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Abstract

Social media (hamely Facebook) creates a clear technology element in the promotion of apparel brands in
a cutthroat marketing climate. Through social media involvement and the joint efforts of customers and
brands, marketers work to build relationships between consumers and brands. With satisfaction and trust
acting as mediators between brand consumer social sharing value and brand Facebook page engagement,
the link between brand consumer social sharing value (BCSSV) and brand Facebook page engagement
(BFPE) was examined in this study. The information was gathered from Pakistani social media users who
commonly use Facebook. Results indicate that trust acts as a mediator between brand consumer social
sharing value and brand Facebook page engagement. Brands could employ these B2C social sharing
principles to build community on their Facebook Pages and encourage user involvement and insightful
comments in order to elevate individuals in the brand communities.

Keywords: Social Sharing Value, Brand Consumer, Brand Communities, Brand Facebook Page
Engagement

I. INTRODUCTION tool over time because to the rapid advancement
of technology. It also gives rise to novel and
innovative marketing strategies and gives
companies a platform to communicate with their
target customers(Ahmad et al., 2015).

Through the development of social media,
communication methods have evolved in the
global village. Social media's quick spread
transformed the globe and brought people closer
together by enabling new forms of
communication and collaboration. Social media
refers to the quantity of users who use social
media channels to share information,
experiences, business activities, ideas, cultural
practices, and viewpoints. While social media
platforms allow users to create and share content
in a variety of formats, such as images, words,
audio, and video, and offer a variety of products
and services that add value for organizations and
stakeholders, purchasing items and shopping on
social media is still a novel experience in
Pakistan

(Irshad et al., 2020; Safko & Brake, 2009).Social
media has developed into a potent advertising

Social media offers a platform on a broad scale
for the development of customer relationships
with brands, making the engagement simple and
effective. Online social media platforms like
Facebook, Twitter, and Instagram are used by
brands to interact with their target audiences by
disseminating important information.
Promotional events are also seen as major efforts
to elicit positive feedback from customers by
involving them in two-way
communication(Chetioui et al., 2020;
Murdough, 2009).Throughout the day, brands
use online campaigns to forge a closer bond with
their customers, which produces feedback that
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helps them better understand their perspectives
and win over their stakeholders(Chetioui et al.,
2020; Waheed, Kaur, Ain, & Hussain, 2016;
Waheed, Kaur, Ain, & Sanni, 2015).

Particularly,  brand-hosted platforms like
Facebook brand pages provide their online
customers a variety of facilities to boost
consumer  engagement,  services, product
information, special offers and discounts, and
other types of attraction (Breitsohl et al., 2015).
To engage customers in social networking with
companies and to promote customer engagement
and sharing of brand content on social media,
brands participate in online social channels.

The use of the internet and social media has
grown over time in Pakistan Figure.1, and from
December 2019 to December 2020, Facebook
usage significantly changed in comparison to
other social media platforms (Instagram,
YouTube, Twitter).

Social media and technology's quick adoption
make it simple for marketers to reach their target
audience and develop effective tools for
analyzing consumers' purchasing patterns. The
most effective technique to gauge consumer
behavior is to gauge their propensity to purchase
that brand, which increases the likelihood that
they will do so (Husnain & Toor, 2017). The use
of social media has rapidly increased, allowing
consumers to gain from the sharing of product,
feature, and brand information through various
channels including Facebook, Twitter, and
YouTube. This has increased consumer
knowledge and awareness of that product
category (Ahmed & Zahid, 2014; Ahmad, &
Waheed, 2015; Ain, Kaur, & Waheed, 2016;
Sanni et al.,, 2013; Shahbaz, Jam, Bibi, &
Loganathan, 2016).

The rise of social media platforms gave
marketers new  opportunities to  build

relationships with their customers. Particularly
social media sites, like Facebook brand pages,
have given brands the capacity to support
operations like providing customer services,
product information, and promotional offers
(Breitsohl et al., 2015). The behavior of online
customers, which incorporates series
connections between people liking a brand
(O'guinn & Muniz, 2001), is crucial for
managers to understand as the number of
Internet and social media users increases
globally (Schouten, McAlexander & Koenig,
2002; Muiz Jr, Schau, & Arnould, 2009; Zhang,
Zhou, Su, & Zhou, 2012).

A few businesses are using social media to aid in
the development and growth of brand
communities by harnessing the capabilities of
both brand media and brand communities
(Muniz & O'guinn, 2001; Kaplan & Haenlein,
2010). According to Van Doorn et al. (2010), the
definition of customer engagement behavior is
"a behavioral expression of customers that have
a firm or brand focus, beyond purchase,
stemming from motivational motivations."
Choosing a brand as a favorite on Facebook
allows customers access to the brand's material,
creating an important channel for the
dissemination of brand information. The
development of social networking sites like
YouTube, Twitter, Wikipedia, Facebook,
Instagram, and Pinterest has provided numerous
brands with incredible opportunity to connect
with their target audiences.

Several businesses are utilizing the power of
social media brand building through various
social media channels. Through brand-hosted
platforms, such as Facebook pages, brands have
obtained the ability to offer services,
promotions, information for customers, and
numerous forms of entertainment (Lipsman et
al., 2012). There is hardly any literature on the
interactions between brands and consumers on



Yin Qian

1876

networking platforms that are sponsored by
brands. Few studies have examined brand
communities on social media, while the majority
have concentrated on offline brand networks.
Empowerment can lead to increased choice and
concern, which can be perplexing and thought-
provoking. But a greater understanding of the
satisfactions brought about by consumers'
interactions  with  companies on  social
networking sites is of utmost interest (Brodie et
al., 2011).Investment in brand relationships is a
type of interactive communication between
brands and consumers. Examine how brand-
consumer social media interactive networking is
likely to promote media “engagement” in this
research study. This study aims to clarify how
media gratifications can be used to encourage
social sharing of brand-consumer information.
The attainment of superior organizational goals,
brand referrals, cost savings, superior sales
growth, and product development are likely to
be aided by the rising level of brand-consumer
engagement.

The social media platform is beneficial to our
textile sector. Even though the company is still
in its early stages, social media allows us to still
have a big impact on business in Pakistan. There
are several fashion specialists and driving
material organizations in Pakistan. It now
occupies a prominent place in the broad textile
sector. Pakistan made tremendous
advancements, and individuals became more
cognizant of dress trends. People switch from
the idea of having apparel custom-made to
ready-made brands as a result. There are
numerous textile clothing companies creating
branded textile clothing items, including Maria
B, Sana Safinaz, Junaid Jamshed, Gul Ahmed,
Mausummery, Wardah, Lala Textiles, and
Firdous.

These brands are promoted in Pakistan using
social media, online advertising, television, print

media, and SMS marketing. They are offered for
sale at local and international retailers and
presentations. Social media platforms are used
for a lot of advertising(Abdul Ghani, 2010).
These advertising tactics effect subtly affect the
ladies purchasing conduct. Verbal
communication and online life promotion can
unquestionably have a negative impact on the
purchasing process. This study aims to present
the notion of Brand-Consumer Social Sharing
Value and its implications on Media
Engagement based on the research mentioned
above. The study's major goal is to investigate
the relationship between brand customer social
sharing and the longevity of consumer
connection with textile clothing brands through
brand-hosted media (Facebook Channel).

2. LITERATURE REVIEW

A wide range of articles focused on how
consumers calculate profits by utilizing media
and brand correspondence channels have been
written about the dimensions of brand consumer
social sharing value (Abdul-Ghani, Hyde, &
Marshall, 2011; Hausman &Siekpe, 2009). In
this regard, media and advertising scientists
attribute a variety of implications to the social
fulfilment obtained from a communication tool,
including gaining insight into the circumstances
of others, looking for the main purpose of the
discussion and social communication, having a
choice for real association, performing social
tasks, and being given the opportunity to mingle
(Calder et al., 2009; Chiu & Huang, 2015;
McQuail, 1987).The concept of Brand-
Consumer Social Sharing Value is based on the
media gratifications gained from brand-
purchaser effectively intervened cooperation,
which is likely to drive the improvement of
brand connections and, as a result, result in a
functioning commitment of customers in virtual
brand networks. The essential elements of
Brand-Consumer Social Sharing Value are
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described in this research using data from the
applied system developed by (Knobloch &
Solomon, 2002, 2003) in the realm of warm
connections, intimacy, relationship, and a sense
of brand network having a home.

Relationship initimacy is a necessity for human
existence and relationship creation (Baumeister
& Leary, 1995). Our relationships with our
loved ones evolve and are supported in large
part by our feelings. Better connection,
coordination, and communication between
ourselves and our relationships, as well as the
growth of intimacy-related sensations, play a
crucial role (Keltner & Haidt, 1999).

Intimacy can signify different things in different
situations. Intimacy can take five different
forms, including sexual intimacy, intellectual
intimacy, social intimacy, recreational closeness,
and emotional intimacy (Stern, 1997). These
sorts of intimacy have all been examined by
Schaefer and Olson (1981). Relationship type
determines how intimate a relationship is.
Relationships can be described using the terms
limited intimacy and full intimacy; the limited
intimacy concept has been used for customer
relationships (Stern, 1997). The five C's—
communicating, caring, resolving conflicts,
comfort, and commitment—are referred to as
major components of emotional intimacy. These
five C's components support preserving and
enhancing  buyer-seller relationships. The
relationship between a consumer and a brand
can be explained in part by this form of
emotional closeness(Ain, Vaia, DelLone, &
Woaheed, 2019; Ali et al., 2010; Shahbaz, Tiwari,
Jam, & Ozturk, 2014; Waheed & Hussain, 2010;
Yim et al., 2008).

Brand recognition is a type of reciprocal
recognition in which a company acknowledges
its customers by sending them a highly
individualized message that allows them to

recognize the brand by its characteristics. As
stated above, simple content requires less
attention  (Robertson, 1989), saves time
(Berlyne, 1960; Finn, 1988), and is simpler for
consumers to comprehend (Robertson, 1989)
and recall the memory when consumers need it.
Therefore, it is generally believed that basic
components are easier to remember than those
composed of many different and connected
parts.

Low-attention components are simple to recall
from memory and have a significant influence
on consumer thinking (Berlyne, 1960;
Robertson, 1989). These seemingly insignificant
details have a significant impact on customers'
minds when creating advertisements for a
company. The goal of the commercial is to draw
in consumers and inform them of the features,
advantages, and other qualities of the brand's
products. Consumer purchasing propensity is
entirely dependent on brand contact and
purpose.

Brand Influence

The consumer attachment and their perceptions
of the brand attributes are the primary foci of
brand influence research (Keller, 1993). (Berry,
2000) conducted research on customer service
settings, and the findings show that consumers
are more sensitive to brand actual purposes that
they experienced from their services. In this
situation, brand image and brand reputation are
crucial for the consumer and are derived from
the consumer's prior purchasing experiences. As
a result, (Berry, 2000, p. 128) suggests that a
company's name is more valuable to customers
than its goods. There are many companies
whose main activity is to provide services to
clients, who trust the company's reputation and
are more interested in it since they offer certain
types of functional services.In the discussion
above, it is mentioned that businesses in various
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categories have various brand names and brand
perceptions.

According to research by Brakus et al. (2009),
the brand experience is the culmination of
internal consumer reactions in the form of
emotional behavioral cognitive attachments and
sentiments. These elements have an impact on
how consumers perceive the brand image. The
study's findings also show that consumer
personality qualities have no bearing on brand-
buying behavior; rather, the key factor is the
consumer's actual brand-buying experience,
which is measured by customer satisfaction
(Brakus et al., 2009; Mazhar, Jam, & Anwar,
2012; Qazi et al., 2014; Ziauddin, Khan, Jam, &
Hijazi, 2010).

Brand Community

Consumers' adoption of brand-related attitudes
and behaviors, along with the development of an
understanding of brand practices that have an
impact on the brand both directly and indirectly,
define a relationship with the brand community.
Facebook is the most popular online social
media platform that aims to promote global
contact and break down communication barriers.
Facebook is a web service that enables users to
sign up and create profiles that include personal
information, hobbies, and images. Users can also
communicate and share information both
privately and publicly through messages, groups,
and friend networks.

The user's Facebook profile includes their city,
place of employment, school, university, and
country. This information is used to create a
social network on Facebook, and with all of
these details, your shared personal information is
only visible to those individuals, groups, and
users who accept friend requests from other
users. There is no public information otherwise.
Although the user is completely unaware of the
other group members in this situation, they

nonetheless  share information, discuss
information, and converse with one another over
social media while engaging in all these
activities.

Facebook brand communities are social media
platforms that offer brand communities for
businesses to target their customers (Laroche et
al.,  2013). According to  Facebook
(www.facebook.com), which is the most popular
and widely used application in comparison to
other social network channels, there has been a
tremendous rise in the number of users that use
this application actively, with almost 751 million
monthly users as of February 2004. (as of March
2013). When comparing usage and access rates
across different media, Facebook is the most
popular application (Hsu, 2012; Jam et al., 2014;
Khan, Akbar, Jam, & Saeed, 2016; Waheed &
Jam, 2010l Waheed, & Kaur, 2016). Companies
nowadays have discovered enticing ways to
communicate with their target audiences about
their brands' products through entertaining posts,
videos, photographs, and other activities(De
Vries et al., 2012).

Facebook brand network demonstrates a method
of  establishing  ties  with  businesses
(McAlexander et al., 2002) and boosting the
volume of brand and consumer relationships on
Facebook (Muniz & O'guinn, 2001). Customers
who like a brand's Facebook page and sign up as
followers are more interested in learning about
the features of the brand's products, and they
may also be more dedicated to the brand
(Bagozzi & Dholakia, 2006). Compared to non-
brand Facebook page fans, brand page fans are
more likely to visit brand stores, learn more
about the brand's products, and otherwise help
the brand grow (Dholakia & Durham, 2010).

To join Facebook brand communities in which
they are interested and have a desire, a user
created a profile and searched for various
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brands' Facebook pages to do so (Elliott &
Wattanasuwan, 1998; Grayson & Martinec,
2004; Schembri et al., 2010). This investigation
will investigate how to influence consumer
distinguishing proof with friends and network in
order to achieve this goal.

Brand Trust

Scholars from a variety of disciplines, including
organizational behavior, political science, and
others, have been particularly drawn to the
concept of trust (Connolly & Bannister, 2007).
There aren't enough precise studies looking at
how trust relates to other social constructs to
advance this topic. Additionally, contrary
conclusions about the forerunners of trust in the
study of marketing demand further research
(Arnott et al., 2007).

Marketing professionals must eliminate client
doubt and persuade people to purchase the
things they are selling (Arnott et al., 2007). In an
online setting, client trust is considered to be
important for organizations (Connolly &
Bannister, 2007; Reichheld & Schefter, 2000).
There is a need to investigate the factors that
affect customer trust throughout the web-based
purchasing process because previous studies
suggest that research about trust in virtual
scenarios is constrained (Connolly & Bannister,
2007; Khan, Jam, Akbar, Khan, & Hijazi, 2011,
Khan, Jam, Anwar, Sheikh, & Kaur, 2012;
Waheed, Kaur, & Kumar, 2016; Waheed, Kaur,
& Qazi, 2016).

Positive conversations foster trust in commercial
interactions (Lambe et al., 2000). By allowing
customers to participate in  advertising
campaigns, businesses establish connections
with their customers (e.g., Pepsi, Dove, and
American Express). In recent years, experts have
fairly acknowledged that users of online brand
networks are obligated to exhibit positive
relationship  qualities  including increased

accountability, happiness, and trust (Brodie et
al., 2011, 2013). This study also concurs that
when a relationship between a customer and an
organization develops, it encourages
cooperation, which (if successful) is certain to
increase trust because customers rely more on
information from other customers than from the
organization (Dabholkar & Sheng, 2012).We
come to the conclusion that brand communities
on social media boost brand loyalty due to the
impact of brand trust.

Brand Satisfaction

The concept of satisfaction is challenging since
it is influenced by a variety of elements,
including advertising, quality, changes in
consumers' desires due to things like
convenience, and their experiences as consumers
(Anselmsson, 2006). (Devesa et al., 2010).
Regardless of whether a product meets customer
expectations or not, psychological and emotional
aspects influence individual purchase patterns
and the success of a business (Baker &
Crompton, 2000; Nam et al., 2011).

Consumer emotional growth and emotional
attachment are at the core of satisfaction
(Iglesias et al., 2011), company brand attributes
and customer satisfaction are important for long-
term relationships (Biedenbach & Marell, 2010),
and customer purchasing experiences are crucial
for the growth of brand equity and consumer
memory influences brand trust and repurchase
intentions (Ha & Perks, 2005).

Customer pleasure, loyalty, and a strong
customer Dbrand relationship must be the
company's main priorities if it wants to improve
or strengthen the consumer brand experience
(Sahin et al., 2011; Yao et al., 2013). Customer
experience has a direct impact on brand
experience, while brand image has a secondary
impact (Keng et al., 2013). Brand satisfaction
has a big impact on brand loyalty, and brand
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experience has a big impact on brand attributes,
according to studies by Brakus et al. (2009) and
Iglesias et al. (2011).

Companies can use brand experience to develop
a strong brand identity and image, customer
loyalty to get a competitive edge in the market,
and implement plans (Yao et al., 2013). Brand
happiness is influenced by online brand
experience (Lee & Jeong, 2014). Brand
experience has a significant impact on customer
satisfaction, which is reflected in customer
engagement on brand social media pages. In
contrast to dissatisfied customers, satisfied
customers are more likely to express positive
interest in the brand page.

Brand Facebook Page Engagement

The study of the intervening forces that link
perceived relationships and relational outcomes,
including the use of brand channels (Nysveen et
al., 2005), has provided useful insights into how
these endeavors affect the customer's loyalty to a
brand. When an individual's expectations of a
brand's venture are realized, customer happiness
rises. In exchange, satisfied investment is
thought to yield fruitful outcomes and encourage
continued investment (Garbarino & Johnson,
1999; Hennig-Thurau et al., 2002). (Brady et al.,
2005). Customers or consumers appear to select
online media based on their pleasure with prior
client experiences (Venkatesh, Thong, Chan,
Hu, & Brown, 2011; Hu, Kettinger, & Poston,
2015).

Facebook was selected as the foundational
platform under the assumption that it is now the
largest and fastest growing SN. Furthermore,
according to findings from a recent statistical
survey (Keath et al., 2011), Facebook is seen by
businesses as the most appealing web-based
social networking platform to use for
advertising, particularly for B2C businesses. For
businesses using Facebook as a platform for

advertising, there are five possible outcomes: (1)
Ads, (2) Brand Pages, (3) Social Plugins, (4)
Applications, and (5) Sponsored Stories
(Facebook 2012b). With regard to all of them,
Facebook pages offer the greatest amount of
opportunities for direct customer involvement.

Media and technology experts frequently utilize
the Utilizations and Gratifications (U&G)
hypothesis (Katz, 1959) method to understand
why individuals engage with different sorts of
Facebook content and what drives them to do so.
U&G theory has previously been applied to
social media and brand networks, where it has
been shown that consuming interesting and
enlightening content is a key factor for support
in brand networks (Dholakia et al., 2004; Raacke
& Bonds-Raacke, 2008), with entertainment
being found to have a more enduring effect
(Valenzuela et al., 2009). The researcher also
discusses the different fan types and their
"liking" intentions. The term "lurking" refers to
students who efficiently absorb information
when browsing the internet (Milligan et al.,
2013).

As a result of the aforementioned customer
engagement research, the researcher has
obtained findings that are favorable and directly
related to the relationship between the customer
and the brand, such as loyalty, effective
commitment, trust, and satisfaction (Brodie et
al., 2011). The consumers joined the brand
communities where they felt a feeling of
emotional attachment, a sense of loyalty, and
most significantly, a sense of value as a brand's
customer. Customers always choose businesses
with communities to which they feel an affinity
and with whom they have a basic connection, as
this enhances the brands' ability to further
influence them (Algesheimer et al., 2005).

Satisfaction and Trust as a Mediators
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Connection and strong trust in relationships,
standards, and behavioral aspects are key
components of satisfaction (Putnam, 2001).
According to several studies, those who have
trouble trusting strangers are harder to target via
social media and more difficult to approach
regarding brand advertising than people who
have strong social networks and easy trust issues
(Helliwell & Putnam, 2004). There is a chance
that having a large social network also affects
how happy one is in life because those who are a
part of it have more resources to help them deal
with both personal and professional issues.

The study by Ellison et al. (2007) claims that
although the use of Facebook has increased,
people are still hesitant to place their faith in
social media platforms. Homophiles is all about
how users are drawn to social networks because
of shared interests, social status, values, and
beliefs, as well as similarities in the content of
brand pages. In social media networks, people
connect in groups if they share an interest or
other characteristic with the other group
members. This leads to frequent interactions and
the development of close relationships
(Valenzuela et al., 2009).

In social media networks, users who are like one
another have greater opportunities to share
related information and newly discovered
information. Data exchanged and shared will
likely be more trustworthy and authentic when

message senders (Social media posters) and
recipients (Social media fans) in brand networks
become increasingly homogeneous.
Additionally, in order to establish positive
relationships with consumers, advertising firms
increasingly ~ concentrate  on  capturing
consumers' attention by identifying appropriate
groups (Valenzuela et al., 2009).

With all the studies mentioned above
demonstrating how consumers use social media,
trust enhancement and strong bonds operate as
mediators between consumer social media use
and results connected to brand engagement.

H1l:Brand Facebook Page Engagement and
Brand Consumer Social Sharing Value are
related through satisfaction.

H2:The association between Facebook Page

Engagement and Brand Consumer Social
Sharing Value is mediated by trust.

3. RESEARCH METHODOLOGY
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Methodology:

The main goal of this study is to investigate the
connections between Brand Consumer Social
Sharing Value and Brand Facebook Page
Engagement, as well as the connections between
Brand Consumer Social Sharing Value and
Satisfaction. The investigation of the
connections between brand consumer social
sharing value, trust, and brand Facebook page
engagement is another goal of this study. This
study's findings provide significant contributions
to the field, both conceptually and
experimentally. The participants in this study
were consumers who interacted with clothes
brands on Facebook. Information was gathered
from customers in the Pakistani city of
Faisalabad (n=204). Convenience sampling has
been used as a survey strategy to acquire data.

Brand Consumer

Brand Facehook

page
Engagement

Conceptual model

Both online surveys and self-administrated
surveys from friends, relatives, and coworkers
have used convenience sampling. The
respondents were instructed to think about the
textile industry and a Pakistani apparel company
they had "Liked" on Facebook when answering
the quiz. Respondents are required to answer
questions based on their interactions with their
businesses. Items related to brand intimacy,
individual brand identification, and community
brand belonging were adopted from (Simon &
Andrews, 2015). Items with a brand influence
were adapted from (Baldus et al., 2015). The
adoption of satisfaction items came from
(Shukla et al., 2016).

Objects of trust were derived from
(Gurviez&Korchia, 2003). The consumer
involvement  components of  behavioural,
cognitive, and emotional items were adapted
from (Solem & Pedersen, 2016). Engagement,
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satisfaction, and trust indicators for brand
Facebook pages are used to gauge brand
consumer social sharing value. The Likert scale
comprises five points. From "1=strongly
Disagree" to "5=Strongly Agree,"” the Likert
scale has five points. Data analysis has been
done using SPSS 22.0.

4. RESULTS

To determine the reliability of scales, the
Cronbach alpha reliability value was
determined. Brand Facebook page engagement
is 0.823, brand customer social sharing value
scale reliability score is 0.830, happiness is
0.753, and trust is 0.71.

Table 1: Descriptive statistics

It has been found that there is a linear
association between brand consumer social
sharing value, satisfaction, and brand Facebook
page engagement, or that there is a relationship
between brand consumer social sharing value,
trust, and brand Facebook page engagement.
The mediating effects of satisfaction and trust
between brand consumer social sharing values
and brand Facebook page engagement have been
examined using Process by Baron and Kenny
(1986) regression.

Table 1's summary of the standard deviation and
mean of the variables demonstrates that the data
was normal according to its allowable range.

Mean Cronbach Std. Deviation
Alpha
Brand Consumer Social Sharing Value (BCSSV) 3.4781 0.830 57399
Satisfaction 3.4298 0.753 78617
Trust 3.4825 0.71 67427
Brand Facebook Page Engagement (BFPE) 3.3947 0.823 61279
The direct correlation between BCSSV, BFPE, (R=.622; R2=.386; adjusted R2=.369 or

Satisfaction, and Trust has been examined using
simple linear regression. H1: BCSSV directly
affects BFPE (R=.589; R2=.347; adjusted
R2=.329 or P=0.000); R2=.347; adjusted
R2=.329; P=0.000). (R=.594; R2=.353; adjusted
R2=.335 or P=0.000) H2=BCSSV exhibits a
positive relationship with satisfaction. H3=
BCSSV is correlated strongly with Trust
(R=.556, R2=.390, adjusted R2=.290, or
P=0.000). Trust has a favorable effect on BFPE

P=0.000); H4=Trust). H5: The relationship
between satisfaction and BFPE is positive
(R=.411; R2=.169; adjusted R2=.146 or
P=0.000). We accept H1, H2, H3, H4, and
H5.Brand consumer social sharing value, brand
Facebook page engagement, and the Baron and
Kenny (1986) process have all been utilized to
examine the moderating effect. H6 is thus only
partially accepted.

Table 2: mediating effect of Satisfaction between Brand consumer social sharing value and Brand

Facebook Page Engagement
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Mod R Adjusted R R square
el R Square Square Change F change Sig.
1 411= 169 146 169 7.328 0102
2 594 345 316 -184 9966 003
a. Predictors: (Constant), Satisfaction

b. Predictors: (Constant), S, BCSSV

Table 2's findings show that there is no
moderating effect of satisfaction between brand
consumer social sharing value and brand
Facebook page engagement, but there is a direct
and significant relationship between brand
consumer social sharing value and brand

Facebook page engagement and satisfaction,
however, the relationship between independent
variable brand customer social sharing value and
dependent variable brand Facebook page
engagement is moderate or insignificant. H7 is
therefore fully accepted.

Table 3: Mediating effect of Trust between Brand Consumer Social Sharing value and Brand

Facebook Page Engagement

R Adjusted R R Square
Model R Square Square Change F Sig.
1 6222 386 369 386 22677 .000=
687 473 442 086 57171 022

a. Predictors: (Constant), Brand Trust
b. Predictors: (Constant) BT, BCSSV

5. DISCUSSION

According to a recent study, the four
components of consumer social sharing value
are brand intimacy, individual recognition, brand
influence, and community belongings (Knobloch
& Solomon, 2002, 2003). With this idea, the
business officially recognized its social partners
because of the interactions it had with its
customers via social media, which helped it
better understand their interactions. Many social
media sites, including Facebook, allow users to
exchange opinions about goods, companies, and
topics they have in common with other users,
strengthening the bonds between businesses and
consumers (Schivinski et al., 2016; Vivek et al.,
2012).According to Leckie et al. (2016) and

Vivek et al. (2012), these kinds of partnerships
between consumers and brands foster strong
bonds and long-lasting relationships through
discussing brand performance, providing
feedback on items, and exchanging ideas that
help brands better their goods (Ashley & Tuten,
2015). These kinds of consumer-brand
interactions aid companies in the creation of new
items and other products since consumers offer
their ideas throughout these encounters
(Hidayanti et al., 2018; Hoyer et al., 2010) The
exchange of ideas and improved customer
satisfaction with brands led to strong brand trust
(Chen et al., 2011; Laroche et al., 2013).
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The main contribution of this study relates to the
two ways in which brand customer social
sharing value affects brand page engagement on
Facebook. Satisfaction and Trust, in that order,
are two media-driven mediators that each path
depends on. The relevance of this research is
increased since media engagement is examined
through a social behavioral point, reducing the
possibility that both intervening elements may
carefully and obliquely cover the dependent
variable (Schivinski et al., 2016).

This research supports the dimensions of brand
consumer social sharing value and user
contentment and trust through literature,
demonstrating that brand consumer social
sharing value has the potential to foster
satisfaction and trust or brand page engagement
(Simon & Andrews, 2015).

Our results demonstrate the importance of each
mediating route in the relationship between
brand consumer social sharing value and
variations in satisfaction, trust, and brand page
engagement. As a result, both mediating
pathways logically add to the literature and
marketing study.

This study demonstrates that customer response
to brand efforts is user involvement with the
brand through post reading, post reaction, and
conversation in the brand community. Each
person who participates in the brand community
and engages in it plays a critical role and
benefits both parties (Reichheld & Schefter,
2000; Simon & Andrews, 2015). As was
previously mentioned, clothing companies
should think about using social media as a
strategy for product marketing. Literature and
previous studies indicate that social media is a
technological platform for advertising brands. It
also provides a large number of users from all
over the world without taking into account their
geographical communities, and it offers

customers in accordance with social networking
and brand affinity.

Social media may be a wonderful way to engage
customers due to the competitive marketing
climate by concentrating on their engagement
behavior, emotional attachment, commitment,
trust, loyalty, and satisfaction. As indicated in
the aforementioned research, by paying more
attention to these convincing aspects, the level
of involvement within brand communities may
be raised from little to broad engagement.
According to the findings, brand community
engagement, brand individual identification,
brand intimacy, and brand impact all benefit
from brand consumer social sharing value. The
degree of attachment can be raised with the
effective application of techniques to involve
customers in brand communities.

Additionally, they increase page engagement
with confidence and happiness. Second, our
research demonstrates that managers must
encourage brand usage and Impressions
management  techniques in their brand
communities if they want to increase brand trust.
The route  coefficients from  societal
responsibilities to trust-fostering behaviors are
bigger than those of other paths.

Managerial Implications

For the enterprises that manufacture clothing,
this labor offers wvital experiences. By
understanding  the different forms of
satisfactions that result from customers
interacting with  their individual brand's
Facebook page, or simply by scrolling to the
brand's page, specialists would gain from this
study. Companies must realize that to highlight
brand intimacy, they must have a two-way
dialogue with their customers. They must post
brand content on social media numerous times
each day and try to respond as soon as possible



Yin Qian

1886

to consumer posts. This complete brand must
publish frequent updates that demonstrate a
greater number of followers. The ideal method is
to address the customer by name in the response.

To boost brand influence, businesses should
express gratitude to customers for their feedback
and respect for the fact that customers' excellent
comments and suggestions—many of which
have already been posted on the brand's
Facebook page—play a significant role in
improving the products. When customers
perceive and perceive that a brand respected
their thoughts and made an effort to improve
their relationship with customers through two-
way communication and good interactions, they
feel a sense of belonging to the brand
community. For the companies, this study has
some significant practical implications. Utilize
social media's low cost and widespread appeal
among consumers by taking advantage of its
features, as demonstrated by this study. Online
brand societies offer the same advantages and
leads.

For managers, this research has significant
practical ramifications. All brand managers are
taking advantage of social media's broad reach,
low cost, and popularity because of these
factors, which has led them to desire social
media almost irrationally. Their understanding
of this process is improved thanks to our
findings. First, it demonstrates that social media-
based brand communities have the same
advantages and advantages as traditional
physical brand communities. They have a
favorable impact on community members'
shared awareness, rituals, and social obligations.
Additionally, they increase page engagement
with confidence and happiness. Second, our
research demonstrates that managers must
encourage brand usage and Impressions
management  techniques in their brand
communities if they want to increase brand trust.

Brand use practices are activities that help
customers use branded products more effectively
while  impressions management is the
management of customer perceptions and
images of the brand (Schau et al., 2009).
Obviously, the information sharing, and
interpersonal connections offered by social
media make it simple to promote these activities.

Limitation & Future Research

There are some restrictions in this that provide
new opportunities for subsequent research.
Researchers employ convenience sampling
procedures, which are appropriate given the
sample size, to test the internal validity of their
study. Additionally, the researcher in this study
concentrated on a particular piece of content,
Brand Facebook Page Engagement, to establish
a theoretical connection with earlier research
and media gratifications as well as to establish
the concept of Brand-Consumer Social Sharing
Value's nomological belonging.

Consequently, a social media platform Facebook
has developed into a crucial tool for garment
manufacturers to communicate, so it's critical to
assess how this study relates to the framework
and other mass media channels like Pinterest,
Twitter, and Instagram. With all of this, it is
widely believed that the company is making
significant efforts to establish a strong
relationship with its customers on social media
platforms (Palmatier et al., 2009).

The brand's efforts in social media for business
operations, or, as Porter and Donthu (2008) put
it, to establish a connection with Brand
Facebook Page Engagement or Brand Consumer
Social Sharing Value, should also be checked
with great attention. First, convenience sampling
was employed for the study, which places
restrictions on the data collection for the results.
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In the future, apply various types of sampling
strategies, such as proportionate sampling and
stratified sampling, to improve the results and
obtain more expanded data for the study.
Second, while the focus of this study was solely
on textile garment brands, future versions of the
study might also include the service sector, other
textile items, the banking sector, and the
insurance industry.

Thirdly, a small sample size of 204 was
employed for this investigation due to the
restricted resources and time available; however,
sample sizes may be raised in the future to
improve results. Fourthly, because of the study's
focus on the population of the Pakistani city of
Faisalabad alone, a limited demographic was
chosen. Only to users who engage with their
particular brand on social media. For better
findings in the future, this study could be carried
out in other Pakistani cities as well as abroad.

Finally, it is crucial that satisfaction and trust
serve as the mediating factors in the relationship
between brand consumer social sharing value
and brand Facebook page engagement. Social
media is inevitably becoming a crucial avenue
for communication between businesses and their
clients as well as between clients in the brand
network. Although many directors have jumped
on board with the passing trend, it's not always
evident that they have a carefully thought
strategy for using social media. They frequently
give the impression of engaging in ineffective
experimentation tactics. Exploring each of these
spheres of social presence and customer brand
interaction will help them develop a steadily
sound system.

According to the study's findings, additional
research involving a variety of other mediators
that are influenced by Brand Facebook Page
Engagement can be conducted. Brand trust was
identified as the least significant mediating

variable for the process of brand engagement in
this study (Kelleher, 2009; Palmatier et al.,
2009; Porter &Donthu, 2008). However, other
potential brand trust mediating variables, such as
brand information credibility (Tsai & Men,
2013), may be of interest for conducting future
research.
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