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Abstract

In today's competitive world, Instagram is one of the most popular social media used by many
companies and has become a new way to increase engagement and interaction with users. In this
regard, the present study examined the effect of Instagram contests, brand awareness, and users’
emotions on their engagement with the company. This research is applied in terms of purpose and
descriptive-survey in terms of research strategy. The statistical population of the research is 8000 users
of the Parsi App (an active startup in the field of fintech) on Instagram. In order to collect the data, the
non-probability sampling method was used. The online questionnaire link was sent to the users who
participated in the Parsi App contest and 300 responses were collected. The collected data were
analyzed by structural equation modeling and the partial least squares approach using the third version
of Smart PLS software. In this way, the results of the research showed that the features of Instagram
contests, user emotions, and brand awareness each have a positive and significant effect on user
engagement. In addition, the feature of Instagram contests, taking into account the mediating variable
of brand awareness, has a positive and significant effect on user engagement. However, the mediating
role of users' emotions in this regard was not confirmed at the 95% confidence level. This issue shows
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the importance of paying attention to tools that encourage engagement, such as designing Instagram
contests, which can be implemented as a strategy in the form of social networks and digital marketing.

Introduction

Nowadays, the use of social media has grown substantially among users such as individuals,
business owners, government, etc. These media have become a direct and conventional
communication channel that connects customers with the product, brand, and value created by the
company (Roy et al., 2018). In addition, the diversity of these media and the style of facing each of
them with users has a significant difference between them in terms of functionality. In Iran, many
Instagram contests are organized by brands. It is necessary to examine their various dimensions and
roles in stimulating users' engagement due to the growing importance of using contests in content
creation. At the time of our research, due to research limitations in this field, we focused on dividing,
describing, and identifying the features of an Instagram contest. This research analyzes some
dimensions of Instagram contests such as creativity, motivation, trust, and convenience which have
been repeated sporadically in the literature. In this regard, the present study examined the effect of
Instagram contests, brand awareness, and users' emotions on their engagement with the company.

Methodology

This study is considered as applied research in terms of purpose and descriptive-survey in terms of
research strategy. Also, the research questionnaire containing 43 questions has been prepared in two
parts to collect the required data. The first part includes general information and demographics related
to the respondents, including gender, education, popular social networks, and the amount of activity on
them. The second part consists of 39 questions related to the variables measured in the research. All of
the questions have a seven-point Likert scale from strongly disagree (1) to strongly agree (7). Since
the questionnaire questions are standard, the questionnaire has content validity. The questionnaire was
approved and corrected by using the opinions of professors, experts, and researchers for visual
narrative. Construct validity was also confirmed by Smart PLS software. In addition, the reliability of
the questionnaire was confirmed using Cronbach's alpha coefficient.

Findings

The present study examined the effect of Instagram contests, brand awareness, and users' emotions
on their engagement with the company. The results of the research showed that the features of
Instagram contests, user emotions, and brand awareness each have a positive and significant effect on
user engagement. Moreover, the feature of Instagram contests, taking into account the mediating
variable of brand awareness, has a positive and significant effect on user engagement. However, the
mediating role of users' emotions in this regard was not confirmed at the 95% confidence level.

Conclusions

This study can improve digital marketing literature on Instagram contests and user engagement on
the Instagram platform in order to apply the findings to managers and academics in different ways.
This research has defined and classified the features of Instagram contests, namely creativity,
motivation, convenience, and trust, according to the research literature, which can be considered as a
starting point for the development of contest design for individuals, businesses, organizations, and
companies on Instagram. In addition, Instagram is chosen as the most popular social network of the
respondents according to the opinion of 74% of them; therefore, it is necessary to master the
algorithms and rules of Instagram content production for companies including Parsi App. As a result,
it is necessary for marketing managers to master the challenge of digital marketing, and cultivate
professional administrators to actively engage with users.

Keywords: Social Media Strategy, Instagram Contests Feature, User Emotion, Brand Awareness,
User Engagement.
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Figure 1: Conceptual Model of Research

e s Y
L)l 60 )l Codn L1 ol ey
ol sl .l il o 5 (5 ]
ol 8 sl 53 sl OS5 01 ST g,
055=0Lgy Jdsa dﬂﬁ&.@lﬁ/\"' sl @
laas S sliws i iy 110 L0 s La e
e g o Sl m e pmmimpat A e el
s oslat ol (gl lu gladsles (g 3lwdde 3l Laesls
S Ml (6 8w Sl ey Bl a5 03
a0 33 Ol LS S5 O e a1

J_>T C,.mg_ 03 L;LAC,_«K 9 Lhé.i-:y ‘gs“‘)ft’-‘“i‘

H AT 5 ol Sl Sl S350 455
ol J.qlS Ly

AU O S Sl L 5 AETHY 45
ayls

— A St Sl e S i
S,ls J,f\S Ol 5,8 Slulus]

OLlS CSHlie 1 Ol Slulaal ¥ 45 5
S5l J.;l:

HAETL ol Sl Slisls (S505 0 455
3503 36 01l CS e

Sl b ol Sl Sl S35 # 45 3

.\)‘Jﬁ%d‘j}‘fd)@jd‘j}\;



WA 7 0L an 5 ol5n o8 5 ] ibe L5 s b 0L S lie ol Sl Slisbas S35 56 o)

G S 2las Sl Iy g ol el
Oliis 5 08 o (O15Lsal L5 31 o5lisl b (glalibin
Smart 3l 5 L 5 03l ol At 2ol 5 T
SLAT oy s 3l oslil U aaliin UL 5PLS

b oS5 bl LS

Sony 9 adl £
e 5l 0SS 5 il mer Sledb]
Ol 5 2 gmmn 2l 8808 (Do (Cier
asdllon ol 55 ol 0k 0305 0L Y Jgdr 5 Cdlad
CMas Ol e o ki 5 05 O S S 8 iy
O pHlS s plar | il bl )8
YU o 0T 53 Cdlad Olej 2y 503 pl Sl

Sl S9y g3 el
S I3 9 (FSldowmer S TR0 Jovr

oy
Table 1: Demographic Characteristics and
Descriptive Questions

S1918 oy Shold Slayf < 29
OAN W 55
&—“ - "".
/Y \Y¥ 3,0
\/» Y ("L“:J*} )
VoY ¥4 (..Lm
o/ A0 S,
Q}k:«a:ﬁ
FYV VYA sl
YAN A L | gyl
IV Y. SV 5SS
Ve YYY oSy
MY \t4 S8
Y/ q &S g el
V/ A J.Ag..; O ges
o V¢ s
A vE sl
A of Cela) 5l S
¥\/¥ \Y¥ Celw YUY
05 Cled Ol e
YA/Y AD el VB Y o
el
78 Yy el F LY oy
o Vo Cele ¥ 5l i
& & “d . .
o9 sl xuw

o 3 oV Pl S8 5 ol Bl dmio
Sl DS 4 il (6155 5 iy catin oS
Sdiots O )b Ablas A a1 diblos 5,1 5
S ole &S D OT 51 ey 5 5155 5 555
Hail e (68 S sad rs 5 Laesls 65T par
S T el @S s oslizal s )3
(3 03,5 IS L Ol gy il 53 S (S0
Al ‘S”TC"? RN E e
¥ slaesls 5 Sledib! L;”Tco, U P
S ol okt o B 33 3 Jlge P lasliin
LA g e O Jela Jgl e
s (D (i) O sl 4 by o
e 5 Sl (OT 55 Clab Ol e 5 o pomn Slar
Belbonkami (gla pite 4 b gy je J1 5 ¥4 1 IS 5
S 5oL bad e Sdise T Olejl & ol Siags,
o I ¥ el a8 ol Sl Slals
Feng et ) s 51 Jl 3 & «((Mercanti-Guérin, 2008)
JI 3 # «(Poon, 2008) & sgw JI 5 V c(al., 2016
L5, s Jl5w F «(Vohra & Bhardwaj, 2019) slazel
L Lo e Jlsw ¥ «(Lee & Hong, 2016) Slulusi
\* 5 (Abou-Shouk & Soliman, 2021) . , 8T
( Vohra & ol LS &S )law b Loy, g

Bhardwaj, 2019; Abou-Shouk & Soliman,
Sdian) O, S Gl jaais Cab L ol 2021

Sl ol 0 125 (V) (08l ge D2y 6 (V) il

Jl 51l 0L 5 2 b sy el i 5o (slis 878
oSl S Ol )b il 00 ol O 1l e 531N
5 OB O e 0T 53 iy e s i Ly i S el (bl
R I P P A P SIS WG H A [V S P NN o
Ll T3 Ol (653l 5 oo Sl oy e 4 (S iba S s
ol Parsiapp o s ol Sles) T



\Fe Y )l« (FA) &L_\i oyleds LJ}‘ oyleds LV.AAJ'.:.«: Jle (s @LU‘)L' Qu.:ﬁaﬁ/ \A?

sl 530 L1 58y Olabl LG
ol oS das o OLES iR s slal 31 e a gl
S 2R3 s (2 bl bloes sl 0,05 15 BT o)
S 50 A i 1y g6 &S 2N s
b 0T am S 5,0 L35 STLAT L 0T dulows
Sy g «i8 Composite Reliability (CR) =S 5
S el ol 2 W o e (S5 oL 5
G L aSh e o 5 Laojle oL
RO AN T
it ol S L La o Ls Ll dlows o1
e SR Sl a6 0013 (6 Fl S Sl
olinl oLl dwle 55 bajlae pl (695 2 oL
e 1,8 ol 0LKen 5 31 & Gb ks e
3365 oIl sla i 331 gl oS ol (6 05
03 s HLS as gyl claadslas 5lwdds iy,
Sleslaal S 5 i, .(Ozer et al,, 2020) 3 45
Average Variance ouc\ el il Lo gt
slzel 6l = olms Ol smsas |y Extracted (AVE)
{(Fornell & Larcker, 1981) &iles S slgziny | Ko
o33 Lislei AVE 05550 sdbae (61 5 45 (6 yLuns
4SS HsbOlan . oonl /0 1 i 5 (s olas 355 o0
slms 03 ot SULS s 555 oo adShe
0315 OLE ¥ g 3 0T s & ol K 41

Sl 0l

S o dte SialesT 6l ol Jiags 5o

Jie 5 (OLgy sla i 5 H88T (sla pize o Lailsy)
Sl e Jold oy 5l (Lasjla s Lol ) (s bl
o=l = PLS gcﬂ}): el ok oslaul (PLS) J =
bie e Lalgy gb3yl sl 15 il JTor) andlas
(Henseler et al., 2009) Cwl ol i 4 § 9039
J 2,5 55 487 dona e DL L gy coiopas
S lad s U oslu glad e Llg o S Ol
Comalor (olomy Lol gy 5 ool dlalilo L) ooy
3 e opmeman (Barclay et al., 1995) u_ab axils oslel
o9 5m slaesls 0555l 5 Ol ;43 eslanul (6l , PLS
(Diamantopoulos et al., 2012) Culsdii 4w 5
aosls S iS5 Sym cla0snsT b il baosls
S 55 s 09057 5 o5 b5 8 5ol S 0 g0 3T
on e gl bl gl Bl 1y Jb g w5 g
ot 5 (6 S 650l e O g0 3T s sldelo

sl ok ol S

S 5 0l S Qg.ojTg ey -t
=5 7 bbb e S1dde (GLL e L
L =l ot 5 Jole slasl gLy S LT
ssbOlen s oslizul 1815 5 1 Kas lsy slaslns
by e gl e li aled (ol odaTY J g y5 oS
aS Sl /F ) s i ol sl e 4
Wmaladl 3 oo Sbcal b 03 pmlie 530S

Bl /Yl i F LS W Hluie & Sl

LS FELLELS S AR AN LT
Table 2: Convergent Validity and Reliability of the Questionnaire

= ¥ bl Ly Wi 150 219) B
/A4 /A5 +/OAF Sl Slils S35
L/AFY VAY A Ol Dluls|
JAFY /ANF “INOF 2,5l 28T
« /85 /45 VEY Ol oSl

B9 F SBABl 1z



WY 7 0L 5 olpn o8 5 ] amibe L5 s b 0L S Hlie ool Shyl Slisbas S35 56 o)

PLS ;s jol cpl s, 5 .(Fornell & Larcker, 1981)
el &8 (F Jgux) 558 o fol o Sl
slaojle  (Sterd ol b palie ol e Sle
ol bbb a4y by e AVE islie
Laojlw bl g5 534S 5 S Ol Ol 55 e
Jolas bl b sl 4 o Jie 3 (Olgy sla i)
G5 Sle 4 o ls sy sla e la b 6 i

Ll Clie Jdo Hliel

Sl S o3t Jas 61,81y ol owsp Sy

ol bl ol o eslinal L S,Y 8 )l
OT 5 S e 6 5804y 61 S5 2las olns
J_iis Slas v an Cod (e 3 03l &S5 oS
SV s sl hlajer i b miy Jols
Sl 5y o y3 (B 1 Sy gl ST (e OLs
obls 3 i il ;8 sl s AVE Ol oS

sl Jde 55 K05 6l ojle 5 ojle 0T m (ST 240

15719 2195 won T Joor
Table 3: Divergent Validity Analysis
ol Tl Sl (F59 | Ol S olie | Ol Slobust | W5 3 AT
A Xyl AT
«/AA VYA Ol Slales|
IS JAVF JAVA Rtk grn
CVSF CJA¥+ “IADY AR\ PO HIVIE S

it 03,5 e (61 RY) (s g - slona
SYalas ghle Jis ngl:d-uui_;gjksjﬁfojl.u\
e S5 5T 5 S oS 548 oo eslinal (gl L
S VR Oljn 30553 e & 1503 5
ol e 551 aias Olas g Sl e ¢SS
Sob 9 (/) Lo ge c('/\‘\)d:&aéclz_»uﬁ
e 25l B dsir s 4 a5 .l (/9V)

) (6 68yl d 53 (gl L

B9 F SBABl 1z

Sl Jow Q}ojT 9wy T-£

O B e Sl e o 5 oMl 5 sl
T- (s ,lslime slael (gl b Jidw) Jde s Lae il
VA7 Sl slael ol Jluae S5 55 5055 .Cwivalues
s laelw e Lol S J 0L 05d i
148 Oliabl eham 55 2ms3 slaans b ol sy
Sy sl je o Lol den Sl 4 o 5L
5 S olslons ol el V/AF 51,5685 5

e RGN LS":“'Aj}l Jdse h‘j}@%ﬁw&:ﬂ

SR meiin SBAD B )yt S
Table 4: Examining the Direct Assumptions of the Research

R2

LEIV t 5T gt | yo byl
/PYA abp Sy Ya/9v +/vaY L5 AT < ol Sl Slils S5
VY wdp pady FA/ Y <IADF O yl8 Slabeor| <o ol Syl Slisbe S5
wl B Sk \W/PA /040 Ol l8 oS s <5 51 BT
T s p VY/Ag “/FAY Ol oS S jlin <=0,y S Sluls|

P<.01
B9 F SBABl 1z



\FeY )l« (FA) o‘.l':i oyleds LJ}‘ oyleds LV.AAJ'.:.»: Ju (py g;Li)‘)L’ Qu._.ﬁ:d/ \AA

2obis iy Oladlae 4 53 50 O guse Jols
e dw 53 Ols5 o 1y Jgme ol L odaT sy
)bﬂth&ﬂM}b}'/V?}'/Yo"/'\

(Wetzels et al. 2009) 5 5 S (S 53

GoF= \/Communalltles X R2

QT BE) 4§

o Sl slas oKL :Communalities
Jslas e 85l

Jice 6130505 Las Lo R? slie 5 &50e: R2
]

IS S edeas il VY sue (s ol

S 5 4o .0
S 523 AU s p ol s el S
S e b Oyl Sl ol S| Slilns
= el L PET 5 01,5 Sllas| il
ol Sl Slilas S48 sl 0lis tass
.;,bmz;mj;‘u L5l 2T 500, Slales|
AT 501, Slules! W,,L (Cpomat
ol LUl a0l )lST oS lie o iy
Slilwe S5y g LLi 45 35 a3l AT
Lal ¢l 0t A b 01 )8 S ke 5 ol S|
S 525 o L1 3 0Ll Sl (6 Smiles
Sheais do b ol )8 S lie 5 ool Sl Slils
el OT Kby bl sy 5l Jol s )
S ) Slilas (S50 Sias sl s 3 oS
Glaanl .l ol wob (s 3T W, 51 W8T
L ks e slaa 155 0 5o 51 4 sai 95 4 Jl 45 3

S5 b4 el slaale ) 53 Sliles S5 5

59,5 ALET (ale ol oy 8l

Sl S 55 0ls BLsI 3 01l Slules|
5S0bel O ya3T 5101l oS Lt 5 ool Sl
b miie b liane o SOl e ol
554 s o3lewl Variance Accounted For & LT
AT e Cawd s Z-value i &S s O 5057 o
Olss o0 V/AF 51 Slade ool Qs 2l Oy sy oS
&S s 5L 03 4 lsline +/40 Oliabsl a5

J;%Ebﬁh

zZ — value
axXb

\/(bz X s2) + (a2 X sg) + (s2 x sg)

ol 5 JEee e Ola s oy b 5lae 1D

O PIPRE WIS PR | WISSVINSIE JSRT PR o

e Oloa s s b g o 5 1l gl iS5G
b 5 S

in Olos s 4y by 0 5 lilul glas S
Csly 9 il

L 5l AT amile Lol sl z-value i
VAV Ll 0,8 Slebast (6l 5 Y/YVY L il
0 as p 15 Ly 5l ABT auile JiE dou s ¢l
dob P as b 55 01l Slulea! ol JiE

.3 g gad

(GOF) I Jowo 0903l ¥-¢
u_xfd,\_w:)-lﬁélﬁu_xf,g”@ﬁPLS 53
3,0 3 gy (ool Jue 5 (6,8 63161 Je)
JSin ml o sl ol sla N ¢y shte pen
«L=s.Tenenhaus et al (2004) ;,ij O g
gty St ol o 1y GO0l b IS
JS Pl Gl pelas (ot i il (e oS 51



WA/ 0L 5 olpe o8 5 ] amibe L5 s b 0L Sl ol Shyl Slisbas S35 56 o)

3}—""6‘ J.i“.a )Lm: Ql;
Lasblacs o ol ,b ol Jal i i s

S ol slac b _asile sl 5 (6 5 54l

g_).b— ¢4>r...;)3 ‘vb)‘.:jdﬁ

Khan ) uS” L 55 L, U1 6T &Sl 0,8
1 058U Ob fde dr 5 S5 sy (et al., 2020
eSS (5 ke Jales
SLa i35 L Sl 5 1] 6 A5 o L e4S 0

Sl s aS 5, 5l AT

( Sheeraz et 5,5 Cblbe Slodiw 5 S 5d gl 5 5l o
.(al., 2017; Abou-Shouk & Soliman, 2021
Slils S 55) as5 oo ded b b Gb
OLlS (yls 25U 01, Sluluat ol Sy
Iy elss U S e oslinal dble glas,lailul
3355 Olules Qi}g;tjolﬁ Sy laaly Ol gea
s @byl s o S5 olanrl Lo &S
1y 01l Slalast Wl g o ool Sl Slislns
»5.(Ragins & Winkel, 2011) 45" 4 =51,
Ll e a5 ol Sl asle el (sladl s
o yb a8 L ys Ol Sl lacs sl Ol sew
30 st b ol pslar Ll glaas
S ol soe p3lIE ST 8l g gl slak
035 a0l 8 s e Slulas] slowl Sl
i ol Sl B S Cnb s Sl
o S ey ol a3 r e 5 1) Sl b
Cnl Sl 310l (gl b s o Smlin 51 SO
- 4> —!.(Sonne & Erickson, 2018)
O 5 a8 5 0L 5 JLulS sl i iy
( Casalo et al., 2021; Bigné et al., s,ls Sl
2 Ol Slals) pylgar 45 5 (opomen (2023
S das e 0 (ayls 5L 0l LS oS T,Lse
iite Ol i Ao 3 FAY (O, LS Sl
Oy Az y3 47 ol_;:ﬁb\cb);\) Ol 8 &Sl

a5l ol o)Ll aalan (6,55 5 SHlslssk
4S 55 o A et Ol sea (Gl sl5055k S
S 28 Sl b Ay ik (b ele
SlaS olacS s cdas i 1y ol 3l L, s
L 1S e oslinal olorl (slasiln; slap it
L3k Sl e A5 5Lk S eslizal
S iina L S0l 5 658 Ll o s (sl 1) (el
& oL 3, Shee sloul 4 amte U diS Oolas]
LLS s (Wibowo et al., 2020) 3534 LalsS , &
oyl Sl aglwe ) 55 (Sl 65 60 5
S S (6l 130Ty a8 el il i Ol s
b o3 S (o S ol il b
Sl 65155 5 dsile elazal glasiloy b1k
3,108 o 100, 5 LT AT ol S|
534S 44 4> L (Corchon & Marini, 2018)
e b ol Sl Slislas S5 5l 2as3
s okomiw sLazel 5 O sgan co SOl (oINS aS
QL&L@):L?JJJJJwaJfWM,_wl
Qlf)l_fdkl_f\c:}wuuw\:blu; 3] \;Lm.;l
iz sS sl tasn bimls ol el 55
( Quifiones-Gomez, 5,13 Cillas (5,315 5 3055
Je> @Ls ¢ y—exan (20215 Fleury et al., 2021
S 5lia i 5 AT 53 4 5 0 5a T
GHE 5T S aas e 0L Gy 35U 0l s
5 Sl lsline Oy S 5t o 5 3 ABTT
e Sl kS 3l dasy3 00 /0 U 3 ALST e
W 5 AT .S o s 1 O LS S Lk
et 03 S =ta Jal 53 Jalse o 5 5 i ade )
23 f Sl 5 s L Ll sl sladila
oS 53 e LS 3 0L e

L S L Sl 4 (655 Olej ke 5 g e

uu)‘ dklj c)\)l_:



\Fe Y )l« (FA) o‘.l':i oyleds LJ}‘ oyleds LV.AAJ'.:.»: Jle (s @LiJ‘)L’ Qu._ﬁ:d/ V4

C S DU J - B Uy
e A5 3 AT el OT 4 s Bge 2S5
@)Mgajs-aiﬁw\oMLQTCSJuw;wq
315 A3 Shes o Sl 5 Cte o S
; Abou-Shouk & Puspitasari & Shen, 2015)
u—?j‘.ﬁ) O3 s & b Lol ¢(Soliman, 2021
S Hlie 01 Slaleo| b ol Sl Slilns
L J GO -V - G Py S B
5l s 0L 5 £ Gl tass Lot Tiwsy
( Guo et al., 2019; s,lus EPE Ol LS
yaws b cplsy Jds QA .(Pappas et al., 2020
3l Jayy S5 b 8 5 ol unle 4 Ol L
23 E a5 Rl 5 S5 b b ol Caale |
o omie cab b Calibes glacSw (g5Lwesly
L pad 4 6l ol diblus 53 i 28V
Sl (6 5 sboay sl 35 &85 08 5 5
OLbbus 4 s 5L copimen LS K11 1) 01018
23 ()5S 5 OB S s pme) Sl el &S5
S8 0ol 5165, 8 55 ol Ol ditbes b
s Slok o odes S ple amei 5> (AL sl
slacgslx i sl wiy = B2C 3B2B s
Jol8 ssbas dilus (b 0 LG eSS
el oz 4 5 Lasys
Syl Jlao s i Al o anllas o
5315 0l Sl 5 ol S Slislens 3505
5 0le (1 Laassl U uas Uil ol Shusl 2y
23 il (63,5l Calises gla gy 4o OLal&iils
Slils (535 )L s Gl m Bl ias
(el 5 s 0 3-S50 i) ol Sl
S A gdakb 5 G Ry Al 4 e Sl

el ( 15 5 sbas |y Slulus Oliises LS
&S 5l b Cablge 5l Al Ol jisas a5 LSl e
Gk 3,IAS e sl L, sl b e
Olalaa!| 48 Cnl odd jadein i b iass
S 43,513 Lok L ps 0Ll Sy bl L35G
s Sl Ol geay Sluleo! 4 0L e 5 6556 Jt
oL 55 Gl (slageuly slaodiS fidss 5 Laalauls
Bagozzi et al., ) 455 S a5 a5, Oalspll
o sl 508 Sleles g5 od s ol (1999
sl ;s OHLSas 5 Sl )08 o 16T oS i
Lol slacsdn s ol sla S s aS
Huang et ) 3,13 3 s g e b5l Slabes| 25551,
Ol B 6550 5 sl 2ass, bl 2013
Sl ) b e Slales| S S o g
i O 5388 18 ol T bl el amsl s LT
(o= edle (Tsai & Bagozzi, 2014) 555 s
aet p3 dal Joliin Lol e ¢S s e lulus]
Iy Oy 8 e Al g o O 5l S Slwlio]
OSKan 5 530 5 sla in g b &S das i35 Shcow
( Gerbaudo et al., NI O 5 0L g6
.2019; Flavian et al., 2021
AU hdn iy oy 2 b s el
Ol LS S 5l o ool Sl dalws S5
i s 0 5 AETL 5 s 2 5 oy
S g 2 S Ol LS S L
3 3l sl 5 ks i e 3 (515l
AL (il ke Sl Glaiw gla )
AT (6 Kol 45 515 0Lis o g 03057 5 VAF
sl Sl le Sy o LU 55 A5
ool b5 Gl .ol lslins O )8 57 Lk

by Sl 3 5 5 Olodds 5 S 5Bl 5 G



1Y 7 0L an 5 olpe 8 5 ] ibe L5 s b 0L S lie ol Sl Slisbas S35 56 o)

0155 or el 0 s (55T pnr (,ljf\:_m;,_l el
e ke elasl el s s olajtags
L1y s iz U 53l plowil o, 5 5 pd
S aglin o2l ) LT il 5 oy 2 SIS
S b 85 52 (s 5 Ay Bl R (et
o)y o=l Slds ol Caabs 4 a 5L )l 5
FBl R 5 i e gl 93598 o0 Slgiiey
L slrojso Jold Ll s 20050 (nl 358 (o)
5 LaolSlas 5 0 mman Ol 3 Bl55L0 5 St s Aoy
2sh iz s pb 5 S o b T Sles

&b
Cdoen QQ\:LW.“oLi;’ (e cﬁbu\.&.}m cé;&ae-

Gl Sy SU cwyp OYAV) a5 ¢ 3byss

53 Sl 4 bl gslael 5 elam| &b
NAF-VWY (F) 1+ ¢ 50 Co ko dles T

10.22059/JIBM.2018.249527.2905

References

Abou-Shouk, M., & Soliman, M. (2021). The
impact of gamification adoption intention
on brand awareness and loyalty in tourism:
The mediating effect of customer
engagement. Journal of Destination
Marketing & Management, 20, 100559.
https://doi.org/10.1016/j.jdmm.2021.10055
9

Adeola, O., Hinson, R. E., & Evans, O. (2020).
Social media in marketing
communications: A synthesis of successful
strategies for the digital generation. In
Digital Transformation in Business and
Society (pp. 61-81). Palgrave Macmillan,
Cham. https://doi.org/10.1007/978-3-030-
08277-2 4

Bagozzi, R. P., Gopinath, M., & Nyer, P. U.
(1999). The role of emotions in marketing.
Journal of the Academy of Marketing
Science, 27(2), 184-206.
https://doi.org/10.1177/009207039927200
5

53 LalS 5 5 Lol daylS s sl 3l liles
o3 VF Syl i e gL il ol Sl
e Olsiea | ol Sl 8 dnsinly
bl Cenl s ST Ol 0l slazs ] S0
Sl ol S bl (Sl s A 5 sl 5 5 Lagzy .S
ol o D2 Plenly OS 0 der i S 2
g3o 30 2 IS 5 GLlL Olyde ool Y ai o
sy a3 A iy bl e s oLl
Ol p)lS L dlee o5 5lin (6l o slas > (sla sl
sl 515 QL ol rag ¢ men (51
el l3lian LT o8 5Lt 5 0l LS Slwleo|
Pl 4 15 o0 01l Cote Dl &S, o
Loass blyy 03 e s U as oSS
SLaide Ol e ol ol 62557 s 4y 11587
LS S b e b il OS5 il
S 3l 3 5 Ol ke 53 |y Slalesl g5 a1 6
Ly alais sl 5 Loy 355 oo sliiey (i (sl
55 Sl 53 Ol eyl Sledst 5105 )LS 57
548 eSOV LT L 5 o 8L e, 138
46T Gl 5 (Saly o b 1S CalS Ol
g azr § o)l e ml HUS 5o 058 o 55 ()l gl
o aS s pd e slgniy G5l laeSSS
Tt 5 Sl Sl (o> b 03 5 ki )8
b D) oin Dlile gl pmme 055 dUs 1 5
Dy dr
Sl Sl ol hagl 5o Sl 4 e 5L
el ot a3 5 s ol Sl Slils S5
AR sl s Bty e 5L 355 e sl
Ccal edliom s (olazl Cd e ol oo O e
Glrosls &S olowT jlsgs a8 hiys 2S5

s 53 T el 55 L bl sy


https://doi.org/10.22059/jibm.2018.249527.2905
https://doi.org/10.1016/j.jdmm.2021.100559
https://doi.org/10.1016/j.jdmm.2021.100559
https://doi.org/10.1007/978-3-030-08277-2_4
https://doi.org/10.1007/978-3-030-08277-2_4
https://doi.org/10.1177/0092070399272005
https://doi.org/10.1177/0092070399272005

\Fe Y )l« (FA) ;;“L:ﬂ oyleds LJ}‘ oyleds LV.AAJ'.:.«: Jle (s @LLJ‘)L' Qu.:ﬁaJ/ \4aY

and advertising effectiveness. Journal of

Interactive Marketing, 23(4), 321-331.
https://doi.org/10.1016/j.intmar.2009.07.002
Casald, L. V., Flavian, C., & Ibafiez-Sanchez,

S. (2021). Be creative, my friend!
Engaging users on Instagram by promoting
positive emotions. Journal of Business
Research, 130, 416-425.

https://doi.org/10.1016/j.jbusres.2020.02.014

Chahal, H., & Rani, A. (2017). How trust
moderate's social media engagement and
brand equity. Journal of Research in
Interactive Marketing, 11(3), 312-335.
https://doi.org/10.1108/JRIM-10-2016-
0104

Choi, T. R., & Sung, Y. (2018). Instagram
versus Snapchat: Self-expression and
privacy concern on social media. Journal
of Telematics and Informatics, 35(8),
2289-2298.
https://doi.org/10.1016/j.tele.2018.09.009

Copeland, M. T. (1923). Relation of
consumers' buying habits to marketing
methods. Harvard Business Review, 1(3),
282-289.

Corchon, L. C., & Marini, M. A. (Eds.) (2018).
Handbook of game theory and industrial
organization. Edward Elgar Publishing.
B2n.ir/h52514

Dabbous, A., & Barakat, K. A. (2020).
Bridging the online offline gap: Assessing
the impact of brands’ social network
content quality on brand awareness and
purchase intention. Journal of Retailing
and Consumer Services, 53, 101966.
https://doi.org/10.1016/j.jretconser.2019.10
1966

De Almeida Ferreira, S., Santos, S., & Santo,
P. (2020). Video ads' creativity and
structure influence on brand congruence
and engagement. [ADIS International
Journal on WWW/Internet, 18(2), 29-40.
B2n.ir/k88170

Diamantopoulos, A., Sarstedt, M., Fuchs, C.,
Wilczynski, P., & Kaiser, S. (2012).
Guidelines for choosing between multi-
item and single-item scales for construct
measurement: A predictive  validity
perspective. Journal of the Academy of
Marketing  Science, 40, 434-449.
https://doi.org/10.1007/s11747-011-0300-3

Duarte, P., e Silva, S. C., & Ferreira, M. B.
(2018). How convenient is it? Delivering

Barclay, D., Higgins, C., & Thompson, R.
(1995). The partial least squares (PLS)
approach to casual modeling: Personal
computer adoption and use as an
illustration. Technology Studies, 2, 285-
309. B2n.ir/p73908

Bigné, E., Ruiz-Mafé, C., & Badenes-Rocha,
A. (2023). The influence of negative
emotions on brand trust and intention to
share cause-related posts: A neuroscientific
study. Journal of Business Research, 157,
113628.
https://doi.org/10.1016/j.jbusres.2022.1136
28

Bilgin, Y. (2018). The effect of social media
marketing activities on brand awareness,
brand image and brand loyalty. Business &
Management Studies: An International
Journal, o(1), 128-148.
https://doi.org/10.15295/bmij.v6i1.229

Blasco-Arcas, L., Hernandez-Ortega, B. L., &
Jimenez-Martinez, J. (2016). Engagement
platforms: The role of emotions in
fostering customer engagement and brand
image in interactive media. Journal of
Service Theory and Practice, 26(5), 559-
589. https://doi.org/10.1108/JSTP-12-
2014-0286

Brodie, R. J., Hollebeek, L. D., Juri¢, B., &
Ii¢, A. (2011). Customer engagement:
Conceptual domain, fundamental
propositions, and implications for research.
Journal of Service Research, 14(3), 252-
271.
https://doi.org/10.1177/1094670511411703

Brooks, R., Brooks, S., & Goldstein, S. (2012).
The power of mindsets: Nurturing
engagement motivation and resilience in
students. In Handbook of Research on
Student  Engagement. Boston, MA:
Springer.  https://doi.org/10.1007/978-1-
4614-2018-7 26

Bruun, A., & Ahm, S. (2015). Mind the gap!
Comparing retrospective and concurrent
ratings of emotion in user experience
evaluation. In IFIP Conference on Human-
Computer Interaction (pp. 237-254).
Springer, Cham.
https://doi.org/10.1007/978-3-319-22701-

6 17

Calder, B. J., Malthouse, E. C., & Schaedel, U.
(2009). An experimental study of the
relationship between online engagement


https://doi.org/10.1016/j.jbusres.2022.113628
https://doi.org/10.1016/j.jbusres.2022.113628
https://doi.org/10.15295/bmij.v6i1.229
https://doi.org/10.1108/JSTP-12-2014-0286
https://doi.org/10.1108/JSTP-12-2014-0286
https://doi.org/10.1177/1094670511411703
https://doi.org/10.1007/978-1-4614-2018-7_26
https://doi.org/10.1007/978-1-4614-2018-7_26
https://doi.org/10.1007/978-3-319-22701-6_17
https://doi.org/10.1007/978-3-319-22701-6_17
https://doi.org/10.1016/j.intmar.2009.07.002
https://doi.org/10.1016/j.jbusres.2020.02.014
https://doi.org/10.1108/JRIM-10-2016-0104
https://doi.org/10.1108/JRIM-10-2016-0104
https://doi.org/10.1016/j.tele.2018.09.009
https://doi.org/10.1016/j.jretconser.2019.101966
https://doi.org/10.1016/j.jretconser.2019.101966
https://doi.org/10.1007/s11747-011-0300-3

14 7 0L an 5 olpe 8 5 aibe L5 e b 0L Sl ol Sl Slisbas S35 56 o)

underlying  motivational  factors  for
participation in UGC contests on
Instagram. Available at:
https://urn.kb.se/resolve?urn=urn:nbn:se:hj
:diva-52716

Gerbaudo, P., Marogna, F., & Alzetta, C.
(2019). When “positive posting” attracts
voters: User engagement and emotions in
the 2017 UK election campaign on
Facebook. Journal of Social Media &
Society, 5(4).
https://doi.org/10.1177/2056305119881695

Gokarna, P. (2021). Study of customer
engagement through emotional branding.
Shanlax  International  Journal  of
Management, 8(3), 11-20.
https://doi.org/10.34293/management.v8i3.
3455

Guo, L., Liang, J., Zhu, Y., Luo, Y., Sun, L., &
Zheng, X. (2019). Collaborative filtering
recommendation based on trust and
emotion. Journal of Intelligent Information
Systems, 53(1), 113-135.
https://doi.org/10.1007/s10844-018-0517-4

Hahn, I. S., Scherer, F. L., Basso, K., & dos
Santos, M. B. (2016). Consumer trust in
and emotional response to advertisements
on social media and their influence on
brand evaluation. Journal of Brazilian
Business Review, 13(4), 49-71.
https://doi.org/10.15728/bbr.2016.13.4.3

Hajli, M. N. (2013). A Research of the impact
of social media on  consumers.
International Journal of Market Research,
56(3), 387-404.
https://doi.org/10.2501/IIMR-2014-025

Hallock, W., Roggeveen, A., & Crittenden, V.
(2019). Firm-level perspectives on social
media engagement: An exploratory study.
Qualitative  Market  Research:  An
International Journal, 22(2), 217-226.
https://doi.org/10.1108/QMR-01-2017-
0025

Henseler, J., Ringle, C. M., & Sinkovics, R. R.
(2009). The use of partial least squares
path modeling in international marketing.
In Sinkovics, R.R. and Ghauri, P.N. (Ed.)
New  Challenges  to  International
Marketing (Advances in International
Marketing, Vol. 20), Emerald Group
Publishing Limited, Bingley, pp. 277-319.
https://doi.org/10.1108/S1474-
7979(2009)0000020014

online shopping convenience to enhance
customer satisfaction and encourage e-
WOM. Journal of Retailing and Consumer
Services, 44, 161-169.
https://doi.org/10.1016/j.jretconser.2018.06
.007

Ekman, P. (1992). Are there basic emotions?
Psychological Review, 99(3), 550-553.
https://doi.org/10.1037/0033-
295X.99.3.550

Emrich, O., Paul, M., & Rudolph, T. (2015).
Shopping  benefits of  multichannel
assortment integration and the moderating
role of retailer type. Journal of Retailing,
91(2), 326-342.
https://doi.org/10.1016/j.jretai.2014.12.003

Enginkaya, E., & Yilmaz, H. (2014). What
drives consumers to interact with brands
through social media? A motivation scale
development study. Procedia-Social and
Behavioral Sciences, 148, 219-226.
https://doi.org/10.1016/j.sbspro.2014.07.037

Feng, X., Fu, S.,, & Qin, J. (2016).
Determinants of consumers’ attitudes
toward mobile advertising: The mediating
roles of intrinsic and extrinsic motivations.
Journal of Computers in Human Behavior,
63, 334-341.
https://doi.org/10.1016/j.chb.2016.05.024

Flavian, C., Ibafiez-Sanchez, S., & Orus, C.
(2021).  Impacts of  technological
embodiment through virtual reality on
potential guests’ emotions and
engagement. Journal of Hospitality
Marketing & Management, 30(1), 1-20.
https://doi.org/10.1080/19368623.2020.17
70146

Fleury, S., Vanukuru, R., Mille, C., Poinsot,
K., Agnes, A., & Richir, S. (2021). CRUX:
A creativity and user experience model.
Journal of Digital Creativity, 32(2), 116-
123.
https://doi.org/10.1080/14626268.2021.19
15339

Fornell, C., & Larcker, D. F. (1981). Structural
equation models with unobservable
variables and measurement error: Algebra
and statistics. Journal of Marketing
Research, 18(3).
https://doi.org/10.1177/002224378101800
313

Fredriksson, A., Hallgren, L., & Vall, M.
(2021). What motivates you? Exploring the


https://doi.org/10.1016/j.jretconser.2018.06.007
https://doi.org/10.1016/j.jretconser.2018.06.007
https://doi.org/10.1037/0033-295X.99.3.550
https://doi.org/10.1037/0033-295X.99.3.550
https://doi.org/10.1016/j.jretai.2014.12.003
https://doi.org/10.1016/j.sbspro.2014.07.037
https://doi.org/10.1016/j.chb.2016.05.024
https://doi.org/10.1080/19368623.2020.1770146
https://doi.org/10.1080/19368623.2020.1770146
https://doi.org/10.1080/14626268.2021.1915339
https://doi.org/10.1080/14626268.2021.1915339
https://doi.org/10.1177/002224378101800313
https://doi.org/10.1177/002224378101800313
https://urn.kb.se/resolve?urn=urn:nbn:se:hj:diva-52716
https://urn.kb.se/resolve?urn=urn:nbn:se:hj:diva-52716
https://doi.org/10.1177/2056305119881695
https://doi.org/10.34293/management.v8i3.3455
https://doi.org/10.34293/management.v8i3.3455
https://doi.org/10.1007/s10844-018-0517-4
https://doi.org/10.15728/bbr.2016.13.4.3
https://doi.org/10.2501/IJMR-2014-025
https://doi.org/10.1108/QMR-01-2017-0025
https://doi.org/10.1108/QMR-01-2017-0025
https://doi.org/10.1108/S1474-7979(2009)0000020014
https://doi.org/10.1108/S1474-7979(2009)0000020014

VEY 5ler (PA) by o)le el ol coms s Jla e 5 gl )13k Sl /19

management, 45-81. B2n.ir/x07534

Lee, D., Hosanagar, K., & Nair, H. (2018).
Advertising  content and  consumer
engagement on social media: Evidence
from Facebook. Journal of Management
Science, 64(11), 5105-5131.
https://doi.org/10.1287/mnsc.2017.2902

Lee, D. S., Lee, K. C., & Seo, Y. W. (2015).
An analysis of shared leadership, diversity,
and team creativity in an e-learning
environment. Journal of Computers in
Human Behavior, 42, 47-56.
https://doi.org/10.1016/j.chb.2013.10.064

Lee, J., & Hong, 1. B. (2016). Predicting
positive user responses to social media
advertising: The roles of emotional appeal,

informativeness, and creativity.
International  Journal of Information
Management, 36(3), 360-373.

https://doi.org/10.1016/j.ijinfomgt.2016.01

.001

F., Larimo, J., & Leonidou, L. C. (2021).

Social ~media  marketing  strategy:

Definition, conceptualization, taxonomy,

validation, and future agenda. Journal of

the Academy of Marketing Science, 49(1),

51-70. https://doi.org/10.1007/s11747-020-

00733-3

Mercanti-Guérin, M. (2008). Consumers'
perception  of the  creativity of
advertisements: Development of a valid
measurement  scale.  Recherche et
Applications en  Marketing  (English
Edition), 23(4), 97-118.
https://doi.org/10.1177/205157070802300
405

Moreira, R. D. M. (2020). Fast fashion
retailer’s marketing strategies: Brand
awareness and customer brand
engagement. (n.p). B2n.ir/t05311

Ozer, M., Ozer, A., & Kocak, A. (2020). A
different  perspective  on  celebrity
attachment with self-congruence theory:
Investigating the consumer-celebrity-brand
relationship with its positive and negative
outcomes. Proceedings of the European
Marketing Academy, 49th Annual EMAC
Conference, Budapest, 1-10. B2n.ir/t05311

Ozturk, A. B., Nusair, K., Okumus, F., & Hua,
N. (2016). The role of utilitarian and
hedonic values on users’ continued usage
intention in a mobile hotel booking
environment. [International Journal of

Li

Huang, Y. C., Backman, S. J., Backman, K. F.,
& Moore, D. (2013). Exploring user
acceptance of 3D virtual worlds in travel
and tourism marketing. Journal of Tourism
Management, 36, 490-501.
https://doi.org/10.1016/j.tourman.2012.09.
009

Hudson, S., Roth, M. S., Madden, T. J., &
Hudson, R. (2015). The effects of social
media on emotions, brand relationship
quality, and word of mouth: An empirical
study of music festival attendees. Journal
of Tourism Management, 47, 68-76.
https://doi.org/10.1016/j.tourman.2014.09.
001

Jaakonméki, R., Miiller, O., & Vom Brocke, J.
(2017). The impact of content, context, and
creator on user engagement in social media
marketing. In Proceedings of the Annual
Hawaii  International — Conference on
System Sciences (Vol. 50, pp. 1152-1160).
IEEE Computer Society Press.
https://doi.org/10.24251/HICSS.2017.136

Jafari, M. B., Habibi, P. S., & Mohammadi
Doorbash, Z. (2018). Investigating the
effect of social business characteristics on
trust and willingness to partnership.
Journal of Business Management, 10(4),
777-794.
https://doi.org/10.22059/jibm.2018.249527
.2905 [in Persian].

Jiang, L. A., Yang, Z., & Jun, M. (2013).
Measuring consumer perceptions of online
shopping convenience. Journal of Service
Management, 24(2), 191-214.
https://doi.org/10.1108/09564231311323962

Khan, K. 1., Ali, M., Mahmood, S., & Raza, A.
(2020). Power of brand awareness in
generating loyalty among youth through
reputation, customer engagement and trust.
International Journal of Management
Research and Emerging Sciences, 10(1).
https://doi.org/10.56536/ijmres.v10i1.66

Khan, M. L. (2017). Social media engagement:
What motivates user participation and
consumption on YouTube? Journal of
Computers in Human Behavior, 66, 236-
247.
https://doi.org/10.1016/j.chb.2016.09.024

Lazarus, R. S., Cohen-Charash, Y., Payne, R.,
& Cooper, C. (2001). Discrete emotions in
organizational life. Emotions at work:
Theory, research and applications for


https://doi.org/10.1016/j.tourman.2012.09.009
https://doi.org/10.1016/j.tourman.2012.09.009
https://doi.org/10.1016/j.tourman.2014.09.001
https://doi.org/10.1016/j.tourman.2014.09.001
https://doi.org/10.24251/HICSS.2017.136
https://doi.org/10.22059/jibm.2018.249527.2905
https://doi.org/10.22059/jibm.2018.249527.2905
https://doi.org/10.1108/09564231311323962
https://doi.org/10.56536/ijmres.v10i1.66
https://doi.org/10.1016/j.chb.2016.09.024
https://doi.org/10.1287/mnsc.2017.2902
https://doi.org/10.1016/j.chb.2013.10.064
https://doi.org/10.1016/j.ijinfomgt.2016.01.001
https://doi.org/10.1016/j.ijinfomgt.2016.01.001
https://doi.org/10.1007/s11747-020-00733-3
https://doi.org/10.1007/s11747-020-00733-3
https://doi.org/10.1177/205157070802300405
https://doi.org/10.1177/205157070802300405

140 7 0L Kan 5 ol5n 8 5 ibe L5 s b 0L Sl ool Shyl Slisbas S35 56 o)

convenience, fairness and quality. Journal
of Retailing and Consumer Services, 44,
293-304.
https://doi.org/10.1016/j.jretconser.2018.07
018

Seber, V. (2019). The effect of interaction via
social media and past online shopping
experience on repurchase intention through
trust in Tokopedia application users in
Surabaya. Warmadewa Management and
Business Journal (WMBJ), 1(2), 71-92.
https://doi.org/10.22225/wmbj.1.2.2019.71
-92

Sedley, R. (2008). Six theses on digital
customer engagement in a troubled
economy. Available at: B2n.ir/m65571

Shahbaznezhad, H., Dolan, R., & Rashidirad,
M. (2021). The role of social media
content format and platform in Users'
engagement  behavior.  Journal  of
Interactive  Marketing, 53(1), 47-65.
https://doi.org/10.1016/j.intmar.2020.05.001

Sheeraz, M., Tanweer, M., Khan, K. 1., &
Mahmood, S. (2017). Strengthening
consumer brand relationships through
consumer engagement: Online brand
communities in landscape of social media.
Pakistan Journal of Social Sciences
(PJSS), 37(2), 593-607. B2n.ir/t71415

Sheldon, P., Rauschnabel, P. A., Antony, M.
G., & Car, S. (2017). A cross-cultural
comparison of Croatian and American
social network sites: Exploring cultural
differences in motives for Instagram use.
Journal of Computers in Human Behavior,
75, 643-651.
https://doi.org/10.1016/j.chb.2017.06.009

Shen, W., Feng, Y., & Lopes, C. V. (2019).
Multi-winner  contests for  strategic
diffusion in social networks. In
Proceedings of the AAAI Conference on
Artificial Intelligence, 33(1), 6154-6162.
https://doi.org/10.1609/aaai.v33i01.33016154

Shojaee, S., & Azman, A. B. (2013). An
evaluation of factors affecting brand
awareness in the context of social media in
Malaysia. Journal of Asian Social Science,
9(17), 72.
https://doi.org/10.5539/ass.von17p72

Sin, S. C. J., & Kim, K. J. (2013). International
students’ everyday life information
seeking: The informational value of social
networking sites. Library & Information

Hospitality Management, 57, 106-115.
https://doi.org/10.1016/j.ijhm.2016.06.007

Pappas, 1. O., Papavlasopoulou, S., Mikalef,
P., & Giannakos, M. N. (2020). Identifying
the combinations of motivations and
emotions for creating satisfied users in
SNSs: An fsQCA approach. International
Journal of Information Management, 53,
102128.
https://doi.org/10.1016/j.ijinfomgt.2020.10
2128

Pennanen, K., Tiainen, T., & Luomala, H. T.
(2007). A qualitative exploration of a
consumer's value-based e-trust building
process: A framework development.
Qualitative ~ Market  Research:  An
International  Journal, 10(1), 28-47.
https://doi.org/10.1108/135227507107203
87

Poon, W. C. (2008). Users' adoption of e-
banking  services: The  Malaysian
perspective. Journal of Business &
Industrial  Marketing, 23(1), 59-69.
https://doi.org/10.1108/088586208108414
98

Puspitasari, A. F., & Shen, C. W. (2015).
Brand awareness, Ad attitudes and Ad
features toward engagement on Youtube:
An empirical study of green automobiles.
APMBA (Asia Pacific Management and
Business  Application), 2(3), 170-183.
https://doi.org/10.21776/ub.apmba.2014.00
2.03.3

Quifiones-Goémez, J. C. (2021). Creativity
forward: A framework that integrates data
analysis techniques to foster creativity
within the creative process in user
experience contexts. Journal of Creativity
Studies, 14(1), 51-73.
https://doi.org/10.3846/cs.2021.12933

Ragins, B. R., & Winkel, D. E. (2011).
Gender, emotion and power in work
relationships. Human Resource
Management Review, 21(4), 377-393.
https://doi.org/10.1016/j.hrmr.2011.05.001

Ratten, V. (2017). Social media innovations
and creativity. Revolution of Innovation
Management: Volume 1 The Digital
Breakthrough, 199-220.
https://doi.org/10.1057/978-1-137-57475-6_8

Roy, S. K., Shekhar, V., Lassar, W. M., &
Chen, T. (2018). Customer engagement
behaviors: The role of  service


https://doi.org/10.1016/j.ijhm.2016.06.007
https://doi.org/10.1016/j.ijinfomgt.2020.102128
https://doi.org/10.1016/j.ijinfomgt.2020.102128
https://doi.org/10.1108/13522750710720387
https://doi.org/10.1108/13522750710720387
https://doi.org/10.1108/08858620810841498
https://doi.org/10.1108/08858620810841498
https://doi.org/10.21776/ub.apmba.2014.002.03.3
https://doi.org/10.21776/ub.apmba.2014.002.03.3
https://doi.org/10.3846/cs.2021.12933
https://doi.org/10.1016/j.hrmr.2011.05.001
https://doi.org/10.1057/978-1-137-57475-6_8
https://doi.org/10.1016/j.jretconser.2018.07.018
https://doi.org/10.1016/j.jretconser.2018.07.018
https://doi.org/10.22225/wmbj.1.2.2019.71-92
https://doi.org/10.22225/wmbj.1.2.2019.71-92
https://doi.org/10.1016/j.intmar.2020.05.001
https://doi.org/10.1016/j.chb.2017.06.009
https://doi.org/10.1609/aaai.v33i01.33016154
https://doi.org/10.5539/ass.v9n17p72

VEY 5ler (PA) by o)led el ol coms s Jl e 5 ol )13k Sl /198

258-262. B2n.ir/y26402

Vivek, S. D., Beatty, S. E., & Morgan, R. M.
(2012). Customer engagement: Exploring
customer relationships beyond purchase.
Journal of Marketing Theory and Practice,
2002), 122-146.
https://doi.org/10.2753/MTP1069-
6679200201

Vohra, A., & Bhardwaj, N. (2019). From
active participation to engagement in
online communities: Analysing the
mediating role of trust and commitment.
Journal of Marketing Communications,
25(1), 89-114.
https://doi.org/10.1080/13527266.2017.13
93768

Voyles, B. (2007). Beyond loyalty: Meeting
the challenge of customer engagement.
Economist Intelligence Unit, 1(1), 1-15.
B2n.ir/a66431

Wetzels, M., Odekerken-Schroder, G., & Van
Oppen, C. (2009). Using PLS path
modeling for assessing hierarchical
construct models: Guidelines and empirical
illustration. MIS Quarterly, 33(1), 177.
https://doi.org/10.2307/20650284

Wibowo, A., Chen, S. C., Wiangin, U., Ma, Y.,
& Ruangkanjanases, A. (2020). Customer
behavior as an outcome of social media
marketing: The role of social media
marketing  activity and  customer
experience. Sustainability, 13(1), 189.
https://doi.org/10.3390/su13010189

Xu, F., Huang, S., & Li, S. (2019). Time,
money, or convenience: what determines
Chinese consumers’ continuance usage
intention and behavior of using tourism
mobile apps? International Journal of
Culture,  Tourism  and  Hospitality
Research, 13(3), 288-302.
https://doi.org/10.1108/IJCTHR-04-2018-0052

Zhang, D., Feng, X., & Chen, P. (2018).
Examining  microbloggers' individual
differences in motivation for social media
use. Social Behavior and Personality: An
International Journal, 46(4), 667-681.
https://doi.org/10.2224/sbp.6539

Science  Research, 35(2), 107-116.
https://doi.org/10.1016/j.1isr.2012.11.006

Singh, S., & Ahlluwalia, S. (2021). Unboxing
the black box: Demystifying the impact of
consumers' psychological motivations on
their perception of online advertising.
Vision, 1-12.
https://doi.org/10.1177/09722629211039353

Socialbakers, A. (2018). Why fashion brands
are thriving on Instagram. Retrieved from:
googl/ckQxBw.

Sonne, J., & Erickson, 1. (2018). The
expression of emotions on Instagram. In
Proceedings of the 9th International
Conference on social media and Society
380-384.
https://doi.org/10.1145/3217804.3217949

Suh, A., Wagner, C, & Liu, L. (2018).
Enhancing user engagement through
gamification. Journal of Computer
Information  Systems, 58(3), 204-213.
https://doi.org/10.1080/08874417.2016.12
29143

Tenenhaus, M., Amato, S., & Esposito Vinzi,
V. (2004). A global Goodness-of-Fit index
for PLS structural equation modeling. In
Proceedings of the XLII SIS Scientific
Meeting, 739-742. B2n.ir/d43386

Tritama, H. B., & Tarigan, R. E. (2016). The
effect of social media to the brand
awareness of a product of a company.
CommlIT (Communication and Information
Technology)  Journal, 10(1), 9-14.
https://doi.org/10.21512/commit.v10i1.166
7

Tsai, H. T., & Bagozzi, R. P. (2014).
Contribution ~ behavior  in  virtual
communities: Cognitive, emotional, and
social influences. MIS Quarterly, 38(1),
143-164.
https://doi.org/10.25300/MISQ/2014/38.1.
07

Van Doorn, J., Lemon, K. N., Mittal, V., Nass,
S., Pick, D., Pirner, P., & Verhoef, P. C.
(2010). Customer engagement behavior:
Theoretical foundations and research
directions. Journal of Service Research,
13(3), 253-266.
https://doi.org/10.1177/1094670510375599

Vanitha, P., & Subramanian, S. (2020). A
study on brand awareness and customer
engagement. [ndian Journal of Public
Health Research & Development, 11(3),


https://doi.org/10.1016/j.lisr.2012.11.006
https://doi.org/10.1177/09722629211039353
https://doi.org/10.1145/3217804.3217949
https://doi.org/10.1080/08874417.2016.1229143
https://doi.org/10.1080/08874417.2016.1229143
https://doi.org/10.21512/commit.v10i1.1667
https://doi.org/10.21512/commit.v10i1.1667
https://doi.org/10.25300/MISQ/2014/38.1.07
https://doi.org/10.25300/MISQ/2014/38.1.07
https://doi.org/10.1177/1094670510375599
https://doi.org/10.2753/MTP1069-6679200201
https://doi.org/10.2753/MTP1069-6679200201
https://doi.org/10.1080/13527266.2017.1393768
https://doi.org/10.1080/13527266.2017.1393768
https://doi.org/10.2307/20650284
https://doi.org/10.3390/su13010189
https://doi.org/10.1108/IJCTHR-04-2018-0052
https://doi.org/10.2224/sbp.6539



