S., Pick, D., Pirner, P. and Verhoef, P.
C. (2010), “Customer engagement behavior: Theoretical foundations and research
directions”, Journal of Service Research, Vol. 13 No. 3, pp.253-266.

Vargo, S. L. and Lusch, R. F. (2004), “Evolving to a new dominant logic for
marketing”, Journal of Marketing, VVol. 68 No. 1, pp.1-17.

Xu, X. and Pratt, S. (2018), “Social media influencers as endorsers to promote travel
destinations: An application of self-congruence theory to the Chinese Generation
Y”, Journal of Travel and Tourism Marketing, VVol. 35 No. 7, pp.958-972.

Zaichkowsky, J. L. (1985), “Measuring the involvement construct”, Journal of
Consumer Research, Vol. 12 No. 3, pp. 341-352.

Zeithaml, V. A., Bitner, M. J., and Gremler, D. D. (1996), Services Marketing, McGraw
Hill, New York.

26


https://es.statista.com/estadisticas/875368/distribucion-por-genero-y-edad-de-los-usuarios-mundiales-de-instagram/
https://es.statista.com/estadisticas/875368/distribucion-por-genero-y-edad-de-los-usuarios-mundiales-de-instagram/

Appendix 1: Questionnaire text and items

From the Department of Marketing and Market Research of the Faculty of Economics and
Business at the University of Granada, we are conducting a study on customer engagement in
purchasing via social networks in the fashion sector.

We would like to invite you to participate in the study by completing a questionnaire on this
topic. Please answer the following questions honestly, since the success of our research depends
on your true opinions and thoughts. All of your responses will remain in the strictest confidence
and will be used solely for research purposes.

First, please rate the following aspects of your interaction via social networks with the online
content posted by fashion brands and their social network advertising, as well as with the

activity of fashion influencers, where 1 is “totally disagree” and 5 is “totally agree”.

(Consumer involvement)

Totally Totally
disagree agree

It matters a lot to me (inv01) @ @ ©] @ ®

It is highly relevant to me (inv02) ©) @ ©) @ ®

It is of great value to me (inv03) ® @ ©) @ ®

It means a lot to me (inv04) @ @ ©] @ ®

It is very necessary to me (inv05) ® @ ©) @ ®

It is of great interest to me (inv06) ® @ ©] @ ®

It is really appealing to me (inv07) O) @ ® @ ®

It is fascinating (inv08) @ @ © @ ®

It is really exciting (inv09) ® @ © @ ®

As you know, the social network Instagram is one of the most popular. Thinking of Instagram
specifically, please, indicate the degree to which you totally agree (5) or totally disagree (1)
with the following statements:

(Cognitive processing)

Please rate the following statements from 1 to 5 | Totally Totally
disagree agree

Using Instagram makes me think about 0

Instagram (cepcl)

I think about Instagram a lot when | use it 0

(cepc2)

(Affection)
Please rate the following statements from 1 to 5 Totally Totally
disagree agree

| feel really positive when | use Instagram (ceafl) @ @ ® @ ®

Using Instagram makes me happy (ceaf2) ® @ © @ ®

| feel good when 1 use Instagram (ceaf3) ® @ © @ ®

| feel proud to be an Instagram user (ceaf4) ® @ © @ ®

(Activation)
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Please rate the following statements from 1 to 5

Totally
disagree

Totally
agree

I spend a lot of time following fashion on Instagram
compared to other social networking platforms (ceacl)

@ @

®

When | use social networking platforms, | usually choose
Instagram to follow fashion before possibly purchasing it
(ceac?)

@ @

®

Instagram is one of the brands I typically use when | use

purchasing it (ceac3)

social networking platforms to follow fashion before possibly

(Self-brand connection)

Please rate the following statements from 1 to 5

Totally
disagree

Totally
agree

Instagram reflects who | am (SBC1)

I can identify with Instagram (SBC2)

| feel a personal connection to Instagram (SBC3)

(SBC4)

I use Instagram to communicate who | am to other people

I think Instagram (could) help(s) me become the type of
person | want to be (SBC5)

© | e |9ele
®©| O |0

©| 0|9

® | ® |06

©| 9|90l

myself to be or the way that | want to present myself to
others) (SBC6)

I consider Instagram to be ‘me’ (it reflects who I consider

Instagram suits me well (SBC7)

(Brand loyalty)

Please rate the following statements from 1 to 5

Totally disagree

Totally
agree

I would be prepared to purchase fashion directly via
Instagram (loyall)

There is a very high probability that | would purchase
fashion directly via Instagram (loyal2)

I would be prepared to recommend purchasing fashion
directly via Instagram to friends or family (loyal3)

To conclude this questionnaire, please provide the following details about yourself:

Gender

Male
Female

Age

15-24 years
25-39 years

Level of studies

No school education

Compulsory Secondary Education
Non-compulsory Secondary Education
Degree

PhD / Master’s

Other

Approximate monthly income

| O | A | W

Less than 500€

Between 500€ and 1,000€
Between 1,000€ and 1,500€
Between 1,500€ and 2,000€
More than 2,000€
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Approximate number of hours you spend on
social networks per day

<1 hour
Between 1 and 2 hours
Between 2 and 3 hours
Between 3 and 5 hours
> 5 hours

Number of influencers you follow

None
Between 1 and 10
More than 10

How many fashion purchases do you make
online per month?

N | O O O

None
Between 1 and 2 times a month
3 or more times a month

Appendix 2: Tables
INSERT TABLE Al
INSERT TABLE A2
INSERT TABLE A3

INSERT TABLE A4

INSERT TABLE A5
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