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The development of social media has a substantial impact on the surge of social engagement 
of Internet users. It is particularly prominent in the domain of content creation and content 
sharing. Such communication may contain various references to different products brands and 
companies. Internet users may refer to them explicitly or brands may be present in the 
background only. Therefore, it is pivotal for managers and researchers to isolate the factors 
that may trigger consumers’ brand-related engagement in the Internet. The objective of the 
research was to determine whether the susceptibility to interpersonal influence (both 
informational and normative) stimulates the three types of group behavior associated with 
consumer brand-related activity in the social media. The dedicated online survey was 
completed by 1,025 Polish consumers and analyzed using structural equation modeling 
(SEM). The results demonstrate that the factors of informational social influence – 
irrespective of its type – directly influence the consumers’ online engagement with brands 
controlled for age, gender, social media and brand usage. Regardless of whether the brand 
communication is initiated by some organization or by the consumers themselves, an 
eagerness to share the content perceived as valuable on social media plays a prominent role. 
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1. INTRODUCTION 

In January 2016, active users of social media accounted for as many as 
2.31 billion people around the world. In Poland alone, social networking 
sites were being used by 14 million people (Digital, 2016). Over the past 
decade, the Internet has evolved from a medium used exclusively for 
transferring information from an organization to consumers into a fully 
interactive medium in which – by means of social media – the consumers 
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have started to play an important role in the existence, development and 
communication of brands. For many, social media have become an attractive 
alternative to traditional means of communication (McQuail, 2010, p. 10). 
This is the reason for the growing interest of practitioners and scientists in 
the relationships between brands and consumer behavior. The aspects 
analyzed so far include the associations between brands and positive or 
negative word-of-mouth (Bambauer-Sachse, Mangold, 2011), advertising on 
social media (Bruhn et al., 2012), online reviews and comments (Karakaya, 
Barnes, 2010), the communities formed around brands and their fan pages 
(Algesheimer et al., 2005), the content generated by consumers 
(Christodoulides et al., 2012), the types of consumers’ online activity 
towards brands (Schivinski, Łukasik, 2015; Schivinski et al., 2016), cultural 
influences on the level of engagement and activity of consumers in venues 
dedicated to specific firms on social networking sites (Tsai, Men, 2014). 
Consumers are using social media more and more to express their opinions 
about products, and they engage in a number of brand-related activities 
(Burmann, 2010). Websites of this kind enable interactions in the 
community formed around a particular brand by a) posting comments on the 
actions taken by other consumers committed to the brand (Habibi et al., 
2014); b) developing an emotional relationship between a consumer and a 
brand (Hollebeek et al., 2014); c) engaging in activities related with the 
brand through the consumption, contribution, and creation of the online 
content about the brand; and d) sustaining the products and the activities of 
the organization (Schivinski, Brzozowska-Woś, 2015). 

Social media, by their nature, are intended to help initiate, deepen, and 
maintain interpersonal relationships (Stepanikova et al., 2010). To date, 
however, the scholarly literature scrutinizing the links between brands and 
their susceptibility to interpersonal influence is scarce. The aspects analyzed 
so far include the connotations attached to the online transmission of content 
(Ho, Dempsey, 2010), joining online communities (Daugherty et al., 2005), 
attitudes towards advertisements (Krisanic, 2008), brand loyalty, and the 
effectiveness of corrective actions undertaken by organizations to mitigate 
the consequences of a crisis situation (Tsarenko, Tojib, 2015; Dommer et al., 
2015). The interest of practitioners and scholars alike has been directed 
towards the possibilities for stimulating consumers’ brand-related online 
engagement (Muntinga et al., 2011; Cvijikj, Michahelles, 2013; Yılmaz, 
Enginkaya, 2015; Azar et al., 2016; Masłowska et al., 2016). Regrettably, so 
far in such studies, the sole method used has been the uses and gratifications 
theory (Ruggiero, 2000), in which interpersonal motivation is only part of 
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the area it covers. Irrespective of the number of empirical studies on 
interpersonal motivation and brand communication on the Internet, there still 
remains much that needs to be discovered. 

To obtain a complete picture of the interaction between interpersonal 
influence and customer online brand-related engagement, the impact of 
interpersonal motivators on the consumption, contribution, and creation levels 
of customers’ activity on social media was investigated separately, whereas 
controlled for relevant variables to this environment, i.e. age, gender, social 
media usage, and brand usage (Schivinski, Brzozowska-Woś, 2015). 

This article consists of four sections. The first presents an overview of 
selected subject literature supporting the conceptual framework and 
hypotheses of the study. The second part presents the methodology applied 
as well as the data sources, sample characteristics, and the applied 
procedures. The next section presents the quantitative analysis used to verify 
the hypotheses, while the last part contains the summary and discussion of 
the empirical results and their implications for managers and researchers. 
The article also includes recommendations for further research. 

2. CONCEPTUAL FRAMEWORK 

Brand engagement is a specific type of relationship with a given brand, 
expressed by consumers in the form of an emotional and behavioral response 
(Hollebeek, 2014, p. 149). It can influence the perception of a brand as 
valuable, the time devoted to the contact with a brand, the knowledge of the 
brand and its products, and the use of information about a given brand and 
its products more frequently compared with other brands (e.g. brand-related 
information, product comparisons, product purchasing). 

It was G. Shao (2009, p. 15) who made the first attempt to systematize 
consumers’ online brand-related activity and to distinguish its three levels 
(consumption, participation, and content creation). His idea was further 
developed by D.G. Muntinga, M. Moormann, and E.G. Smit (2011) who 
established the framework for a behavioral concept allowing the 
differentiation and classification of motivations of consumers’ online brand-
related activities – COBRAs. B. Schivinski, G. Christodoulides, and D. 
Dabrowski later operationalized these behaviors, and defined COBRAs as “a 
set of brand-related online activities on the part of the consumer that vary in 
the degree to which the consumer interacts with social media and engages in 
the consumption, contribution, and creation of media content” (Schivinski et 
al., 2016, p. 66). 
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The consumption type of COBRAs represents the minimum level of 
consumer’s online brand-related activity. It is characterized by Internet 
users’ passive participation in media consumption. This type of COBRAs 
involves the consumption of content created by brand owners as well as by 
other Internet users (Schivinski, Brzozowska-Woś, 2015); for instance by 
viewing brand-related posts on Twitter or Facebook intended to encourage 
the reader to watch a YouTube channel or to read a more detailed description 
on a blog or a website. 

The contribution type of COBRAs involves a medium level of 
consumer’s online brand-related activity. It encompasses both user-content 
and user-to-user relationship patterns. In this category, brand-related content 
generation is limited to the addition of the user’s own comments and sharing 
the content created by others, e.g. Internet users or brand owners (Schivinski, 
Brzozowska-Woś, 2015). Such activities include adding likes or comments 
to Facebook and Twitter posts or to YouTube videos, marking videos or 
photos as ‘favorite’ and sharing brand-related videos, photos, and posts. 

The third, creation type of COBRAs, displays the highest level of 
consumer involvement in the process of generating brand-related content. 
The Internet users representing this category of COBRAs create and share 
the content, which is consumed and distributed by other Internet users 
(Schivinski, Brzozowska-Woś, 2015). The creation and sharing of brand-
related posts on blogs and social networking sites, and uploading brand-
related videos and photos demonstrate this type of consumer activity. 

All human activity, including consumers’ online brand-related 
engagement, arises out of motivation. Motivation is the mental process of 
“regulation, which determines the directions of human activities and the 
amount of energy a man is ready to devote to their implementation […]; 
motivation is an internal process, conditioning the pursuit toward specific 
targets” (Reykowski, 1982, p. 18). According to some research, these are 
narcissistic sentiments (Buffardi, Campbell, 2008), the effort to define one’s 
own identity (Papacharissi, Rubin, 2000), the desire to attain a particular 
social status (Valenzuela et al., 2009), intrinsic motivation related with self-
esteem (Yang et al., 2012), participation in groups, respect, notoriety and 
fame (Grace-Farfaglia, 2006) – which all constitute important motivators for 
consumers to engage in creating brand-related content online. 

Most consumer behavior models consider interpersonal motivation as an 
important factor in the decision-making process. Therefore in this study, the 
authors scrutinized people’s susceptibility to interpersonal influence (Bearden, 
1989) regarding consumers’ online brand-related activities (COBRAs). 
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3. RESEARCH HYPOTHESES 

Interpersonal influence is a social factor of particular relevance for 
consumer behavior and the decision-making process (Park, Lessig, 1977; 
D’Rozario, Choudhury, 2000). This approach has already been applied to 
studies on consumer activity on social media for instance to determine how 
consumers exchange information on products and brands (Scaraboto, 2012), 
or to assess the credibility and the acceptance of word-of-mouth 
communication (Pereira, 2015) and its impact on purchase decisions (Voyer, 
Ranaweera, 2015). Therefore, research on the interpersonal influence on the 
types of consumer online brand-related engagement is highly justified. 
W. J. McGuire noted that individuals demonstrate different levels of 
susceptibility to interpersonal determinants, hence this aspect may be 
adopted as a differentiating factor.  

The literature on this subject refers to two dimensions of interpersonal 
influence: the first – informational – is defined “as the tendency to accept 
information from others as evidence about reality” (Bearden et al., 1990). 
The second group entails normative influences (value expressive or 
utilitarian). Under this theorem, the value expressiveness reflects an 
individual’s desire to enhance their own image by accepting other people’s 
standards, preferences, ideas, values, and behavior as the model for their 
own attitudes and conduct. On the contrary, the utilitarian influence is 
manifested by an individual’s acting in accordance with the expectations of 
other people in order to obtain a reward or to avoid a punishment 
(Burnkrant, Cousineau, 1975, p. 207; Bearden et al., 1990; Mourali et al., 
2005, p. 165).  

Additionally, research has shown that the engagement with brand-related 
content on social media depends on demographic and behavioral factors 
such as the consumer’s age, gender, and intensity of social media and brand 
usage (Schivinski, Brzozowska-Woś, 2015). Based on the arguments above 
it is thus assumed that consumers may engage with brand-related content 
with a view to make it valuable both for themselves and for other social 
media users controlled for controlled for age, gender, social media usage, 
and brand usage. The above discussion is depicted in the theoretical model 
(Figure 1), and based on it the following hypotheses were formulated: 
H1. The informational influence has a positive effect on consumer brand-
related engagement manifested by consumption (H1a) contribution (H1b), 
and creation (H1c) controlled for age, gender, social media usage, and brand 
usage. 
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H2. The normative influence has a positive effect on consumer brand-related 
engagement manifested by consumption (H1a) contribution (H1b), and 
creation (H1c) controlled for age, gender, social media usage, and brand 
usage. 
 
 

 

 

 

 

 

 

 

 

 

 

 

Fig. 1. The proposed conceptual framework 

Source: own elaboration. 

4. METHOD 

In order to test the hypotheses, the authors conducted an online survey 
dedicated to Internet users in Poland. To measure informational and 
normative interpersonal influences, the authors used the Consumer 
Susceptibility to Interpersonal Influence (SUSCEP) scale adopted from 
Bearden et al. (1989). Each interpersonal influence’s dimension was 
measured with three indicators anchored from 1 = “strongly disagree,” to 
7 = “strongly agree”. To capture the three COBRAs dimensions, the 
Consumer’s Engagement with Brand-Related Social Media Content 
(CEBSC) scale was adopted from Schivinski et al. (2016). The scales were 
administrated with anchors ranging from “not very often” (1) to “very often” 
(7). The option of “not at all” was also available and coded as 0. Appendix A 
presents the scales used in the study. 

For both scales, individual measurement blocks were presented to the 
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informational and normative influences (SUSCEP) and three for consuming, 
contributing, and creating brand-related content (CEBSC). To avoid 
systematic order effects, the order of the SUSCEP and CEBSC items in each 
measurement block was randomized; the blocks in the survey were also 
randomized. The online survey was administered in Polish. A back-
translation process was employed to ensure translation equivalence of the 
items (Craig, Douglas, 2005, pp. 192-193). The authors carried out a pretest 
before running the field research. The online survey was tested with 20 
business students, who had no problems completing the task. They were later 
asked about the overall objective of the study, which they all failed to 
identify.  

For the main research, respondents were invited to take part in the study 
on several social media channels, online forums, and discussion groups. 
They were informed briefly about the overall topic of the study (i.e. 
consumer behavior on social media) and then accessed the survey through a 
link. After clicking on the link, screening questions were used to ensure that 
the respondents had actually perceived a specific brand online and were, 
therefore, eligible to participate in the study. The screening questions were in 
line with previous studies on social media brand-related behavior 
(Schivinski, Dabrowski, 2016) and encompassed queries on how often the 
respondent received newsfeeds from the followed brands; and whether he or 
she reads the brand-related content. Additionally, respondents were asked to 
provide an approximation of the number of brands they follow on social 
media. The respondents who did not survive the screening process were not 
qualified to take the full survey. Demographic questions included age, 
education, and daily Internet usage.  

Before endorsing the SUSCEP and CEBSC questionnaire items, the 
respondents were asked to provide a brand they were actively following on 
social media, which was used throughout the survey. Each respondent could 
take the survey only once and rate a single brand. As a characteristic of 
collecting online data, an estimation of how many people had access to the 
link is not accessible; therefore, calculations of the response rate for the 
study were omitted. Similarly, the random sampling technique could not be 
used regarding a limitation of collecting online data. Accuracy of the data 
was ensured through the distribution of the survey on relevant online 
channels, screening questions, and statistical procedures (reported further).  

A sample of 1025 Polish consumers took part in the study. Invalid and 
incomplete questionnaires were rejected and no data was statistically 
imputed. The final sample resulted in 911 valid questionnaires (88.9%). The 
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structure of the sample is as follows: 56.5 percent of the sample was female, 
71.5 percent fell within the age range of 18–25 years, and the median 
education level was secondary education (62.9%). The respondents also 
indicated spending two to four hours online every day (35%). The average 
number of brands a respondent followed was 14 (SD = 6). The profile of the 
sample partly matches that of members of the Polish population who use 
social media frequently (Ciemieniewska, 2016, pp. 10-13). In total, 223 
brands such as Adidas, Pepsi, Apple, and Converse were analyzed. 

5. RESULTS 

Measurement and structural model 

To validate the scales used, all independent and dependent latent 
variables were included in one multi-factorial confirmatory model (CFA) in 
Mplus 7.2 software with the robust maximum-likelihood estimation method 
(MLR). Composite reliability (CR) and factor determinacy (FD) coefficient 
helped establish reliability. The CR values of the two dimensions of 
SUSCEP were 0.75 for informational influence, and 0.75 for normative 
influence; the CR values for the three dimensions of COBRAs were 0.90 for 
consumption, 0.91 for contribution, and 0.94 for creation. These values 
exceed the recommended 0.70 threshold value (Bagozzi, Yi, 1998). The FD 
coefficients for the five-factor CFA model were 0.96 for informational 
influence, 0.95 for normative influence, 0.96 for consumption, 0.97 for 
contribution, and 0.97 for creation. All the coefficients were above the 
desired threshold of 0.80 (Muthén, Muthén, 2012). The CR and FD 
coefficients support the internal consistency of the subscales. 

All the loadings estimates were statistically significant and greater than 
0.55. The t-values ranged from 26.84 to 114.49 (p < 0.001) (Bagozzi, Yi, 
1998). The average variance extracted (AVE) was calculated for each 
construct. The AVE of the constructs showed values higher than the 
acceptable value of 0.50 (Bagozzi, Yi, 1998). The AVEs for SUSCEP were 
0.50 (informational influence) and 0.50 (normative influence); the AVEs for 
COBRAs were 0.66 (consumption), 0.63 (contribution), and 0.64 (creation), 
thus confirming discriminant validity, and evidencing convergent validity. 

The following measures were used to assess the CFA model’s goodness-
of-fit (GOF): the chi-square test statistic, the comparative fit index (CFI), the 
Tucker–Lewis index (TLI), and the root mean square error of approximation 
(RMSEA). Values above the threshold of 0.90 for CFI and TLI and below 
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0.08 for RMSEA indicate a good fit of the model to the data (Hair et al., 
2014, p. 785). The results of the CFA indicate that the five-factor model had 
a good fit with the data. The GOF values were as follows: 
MLRχ2

(198) = 1011.48, CFI = 0.93, TLI = 0.92, and RMSEA = 0.06, with 
90% confidence interval (CI) [0.06, 0.07]. 

The next step of the analysis therefore was to test the conceptual model 
and the postulated hypotheses. Table 1 presents the reliability and validity 
outcomes resulting from the CFA analysis. 
 

Table 1 

Reliability and validity of the conceptual model 

 CR AVE FD 1 2 3 4 5 
1. Consumption 
COBRAs type 

0.90 0.66 0.96 0.81     

2. Contribution 
COBRAs type 

0.91 0.63 0.97 0.64 
(31.84) 

0.79    

3. Creation 
COBRAs type 

0.94 0.74 0.97 0.53 
(21.40) 

0.76 
(57.35) 

0.86   

4. Informational 
influence 

0.75 0.50 0.96 0.53 
(16.35) 

0.38 
(10.69) 

0.33 
(9.02) 

0.70  

5. Normative 
influence 

0.75 0.50 0.95 0.56 
(18.36) 

0.42 
(11.86) 

0.39 
(10.94) 

0.69 
(37.71) 

0.70 

Note: CR = composite reliability; AVE = average variance extracted; FD = factor 
determinacy; n = 911; MLRχ2

(198) = 1011.48, CFI = 0.93, TLI = 0.92, and RMSEA = 0.06; 
90% CI [0.06, 0.07]. T-values for correlations are reported in parentheses. The square root 
value of the AVE are in italics. 

Source: own elaboration. 

6. MAIN FINDINGS 

To test the conceptual model, path analysis was employed with structural 
equation modeling (SEM) in Mplus 7.2 software package. During the SEM 
procedures, all five latent variables and the controlling variables (i.e. age, 
gender, social media usage, and brand usage) were included in a single 
structural model. The MLR estimator was used. The GOF values of the 
structural model were evaluated using the chi-square test statistic, the CFI, 
the TLI, and the RMSEA fit indexes. The study main effects are summarized 
in Table 2 and Figure 2. 
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Table 2. Standardized structural coefficients of the conceptual model 

HYPOTHESIS β t-value p-value Acceptance 
/Rejection 

H1a. Informational influence ➔ Consumption COBRAs type 0.39 3.43 0.001 Accepted 
H1b. Informational influence ➔ Contribution COBRAs type 0.32 2.72 0.001 Accepted 
H1c. Informational influence ➔ Creation COBRAs type 0.40 3.14 0.001 Accepted 
H2a. Normative influence ➔ Consumption COBRAs type 0.08 0.70 0.48 Rejected 
H2b. Normative influence ➔ Contribution COBRAs type 0.05 0.41 0.67 Rejected 
H2c. Normative influence ➔ Creation COBRAs type -0.06 -0.50 0.61 Rejected 
Controlling variables     
Age ➔ Consumption COBRAs type -0.02 -0.76 0.44  
Age ➔ Contribution COBRAs type 0.12 3.95 0.001  
Age ➔ Creation COBRAs type 0.10 3.18 0.001  
Gender ➔ Consumption COBRAs type -0.03 -1.07 0.28  
Gender ➔ Contribution COBRAs type 0.08 2.73 0.06  
Gender ➔ Creation COBRAs type 0.07 2.32 0.02  
Social media usage ➔ Consumption COBRAs type 0.20 6.42 0.001  
Social media usage ➔ Contribution COBRAs type 0.18 5.72 0.001  
Social media usage ➔ Creation COBRAs type 0.14 4.25 0.001  
Brand usage ➔ Consumption COBRAs type 0.05 1.94 0.05  
Brand usage ➔ Contribution COBRAs type 0.10 3.33 0.001  
Brand usage ➔ Creation COBRAs type 0.06 2.18 0.02  

Note: n = 911; MLRχ2
(274) = 1520.20, CFI = 0.93, TLI = 0.91, and RMSEA = 0.07 (90% CI 

[0.06–0.07]). 

Source: own elaboration. 
 

 
Fig. 2. Conceptual framework estimates 

Note: n = 911; MLRχ2
(274) = 1520.20, CFI = 0.93, TLI = 0.91, and RMSEA = 0.07 (90% CI 

[0.06–0.07]); n.s. = non-significant path; estimates are reported as standardized beta values; 
correlations between SUSCEP and between COBRAs were omitted for clarity. 

Source: own elaboration. 
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The results of the SEM indicate that the five-factor model had a good fit 
to the data. The GOF values were as follows: MLRχ2

(274) = 1520.20, CFI = 
0.93, TLI = 0.91, and RMSEA = 0.07 (90% CI [0.06–0.07]). 

H1 posit that informational influence positively influences consumption 
(H1a), contribution (H1b), and creation (H1c) of brand-related social media 
content controlled for age, gender, and social media and brand usage 
respectively. The estimation of the model yielded positive effects for 
consumption (β = 0.39; t = 3.43; p < 0.001), contribution (β = 0.32; t = 2.72; 
p < 0.001), and creation (β = 0.40; t = 3.14; p < 0.001) COBRAs types, 
hence supporting H1. 

H2 posit that normative influence positively influences consumption 
(H2a), contribution (H2b), and creation (H2c) of brand-related social media 
content controlled for age, gender, and social media and brand usage. The 
calculations of the model yielded non-significant effects for consumption  
(p < 0.48), contribution (p < 0.67), and creation (p < 0.61) COBRAs types, 
thus leading to the rejection of H2.  

7. DISCUSSION 

In the era of growing distrust of the content generated by organizations 
and – in parallel – the increasing use of social media in everyday life, the 
value of consumers assuming the role of content promoters by providing 
access to, or creating brand-related posts is gradually increasing. What is 
important for researchers and practitioners alike is to determine the motives 
underpinning consumers’ online brand-related activity. The study was 
designed to verify whether the alleged susceptibility to interpersonal 
influence would have any impact on the types of consumer brand-related 
engagement on social media (in terms of consumption, contribution, creation 
of content) controlled for age, gender, and social media and brand usage. 

The results of the study clearly demonstrate that the consumer online 
brand-related engagement – irrespective of its manifestation (consumption, 
contribution, creation) – are directly influenced by informational factors 
when accounting for the consumer’s age, gender, and social media and brand 
usage levels. Consequently those respondents demonstrating the tendency to 
accept information from other people as irrefutable, reliable facts also 
display a propensity to consume, contribute, and create brand-related content 
using social media. It should be emphasized that this tendency is unrelated to 
the categories of brand analysed. 
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Therefore the study did not confirm any direct impact of normative 
influence factors on consumer online brand-related activity. There are 
reasonable grounds to conclude that the desire to strengthen one’s own 
image by pursuing other people’s attitudes and activity on social media, and 
following the expectations of others in order to obtain a reward or avoid 
some kind of punishment, does not translate directly into any of the types of 
consumer online brand-related engagement (Muntinga et al., 2011). 

Consumers may engage with brand-related content with a view to 
creating valuable sources of information for themselves and for other social 
media users alike. This may be considered as a kind of pro-social behaviour, 
which may prove important in the development of modern forms of 
marketing communication and brand value creation (Colicev et al., 2016). 

For the purposes of formulating practical recommendations regarding the 
impact of the informational aspect of interpersonal influence on consumer 
brand-related engagement online, it seems that the aspects which require 
particular consideration include: consumers’ age, gender, the type of content, 
the subjective perception of its value and the kind of social medium used for 
communication. The age and gender of respondents are deemed to have 
particular importance as they are associated with generational change, which 
translates into different attitudes to Internet communication and a different 
propensity to brand loyalty (Parment, 2013). Similarly, social media usage 
and the consumer’s continuous contact with brands act as catalysts for 
behavioral engagement online (Schivinski et al., 2016). 

Communication with consumers by means of social media – regardless of 
whether initiated by an organization or a consumer – can also vary according 
to the type of media concerned. However, in cases when the brand-related 
content represents a certain value, has the potential for further sharing, 
boosts consumer commitment and encourages the creation of further content 
– it will find fertile ground in this communication channel. 

8. LIMITATIONS AND FURTHER RESEARCH 

To the authors’ knowledge, this study is the first in which both the 
informational and normative interpersonal influence on brand-related 
consumer engagement has been analyzed. The findings, despite their 
limitations, may provide valuable guidelines for further research. First of all, 
the list of factors addressed in the SUSCEP scale should be extended in the 
course of subsequent studies. A similar approach is recommended with 
respect to the CEBSC scale. The engagement of social media users may 
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change rapidly in response to the extension of, or change in, the functioning 
of the social media alone (Schivinski et al., 2016). Second, this study uses 
cross-sectional data, hence the results only represent a snapshot of the 
sample at a given time. Although cross-sectional data is widely used in 
business research, especially in marketing research, the outcomes presented 
in this paper should be interpreted carefully. Researchers should further 
evaluate the conceptual framework and control for behavioral changes in 
time and for causal inference (Freedman, 2010). Similarly, data was 
collected in a single country, replications in different cultures may show that 
consumers of other nationalities and cultures may be more susceptible to the 
normative influence.  

Furthermore, the use of additional dimensions should also be considered, 
which – beside the interpersonal influence – could also act as mediators, 
moderators, and/or motivators, including the content type, former experience 
with products of a given brand, or brand perception. Additionally, competing 
specifications of the model could be investigated for reaching a better 
optimization of the conceptual framework. Last but not least, the study was 
carried out simultaneously in different age groups. It is possible that the 
results would differ if the survey had been performed with particular age 
cohorts in a sequence, and considering the differences between the 
generations. 
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APPENDIX A 
Descriptive statistics for the constructs and measurements 

Constructs and 
measurements 

Standardized 
factor loading t-value Mean SD Skewness Kurtosis Authors 

Informational influence       Bearden 
et al. 
(1989) 

The popularity of the 
content is manifested by the 
number of “Likes” and 
uploaded photos, and shared 
videos and posts related to 
Brand X. 

0.67 30.82 3.37 1.82 0.31 -0.92 

The popularity of Brand X 
is manifested by the number 
of shared photos, videos, 
and posts created by Internet 
users. 

0.73 37.17 4.08 1.87 -0.05 -1.03 

If I have little experience 
with Brand X products, I 
take the opinions of other 
users into consideration. 

0.72 32.19 4.00 1.82 -0.04 -1.01 

Normative influence       

 

I hardly ever post any 
content (photos, videos, 
posts) on social media, if I 
know that my friends will 
not accept it. 

0.65 30.74 3.47 1.86 0.29 -0.96 

Basically, I upload some 
content (photos, videos, 
posts) on social media 
hoping that my friends will 
share or like it. 

0.75 41.27 3.94 1.82 0.03 -0.99 

I am satisfied when other 
people can see me together 
with the Brand X product 
that I like. 

0.73 35.48 3.62 1.95 0.25 -1.09 

Consumption COBRAs type       Schivinski 
et al. 
(2016) 

I read posts related to Brand 
X on social media. 0.88 92.87 3.53 2.10 0.29 -1.25 

I read fan page(s) related to 
Brand X on social 
networking sites. 

0.88 73.59 3.26 2.03 0.46 -1.06 

I watch pictures/graphics 
related to Brand X. 0.74 41.91 2.98 1.97 0.68 -0.76 

I follow blogs related to 
Brand X. 0.68 34.35 4.19 2.07 -0.14 -1.28 

I follow Brand X on social 
networking sites. 0.88 81.62 3.43 2.01 0.34 -1.11 

Contribution COBRAs type       
 I comment on videos related 

to Brand X. 0.90 84.43 2.29 1.71 1.28 0.63 
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I comment on posts related 
to Brand X. 0.57 28.56 3.50 2.05 0.26 -1.20 

I comment on 
pictures/graphics related to 
Brand X. 

0.88 72.24 2.11 1.63 1.52 1.42 

 
I share Brand X related 
posts. 0.55 26.84 3.57 2.10 0.22 -1.29 

I “Like” pictures/graphics 
related to Brand X. 0.91 95.96 2.26 1.69 1.31 0.74 

I “Like” posts related to 
Brand X. 0.89 77.34 2.33 1.72 1.21 0.47 

Creation COBRAs type       

 

I initiate posts related to 
Brand X on blogs. 0.74 39.90 2.56 1.82 0.96 -0.18 

I initiate posts related to 
Brand X on social 
networking sites. 

0.90 73.35 2.05 1.62 1.61 1.70 

I post pictures/graphics 
related to Brand X. 0.92 114.49 2.06 1.64 1.61 1.65 

I post videos that show 
Brand X. 0.86 58.78 2.00 1.63 1.72 2.08 

I write posts related to 
Brand X on forums. 0.86 64.72 2.19 1.68 1.36 0.83 

I write reviews related to 
Brand X. 0.88 71.87 2.09 1.61 1.51 1.39 

Source: own elaboration. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


