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Customer Engagement in Social Media Brand Community
Abstract
The term “consumer engagement” has grown in importance in recent years to describe
consumers’ interactive experiences with brands. The popularity of that term was
boosted by the rapid penetration of social networking siésch facilitated the
engagement of consumers through online brand communieseover, Facebook
brand pages are widely popular among young consumers dteerapid adoption in
marketing on social media networks.
In light of the Syrian conflict, and after the return of stépiand safety to most of the
Syrian regions, local Fast food Syrian chains found an dppdy to recover and
powerfully expand in the Syrian market, especially after thosure of global fast-
food chains due to international sanctions. On the othed haacial media marketing
practices are considered to be in the infancy stage in Syith, many companies
starting to recognize the power of social media in commuignavith customers. The
objective of this thesis was to investigate the antecedehtyoung customers
engagement between ages 18-29 years in Fast food Facelmuk fges in Syria.
The study examined two structures (brand trust and brare) v antecedents related
to consumers’ relationships with Local Fast-food brands and brand loyalty as an
outcome of customer engagement.
In the quantitative phase, an online survey was used toatallga for the current
study, where was posted on Facebook brand pages of thetastiains in Syria. The
data collection was conducted by drawing a sample from yoongumers whose ages
are between 18 and 29, and who are active members of offasaifdod brand pages
on Facebook in Syria, Also Structure Equation Model (SEM3 wanducted to study
these relations between variables. The most significawlirigs of this study reveal
that brand trust and brand love factors can influence thelle¥ customer brand
engagement, which in turn will affect loyalty. Moreoverjsttstudy offers useful
managerial insights for Fast food brand managers to betwsa the motives and
outcome of customer brand engagement with these Facebaoé pages, to establish
better emotional and effective relations with them, therethe ability to stand in the

competitive business environment.
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Executive Summary

O termo “envolvimento do consumidor” tem crescido em importancia nos tltimos anos
para descrever as experiéncias interativas dos conswesidmm as marcas. A
populariada deste termo foi alavancada pela rapida pedetde websites de redes
sociais que facilitou o envolvimento dos consumidores/asae comunidades online
dedicadas a marcas. Além disso, paginas de Facebook caimeséb largamente
populares entre os consumidores devido a sua rapida adogdanketing em redes
sociais.

Tem em conta o conflito Sirio, e depois do retorno da estiulk e seguranca a maior
parte das regides Sirias, cadeias de fast food locais eacamtuma oportunidade para
recuperar e expandir 0s seus negocios no mercado siriGiaspente apos o fecho
de estabelecimentos de fast food globais devido a sanct@sanionais. Por outro
lado, praticas de Marketing em redes sociais encontramis#ga anuma fase
embrionéria na Siria, com varias empresas a comecar a egEnb poder das redes
sociais na comunicacdo com os consumidores. O objetivaa desk passa por
investigas os antecedentes do envolvimento dos consuesidom idade entre 18-29
anos em paginas de Facebook comerciais na Siria. Este estaitiina duas estruturas
(confiangca na marca e amor a marca) como antecedentesonsdos aos
relacionamentos dos consumidores com cadeias de fastdoais le a lealdade para
com a marca como resultado do envolvimento dos consumidores

Na fase quantitativa, um questionario online foi utilizgmhra recolher dados para o
presente estudo, tendo sido publicado em paginas de caisateicadeias de fast food
sirias. A colec@o de dados foi conduzida tendo em conta unusteemde jovens
consumidores, com idades entre os 18 e os 29 anos que fossabraseativos de
paginas comerciais oficiais de cadeias de fast food sklém disso, foi utilizado um
Modelo de Equacbes Estruturais (SEM) para estudar as esagtire as variaveis. A
descobertas mais significantes deste estudo sugerem goefianca e o amor as
marcas influenciam o envolvimento com as mesmas, o que povesinfluencia o
nivel de lealdade. Em acréscimo, este estudo oferece Getlige gestdo Uteis para
gestores de de cadeias de fast food locais para melhor deseros motivos e

resultados do envolvimento dos consumidores com a mareaéatrdas paginas
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comerciais do Facebook, para estabelecer melhores canert@cionais e relagdes
mais eficazes com os mesmo, reforcando assim a sua capaadagrosperar no
ambiente empresarial competitivo.

Palavras-chave: Envolvimento do consumidor, Confiangca na Marca, lealdade
marca, amor a marca, fast food
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CHAPTER 1: Introduction of The Thesis
1.1 Introduction

This research examines the extent to which the engagemgoing Syrian consumers
whose aged between 18-29 years on social media-brand caotresuparticularly
(Facebook brand pages) strengthens their relationshipsaeal Fast food brands. For
doing that, it explores the drivers of their engagement igiadomedia brand
communities through identifying the factors that enhar=rtengagement in these
communities, as well as the impact of this engagement ondkieldpment of brand
loyalty as an outcome. Besides, this thesis delivers sarategtes for Fast Food chains
in Syria to follow when implementing social media for maikgtpurposes.

Since 2011 Syrian conflict broke out and it was describedhasrtost destructive and
intractable conflict in recent decades, as it radicallyngsal the Syrian economy
which caused a deterioration in growth rates, besidesps®l#he of most productive
sectors such as foreign trade, tourism, and shipping ssvaue to sanctions which
were imposed by the international community on the pilldthe Syrian state, among
economic activities have been affected, fast food indu@tigser, 2016), this led to
withdrawing and cancellation the licenses of global fastef restaurants.

With the beginning of 2019, that stability and safety havenged to most of the Syrian
governorates, local fast-food restaurants have found ardéme opportunity to
revitalization and recovering, and they began to expangdrslyrian market gradually,
and expected that sector will be growing at an annual rate 20 %, according to a
recent report about fast food in Syria published by Syriarestiment Agency ([SIA],
2018). With fierce competition in the fast-food industryheve consumer switching
costs are relatively low(Sahagun & Vasquez, 2014). BesiEieance Online Review
for business (2015kported that” just less than 13% of consumers are loyal to their
preferred fast-food restauraitd herefore, to maintain and attract new customers, the
application of effective marketing and customer relatiopsnanagement programs is
decisive for the success of fast-food businesses (Hidayat,e2016). This requires
pursuing for innovative means for reaching and interactuity their target market.
The truth that the majority of social media users are yourgpleeand the fact that the
fast-food chains primarily target that age group has maedesdiczial networking sites
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such as Facebook an appropriate place for marketing foe ttiegins (Gaber, 2014).
On the other hand, consumers are also becoming more effecseiiey can compare
products and prices, as they are now more active in giving ¢ipenions through their
profiles, so local fast-food chains marketers continue &kenmore efforts to create
effective marketing strategies to gain loyal customershitimately leads to staying
in the competitive business world and gaining more marketres(Sahagun &
Vasquez, 2014).

This chapter aimto present the research background, and the researcher’s aims and
importance for carrying out this study. This chapter is dtited into five main
sections. Section 1.1 provides an introduction of the mebealhen, section 1.2
presents the research background, following section In3odstrates to a research
problem, next section 1.4 highlight the research objestifirally, section 1.5 outlines
the research context, where it provides an overview of Syvehthe fast-food industry
in it, which is the main focus of this study, also why the reskar chose Facebook
Fast food pages as an example for social media brand communit

1.2 Resear ch Background

In the last few years, there has been a constant evolutioncialsmedia penetration
worldwide( Moon et al., 2015). Social networking sites (Sld& principally changing
the old-style ways people communicate and socialize (Reif2018). Figures display
that the continuous expansion in social media usage showigns of stopping, such
as Facebook, Twitter, LinkedIn & Instagram have fascinémaudreds of millions of
users (Tuten & Solomon, 2017). S@eble 1 for the global social media statistics
summary in 2020 (Clement, 2020).

Table 1: Global social media statistics numbers in 2020

Facebook 2.45 billion
YouTube 2 billion
I nstagram 1 billion
Twitter 329.5 million
Sour ce: Reprinted from official websites of these companiescess data (April
26):2020

The birth of social media has inspired consumers and adjuste dynamics of

traditional marketing by supplying customers with platisrefficient of reaching large



Master in Marketing and Communication

audiences and empowering active engagement between zagans and their
customers through online two-way communication (Sun & Buapattanasakda,
2019). The interactive nature of social media permittecsaamers to convey their own
consumption experiences into their profiles on severabsoetworks (V. Kumar &
Reinartz, 2018). Due to technological developments, maxketers are shifting their
marketing and advertising budgets from traditional adsiexy media to these new
media(K. Sharma & Kumar, 2018).

With its interactive and viral nature, social media was ableansform the traditional
one-way marketing communication into two-way commun@matietween companies
and consumers (Reinartz, 2018), as it encourages actitieipation and engagement
and helps in brand community building (Gokerik et al, 2018)is has driven to the
creation of a new communication paradigm that improved gy of marketing
associated conversations between consumers and orgamszaggardless of any time
or location boundaries (Sharma & Kumar, 2018; Tuten & Soloj2015). These
conversations bring big opportunities for Fast Food chamgenerate favorable
images of their brands (De Vries et al., 2012). In brief, abanedia is becoming
prevalent as a marketing platform to the extent that Tutesh &alomon (2015)
considered it a fifth P together with the conventional 4Pghefmarketing mix.
Specifically, Facebook is acquiring the attention of mégkg subsequently, it is the
most popular social networking site worldwide with 1.69ibit monthly active users
(Clement J. , 2020)General Motor’s spend $30 million annual investment on simply
producing content for their online community on Faceboskafh & Rahman, 2016).
Brand pages (fan pages) on Facebook are considered the amsapform of social
media marketing (Chiu et al., 2015), where more than 50 onilbrganizations have
pages on this social network (Forbes, 2015). These pagesmne communities that
contain the fans of a particular brand in one platform, inalilgonsumers can interact
with each other and with the company (Khobzi & Teimourpoudl®). When
consumers click on the ‘like’ button of the brand page, they can follow the brand and
become a part of its Facebook community. After becoming a beerof this online
community (brand page), consumers can view content thatuidighed by the
managers of the page and interact with both consumers artahd(Carlson, 2018;

Carlson et al., 2017). As an outcome of the wide using of thasée brand
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communities for marketing purposes, there has been a risiagest of marketers to
boost consumer engagement in these new online communitiestal its role in
enhancing the customer-brand relations ( Baldus et ab;28allebeek et al.,2016 ).
1.3 Resear ch Objectives

The research questions are replied to by attaining ceraearch objectives that cover
the major steps of the phenomena investigation. The ofgsctif the current study are

presented as follows:

1) To explore that (brand trust and brand love) as anteced#ntonsumers to
engage in social media brand communities, specificalljhefast-food brand
pages on Facebook.

2) To determine the effect of engagement on brand pages abéak on the
development of brand loyalty as an outcome of these brandarmonties.

3) Provides some recommendations to Syrian fast-fooduestamanagers for
improved and better decision-making related to the usaggooial media

marketing tools and motivate customers to better engadehbséinds.

1.4 Resear ch Context
1.4.1 The Context of Syria

Syria is one of the Mediterranean Arab countries of the Madgthst. This country lies
in the Asia continent with an area that exceeds 183.630 Knbbrdered by Turkey
to the north, Jordan to the east, and Lebanon and Israel fnremnest, and the

Mediterranean Sea to the west(Ziad, 2012). As showrigare 1. Map of Syria
Figure 1. Map of Syria

&) TURKEY
OoAleppo
CYPRUS|
s SYRIA IRAQ
LEBANON

O Damascus

Mediterranean Sea I & -
ISRAEL . JORDAN i




Master in Marketing and Communication

Note: Syria Map. Reprinted from Google Imag2g]9.
According to Central Bureau of Statistics (CBS, 2020), &jas a population of over

17,769,487 million. Administratively, Syria is dividedton 14 governorates which
contain both urban centers and rural villages. The biggestdities in Syria are
Damascus (the political capital) and Aleppo (the econohaigpital)(Crilley, 2017).
This country is characterized by a young populationied Nations Children’s Fund
[UNICEF], 2018), also according to Central Bureau of Stassin Syria (CBS, 2019)
youth are citizens whose ages range between 18 and 29 ykarsage group is
considered the biggest age group with more than 11 milliaima8y, which represents
57.6% of the entire population.

During the modern history of Syria, several economic systamd ideologies have
been applied, for instance, in th®s and70s, the Syrian economy was highly
centralized according to the principles of socialism (femdchina & Ivanic, 2016).
Since 2007, the economy was gradually directed towardsréeerharket system, as
well as expanding the role of the private sector and encaugagzonomic, social, and
political participation. This has led to an improvementia economic conditions after
a long period of stagnation (Burns, 2016). This improvenwveais driven by several
reforms that intended to diversify the Syrian economy toobee more dependent on
industry, agriculture, services, and construction (Feadd, 2016).

The current crisis has shifted the center of state atteffriton the economy to military
and political operations interior (Yazgan et al., 2015)eTdtonomy fell back and
turned into a loser due to the imbalance in economic relatard the slowdown in
growth (Khayati, 2019). Moreover, since the spring of 20t new package of
economic sanctions have been imposed by four internatparéikes: the United States
of America, the European Union, the Arab Countries, and &yiduch as: stopping
all American exports to Syria and stopping all private irments and American
activities in Syria, and preventing Syrian Airlines fronmting at airports in the United
States of America and all of these procedures led to thaigioreompanies left the
Syrian market (Orakhelashvili, 2015).

After Syria’s uprising, Syria witnessed huge growth on the internet and the penetration
of the mobile phone in recent years (KEMP, 2020). Accordioghte ministry of
communications and information technology (Departmei@tafistical Studies,2020),
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there are 7.6 Internet users in March 2020, with an annualtiroate of 7.99%. Also,
there were 11.9 million mobile subscribers with a 43.5% praxtien rate (15.89 % is
the proportion of mobile internet users of total mobile sulpdions).

Along with other countries, Syria faced a dramatic increasecial media penetration.
That the total number of active social media users 6 millishich represents 35 %
compared to the total population. The researcher condtictedtudy in Syria, where
Facebook played an important role in the history of Syrianthe call for revolution
in 2011 (Fuchs, 2014)That motivated some authors to call it the ‘revolution of
Facebook’ (Jaber, 2012). According t8tatcounter.corfAnonymous, 2020), there are
9.2 million Facebook users, 70 % of Facebook users in Sydasacit on daily basis,
with 26% staying active on this website between two and six$idaily.

1.4.2 The Fast-Food Industry in Syria

The fast-food sector is one of the economic sectors thatmgmowhe past twenty years
in Syria. It remains one of the best performing categoriesonsumer food-service
(Musaiger & Kalam, 2016).

Since the Syrian crisis broke out in 2011, Syria suffereanfranstable security,
political and economic conditions (Shehabat, 2016). Tlkid b dramatic negative
effect on all sectors of the economy, particularly the indaksectors and tourism
(Jamal, 2015). Specifically, the reluctance of foreigneisiors to invest in Syria has
directed to economic contraction. Among the companies|dfiabr closed are global
fast-food restaurants, also withdraw licenses from thesgaurants as a result of
economic sanctionsuch as, (KFC and Burger King.. etc.). This put local fast-food
restaurants in front of a serious challenge in terms of éogehe Syrian market Fast
food, besides, providing services with the best qualityl daminance in the Syrian
market.

Moreover, the fast-food meals have occupied the attenti@lot of young Syrians
for the ease of its preparation and the simplicity of its pasing, on the other hand,
the demand for this industry is inelastic even though th@ewsty deteriorated (Yasser,
2016). These chains generated various social transfanstd behavioral patterns of
young Syrian, for instance, they deliver a joyful atmosphiérat charms the young

generation to use it as a meeting place for family and frieAdso, by bringing the

10
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idea of home delivery to the Syrian market, these chains algeeto offer convenience
to their customers and have changed their eating habitswitaditionally depended
on cooked food at home (Khaled, 2018). The long-term trendsa fast-food market
look positive and it is expected that this sector will be @asing at an annual average
of 10-20% over the upcoming years based on a report publiiyethe Syrian
Investment Agency (2016).

The main target market of fast-food chains is the young aedage consumers who
have a strong desire to be a part of the markets and modefAkésy, 2017; Fraser et
al.,2014).

This needs the pursuit of innovative methods for intergcéind reaching their target
market. The fact that mainly social media users are younglpemd the fact that fast-
food chains primarily target that age group have made thalsoetworking sites such
as Facebook a suitable tool for marketing for this indus®igad & Badran, 2017). This
will be discussed in the following section.

1.4.3 Choice of the Fast-food I ndustry

The researcher utilized the official Facebook brand pafjgsedocal fast-food chains
in Syria as a context for carrying his study. Several reasetshe researcher when
choosing the fast-food industry. Firstly, the reason ig tha fast-food industry is
considered one of the many of industries in Syria that @ikacebook for marketing
goals on a wide scale. See Appendixfér a screenshot of one of the fast-food pages
on Facebook. These chains discovered that social media,asud-acebook, with its
millions of daily users, can be a powerful medium for tanggtyoung consumers who
have been fully resistant to advertising in traditional sxagdia, e.g. (television, radio,
and print,....etc.). Consequently, most fast-food restaurants in Syrilatrand pages
on Facebook to communicate with their current and prospeatustomers. These
companies publish a diversity of branded content on thegepavhere members of
these pages can communicate with that content as well agaatinother. The content
can combine information about meals and sandwiches. Algojmtanagers of these
pages can reply to any questions that are posted by the caist@Brian, 2017). These
pages have millions of customers that follow it after, thaydnconverted members of

these online communities. This addresses the brand paghs &dist-food industry
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one of the most proper online environments for examiningsaarer engagement,
which is the main goal of this research. Seble 2 that demonstrates the number of
fans of some fast food brand pages on Facebook in Syria anthé&neason for the
choice of the fast-food industry as a context for this stsdhe fierce competition that
fast-food chains face. With the enormous number of Fast Fdwns that are
expanding in the Syrian market, these chains have manyersblvith differentiating
themselves and building their brand images (Ameen, 2018)ulBmate reason for
that choice is the absence of academic researches thattsspe influence of social
media marketing that is broadly practiced by fast-food mhan Syrian consumers.
Thus, through examining the antecedents and outcome ofiomrsengagement on
Facebook brand pages, this thesis will be beneficial to nfasg food restaurants to
fully understand the possibilities of using social mediamarketing. To conclude,
Syria, with its prospective big market and young populatioepresents a big
opportunity for fast food chains to increase by adoptingoirative methods of
marketing like social media marketing.

Table 2: Some Syrian Fast food brand pages on Facebook and their muwhfans

Fast food brand page on Facebook Number of Fans

Quikly Food 6,569,410
Food Sobki 5,37,856
Turtles 3,115, 843
Prince Fast Food 1,599,017
Big Bite 6,598,000
Chicken Abu Ali Restaurant 764,235

Source:official fast-food brand page#.ccess Date: April (2020)
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CHAPTER 2: Literature Review
2.1 Introduction

Social media is one of the technological developments tleevable to change the
modes of communication between people and organizatioeed&nh & Rowley,

2017). Given the novelty of social media. This chapter isaarged into three sections
as follows: firstly, section 2.2 provides an overview of tlee of social media in Syria.
Following section 2.3 where it discusses the role of socrdliain marketing. Then,
section 2.4 introduces an overview of the social networkitey Facebook by outlining
its rapid penetration in the past few years. Next, sectighl2presents the using

Facebook brand pages in marketing.

2.2 Consumer Engagement in social media brand communities
2.2.1 Introduction

In this chapter, the researcher reviews the existing sdigadark around the concept
of consumer engagement. Firstly, section 3.2 provides anvew of the concept of
engagement. Then section 3.3 discusses customer engagertiencontext of social
media.

2.2.2 The concept of Customer Engagement

Initially, the term ‘engagement’ was broadly used through different academic
disciplines containingsociology ‘civic engagement' (Ekman & Amna, 2012),
psychology ‘social engagement’(Barak et al., 2016)and management ‘employee
engagement’ (Kumar and Pansari 2014).

The concept of customer engagement has become a very impoofac in the
marketing literature, and it is a sub-concept under the wetlacerm "engagement” (
Hollebeek et al., 2019; Pansari, 2016; Pansari & Kumar, 20digwanathan Kumar
& Pansari, 2016 ). In the study of consumer-brand relatioossumer engagement is
considered a hot topic (Gambetti et al., 2017; Leckie et 2018). Given the
importance of this topic, the Journal of Service Researtiactéor a better academic
understanding of this new concept by issuing a special“@lestomer engagement”.
In addition to that, Kotler & Armstrong (2016) added a spksé&tion in the sixteenth
edition, for customer engagement in their book "Marketinghétples” that they

defined customer engagement marketing as “making the brand a meaningful part of
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consumers’ conversations and lives by fostering direct and continuoustomer
involvement in shaping brand conversations, expees and community” (Kotler &
Armstrong, 2016, p. 42).

The interest of researchers to investigate consumer engagdias grown after it was
associated with some important marketing concepts (Btjnatlal., 2017). For
instance, high stages of consumer engagement have beeactesnvith customer
loyalty (Leckie et al., 2018), brand love (Wallace et al.12pcustomer feedback, and
referrals (Nambisan & Baron, 2017) satisfaction (Challaget al., 2017) and the
willingness of consumers to produce positive word of mouth (et al., 2017).
Moreover, the significance of studying consumer engagémasnrisen because of the
inadequacy of other constructs in forecasting consumeaweh For example,
consumer engagementis a diverse conception than mored@atcepts that are often
applied to describe consumer-brand relationships, aoingibrand commitment,
brand involvement, and brand relationship quality (L. idb&ek, 2018).

Regarding to this recent academic interest, it is assunedctinsumer engagement
research will supply an important improvement in relattops marketing and
branding(Carlson, 2018; De Vries & Carlson, 2016; He & Ndgah 2017; Hollebeek
et al.,, 2017). Despite its recent history in the marketingrditure, the literature
providesseveral definitions for the term ‘engagement’ in the marketing field. See
Table3

Table 3: Various definitions of consumer engagement in takketing literature

Kumar et al. The engagement of customers involves the active expesdheg
(2010) have with companies as well as with other customers.
Hollebeek Consumers are engaged when they are emotionally, codyijteved

(2011) behaviorally involved with brands.

Vivek et al. Customer engagement refers to the degremgbmers’ participation
(2012) and connection with different organizational offerings.

So, King, & Customer engagement is a customer’s connection to a brand as
Sparks reflected in cognitive, affective, and behavioral actionsside of the
(2019 Purchase situation.
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Dwivedi _ o _
Consumers’ level of vigor, dedication, and absorption towards brands.
(2015)
Vivek et al The intensity of an individual’s participation in and connection with a
(2012) firm’s offerings and/or activities sponsored by the firm

_ Customer engagement is the result of customers’ involvement with
Harrigan et al

(2017) brands, which is expected to enhance their loyalty towdresd

brands.
“A customer’s motivationally driven, volitional investment of
Hollebeek et al resources (including cognitive, emotional, behavioral] aocial
(2019) knowledge/skills) and operand resources (e.g. equipnr@otprand
interactions” (p. 166)
Source: (Liu et al., 2018)

It is obvious that most of these definitions emphasize thigecole of consumers in
their relationship with brands (Verleye et &(16), where it highlights consumers’
interactive and co-creative experiences with companied larands (Brodie et
al.,2013).
2.2.3 Customer Engagement in of Social Media based brand community

With the increased adoption of social media branth@mnities, the term ‘consumer
engagement’ has been gradually appliedto describe the nature of consumers’
interactive activities inside these online communitiesl@s et al., 2015; Kaur et
al.,2018). Consequently, this has guided the consumergengent research in the
recent few years, e.g. (Chan et al., 2018; L. D. Hollebeek.e2@16). Social media
platforms have been adopted to engage consumers aftertthesexsm of marketers
with two-way communication capabilities provided by sécrgedia platforms. (De
Vries & Carlson, 2014; Hauser et al., 2017) and strengtherapi growth in brand
pages on Facebook for engaging consumers (Brogi, 2015)seTlpages ease
engagement, where consumers can join their preferred pagds, consumption
experiences, and share brand stories within the online agmoations among
consumers about brands, other consumers, and supplieMri@seet al., 2017). This
has enabled consumers to turn out to be co-creators angdaréesof brand messages,

which provides companies an immense opportunity to befmefit free word of mouth
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(Munzel et al., 2017). So, the literature about online branchmunities provides
various definitions for consumer engagement in the onlorgext seel able 4.

Table 4: Various definitions of consumer engagement indoc@abmedia context

Author (s) Definition

Jahn & Kunz Fan page engagement is fwnsumers’ interactive and integrative

(2012) participation in the fan page community.
Brodie et al. Consumer engagement in a virtual brand community involves
(2013) specific interactive experiences between consumers anlorémd,

and/or other members of the community.
Chanetal. Consumer engagement in online brand communities is deéinede
(2014) level of a person’s cognitive, emotional, and behavioral presence in
brand interactions with an online community.

Kuzgun (2015)  Consumer engagement in virtual brand comtiesnnvolves deep

immersion and concentration on the virtual brand commupetye.
Also, it involves positive emotions that are aroused aftegrdain
period of experiencing the brand community page. Findlly, i
involves favorable physical activities towards the brand &s

community.
Zhang et al. Engagement is the repeated interactions between consanrs
(2016) brands on social media. These interactions strengthermib&anal,

psychological, and physical investment consumers haveoiset
brands.
Harrigan etal.  Customer engagement with companies and brands on soci&a med
(2017) involves repeated interactions between a customer andiaegens
that strengthen the emotional, psychological, or physimadstment a

customer has in the brand and the organization.
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2.3 Customer Engagement Antecedents and Outcome
2.3.1 Customer Engagement Antecedents

2.3.1.1 Brand trust
Generally, Trust is considered a significant componentHercreation of successful

relationships (Habibi et al., 2014). In the marketing area, consumers’ trust for
companies and brands has been reviewed in a wide varietyadeatc publications,
e.g. (Ahmed et al., 2014; Lassoued & Hobbs, 2015; Welter2p0tis broadly agreed
that one of the vital roles of marketing is to generate a sehs¢tachment between
consumers and brands, in which brand trust characteriedsatbe of this bond (Lee et
al., 2015). Thus, brand trust plays an influential role i&ting or terminating the
relationships between consumers and brands (Kotler, 2019)

The marketing literature has presented various defirstaithe concept of brand trust,
such as, trust which can be clarified as the extent to whiainawmer believes that a
particular brand satisfies customer desire (ChinomonkR0Jin et al (2015) viewed
brand trust athe customer’s willingness to depend on the capability of a brand to
perform its function as expected. Additionally, it can beempreted that brand trust is
created and developed by direct experiences of consumardrands (Alan &
Kabaday1, 2014). From the definitions of brand trust, it can be said that when
customers have trust in the brand, it will lead to creatingeed purchase behavior,
which guides to the commitment to the brand, and the relshigncan be established
between brand and customers.

Brand trust includes both emotional and cognitive comptaérabibi et al., 2014).
The cognitive element is associated withhsumers’ belief that the brand can meet
their prospects(Ahmed et al., 2014). Furthermore, it tedudbm their insight into the
fair, accountable, and responsible behavior of brandsrisitheir audience (Ballester,
2014). This cognitive component arises from an accumulatedviedge that permits
consumers to make forecasts with some level of confidengeeraing future dealings
(Johnson & Grayson, 2015). Besides, the emotional elem&ntonnected to
consumers’ perception of the altruism and honesty of brands (Johnson & Grayson,

2015). Itis closely regarding the perception that a partner’s activities are intrinsically
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enthused and consequences from feelings of perceivedytrsacurity and security
of the relationship(Johnson & Grayson, 2015).

Therefore, it is obvious that when consumers recognizerguplevels of hedonic
utilitarianism and utilitarian benefits from their inteteons with brands, their trust in
these brands would grow (Laroche et al., 2012). The maridiiarature provides
several outcomes of brand trust. For instance, it was fobatthe role of brand trust
is vital in situations of uncertainty, information asymmyetn addition, it has a critical
role in making consumers comfortable with brands (Chiu et2010). Also, it is
considered a vital ingredient in the development of brandcament (Carroll &
Ahuvia, 2016), brand loyalty, and purchase intentions ¢basd & Hobbs, 2015).
The marketing literature gives several outcomes of bramst.tiFor instance, it was
found that the role of brand trust is vital in situations ofcartainty, information
asymmetry. In addition, it has a critical role in making com&rs comfortable with
brands (Chiu et al., 2010). Also, it is considered a vitataayent in the development
of brand attachment (Carroll & Ahuvia, 2006), brand loyalipnd purchase intentions
(Lassoued & Hobbs, 2015).

In online environments, it was found that trust plays a kele nm decreasing
consumers’ perception of uncertainty since they know that they can depend on the
trusted brand (Lassoued & Hobbs, 2015). Additionally, ttriss important for
consumers since it affects several dimensions related lioeotnansactions, such as
security and privacy (Carminati et al., 2014).

This study debateghat brand trust can be one of the antecedents of consumers’
engagement with brands on social media. When consumerewaprust towards a
particular brand company or company brand, they habitwakgiyelop positive feelings
and beliefs about it (Islam & Rahman, 2016). Consequertibjir forior involvements
with these trusted brands play a fundamental role in afigctheir behavior in the
future(Coelho et al., 2018).

The social media brand communities (brand pages), as eqegves of brands, can
be an appropriate place for consumers who have high stagegsoffrom previous
offline dealings to foster their relationships with thegards by becoming part of

these online communities.
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2.3.1.2Brand Love
With the growth of severe competition and the large nhumbedsrahds that emerge

every day, which provide an opportunity for marketers tdidgish their products
and services, establishing a strong bond between conswameérsrands has become
one of the principal aims of marketing communications (Hamg et al., 2017;
Pansari & Kumar, 2017).

In the past few years, marketing literature showed an immarerest in studying the
emotional relationships between consumers and brandg(learet al.,2016; Sarkar,
2014). Brand love is one of the most important marketing eptethat attracted the
attention of researchers and academics on a wide scales(iRakt al., 2019;
Schlobohm et al.,2016). This interest stemmed from thesbel positive feelings
among consumers and brands enhance loyalty to these biagalsc{oglu et al.,2018;
Kudeshia et al., 2016).

Research has revealed that consumers can build strongogralatonnections towards
brands (Dwivedi et al., 2019). Consumers can experiencefleling towards brands
in the same way that they experience it in their relatiorsKlignacio & Orso, 2016).
The concept of brand love has driven many marketing spetsal study customers.
Mirani & Abro (2019, p 343) defined it aSconsumer perspective or assumption
regarding customers love towards a brand that considersnaportant factor in the
success of a company

According to Batra et al. (2017) stated that brand love dostdhe following
components selidentity, superior quality, brands’ symbolic meanings, passionate
desire, emotional connection, and expected heartbreakenaesof natural fit,
willingness to invest, frequency of usage, intrinsic redgaas well as long relationship
history with the brand. Also, Kang (2015) defined it as theeleof emotional
attachment that your customers content on a product brandadeinically, it is
described as the to what extent of delight, emotive attachgmsumers are satisfied
with the services or products that have the name of a spéxdicd. Moreover, brand
love is described as a powerful relationship between théomer and the product
which is consumed as personal love (Ignacio & Orso, 2016an8tove is generally

expressed in a method that is turned towards themselvesiewdmnsumers are
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interested in what can brand perform to them, not what thég bperform for the
brand (Meirani & Abror, 2019).

In the era of social media, consumers can express theiresitaand emotional
connection in particular brands by following them on selsomial media platforms
(Zaglia, 2013).

2.4 Customer Engagement Outcome
2.4.1 Brand loyalty

The concept of brand loyalty has been recognized as a signtficonstruct in the
marketing literature for at least four decades (Keller,@0&nd most researchers agree
that brand loyalty is one of the most valuable assets in ssfglecompanies (Mao,
2010), it supplies many benefits, it produces and achiexedmpetitive advantage of
the organization, increase great market share, captiestenstomers, and decreasing
marketing costs (Akinci et al., 2015), increasing branérgjth against competitors'
risks (Russell & Parkinson, 2015), brand loyalty is consdeessential for any
company that intends to achieve long term satisfactory stadnd economic
performance (Molinillo et al., 2017). These benefits neaioly show the positive effect
of brand loyalty can endure on the company. According to KdnashMahmood (2012,
p. 33) proposed a definition that effectually revealed ¢heofits, by asserting that
“brand loyalty can be defined as the customer’s unconditional commitment and a
strong relationship with the brand, which is not likely to afected under normal
circumstances Nam et al., (2014) explains that brand loyalty considerital part of
the communication and customer-relationship buildingcpss, a well-organized
communication that a brand has with the consumers is theisigstone towards
creating a strong customer relationship, Besides Kotl&1@2 illustrated it as a
multidimensional paradigm, and exposes customers repectigse and advocacy for
the product/service even after price rise. Also, Grott @04 22) defined it“The
consumer’s level of commitment to the repurchase of a preferred brand”.

Customer engagement has been perceived as a concept articifp produce
improved predictive and clarifying power of consumer bebagutcomes, involving
loyalty towards the brand (e.g., Hollebeek et al., 2012; Waorn et al., 2010; Vivek
2018; van doorm, 2018), also Bowden ( 2015, plaé defined CE as “a psychological
process” that stimulates customer loyalty. More than that a connectidtepa that
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consumers perform with other consumers, companies, arictydar brands that is
valuable to enhance brand loyalty (Brodie et al., 2011).t@usr engagement is
regarded as a possible antecedent to repetitive purchasdsmvioral loyalty)
motivated by a fervent internal disposition over a certarqd (Bowden, 2015).
There has been broad literature on customer repeat puscimade marketing topic as
an outcome of satisfaction, involvement, and positive ausr experience, in
customer engagement literature also, researchers haadred a positive influence
of engagement on repeat purchase (Calder et al., 2013;ddele Glynn, & Brodie,
2014, pt. Managerial Implications;Van Doorn et al., 20102%4), moreover, it was
mentioned that engagement not only play an imperative ilmpadoyalty intentions
but also manifest significantly more variation in loyalty @mparing with traditional
patterns involving value, quality, and satisfaction (DadV, 2015, p. 102).

Customer Engagement has been proposed to be a superioctpreafi customer
loyalty related to traditional relational constructs indractive environments, where
(Thakur, 2016) study considered that traditional modethss satisfaction, comfort,
and usability are indicators of customer loyalty but indwahly the cognitive side in
making a customer’s purchase decisions, while customer engagement is considered the
influencing factor in the consumer decision-making andstipuovides additional

predictive power to the customer’s loyalty.
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CHAPTER 3: Research Methodology

3.1 Introduction

This chapter explains the methodology that adopts in tlisarch study. Hence, the
chapter provides a bridge between the proposed concepuadslrand the findings of

this study. This chapter is organized around six main sesfiat the beginning section
5.2 present the overview of the quantitative method, thectige 5.3 displays

justification for using the online survey as well as the syrwconstructs with

measurements of the variables, after that section 5.4 mesample and target
population, following section 5.5 presents Structure nhaatel Hypotheses, then

section 5.6 Data analyze methods.

3.2 Quantitative Method

The quantitative approach indicates to the methods thate#ated to the collection,
analysis, interpretation, and presentation of resultsk(Eooi, 2018, p. 32). That
guantitative researchers are interested in determinisgareh purposes through
empirical scales that contain numerical measurement aatdtgtal analysis (Erik
Mooi, 2018, p. 34). Quantitative research is applied to fietationships between
variables in conceptual models (Brannen, 2017). The giaéing part of the current
study was performed in two phases: pilot test and main studdeth phases were
carried out by adopting online surveys. The pilot test ainweevaluate the reliability
of the measurement scales of the study’s constructs. Furthermore, the objective of the
main quantitative study was to investigate the researclothgses of the proposed
conceptual framework, Moreover, quantitative approachage been applied in
several studies in the framework of Facebook brand commesng.g. (Wallace et al.,
2014; Munnukka et al. 2015).

3.3 Adopting an Online Survey

Surveys are utilized to gather information on diverse thjngpntaining individual
facts, ideas, feelings, and behaviors, online surveysnareasing in popularity as an
outcome of the usage of modern communications methods tesearch practice, the
surveys are considered faster and cheaper rather to othexysapproaches (Erik
Mooi, 2018). In this study, the target audience of the onéinevey was young Syrian
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consumers who are members of fast-food brand pages on Facelite survey was
originally formed in English, and then it was translatediAtrabic. After that, a back-
translation was performed by translating the Arabic statesiinto English.

3.3.1 Survey Structure

The survey was collected by using measurement items extoactthe literature. The
conducted survey was included in three sections. The @rtian aboutDemographic
datd ( Age, Gender, Location, Education, occupation, Monthlyome, Marital
status), the second section asked respondents to denerkea favorite fast food
brand page from a list of Syrian fast food for instance (Qlyi¢kood, Food Sobki,
Turtles, Prince Fast Food, Big Bite, Chicken Abu Ali Resgair.... ... etc.) and some
guestions about engagement towards Facebook brand pagesection 3, the
respondents were asked some questions to indicate thponsss by assessing the
level of customer engagement, brand trust, brand love, eardidoyalty see Appendix
G.

3.3.1.1 Research Survey Constructs

In the following part, the researcher displays the items$wexe utilized in assessing
the research variables. All the items that were adopted feasuring the study
construct used a 5-point Likert scale, starting from {(&jongly disagree’ to (5)
‘Strongly Agree’.

3.3.1.1.1 Customer Engagement items

In the current study, customer engagement was measured tegamty-five items
borrowed from (So et al., 2016). The respondents were predewith seven
statements that measured the level of their engagemertttimtal brands as shown in
Tableb.

Table 5: Items of Customer Engagement

1) | am passionate about this brand page.

2) |like to learn more about this brand page.

3) I concentrate a lot on this brand page.

4) 1 like learning more about this brand page.

5) Ingeneral, I like to get involved in this brand page distoiss.

6) |am someone who likes actively participating in this lat@age discussions.
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7) Ingeneral, | enjoy exchanging ideas with other peoplenatirand page.
Source (So et al., 2016, p. 71
3.3.1.2 Brand Trust items
In the current study, brand trust was measured using foumsitborrowed from
Sahagun et al (2014). The respondents were presented withstatements that

evaluated the level of their trust to fast food brands as shiow able 6.

Table 6: Items of Brand Trust

1) Ifeel quite confident that my fast-food brand will alwaysg to treat me fairly

2) My fast-food brand has been franked in dealing with me

3) My fast-food brand would never try to gain an advantagedmedring its clients

4) My fast-food brand is trustworthy
Source Adapted from (Sahagun & Vasquez, 2014, Table 1)

3.3.1.3 Brand Loyalty items
The researcher borrowed four items from (So et al., 20168)ptcdmeasure the brand
loyalty of consumers towards fast food brands that are nedkéinrough Facebook
brand pages. Respondents were presented with four statethahassessed the level
of their loyalty as shown ifTable 7.

Table 7:ltems of Brand Loyalty

1) This s the only brand of fast food that | will buy.

2) lintend to keep staying with this brand

3) lam committed to this brand.

4) 1 would be willing to pay a higher price for this brand ovéher brands.

Source: Adapted from (So et al., 2016, p. 68)

3.3.1.4 Brand Loveitems
In the current study, the researcher used seven items bedrbm Vernuccio et al.
(2015). Respondents were presented with four statemeatsasisessed the level of

their brand love as shown ifable 8.
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Table 8: Items of Brand love

1) This fast-food brand makes me very happy.

2) This fast-food brand is pure delight.

3) | am passionate about this fast-food brand.

4) This fast-food brand is totally awesome.
Source (Vernuccio et al., 2015, p. 217)

3.4 Sample

3.4.1 Target Population

Determining the population of the study and sampling pracesl are fundamental
topics before data collection (Erik Mooi, 2018, Chapter)318 any research, the
population is the “collective of all the elements, sharing some mutual set atuies
that compromise the universe for the aim of the markettesgarch problem”
(Malhotra et al., 2012, p. 494). Within the current studye ffopulation of interest
consisted of all young Syrian consumers between ages 18%wti@ are members of
official fast-food brand pages of Facebook in Syria. Acaogdo DataReportal.com
(KEMP, 2020), the number of Facebook users in Syria reacipedoaimately 7.9
million Facebook users in Syria as of December 2020, with 88#%iem between the
ages of 18 and 29 years.

3.5 Pilot-Test

Before dissemination of the questionnaire to collect dathta validate the selected
method, a pilot test was made. The objective of this pildiies to improve the survey
so that respondents would not have difficulties in respogtt the questions and there
will be no defect with data (Erik Mooi, 2018). The pilot tedibavs this research to get
an evaluatiorof the questions’ reliability of the data that will be collected via the
internet questionnaire and certify that the data colleat@t allow this research
guestions to be replied. The pilot study was carried outgu§nogle drive forms, the
data collection takes 3 weeks. The target sample from tbégiildy was Syrian young
Facebook users between ages 18 and 29 years and who aremaetiveers of fast-
food brand pages on Facebook. The linked survey ssisvia emails, what’s up to

groups, and Facebook Messenger with clarification abautdpic and the purpose of
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the research, the link directed participation to the oninevey on the Google drive
survey, also the questionnaire was uploaded in Arabic.

3.5.1 Improvementsin Items Scale

An extra purpose for the pilot study survey was to assess itaqusly validated
measures that are borrowed in the current study. The resditated that participants
were able to respond to most questions suggesting the neage of difficult or
ununderstood questions. However, the pilot study enahkedssearcher to make some
adjustments to some of the questionnaire statements. Btanite, the researcher
deleted a question associated witlipondents’ number of logging times to their
favorite fast-food brands pages, since most respondemésvae able to remember the
exact number of their visits to these online communities difidnally, the results of
the pilot study showed that the majority of the scales hawelgeliability of the Alpha
Cronbach (‘above 0.7) as mentionedable 10, and theCronbach’s alpha for all the
study’s constructs are Shown inTable 11. Despite that, statements (CE2, CE3, CEA4,
CE®6, CE7, CE10, CE11,CE12, CE16,CE17, CE18, CE19, CE20] CE22, CE23,
CE24, CE25) of the customer engagement scale were elindinafeom the
guestionnaire to improve the reliability, and these statets were'When someone
criticizes this brand, it feels like a personal insutWhen | talk about this brand, |
usually say we rather than tHeyThis brand page successes are my succe$sisien
someone praises this brand, it feels like a personal corepliffy' When someone
praises this brand, it feels like a personal complifiétheam heavily into this brand
Time flies when | am interacting with the brand, When | amiiatging with brand, |
get carried awdy and "l am someone who enjoys interacting with like-minded others
in the brand community "I am enthusiastic about this brand pgge feel excited
about this brand pagg | love this brand pade | pay a lot of attention to anything
about this brand pagg | often participate in activities of this brand pagewhen
interacting with this brand page'it is difficult to detach myself, In my interaction
with this brand page | am immersedesides the statement (BV1,BV2,BV7) in the
brand love were dropped out to enhance the reliability, tiege statements we'tk
am very attached to this brahdThis is a wonderful fast food bratd This fast food
brand makes me feel goddlhis sector demonstrates an overview of the pilot study
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that was performed through an online survey to purify theng®f the new scale and
to examine the reliability of other measures in the study.
3.6 Structure Model
This section presents the research hypotheses develop#udastudy. Taking into
consideration the aim of this study, we try to give a richesight into the following
guestions:
e Are Brand Trust and Brand Love antecedents for Customer dBran
Engagement?
e What impact does Customer Engagement have on outcomedrébtadeBrand
Loyalty?
So the proposed research model of this study representstideedents ( brand trust,

brand loyalty) and brand loyalty as an outcome of customgagement as shown in

Figure 2.
Figure 2: Structure model
Brand Trust
“
= _ H3 li |
‘ustomer — Brand Loyalty
Engagement i
‘ Brand Love ’ ‘\‘L

Source Adopted by the researcher
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3.6.1 Hypotheses

3.6.1.1 Brand Trust and Consumer Engagement

Establishing brand trust is one of the essential factors pleamit organizations to
realize success by building long-term relationships witktomers (Molinillo et al.,
2017).

Consumers’ trust in firms and brands is produced as an outcome of transactians th
are characterized by high levels of integrity, honesty, eglidbility (Pappas, 2016)
Hence, consumers rely on the trusted brands to reduce aimtgriwhich can guide to
brand loyalty (Abdullah, 2015) and brand passion and comenitt (Afzal et al., 2010).
The concept of brand trust is reflected very important indbetext of social media
and virtual brand communities (Habibi et al., 2014), as oomers recognize higher
risk while interacting with organizations in an online cexit(Mendis et al., 2016).
Since consumers depend heavily on social networks in teainching for information
and in making buying (Felix et al., 2017), it is very signdrt for them to feel the
trustworthiness of updates and information which find cgsthnetworks. Because of
the importance of brand trust, some studies assessed atsnralirecting consumer
behavior in the online context. Such as Park & K{2014) and Lee et al., (208)
perceived that there is a positive relationship betweasumers’ trust in brands in the
offline context and their perceived trust in online inteiaes with these brands. These
findings underline the vital role offline brand trust plagdeading consumer behavior
in online environments.

Similarly, Kosiba et al. (2018) showed that customer engegg within the banking
sector is influenced by trust in the service provider andneowy-based trust.
Following this line of argument, we argue that brand trusl wositively affect
consumers to engage their favorite brands cognitivelgcafiely, and behaviorally on
Facebook. For example, consumers who trust a brand willetysupport the brand
by defending it and showing a positive attitude on its Faokldan page.

The current research claintsat the consumers’ trust in specific fast-food brands that
have developed as a result of their previous interactiotis these brands will impact

their eagerness to continue their relationships with theaeds on social media:
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H1: Brand trust has a positive effect on consumers' engagemerftacebook brand
pages

3.6.1.2 Brand Love and Customer Engagement

Brand love can reinforce the existent bonds between consuamel brands, fortifies
the belief in the brand, encourages the relationship, ingg¢rust, and will eventually
increase consumer’s retention (Kaufmann et al., 2016).

Consumers in love with a brand are more eager to repeat me@ral to endorse the
brand to other consumeBigakcioglu et al., 2018). They will regularly pick the brand
over any other and even forgive and minimize a problem if & happened (Loureiro
et al., 2012). Carroll & Ahuvia (2014) highlighted that bdalove contains a need to
assert love (as if the brand were a person) and guides to tingration of the brand
into the consumer’s identity (Carroll & Ahuvia, 2014). Bevist & Bech (2014) also
included active engagement as an outcome of brand love. 0$exy the definition of
Keller (2015 p.19) of active engagement where “customers are willing to invest time,
energy, money, or other resources in the brand beyond tha&pended during
purchase or consumption of the brand

Active engagement contains WOM, visiting brand websitesl purchasing brand
products (Bergkvist & Bech-Larsen, 2014). Brand love ha®sitive influence on
active engagement which proposes that brand love leadsnhot@WOM, as found
by Carroll & Ahuvia (2014), but also to other brand-relatetdivaties (Bergkvist &
Bech, 2015). According to this viewpoint, we also supposa thrand love will
positively affect consumer engagement with a brand throtgtebook. As active
engagement is the outcome of brand love, we can thus reckbbriéind love will also
influence on consumer engagement.

H2: Brand love has a positive effect on consumers' engagemnarFacebook brand
pages.

3.6.1.3 Customer engagement and brand loyalty

Customer engagement has been perceived as a concept aeticip produce
improved predictive and clarifying power of consumer babasutcomes, involving

loyalty towards the brand (e.g., Hollebeek et al., 2012; Daorn et al., 2010; Vivek
2018; van doorm, 2018), also Bowden ( 2015, p.57) has defined CE as “a

29



Master in Marketing and Communication

psychological proce8shat stimulates customer loyalty. More than that a connection
pattern that consumers perform with other consumers, coiepaand particular
brands that is valuable to enhance brand loyalty (Brodiel.et2811). Customer
engagement is regarded as a possible antecedent to repetitichases (behavioral
loyalty) motivated by a fervent internal disposition ovecertain period (Bowden,
2015).

There has been broad literature on customer repeat puscimathe marketing topic as
an outcome of satisfaction, involvement, and positive ausr experience, in
customer engagement literature also, researchers haadied a positive influence
of engagement on repeat purchase(Calder et al., 2013; ddeleet al., 2014, pt.
Managerial Implications; Van Doorn et al., 2010;), morepviewas mentioned that
engagement not only play an imperative impact on loyaltgritions but also manifest
significantly more variation in loyalty as comparing witlditional patterns involving
value, quality, and satisfaction (Dwivedi, 2015, p. 102).

Customer Engagement has been proposed to be a superioctprenfi customer
loyalty related to traditional relational constructs iieiractive environments, where
(Thakur, 2016) study considered that traditional modethsas satisfaction, comfort,
and usability are indicators of customer loyalty but inéwhly the cognitive side in
making a customer’s purchase decisions, while customer engagement is considered the
influencing factor in the consumer decision-making andstipuovides additional
predictive power to the customer’s loyalty.

H3: consumers' engagement has a positive effect on Brandalby in Facebook
brand pages.

3.7 Data Analysis Methods

After collecting the required number of survey responsata tias been downloaded
into the Microsoft Excel file. After that, the researcheisha prepare the data, by
transforming the responses into the Likert scale, fromftaxhat to numerical format.
Then, the researcher used SP836) and AMOS (v2#software to analyze the data
and getting the results. Several statistical techniques araployed to analyze the data
that was collected in the quantitative phase. These teubsigncluded descriptive

statistics to characterize the sample, in the second plaaserfanalysis (EFA) for each



Master in Marketing and Communication

of the factors, namely, brand trust, customer engagemeandboyalty, and brand

love furthermore, some statistical techniques were useabsess the reliability and
validity of the measurement scales, by conducting confionyeactor analysis ( CFA),

also Structure Equation Model (SEM) to assess the relatietween variables by
using AMOS software.

3.7.1 Descriptive Statistics

The researcher used descriptive statistical methods toridesthe demographic
characteristics of the sample members such as (age, geludation, current
occupation, education, Monthly Income, marital statusik(Elooi, 2018). Moreover,
the descriptive statistics techniques were useful in wideding the habits of using
Facebook and attitudes towards social media marketingrenthese statistics display
the frequencies and percentages, and the results of desesgmtistics were obtained
by using SPSS that help to display some tables and graphics.

3.7.2 Factor Analysis

According to Watkins (2018) before performing an Explorgtéactor Analysis
(EFA), data requirements to be tested to verify that is apple to be conducted.
Consequently, the right sample requires to be determimedponalities need to show
results greater than 0.3 and conduct a Bartlett test andsekdeyer-Olkin KMO.
Exploratory Factor Analysis (EFA) has been performed, totlse items in factors,
within the Principal Component Analysis (PCA) method (Safeu2016). According
to Hadia (2016), PCA is a multivariate exploratory analysisthod that converts a
couple of correlated variables into a smaller group of irhejent variables, and it is
employed to determines the values. Using the Varimax methatl (Josse & Husson,
2016)describes as “The most popular orthogonal factor rotation methods focusing on
simplifying the columns in a factor matrix.”.

Factor analysis was performed to the brand trust, custongagement, brand love,
brand loyalty variables. To determine the feasibility afrgang out the factor analysis,
a Kaiser-Meyer-Olkin (KMO) and a Bartlett test were con@ukctSeveral approaches
can be operated to assess the quality of data. Though, the iKM@asured to be the
best general one. “KMO is a evaluate of homogeneity of the variables, that it compares

the simple correlations with the partial correlations seamong the
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variables.”(Watkins, 2018). KMO values ranged between 0 and 1. A valasecto 1
designates that patterns of correlation are fairly compadicating that the factor
analysis is adopted to be conducted.

This research performed four different factor analysise Hctor analysis covered the
variables that are involved in this study, namely, brandtirbrand love, customer
engagement, brand trust, and brand loyalty. Though, befanging out the factor
analysis, it was needed to analyses the homogeneity ofbkesicby KMO and
Bartlett’s test. To the brand trust, customer engagement, brand love, and logalty
variables giving to its KMO value of (0.741, 0.776, 0.7128&2) respectfully, its
approval on factor analysis is acceptable. The adequacymducting the factor
analysis is also comnfned by the performance of Bartlett’s test. All the variables
presented a p-value = 0 (<0.001), which means that the nylbtineses must be
rejected and permits to consider that the variables arefisigmtly correlated -see
Appendix Ghe results of Explanatory Factor Analysis (EFA). AlSable 9 shows the

loading of each item and the percentage of each factor.

Table 9: Measurement scales and loading

M easurements Loading | Cumulative %

Brand trust 72.20%

| feel quite confident that my fast-food brand will 0.881
always try to treat me fairlyBT1) '

My fast-food brand has been franked in dealing with

0.799
me(BT2)
My fast-food brand would never try to gain an 0.881
advantage by deceiving its clieBT3) '
My fast-food brand is trustworth{BT4) 0.830
Customer engagement 75.65%
In general, | like to get involved in this brand page
0.786

discussiongCE1).

| often participate in activities of this brand pa@&Eb). 0.708

When | am interacting with this brand page, | get
carried away{CES).

0.926
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When interacting with this brand page, it is difficult to 0.933

detach mysel{CE9).

| pay a lot of attention to anything about this brand pageo.892

(CE13).

Anything related to this brand page grabs my attentiono.870

(CE14).

| concentrate a lot on this brand pa@&E15). 0.947

Brand loyalty 92.10%
This is the only brand of fast food that | will by(8L1). 0.963

I intend to keep staying with this brariBL?2). 0.976

| am committed to this bran(BL3). 0.93

I would be willing to pay a higher price for this brand 0.968

over other brandéBL4).

Brand love 70.43%
This fast-food brand is totally awesor(igV3). 963

This fast-food brand makes me very happy (BV4). 976

This fast-food brand is a pure deligligV5). .930

| am passionate about this fast-food br&By¥6). .968

Source SPSS adopted by the researcher
3.7.3 Assessing the Reliability and Validity

The researcher performed the reliability and validity 2est the research variables
before applying statistical analysis methods. Religb#ihalysis is heeded to make
sure that the measurement scales of each variable are ajgkdaonsistent results

when the measurements are performed at other times (Rafl@hB). The tests

contained tests of internal consistency (reliability) aests of Composite Reliability

(CR), Average Variance Extracted (AVE), and discrimina#didity by performing

(CFA). These tests are important before assessing anyceseadel (Hair, 2010).

3.7.3.1 Reliability

According to Eric (2018), the reliability points to the degrto which a measurement
scale gives consistent outcomes if repeated measurememsdormed. Therefore,

it is said that the scale is reliable if the measurements gpeatable when diverse

AN
-
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researchers do this measurement on different occasiona difterent contexts (Erik
Mooi, 2018, p. 54), There are several statistical methodsrfeasuring reliability,

which is as follows:

3.7.3.1.1 Cronbach Alpha

In this study, the internal consistency approach of rdliighivas applied to ensure the
reliability of the scales, in doing so tli&onbach’s alpha (o) was employed to test this,
where the values of the Alpha Cronbach coefficient must lstipe ranging from 0

to 1 and the evaluation of these values is carried out acugtditheTable 10.
Table 10: Alpha Cronbach values

Alpha Value Internal Consistency
a=>0.9 Excellent
09>a0>0.8 Good
0.8>0>0.7 Acceptable
0.7>0>0.6 Questionable
0.6>0=>0.5 Poor
a>0.5 Unacceptable

Source: Adapted from ( Hair et al., 2010)
According toTable 11 that shows that all the valued Cronbach’s Alpha are ranged
between ( 0.805, 0.970), Therefore, each scale will resudbnsistent answers if the

measurements are conducted repeatettiye. Appendix C

3.7.3.2 Composite Reliability- CR

This indicator is extracted from the confirmatory factoabsis (CFA) and refers to
the possibility of applying the study scale into an analysdel with an acceptable
reliability degree, also a value greater than 0.7 cut-offippHair, 2014). According
to Table 11, all the CR values are greater than 0.7, which is a good inalicztthe

scales’ reliability.
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3.7.3.3 Validity
3.7.3.3.1 Convergent Validity

It measures the positive correlation of each item of thealde with other items that
measure the same variable (Hair, 2013), and it is attainedaddyeving three
conditions, as follows:
% Factor Loading
The loading for each item of variables when performing aomditory factor
analysis (CFA) see Appendix D the results of (CFAJould be greater than 0.5
as well as significant (Hair et al., 2010). As shown fraable 11 all the items
loading higher than 0.5, so this condition was achieved.
« Average Variance Extracted-AVE
It is extracted from confirmatory factor analysis, wheseuvalue ranges between
(0) and (1), besides a value equal to or greater than 0.5 stimt/the scale is
good, and if its value is less than 0.5 that lead to the existeferrors in the scale
(Joseph F Hair et al., 2010) as shown froanle 11 all the AVE values greater
than 0.5. which AVE of brand trust is 69.5 %, which is grealtent 50% that was
suggested by Hair (2010). This means that 69.5 % of the tofakmation
available in the four items could be extracted by using ontfao express brand
trust instead of using these four items. Accordingly, byrdasing the number of
items to one factor, 69.5 % of the total information will be intained.
Furthermore, the AVE of brand love is 67.8%, which is gre#tan 50%. This
means that 69.7% of the total information available in therftems can be
extracted by using one factor to indicate brand love instéading the four items.
Accordingly, by decreasing the number of items to be oneofa&7.8% of the
total information will be kept. The AVE for brand loyalty isA8 %, which is
greater than 50%. This indicates that 74.8 % of the totarmétion available in
the four items could be extracted by using one factor to esgpleand loyalty
instead of using four items. Therefore, by reducing the remolbitems to be one
factor, 74.8 % of the total information will be maintaineda @e other hand, the
AVE of customer engagement is 63.3 %, which is greater th&6.3his means
that 63.3 %, of the total information available in the sexems, can be extracted
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by using one factor to express customer engagement insteathg seven items.

Therefore, by reducing the number of items to be one factB &o of the total

information will be maintained.

+ According to (Hair et al., 2010), the values of CR should bghbr than the
values of AVE, alsorable 11 shows that all the values of CR are higher than
AVE values

3.7.3.4 Discrimination Validity

To inspect the discriminant validity of the research vadaabthe researcher compared
the square root of AVE of each construct with its correlatiotin other variables (Hair,
2010). Table 13 demonstrates the correlations between each variable dret ot
variables of the current study. The results show that allaver than the MSV of each
variable indicating the discriminant validity of the stuciynstructs. In other words, the

respondents can discriminate between all research vasiabl

Table 11 The results from the measurement model (Cronbach’s o, CR value, and AVE)

Cronbach’s | Composite
Variable ltems L oading alpha Reliability AVE
() (CR)
BT1 0.799
BT2 0.888
Brand Trust 0.805 0.901 0.695
BT3 0.846
BT4 0.799
BO6 0.827
BO5 0.831
BrandLove | -, 0.733 0.848 0.894 0.678
BO3 0.895
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CE15 0.814
CEl4 0.835
CE13 0.837
Customer
CE9 0.945 0.923 0.633
Engagement 0.842
CE8 0.851
CE5
0.666
CE1l
0.70
BL4 742
Brand BL3 .886 0.970 0.748
Loyalty BL2 924 ' 0.922 '
BL1 896
Source CFA Adopted by the researcher
Table 12: Measurements, Reliabilities, and Correlations
CR AVE MSV |MaxR(H) | ENGAGEMENT | TRUST | LOVE |LOYALTY
ENGAGEMENT | 0.923 0.632 0.091 0.931 0.795
TRUST 0.901] 0.69% 0.208 0.907 0.3020.834
LOVE 0.893 0.678 0.028 0.906 0.167 0.168.824
LOYATY 0.922] 0.748 0.208 0.937 0.224 0.456 0.154 0.865

Source CFA Adopted by the researcher
3.7.4 Structural Equation Modeling for Hypotheses Testing

The researcher used structural equation modeling tecksiqa investigate the
relationships between the variables of the proposed mdtelresearcher assesses the
relationships between the constructs by adapting AMOS ¥d#vare, that using of
path analysis to examine causal structures among consnamiables(S. K. Sharma
et al.2017). Neil J. Salkind (2010) indicated that there some benefits to path

analysis that account for its continuing popularity: (a) dffers a graphical
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representation of a group of algebraic relationships between variables that visually and

concisely summarizes those relationships; (b) it permits researchers to not only inspect

the direct influence of a predictor on a dependent variable but also show other kinds of

relationships, including indirect and spurious relationships.

After performing path analysis, where a set of criteria will be used to judge on the fit

of the model, and it includes a set of indicators, namely:

4+ Chi-Square Ratio X2/ (df)

The value of this indicator is affected by the size of the sample if its value is

less than 5 indicating acceptance, and some researchers believe that if its value

is less than 3 and greater than 1, we can also accept the model(S. K. Sharma et

al., 2017).

#+ Indicators of absolute fitness

The goodness of Fit Index (GFI): Its value ranges between 0 and 1 as
the closer its value to 1 indicates a better match for the model with ample
data, where a value greater than 0.90 indicates a good fit of the
model(Fan et al., 2016).

Adjust Goodness of Fit Index (AGFI): Its value ranges between 0 and
1 as the closer its value to 1 indicates a better match for the model with
sample data, where a value greater than 0.90 indicates a good fit of the
model(Fan et al., 2016).

Root Mean Square Error of Approximation (RMSEA): This
indicator is considered one of the most important indicators of absolute
fitness if its value is equal to or less than 0.05 This indicates that the
model fits perfectly the data. A value between 0.05 and 0.08 indicates
that the model matches well with the sample data If its value exceeds

0.08, then the model is rejected (Fan et al., 2016).

#+ Incremental Fit Indexes

Normed Fit Index (NFI): Its value is between 0 and 1, with a value
greater than 0.90 indicating a good fit of the model(Fan et al., 2016).
Comparative Fit Index (CFI): Its value is between 0 and 1, with a

value greater than 0.90 indicating a good fit of the model, Also, some
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studies indicated that it is better if the value is greatantd.95(Fan et
al., 2016).

e Tucker-LewisIndex (TLI): Its value is between 0 and 1, with a value
greater than 0.90 indicating a good fit of the model, Alsamestudies
indicated that it is better if the value is greater than (FaB( et al.,
2016).

On the other hand, the skewness and kurtosis values are ree@urto determine
whether the variables in the data set are normally dis&ihutn this case values

between -2 and +2 are considered normal (Civelek, 2018).
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CHAPTER 4: Quantitative Data Analysis and Results

4.1 Introduction

This chapter discusses the findings of the main quanteéattudy. It is divided into
two main parts. The first part presents some descriptiiessta of the demographic
characteristics of the sample, following, the second pathis chapter presents the
results of the hypotheses testing.

This chapter is further divided into four main sections.s#y, sections 6.2, 6.3
provides an overview of demographic characteristics arsdrggive analysis of the
study variables of the sample. then, sectidhtghlights the respondents’ perceptions
regarding Facebook and advertising on it. Then, sectiorp@Sents the findings of
the hypotheses testing by using the path analysis method

The first part demonstrates the descriptive statistick®@tiemographic characteristics
of the study’s sample as well as some descriptive statistics related to consumers’

perceptions regarding Facebook and advertising on it.
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PART ONE
4.2 Demogr aphic Characteristics of the Sample
A total of 400 members of fast-food brand pages on Faceboo& sigveyed online
for a quantitative study. Of these 400 participants, (23@yemmales which form
(57.5%) of the total sample, and (170) females, which fora.5%) of the total
sample.
Consumers’ age in the sample fluctuated from eighteen to twenty-nine years old. 108
customers aged 18 to less than 22 characterize (27%) of thk dample. (170)
customers aged 23 to less than 25 represent the greateshiagye (42.5 %) of the
total sample. Following, (96) customers aged 26 to less Btarepresent (24 %), the
last range represents the smallest portion (6.5 %) of tla¢ sample.
Respondents’ marital status contained 352 single consumers that reqré8%) and
84 married that represent (12%) of the sample.
Also, the sample consisted of respondents who lived in @diffeSyrian cities. The
largest proportion of customers wer48, which represents about (37 %) of the total
sample live on the Coast (which is considered the most staiiesafe place). Then,
122 respondents, which represent (30.5 %) of the sample wera fDamascus.
Following 50 respondents, which represen? (6%) who live in Aleppo. Next42 of
the respondents who live in the Middle, and represents5(%) Finally, 38
respondents, which represent (9.5 %), live in other cities.
Respondents’ occupations are diverse from student, employee, worker-student, self-
employed, and unemployed. The largest portion included &®@lents, which
represent about (45 %) of the total sample. Also, 148 woskedent were surveyed,
which represents (37%) of the total sample. Also, there B2remployed respondents
which represent (8%) of the total sample, then the self-eygds were 30 that
represents (10 %) Furthermore, there were 8unemployedchwhpresents (2.5%) of

the sample.
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Respondents’ monthly income level varied from less than 30000 Syrian pounds (S.P),
from 30001 to less than 40000 S.P., from 40001 S.P. to 50@@& finally above
50000 SP. The largest proportion were consumers who earoed30000 to 40000
S.P (200 respondents, which represent (50 %) of the sanifiej, 105 consumers
earned less than 30000 S.P. which represents (26 %) of thlesernple. Then, 75
customers who earned between 40001-50000 SP. which reprdse %) of the
sample. However, the smallest segment was 20 respondent®avhed more than
50000 S.P., which represent (5 %) of the total sampleTdble 14, the researcher

summarizes the desptive statistics of the demographics of the main study’s sample.

Table 13: Frequency Distributions (Demographics) of thenke

Demographic Variable Criteria Frequency | Percentage
18-22 108 42.5%
Age 23-25 107 27%
26-29 96 24%
Other 26 6.5%
Male 230 57.5%
Gender
Female 170 42.5%
Coast 148 37%
Damascus 122 30.5%
City of Residence Aleppo 50 12.5%
Middle 42 10.5%
Other cities 38 9.5%
Student 90 45%
Worker-Student 74 37%
Current Occupation Employee 16 8%
Unemployed 15 5%
Self-employ 5 7.5%
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Less than 30000 105 26%
SP.
Monthly Income 30000-40000 SP. 200 50%
40001-50000 SP. 75 19%
Above 50000 SP. 20 5%
) Single 352 88%
Marital Status i
Married 48 12%

Source: SPSS Adopted by the researcher

4.3 Descriptive Analysis
4.3.1 Brand Trust

The scale questions parameters, mean and standard dewaterlying the survey
guestions related to the Brand trust are presentatsie 14. Data is displayed in
descending order according to the mean.

The question, “My fast-food brand would never try to gain an advantage by &ty
its clients’ is the one that presents a higher mean (Mean 4.22 and Standard Deviation
0.560), followed by thquestion “My fast-food brand has been franked in dealing with
me’ (Mean 4.01 and Standard Deviation 0.808hen the question “ | feel quite
confident that my fast-food brand will always try to treat fagly (Mean 3.95 and
Standard Deviation 0.548), then the questitvly fast-food brand is trustworthy
(Mean 3.91 and Standard Deviation 0.830)

Previous values show that customers have a significant ééwrust with the brand,

regardless of the trust in the brand, considering it safehmmest and rely on it.

Table 14: Brand Trust items analysis

Questions Mean Std. Deviation
My fast-food brand would never try to gain an

o 4.22 .560
advantge by deceiviny its clients
My fast-food brand has been franked in dealing w 401 808
me
| feel quite confident that my fast-food brand will 305 548

always try to treat me fainy

My fast-food brand is trustworthy 3.91 .830
Source SPSS Adopted by the researcher
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4.3.2 Brand Love
The scale questions parameters, mean and standard dewaterlying the survey
guestions related to the Brand love are presentadble 15. Data is displayed in

descending order according to the mean.

Table 15: Brand Love items analysis

Questions Mean Std. Deviation
This fast-food brand makes me feel good 4.24 .905
This fast-food brand is pure delight 4.03 .679
This fast-food brand is awesome 4.00 .602
This is a wonderful fast food brand 3.97 520

Source SPSS Adopted by the researcher
The question, “This fast-food brand makes me feel géad the one that presents a
higher mean (Mean 4.24 and Standard Deviation .905), fatblwy the questions
“This fast-food brand is a pure deliiiiMean 4.03 and Standard Deviation .679), the
question “This fast-food brand is awesorh@Mean 4.00 and Standard Deviation .602),
the question “This is a wonderful fast food bratfidMean 3.97 and Standard Deviation
0.520). Previous values show a significant customer’s sense of integration and
emotional with a brand.

4.3.3 Customer engagement

The scale questions parameters, mean and standard dewaterlying the survey
guestions related to the Customer engagement are preSabtdns. Data is displayed

in descending order according to the mean.

Table 16: Customer engagement items analysis

Question Mean | Std. Deviation
| am passionate about this brand page. 457 780

| like to learn more about this brand page. 4.2 875

| concentrate a lot on this brand page. 4.19 847

| like learning more about this brand page. 4.19 559

In general, | like to get involved in this brand page

discussions. 4.18 901
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| am someone who likes actively participating in this

brand page discussions. 4.14 588

In general, | enjoy exchanging ideas with other people
4.13 .533

this brand page.

Source SPSS Adopted by the researcher
The question, “| am passionate about this brand p&gdethe one that presents a higher
mean (Mean 4.57 and Standard Deviation )788llowed by the questions “I like to
learn more about this brand pagéMean 4.22 and Standard Deviation .875), next to
the question“l concentrate a lot on this brand pagéMean 4.19 and Standard
Deviation 0.847), after thatl like learning more about this brand pagéMean 4.19
and Standard Deviation .559), following the stateméimt general, | like to get
involved in this brand page discussichéMean 4.18 and Standard Deviation .901),
the final statement who represent the low vdtiregeneral, | enjoy exchanging ideas
with other people in this brand page (Mean 4.13 and Standard Deviation .533).
Previous values demonstrate that customers have a cagréind behavioral
interaction with the brand. besides, it is observable th@tsamers' degree of
excitement and interest in the brand.
4.3.4 Brand loyalty

The scale questions parameters, mean and standard dewatierlying the survey
guestions related to the Brand Loyalty are presentaisie 17. Data is displayed in
descending order according to the mean.

Table 17: Brand loyalty items analysis

Question Mean | Std. Deviation
| intend to keep staying with this brand 4.22 .875
This is the only brand of fast food that | will buy 4.00 486
I would be willing to pay a higher price for this brand 3.94 .651

over other brands
| am committed to this brand 3.81 .766

Source SPSS Adopted by the researcher
The question, “l intend to keep staying with this brahd the one that presents a higher
mean (Mean 4.22 and Standard Deviation )3%8lowed by the questions “This is the
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only brand of fast food that I will buy” (Mean 4.00 and Standard Deviation .486), the
question “I would be willing to pay a higher price for this brand over other brands”
(Mean 3.94 and Standard Deviation .905), the question “This fast-food brand is a pure
delight” (Mean 4.03 and Standard Deviation 0.651) and the question “I am committed
to this brand” (Mean 3.81 and Standard Deviation .766).

Previous values demonstrate a significant loyalty of consumers to the brand,

especially regards their intention to continue to consume the brand.

4.4 Respondents’ Relationships with Facebook Marketing

In this section, the researcher reviews the results related to consumer perceptions and
behavior towards Facebook marketing, where these introductory questions were
presented in the first section to engage and encourage participants to approach to this
research and prepare them for answering the sections which related to the main
objectives of the research.

4.4.1 Time Spent on Facebook

The results of the survey indicated that respondents spend different amount of times,
as follows less than 1 hour (11%), 1-2 hours (9%), 2-3 hours (13%), 3-4 hours (26%),
and more than 4 hours (41%). Figure 3 shows the duration of participation spend on

the social networking site Facebook.

Figure 3: Time Spent on Facebook
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Source: SPSS Adopted by the researcher
4.4.2 Type of preferred Advertisements on Facebook

The results display that consumers prefer several forms of advertising on Facebook.
Most participants (71.5%) confirmed that their favorite type is brand pages on
Facebook. Moreover, (16.5 %) of respondents indicated that they prefer sponsored
advertising on their Facebook home page. then, (12 %) of them said that they prefer
advertising on the side of their profile page. Figure 4 illustrates the various forms of
advertising most preferred by consumers.

Figure 4: Type of preferred Advertisements on Facebook
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Source: SPSS by the researcher
4.4.3 Duration of Membership in Fast food Brand Pages

The analysis presented that (13%) of consumers who joined to fast food fan page
between 1 and 2 years. Also, it looked that (45%) became a member to fan pages for a
duration between 2 and 3 years. Further, (13%) of consumers who replayed that they
have been members of the fan pages for less than a year. On the other hand, (7%) of
respondents indicated that they have been members for more than 3 years. Finally,
(15%) said that they are not sure about the duration of their membership. Figure 5

shows the duration that participants were members of the fast-food brand pages.
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Figure 5: Duration of membership in fast food brand pages
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Source: SPSS by the researcher
4.4.4 Activities performed on Facebook
Data analysis revealed that consumers do several actions on Facebook. Most
participants replied that (75%, 60 % in a row) use Facebook for checking news and
updates and chatting with their friends. Besides the shows that (55%) they visit the
brand pages, this indicated that Facebook helps them to stay attached with brands and
companies through fan pages. Besides, they provided several other reasons for joining

Facebook. Figure 6 displays these activities on Facebook.

Figure 6: Activities performed on Facebook
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Source SPSS by the researcher

PART TWO

4.5 Hypotheses tests
4.5.1 Structural Equation Modeling for Hypotheses Testing

The researcher adopted structural equation modeling itpobs (SEM) to test the
relationships between the variables of the proposed couakeframework. The
researcher analyzed the relationships between the cotsstrsing (AMOS) software,
that Path Analysis Technic a statistical method that aimsauestigate the relations

between a set of observed variables.

45.1.1 Fit themodd

Structural Equation modeling, however, relies on seveadistical tests to determine

the adequacy of model fit to the data, and the test of modatffbllows
Table 18: The results of the testing model fit

I ndex Test value Acceptable value
X2 [ (df) 2.547 <5.00
RMSEA 0.000 0.05t0 0.08

GFlI 0.978 >0.90
AGFI 0.951 >0.80
CFlI 1.000 >0.95
NFI 0.991 >0.95
IFI 1.007 >0.95
RFI 0.973 >0.95
TLI 1.023 >0.95

Source:AMOS Adopted by the researcher
According toTable 18, all the values that indicate a good model fit, After that, the
researcher performed the test of normality, accordinmabte 19, the test of normality

was achieved.
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Table 19: Normality Test for Variables Study

Master in Marketing and Communication

Variable Skewness Kurtosis
Brand love 0.259 -1.265
Brand Trust 0.08 -0.214

Customer Engagement 0.192 -0.768
Brand Loyalty -0.213 -0.235

Source:AMOS Adopted by the researcher

As the researcher mentioned, in order to test the hypoth#sestructural equation
model was used, by conducting path analysis using (AMOSjvané, andTable 20
shows the results of path analysis, as well as the Appendis this method shows us

the following:

» T-value that measures the possibility of an effect betwdenindependent

variable and the dependent variable related to the hypestheasd it must be

greater than its critical value (1.69).

> The P-value that related to T-value.

Table 20 Summary of results of hypotheses testing (Path coefficients f, t-value and Significance

levels p)
Path S
Hypothesized Path Results Coefficient T test Significance
B (C.R) p

H1 | Brand trust ---------- > Engagement  Supported Q.38*** 8.460 | 0.000(Significant)
H2 | Brand Love --------- > Engagement|  Supported 0.11* 2.431 | 0.015Significant)
H3 | Engagement -------- >Brand Loyalty Supported 0.34*** 7.162 | 0.000(Significant)
Note: Significance levels
*p<0.05
** p<0.01
*¥** p<0.001

Source:AMOS Adopted by the researcher
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Figure 7: Path coefficients in the conceptual model
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CHAPTER 5: Research Discussion

Social networking sites have deeply changed the methodsnafmzinication by firms
and brands worldwide. Customers are not just passive messegivers. Facebook is
one of the best common social media networking sites on wiactous brands have
created their communities (brand pages or fan pages). Quegare generating their
brand communities on Facebook with their own distinctivalgpbut universally the
brand communities are marketing investments of these coi@p#o build a long-term
relationship with their customers by simplifying commuation between the company
and its customers (Zaglia, 2013). However, many firms sgfieigvith using social
media for effective marketing communication functionspexsally with keeping
customers engaged (Sklar, 2013). Consequently, there igréficant need for
empirical researches revealing the factors motivatingaorers to interact with brands
on social media so that effective social media communinatoategies are framed by
marketers (Tsai and Men 2014).

For making these investments benefit and increase retonaketing managers need
a better understanding of positive financial and businedscadents and outcomes
(e.g., trust, loyalty, and brand love) of engaging cust@ar social media brand
community.

5.1 Findings of the Proposed Relationships

5.1.1 Overall Results of Hypotheses Testing

Table 21: Research Hypotheses Validation

Resear ch Question Hypotheses Validation
|. Are brand trust and brandH1, H2: Brand trust and brand lovie

love antecedents of are positively related to Customer
customer engagement | engagement in the fast-food
through Facebook brand industry in Syria through Facebook confirmed
pages in the fast-food | brand pages.

industry in Syria?
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Il. Does brand loyalty an | H3: Customer engagement |(is

outcome of customer positively related to brand loyalty i

=

engagement through the fast-food industry in Syria
. confirmed
Facebook brand pages inthrough Facebook brand pages.
the fast-food industry in

Syria?

Source: Adopted by the researcher

The results of the hypotheses testing in chapteinow that consumer engagement in
Social media brand communities (Facebook brand page) adecped by two factors
related to consumers’ relationships with fast food brands. These factors aredarst
and brand love, thus supporting H1 and H2. Besides, braraltiois predicted by
customer engagement in the social media brand community (&ges), thus
supporting H3.

5.1.2 Antecedents of Customer Engagement

5.1.2.1 Relationship between Brand Trust and Customer Engagement

H1: Brand trust has a positive effect on consumers' engagemeonline brand
communities (Facebook brand pages). (Supported)

The testing of H1 indicates a positive and direct signifteatationship between brand
trust and customer engagement in Facebook brand page480:8-0.38, p=0.000).
The findings indicate a positive impact of consumers’ perception of brand trust on their
level of engagement in Facebook brand pages. Thereforegshiis show that brand
trust significantly impacts on consumer engagement in lb@alebrand pages. In other
meaning, consumers with high levels of trust in particukst ffood brands have a
positive influence on their behavioral and emotional eregagnt on their brand pages.
The role of brand trust in prompting consumer behavior has lieoadly cited in the
marketing literature (Laroche et al.,2012). Brand trust states consumers’ perceived
reliability and security in brand interactions. It likewisefers to the belief that the
brand functions in consumers’ best interests. It contains consumers’ willingness to
depend on a brand (Ahmed et al., 2014). Trust has reflectebsential principle of
interpersonal connections that are continuously credtenigh frequent interactions
(Coelho et al., 2018). It embraces cognitive beliefs abloeibirand (Delgado-Ballester
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et al., 2014) besides emotional perceptions about it (Kviah 2019). Without trust,
consumers wouldn’t continue their relationships beyond any transaction (Habibi et al.,
2014). Hence, when consumers trust brands, they are easfigsio continue their
relations with it by becoming members of their Facebook 8iaeges. In other words,
if consumers trust a brand, they can count on its Faceboakdbpage (Islam &
Rahman, 2016). That can be referred to as their belief intility wf the information
about the brand on the Facebook brand page. Besides, corsstamgursue assistance
from other experienced consumers with the brand (Chow & &bi5). In the social
media context, former research displaygat trust positively influences consumers’
formation of long-term relationships with online websi{@ang & Kim, 2016).

This research emphasizes the crucial role of brand trubeicdntext of social media.
In marketing literature, numerous studies Highted the role of consumers’ brand
trust in the online context. For example, Ha & Perks (201 ®atied that brand trust is
considered one of the most vital factors that inspire coresano deal with brands and
doing purchases online. Equally, a piece of research byrBeé&eKorgaonkar (2012)
presented that brand trust positively impacts consumers’ online brand purchase
intentions. An extra study by Hallier et al. (2014) undestinthe role of source
reliability in arising corporate image formation in onlinemmunities.

In consumer-brand relationships literature, trust has lokscovered to be solid in the
process of establishing high levels of commitment towamdsds (Bowden, 2014).
This can be described by the fact that consumers’ trust usually inclines to reduce their
hazard perception in the consumption process and usuallg te consumers’
intentions (Ballester, 2014). Also, prior literature haghighted the important role of
brand trust. For instance, it was found that consumers’ trust in offline brand names has
a positive effect on their willingness to interact and pas#from brands online (Alan
& Kabadayi, 2014). This can be explained by the fact that previous offline brand trust
can encourage consumers to interact with trusted branddimeacontexts.

The results of the current study are in line with prior reshahat underlined the
importance of consumers’ trust in the social media context (brand pages). For example,

it was discovered that trust is an antecedent of consumexgengent in positive word
of mouth on social networking sites (Chu et al., 2015). Arotbiece of research by

Hollebeek (2011) showed the positive impact of consumers’ brand trust on their
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engagement with brands. Besides, Dessart et al. (2015)eded positive effect of
brand trust on consumers’ engagement in online brand communities embedded on
social media networks. Furthermore, it was found that btamst guides consumers'
willingness to continue their relationship with the brardough brand pages on
Facebook (Kang et al., 2015).

Based on the findings of the current study, marketers shbeldaware of the

importance of building brand trust in Facebook brand pages.

5.1.2.2 Relationship between Brand L ove and Customer Engagement

H2: Brand love has a positive effect on consumers' engagemennline brand
communities' Facebook brand pages. (Supported)

The testing of H2 shows that the relationship between brawé bBnd customer
engagement in Facebook brand pages is a direct and posiivdgtevalue=2.431,
p=0.11, p=0.015).

The findings of H2 are in line with the researchers’ expectations. The findings show a
positive influence of brand love in social media brand comitiess (Facebook brand
pages) on the enhancing of engagement with brands. Consuwmher develop high
levels of emotional connections towards these brands asé@mally, cognitively, and
behaviorally engaged in fast food brand pages on Facebook.

For decades, researchers have deliberate consumers’ “like-dislike” attitudes towards
brands. Though, the past few years have observed an indredseest among both
academics and practitioners for the study of consumers’ love for brands (Batra et al.,
2012; Bergkvist & Bech-Larsen, 2013; Langner et al., 20H8k&r, 2013). Brand love
states to the degree of emotional attachment a fulfilledocner has for a particular
brand name (Kang, 2015).

When consumers develop a sense of love with the brand, theyleaelop strong
associations and interactions with brands, (Roy et al 2@&ya et al. (2012) argue
that consumers foster positive emotional associates watids that provide them with
symbolic, hedonic, and functional resources. When a braodiges consumers with
hedonic, sensory, or aesthetic pleasure, it is observedobguemers to be self-
connected and personally meaningful (Patwardhan & Batasudnian, 2013).

(@) ]
(@) ]
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Thus, marketers should be aware of the importance of theitunat benefits of brands
as well as its symbolic benefits (Kotler & Armstrong, 2016).

Consumers who develop high-level emotional bonds towdrdsbtand, help them
getting close to their favorite brands and becoming moreaged (Rauschnabel &
Ahuvia, 2014).

The findings of the current study are in line with findingssafime other studies, for
example, Bergkvist & Bech-Larsen (2013) addressed thatdbi@ave effect in active
engagement that including WOM, visiting brand websitesd duying brand
merchandise. On the other hand, customers in a love retdtijprwith a brand are
predicted to positively engage, i.e., by buying its producecommending it, and
giving feedback. According to Islam and Rahman (2016) andkeBaand Sreejesh
(2014) customer engagement is an outcome of brand loveedtisg customer
engagement as a unidimensional construct, Kang (2015)waraddlet al. (2019) also
discovered that brand love leads to customer engagemertheln review paper,
Palusuk et al. (2019) identified customer engagement aaleouvitcome of brand love.
The results of the study match with some research that batiddove and brand image
have a significantly positive influence on customer engag®, which confirms the
previous research such as (Bergkvist & Bech-Larsen, 20&6,00 & Ahuvia, 2006;
Doorn et al., 2010)

Based on the findings of the current study, companies shHmikvare of creating and
strengthen emotional bonds with their customer by meet #pectation, to make
them highly engaged with their brands.

5.1.3 The Outcome of Customer Engagement

5.1.3.1 Relationship between Customer Engagement and Brand L oyalty

H3: Customer Engagement on Facebook brand pages has a peffiieteon Brand
Loyalty. (Supported)

The Testing of H3 shows a positive relationship between @unst Engagement and
brand loyalty in Facebook brand pagesdtue=7.162, =0.34, p=0.000).

The results of H3 indicate the positive link between consuemngagement and brand
loyalty. Brand loyalty is often produced from an emotiornghehment towards brands.

This is apparent in the definition of brand loyalty. It is ohefd as the extent of a
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consumers’ emotional attachment to a brand and involves six dimensigiitngness
to repurchase, price premium, satisfaction rate, switglwst, preference over other
brands, and brand commitment (Aaker & Biel, 201@hnsumers’ attachments to
brands are a relevant indicator of their loyalty to brands.ikstance, recent research
showed that even after the consumers stop buying the prdducany reason,
consumers might continue to show strong attachment towledfavorite brands(van
Berlo et al., 2014)

This shows that the more consumers are emotionally and wehlly engaged in the
fast-food brands, the more loyal they are to these brandse{&db., 2016). Many
companies are struggling to achieve brand loyalty as attéugetion that helps them
to achieve competitively (Kwan et al. 2019). Customer eegagnt includes the
process of sharing ‘information and opinions by consumers to other people (Solomon,
2014). It is argued that customer engagement usually hasragseffect on consumer
buying behavior (Kotler et al., 2016). Also, personal woatsl recommendations of
trusted friends tend to be more credible than those comorg tommercial sources
(Kotler & Armstrong, 2016), Thus, recommendations fronerfids have the most
prevailing influence on consumers (Kotler & Armstrong, 8R1Moreover, Albert &
Merunka, (2013) argued thatnsumers’ engagement with a certain brand can be a key
determinant in their commitment to that brand.

The findings of H3 are consistent with empirical evidencsagial media marketing
literature. Brand communities play a considerable rolehm ¢onstruction of brand
loyalty (Chang et al., 2013). For instance, Dessart et @lL%2 showed thatonsumers’
engagement in social media bracg@mmunities has a positive effect on consumers’
brand loyalty.

Moreover, the empirical models proposed by Hollebeek e@l4) and Dwivedi
(2015) emphasized that the most important outcomes of westengagement related
to behavioral intentions include: brand use intention anyalty, besides theoretical
models, also indicated that customer engagement is one eofimibst important
components of customer behavior; It, in turn, supports tiediptive and explanatory
power of key customer behavior products, which include lkyy(@g, Van Doorn et al.,
2010; Vivek et al., 2012; Hollebeek and Andreassen, 201sh¢e et al, 2015) through

effect compound that supports the development of bonds latiaeships among
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clients on the one hand or between clients and companiesandsion the other hand
(Thakur, 2016).

Recent research suggested that customer engagement doélapage engagement
affects the brand loyalty components of these brands, wihidnde word of mouth
communications, the exchange of positive comments abasethbrands, and their
purchase (Munzel et al., 2017). That customers who pronetain brands in others
turn to other brands or engage in cross-buying behaviorei/at al., 2012).

Another piece of research by Jahn & Kunz (2014) argued thaptges on social
media are excellent tools for developing consumers’ brand loyalty. Brand communities
on social media improve the sense of community among menaper€ontribute to
creating value for both the company and members (Larochd.eP@l2). Field
indications of several studies confirmed the importanceustomer engagement in
explaining brand loyalty ( e.g. France et al., 2016; Hapsgai., 2017; Naumann and
Bowden., 2015;; Phoorithewet et al., 2016; Rather and Sha2@i6; So et al., 2016;
Thakur., 2016; Hapsari et al., 2017).

Building on the findings of the current study, marketers idtidbe aware of the
importance of engaging their customers in generating tgytal brands and making
their customers resistant to competing offers.

5.2 Conclusion

The researcher chose Facebook brand pages, due to theirpamgarity among

consumers and for their rapid adoption in marketing on $ec&dia networks. This

study was conducted by drawing a sample from members ofdastFacebook brand
pages in Syria, whose aged between 18-29 years. The fastAdostry in Syria is one

of the industries that have extensive use for Facebook bpages in marketing.

Driven by the high penetration of social media networks agtbeir target market and
due to the harsh unstable economic conditions after thesgonflict, the fast-food

chains started directing larger portions of their marlgtudgets to social media
aiming for a more effective and efficient impact on conswndihese chains have
succeeded in attraag millions of consumers to become ‘fans’ on these pages.

The first objective of this thesis was to examine the antestd of consumer

engagement in these online communities (Facebook brarespdge study examined
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two factors of antecedents: that asiéents related to consumers’ relationships with
brands. By publishing an online questionnaire on fast foackBook brand pages, the
study was able to identify twantecedents related to consumers’ relationships with
brands, namely: brand trust and brand love.

The second objective of this study was to investigate thecefbf consumer
engagement on social media-based brand communities idifigiind enhancing
brand loyalty with fast food brands and in. Accordingly, iasvable to identify the
positive effect of consumer engagement on the developnidmaind loyalty.

The researcher started his study by conducting an extelitsikegure review with the
aim of developing a conceptual model for the derivers rdlate customer-brand
relation and outcome of consumer engagement on social Aeded brand
communities (particularly Facebook brand pages).

Chapter one provided an introduction to the research. Aaditly, it was useful in
outlining the research objectives. Chapter two presehietiterature review including
which included an overview of social media in Syria and domiadia marketing
through the online brand communities in it in particular.digbnally, it outlined the
adoption of Facebook brand pages for marketing of Fast fio&}ria. Chapter three
presented an elaborate discussion of consumer engagerelidwing chapter four
highlighted the antecedents and outcome the customer emgay. Chapter five
provided an overview of the methodology that was adoptetibydsearcher to answer
the research questions and achieve the study’s objectives, it also detailed the data
collection and analysis methods. Chapter six presentecethdts of the hypotheses
testing which were based on the analysis of the data that egdected through an
online questionnaire during phase (quantitative phasdpt# collection. In addition,
it presented the descriptive statisticglaf respondents’ demographic variables as well

as the reliability and validity of the measurement congruChapter seven presented
a discussion of the nature of consumer engagement in ontarellcommunities as
well as its antecedents and outcomes. Furthermore, deratetbtthe research
conclusion and implication, asell as the study’s limitations and directions for future

research.
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5.2.1 Managerial and Social Implications

The current study offers Syrian marketers and decisionemsakaluable managerial
implications as well. As mentioned earlier, in the past faang, marketers have been
increasingly interested in engaging consumers on variogglsmedia platforms.
Despite that interest, recent industry surveys have itelicthat most marketers had
problems in engaging consumers on various social netwgrites; hence, they are
continuously looking for better ways to facilitate that eggment, especially on
Facebook (SME, 2020). Specifically, these marketers atdit that they have been
unsure of the effectiveness of their Facebook marketingisThy investigating the
factors which stimulateonsumers’ engagement on Facebook brand pages and the
contribution of this engagement, this study provides a @&simg contribution that
sheds light on an important concept in the context of sociadiey which is
‘engagement’ and helps in closing this gap. In summary, this study provides useful

insights to marketing managers, particularly in the Syfast-food sector:

+ This study emphasizes the fundamental role of social medengaging young
consumers through Fast food Facebook brand pages. In yg@ast consumers have
been improving continuous resistance and avoidance akaitibnal advertising
media such as the) television and the radio, due to advegtmiess (De Vries et al.,
2017). Thus, when traditional marketing strategies arevabatable in the current
competitive environment, social media with its interaetinature, act as a brilliant
opportunity for companies to market their services and petsl Subsequently, by
engaging their customers, companies aim to generate thgigblationships that go
beyond buying brands (Park & Kim, 2014). Customer engagémeanketing goes
beyond just selling brands to consumers, where it pursuesidke brands a
meaningful element of consumers’ conversations and lives (Kotler & Armstrong,
2016). Based on that, social media technologies can beagbto form long-lasting
engagement in place of short-term returns (Schultz & ReRigl7). Recent industry
surveys present a bright future for the adoption of socialimmmarketing in the Fast-
food industry in Syria. For instance, it was found that aethacebook fans spend

43% on buying the brands more than non-fans (Syncapse, .2014)
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+ Facebook brand pages can be an ultimate and place offetemtagbportunities for
companies, to engage their consumers with fast food brands.

+ The ability to manage the pages successfully in terms ofigie content will lead
to positive attitudes of the fans towards the posts and doggly towards the brands.

« Engaged members feedback allows companies to gain accesspmrtant
information about their brands’ performance, which provides a basis for improved
products and services.

+ Social media brand community such as Facebook pages wilthelmarketers in
building a good brand image at relatively low cost if complte@traditional forms.

+» The findings offer managers some useful insights for cngadimotional bonds by
providing various functional, hedonic and monetary cont@nbenefits on their
brand pages these benefits act as motivators for consumeevisit these brand
pages.

+ Fast food managers should focus on posting content quéa aftd on a regular basis
to attract attention. To keep the postings interestingfeiht forms of posts
incorporating elements like pictures, videos, live imagesing-tools.

+» Fast food should develop content that provides accurateyamet, and timely
information to customers; makes them visit their brand camites
enthusiastically; and encourages them to get engaged.

+ Build trust among customers and may encourage them to becatbg of the
company by spreading word of- mouth, thereby contributiiggnificantly to the

company’s success.

5.2.2 Research Limitations

Despite that this study provides some important manageaatributions, it is not
without limitations. A few important limitations are codgired:

1) Sample bias: There is a deficiency in sample collection because it ditl no
include all Syrian regions(geographic scope), espediatige out of control so
the sample may not express a real representation of populatimaybe not
reliable, as it applies only to areas that are considered &ake, so our results

might not be generalized.
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2) Selection bias: The data of the study for the quantitative stage was celtect
through a sample from Syria, where the sample consisted whg®&yrian
consumers. Therefore, the results of the study may not bergkred, and
other age groups of brand pages on Facebook. Accordinglggheralizability
of the sample may be limited to young Syrian brand page ud¥isen
generalizing the findings to other countries and conteitg, economic,
geographic, and cultural features in Syria should be takenagonsideration
when the results are interpreted.

3) Longitudinal effects: Consumers' behaviors may differ towards brands and
the factors that affect their engagement over time,

4) Fluency in alanguage: English language is considered as a second language
of the researcher, as well as the marketing master was indRese language,
so the researcher had a difficulties in being able to readrgedoret English
language research studies on the topic.

5.2.3 Directionsfor Future Research

This research has thrown up many questions in need of furthiestigation:

First, the current study was performed only on Fast food Faceboakdopages in
Syria, as the most popular form of social media platform. &@search is required to
better comprehend consumer engagement on other socialnketgy sites in Syria.

Second, this study explored consumers only of one industry, whicthésfast-food
industry in Syria. It is recommended that the study shouldsipeulated in other
industries. This is because the factors that motivate engagth social media brand

communities may differ from one industry to another.

Third, in the current study, only Facebook brand pages that anegidrand operated
by companies were inspected. A recommendation for futwdies is to investigate
social media brand communities that are managed by consurkus, it will be
motivatingto understand the differences in consumers’ responses and interactions to

both company-created and user-generated content on susikd.

Fourth, Future research may adopt to collect longitudinal datastaynvestigate the

influence of brand trust and love in encouraging engagententetermine if
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consumers’ relations towards brands change with time or not. This Wlibvatracking
customer behavior and its change over time or not, and onthiez band, assess the
extent of the impact of the membership period term on engagelavels and positive
attitudes towards the brand.

Fifth, the current study concentrated on Syrian Facebook userthdr research is
needed in other cultural groups. Thus, a cross-culturdlysteould determine if other

nationalities reflect their relationships with social rreesh the same way.
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Appendix A
Screenshots of some Fast food Pages on Facebook in Syria

Quickly food

@QuickiyFood - Fast Food Restaurant % Call Now
Home Reviews Photos Videos More = il Liked @ Message Q
About See All a Create Post
1artus
]u Photo/Video o Check in : Tag Friends
Tartouss, ayAall ual gais il
Tartus, Syria
. g‘ Quickly food
o 2 July 143t5:09 M- @
(] LA DNREEFR A g TR

Best Fast Food In town gewll ¢ 45
Bygill £ Lin g 45 «QEFTTUA SETFTTUA
QAAMTTTIT /-EFTHTaEVE

Appendix B
Outputs OF Explanatory Factor Analysis (EFA)

Appendix 1 Output from SPSS - Factor AnalysiBrand trust

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 721
Bartlett's Test of Sphericity  Approx. Chi-Square 41.981
df 6
Sig. .000
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Total Variance Explained

Initial Eigenvalues

Extraction Sums of Squared Loadings

Component Total % of Variance Cumulative % Total % of Variance Cumulative %
1 2.533 63.317 63.317 2.533 63.317 63.317
2 .820 20.488 83.805
3 .388 9.702 93.508
4 .260 6.492 100.000
Extraction Method: Principal Component Analysis.
Communalities
Initial Extraction Reliabilit y Statistics

| feel quite confident that my 1.000 777 Cronbach’s

fast-food brand will always Alpha N of Items

try to treat me fairly -805 4

My fast-food brand has been 1.000 .639

franked in dealing with me

My fast-food brand would 1.000 776

never try to gain an

advantage by deceiving its

clients

My fast-food brand is 1.000 .689

trustworthy

Extraction Method: Principal Component Analysis.

Component Matrix @
Component
1

My fast-food brand has been franked in dealing with me .890
My fast-food brand would never try to gain an advantage by .883
deceiving its clients
My fast-food brand is trustworthy 702
In general, | like to get involved in this brand page .684

discussions.

Extraction Method: Principal Component Analysis.

> [ 7 | <
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a. 1 components extracted.

Appendixes 2— Output from SPSS - Factor Analysis— Customer engagement

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling 835 Reliabilit y Statistics
Adequacy. Cronbach's
Bartlett's Test of Approx. Chi-Square 200.288 Alpha N of Items
Sphericity df 21 .945 7
Sig. .000

Communalities

Initial Extraction
In general, | like to get involved in this brand page 1.000 .618
discussions.
| often participate in activities of this brand page. 1.000 .502
When | am interacting with this brand page, | get carried 1.000 .857
away.
When interacting with this brand page, it is difficult to 1.000 .870
detach myself.
| pay a lot of attention to anything about this brand page. 1.000 .796
Anything related to this brand page grabs my attention. 1.000 .756
| concentrate a lot on this brand page. 1.000 .897

Extraction Method: Principal Component Analysis.



Master in Marketing and Communication

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Component Total % of Variance  Cumulative % Total % of Variance  Cumulative %
1 5.296 75.658 75.658 5.296 75.658 75.658
2 .766 10.943 86.601
3 .286 4.090 90.691
4 .264 3.768 94.459
5 .220 3.138 97.597
6 .110 1.577 99.174
7 .058 .826 100.000

Extraction Method: Principal Component Analysis.

Component Matrix 2
Component Rotated Component Matrix 2

1

a. Only one component was extracted. The
In general, | like to get .786

solution cannot be rotated.
involved in this brand page

discussions.

| often participate in activities .708
of this brand page.

When | am interacting with .926
this brand page, | get carried

away.

When interacting with this .933
brand page, it is difficult to

detach myself.

| pay a lot of attention to .892
anything about this brand

page.

Anything related to this .870
brand page grabs my

attention.

| concentrate a lot on this .947

brand page.

Extraction Method: Principal Component

Analysis.

a. 1 components extracted.
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Appendixes 3- Output from SPSS - Factor Analysis— Brand L oyalty

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling 712 Reliabilit y Statistics
Adequacy. Cronbach's
Bartlett's Test of Approx. Chi-Square  170.118 Alpha N of items
Sphericity df 6 .970 4
Sig. .000
Communalities
Initial Extraction
This is the only brand of fast food that | 1.000 .928
will buy
| intend to keep staying with this brand 1.000 .954
| am committed to this brand 1.000 .866
| would be willing to pay a higher price 1.000 .937

for this brand over other brands

Extraction Method: Principal Component Analysis.

Total Variance Explained

Initial Eigenvalues

Extraction Sums of Squared Loadings

% of Cumulative % of Cumulative
Component  Total Variance % Total Variance %
1 3.684 92.105 92.105 3.684 92.105 92.105
2 .202 5.046 97.151
3 .087 2.163 99.314
4 .027 .686 100.000
Extraction Method: Principal Component Analysis.
Component Matrix 2
Component Rotated
1 Component Matrix 2
This is the only brand of fast food that .963
I will buy a. Only one component
| intend to keep staying with this brand .976 was extracted. The
solution cannot be
| am committed to this brand .930
rotated.
I would be willing to pay a higher price .968
for this brand over other brands

> [ | <
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Extraction Method: Principal Component Analysis.

a. 1 components extracted.

Appendix 4- Output from SPSS - Factor Analysis—

Brand Love

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .746
Bartlett's Test of Sphericity  Approx. Chi-Square

409.865

df 6

Sig. .000

Reliabilit y Statistics
Cronbach's

Alpha N of Items

.848

4

Total Variance Ex plained

Initial Eigenvalues

Extraction Sums of Squared Loadings

Componen
t Total % of Variance Cumulative % Total % of Variance Cumulative %
1 2.817 70.430 70.430 2.817 70.430 70.430
2 .888 22.210 92.640
8 .294 5.321 97.961
4 .213 2.039 100.000
Extraction Method: Principal Component Analysis.
Rotated
Component Matrix 2 Component
Matrix @
a. Only one component Component
was extracted. The 1
solution cannot be BO3 .889
rotated. BO4 .877
BO5 .867
BO6 .860
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Extraction Method:
Principal Component
Analysis.

a. 1 components

extracted.

Appendix C
Outputsof Confirmatory Factor Analysis (CFA)
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Regression Weights: (Group number 1 - Default model)

Estimate S.E. C.R. P Label
BTl <--- TRUST 1.000
BT2 <--- TRUST 1.817 .125 14.493 ***
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Estimate S.E. C.R. P Labe

BT3 <--- TRUST 1.236 .091 13.592 ***
BT4 <--- TRUST 1.126 .090 12.580 ***
BO6 <--- LOVE 1.000

BO5 <--- LOVE 1.004 .074 13.557 ***
BO4 <--- LOVE 951 .083 11.411 ***
BO3 <--- LOVE 1.004 .068 14.773 ***

CE15 <--- ENGAGEMENT 1.000

CE14 <--- ENGAGEMENT 1.056 .075 13.995 ***
CE13 <--- ENGAGEMENT 932 .066 14.037 ***
CE9 <--- ENGAGEMENT 1.015 .072 14.175 ***

CE8 <--- ENGAGEMENT 970 .067 14.413 ***
CE5 <--- ENGAGEMENT 730 .071 10.284 ***
CE1l <--- ENGAGEMENT .664 .061 10.962 ***
BL4 <--- LOYALTY 1.000

BL3 <--- LOYATY 1.277 .098 13.066 ***
BL2 <--- LOYATY 1.331 .097 13.692 ***
BL1 <--- LOYATY 1.266 .096 13.247 ***

Standar dized Regression Weights: (Group number 1 - Default model)

Estimate
BTl <--- TRUST .799
BT2 <--- TRUST .888
BT3 <--- TRUST .846
BT4 <--- TRUST .799
BO6 <--- LOVE 827
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Estimate
BO5 <--- LOVE .831
BO4 <--- LOVE 733
BO3 <--- LOVE .895
CE15 <--- ENGAGEMENT .814
CE14 <--- ENGAGEMENT .835
CE13 <--- ENGAGEMENT .837
CE9 <--- ENGAGEMENT .842
CE8 <--- ENGAGEMENT .851]
CE5 <--- ENGAGEMENT .666
CE1l <--- ENGAGEMENT .700
BL4 <--- LOYATY 742
BL3 <--- LOYATY .886
BL2 <--- LOYATY 924
BL1 <--- LOYATY .896

Master in Marketing and Communication

Correlations: (Group number 1 - Default model)

Estimate

TRUST
TRUST
TRUST
LOVE
LOVE

ENGAGEMENT <-->

<--> LOVE
<--> ENGA

GEMENT

<--> LOYATY

<--> ENGAGEMENT

<--> LOYATY

LOYATY

.163

.302
456

167
154
224
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Appendix D
Model Fit Summary
CMIN
Model NPAR CMIN DF P CMIN/DF

Default model
Saturated model

Independence model

12 3.094 2 .579 1.547
14 .000 0
8 123.018 6 .000 20.503

RMR, GFI
Model RMR GFl AGFI PGFI
Default model A4 912 .891 739
Saturated model .000 1.000
Independence model  .347  .109 .052 .103
Baseline Comparisons
NFl  RFI IFI TLI

Model

Deltal rhol Delta2 rho2 CFl

Default model

Saturated model

Independence mode

991 973 1.007 1.023 1.000
1.000 1.000 1.0p0
.000 .000 .000 .000 .0OO

Parsimony-Adjusted M

easur es

Model

PRATIO PNFI PCFI

Default model
Saturated model

Independence model

333  .330 .33B
.000 .000 .000
1.000 .000 .0pO
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NCP

Model NCP LO90 HI 90

Default model .000 .000 5.51p

Saturated model .000 .000 .000

Independence model 117.018 84.620 156.849

RMSEA

Model RMSEA LO90 HI90 PCLOSH

Default model .000 .000 .082 .806

Independence model 219 186  .253 .00

AlIC

Model AIC BCC BIC CAIC

Default model 25.094  25.392

Saturated model 28.000 28.348

Independence model 139.018 139.217

Appendix E

Outputs of Path analysis

Regression Weights: (Group number 1 - Default model)
Estimate S.E. C.R. P Label

CE <--- Trust 1444 171 8.460 ***

CE <--- Love 428 176 2.431 .015

Loyalty <--- CE 129 018 7.162
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Standardized Regression Weights: (Group number 1 - Dafaudiel)

Estimate

CE <--- Trust| .384
CE <--- Love| .110
Loyalty <--- CE 335

Intercepts: (Group number 1 - Default model)

Estimate S.E. C.R. P Labe
CE 29.362 3.746 7.839 ***
Loyalty 14.880 1.055 14.100 ***

33
05 CE B Loyalty

Trust
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Appendix F
The output from SPSS - Descriptive statistics
Statistics
Gender
N Valid 400
Missing 0
Gender
Cumulative
Frequency Percent Valid Percent Percent
Valid Female 170 42.5 42.5 42.5
Male 230 57.5 57.5 100.0
Total 400 100.0 100.0
Age
Cumulative
Frequency Percent Valid Percent Percent
Valid 18-22 108 27.0 27.0 27.0
23-25 170 42.5 42.5 69.5
26-29 96 24.0 24.0 93.5
Other 26 6.5 6.5 100.0
Total 400 100.0 100.0
Marital Status
Cumulative
Frequency Percent Valid Percent Percent
Valid Marreid 48 12.0 12.0 12.0
Single 352 88.0 88.0 100.0
Total 400 100.0 100.0
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Professional situation

Cumulative
Frequency Percent Valid Percent Percent
Valid Employee 32 8.0 8.0 8.0
Self-employed 30 7.5 7.5 15.5
Student 180 45.0 45.0 60.5
Unemployed 8 2.0 2.0 63.0
Worker-student 148 37.0 37.0 100.0
Total 400 100.0 100.0
Professional situation
Cumulative
Frequency Percent Valid Percent Percent
Valid Employee 32 8.0 8.0 8.0
Self-employed 30 7.5 7.5 15.5
Student 180 45.0 45.0 60.5
Unemployed 10 2.5 2.5 63.0
Worker-student 148 37.0 37.0 100.0
Total 400 100.0 100.0
Monthl y Income
Cumulative
Frequency Percent  Valid Percent Percent
Valid  Less than 30000 SP 105 26.0 26.0 26.0
30000-40000 SP 200 50.0 50.0 76.0
40001-50000 SP 75 19.0 19.0 95.0
More than 50000 SP 20 5.0 5.0 100.0
Total 400 100.0 100.0
City of residence
Cumulative
Frequency Percent Valid Percent Percent
Valid Aleppo 50 12.5 12.5 12.5
Coast 148 37.0 37.0 49.5
Damascus 122 30.5 30.5 80.0
Middel 42 10.5 10.5 90.5
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Other 38 9.5 9.5 100.0
Total 400 100.0 100.0

Descri ptive Statistics (Brand Trust )

N Mean Std. Deviation
My fast-food brand would never try to gain an 400 3.85 .871
advantage by deceiving its clients
My fast-food brand has been franked in dealing with 400 3.47 1.226
me
| feel quite confident that my fast-food brand will 400 3.45 .925
always try to treat me fairly
My fast-food brand is trustworthy 400 3.36 1.251
Valid N (listwise) 400

Descriptive Statistics(Customer Engagement)

N Mean Std. Deviation
| am someone who likes actively participating in 400 4.37 1.166
this brand page discussions.
| am passionate about this brand page. 400 4.03 .905
In general, | enjoy exchanging ideas with other 400 3.86 .901
people in this brand page.
| concentrate a lot on this brand page. 400 3.56 1.300
In general, | like to get involved in this brand page 400 3.51 1.001
discussions.
| like to learn more about this brand page. 400 3.48 1.309
| like learning more about this brand page. 400 3.34 1.269
Valid N (listwise) 400
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Descri ptive Statistics (Brand Lo yalty)

N Mean Std. Deviation
| intend to keep staying with this brand 400 3.89 1.298
This is the only brand of fast food that | will buy 400 3.54 .897
| would be willing to pay a higher price for this 400 3.49 1.083
brand over other brands
| am committed to this brand 400 3.21 1.174
Valid N (listwise) 400

Descriptive Statistics(Brand Love)

N Mean Std. Deviation
This fast food brand makes me very happy. 400 4.05 1.279
| am passionate about this fast food brand. 400 3.92 1.035
This fast food brand is totally awesome. 400 3.54 .998
This fast food brand is pure delight. 400 3.51 .999
Valid N (listwise) 400
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Appendix G
Survey

Dear Respondent,

This survey aims to examine the responses and attitudesunigySyrian consumers towards fast food marketing on Faéeband
pages. This will help us in providing recommendations taldast-food chains to enhance their marketing on socialiangltforms.
The questionnaire takes about 3-5 minutes to completeeplies are anonymous and private.

There are no risks in participating in this research. Pleaseertain that any information fed by you will be kept coefitial. We thank
you very much for your time and appreciate your participatiothis survey.

If you have any questions, or complaints associating howdkearch is or has been performed, kindly contact me threuglail at
wajdyomranina@gmail.com.

Part I: Introductory questions:
Please select the most suitable answer:

Q1) How many hoursdo you spend on Facebook daily?

a) Less than 1 hour.
b) 1-2 hours.

¢) 2-3 hours.

d) 3-4 hours.

e) More than 4 hours.




Q2) What arethe activitiesthat you regularly perform on Facebook?

a) Checking news and pdates.

b) Chattirg with friends.

¢) Sharirg personal content.

d) Work.

) Visiting fan pages of conpanies and brands.

f) Commentig and sharig posts from friends

g) Education.

Q4) what isthe most type of Facebook advertising that attractsyour attention?

a) Sponsored advertisinon my homepage.

b) Advertising on the side of m profile page.

¢) Fanpages on Facebook.

Q5) Areyou afan of one of the fast-food brand pages on Facebook?

a) Please mention the name of the fast-food fan page thatredoliowing or a
member in.

a) Quickly Food

b) Food Sobki

c) Turtles

d) Prince Fast Food

e) Big Bite

f) Chicken Abu Ali Restaurant

6-2
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Q6) Duration of membership in the fast-food fan page on Facebook:

a) Lessthan 1 year.
b) 1-2years.

c) 2-3years.

d) More than 3 years.

6-3
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Q7) Thefollowing statementsaim to assessyour level of Trustwith thefast-food brand that you follow on Facebook. Pleaseindicate

your level of agreement with it.

Strongly ) Strongly
Statements _ Disagree Neutral Agree
Disagree Agree
1. I feel quite confident that my fast-food brand will alwaygto treat me fairly 1 2 3 4 5
2. My fast-food brand has been franked in dealing with me 1 2 3 4 5
3. My fast-food brand would never try to gain an advantagedneding its clients 1 2 3 4 5
4. My fast-food brand is trustworthy 1 2 3 4 5

6-4
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Q8) The following statements aim to assess your level of L ove with the fast-food brand that you follow on Facebook. Please indicate your
level of agreement with it.

Strongly ) Strongly
Statements _ Disagree Neutral Agree
Disagree Agree
1. This fast food brand is totally awesome. 1 2 3 4 5
2. This fast food brand makes me very happy. 1 2 3 4 5
3. This fast food brand is pure delight. 1 2 3 4 5
4. | am passionate about this fast food brand. 1 2 3 4 5

6-5
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Q9) Thefollowing statementsaimsto assessyour level of Engagementvith the fast food brand that you follow in Facebook. Pleaseindicate
your level of agreement with it.

Statements Str.ongly Disagree Neutral Agree Strongly
Disagree Agree
1. I am passionate about this brand page. 1 2 3 4 5
2. | like to learn more about this brand page. 1 2 3 4 5
2. | concentrate a lot on this brand page. 1 2 3 4 5
4. | like learning more about this brand page. 1 2 3 4 5
5. Ingeneral, | like to get involved in this brand page distoiss. 1 2 3 4 5
6. In general, | enjoy exchanging ideas with other peopléislirand page. 1 2 3 4 5
7. | concentrate a lot on this brand page. 1 2 3 4 5

Part 111: Outcome of consumer engagement on Fast food Facebook brand pages
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Q10) Thefollowing statementsaimsto assessyour level of Loyaltywith thefast food brand that you follow in Facebook. Pleaseindicate your

level of agreement with it.

Strongly _ Strongly
Statements ) Disagree Neutral Agree
Disagree Agree
1. This is the only brand of fast food that | will buy. 1 2 5
2. | intend to keep staying with this brand 1 2 5
3. I am committed to this brand. 1 2 3 5
4. | would be willing to pay a higher price for this brand ovehet brands. 1 2 3 4 5
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Part 4. Demographic data

Q11) Pleaseindicate your gender

a. Male
b. Female

Q12) Pleaseindicate your age
a. 18-22
b. 23-25
C. 26-29
d. Other
Q13) Marital status

a. Single
b. Married

Q14) Pleaseindicate your city of residence
a. Damascus
b. Aleppo
c. Middle
d. Coast

Q15) Professional situation
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Student
Worker-student
Employee

Self employed
Unemployed Graduates

®oo o

Q16) Monthly Income

a) Lessthan 30000 SP.
b) 30000-40000 SP.

c) 40001-50000 SP.
d) Above 50000 SP.

Thank you for your time and cooperation
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