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Abstract:  The purpose of this study is to analyze the antecedent consumer 
involvement and brand self expressiveness and brand community identification of 
the three dimensions of consumer brand engagement (CBE) (cognitive, emotional, 
behavior) in the luxury brand on social media. The data was collected through an online 
questionnaire which was filled in by 125 respondents who have experience in buying 
luxury brands using purposive sampling. The empirical study was conducted using 
structural equation modeling SmartPls. The results of the study stated that Consumer 
Involvement has a negative impact, brand self expressiveness and consumer brand 
identification have a positive impact on dimensions of CBE. Tests were also conducted 
to see the consequences of CBE, namely an increase in brand image and brand loyalty. 
Managers of luxury brand companies must increase CBE by utilizing and managing 
consumers following social media and creating communities to make it easier for 
consumers to get to know the advantages of luxury brand products. This study is a 
pioneer, as it extends the consumer engagement model to the social media context 
luxury brand by adding brand community identification as an antecedent CBE.

Keywords:   consumer brand engagement, brand image, brand loyalty, luxury brand, 
social media

Abstrak: Tujuan dari penelitian ini adalah untuk menganalisis anteseden dari 
keterlibatan konsumen, ekspresi diri merek dan identifikasi komunitas merek dari 
tiga dimensi consumer brand engagement (CBE) (kognitif, emosional, perilaku) pada 
merek mewah di media sosial. Pengumpulan data dilakukan melalui kuesioner online 
yang diisi oleh 125 responden yang memiliki pengalaman membeli merek mewah 
dengan cara purposive sampling. Pendekatan dengan menggunakan structural 
equation modelling SmartPls. Hasil penelitian menyatakan bahwa keterlibatan 
konsumen memiliki dampak negatif, ekspresi diri merek dan identifikasi merek 
konsumen berdampak positif pada dimensi CBE. Pengujian juga dilakukan untuk 
melihat konsekuensi dari CBE yaitu peningkatan citra merek dan loyalitas merek. 
Manajer perusahaan merek mewah harus meningkatkan CBE dengan memanfaatkan 
dan mengelola konsumen yang mengikuti media sosial dan menciptakan komunitas 
agar konsumen lebih mudah mengetahui keunggulan produk merek mewah. Studi 
ini memperluas model keterlibatan konsumen ke konteks media sosial merek mewah 
dengan menambahkan identifikasi komunitas merek sebagai anteseden CBE. 

Kata kunci: keterlibatan merek konsumen, citra merek, loyalitas merek, merek mewah, 
media sosial
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Introduction

The increasing needs of society in interpersonal 
activities in cyberspace can be shown by the factors 
that increase the mass used by all people who share 
information and social relations (Brandão, Pinho, 
and Rodrigues 2019; Chen and Lin 2019; Appel et al. 
2020). Social media changes the way communicate, 
collaborate, create and create marketing methods that 
are ultimately used by companies in online marketing 
activities (Aral, Dellarocas, and Godes 2013; Lina and 
Permatasari 2020) and maintain customer relationships 
(Firmiyanti, Satria and Saptono, 2019). Several social 
networking platforms are well known by companies in 
helping to do online marketing such as Facebook and 
Instagram (Fink et al., 2018; Teo, Leng and Phua, 2018). 
In particular, the millennial generation dominates in 
accessing social media compared to the generation 
above and they more often make purchases online from 
their cellphones (Nielsen Research, 2019).

One of the companies that create millennials as a special 
target is luxury brand companies because of their habit 
of enjoying sharing their shopping experiences or 
relationships with luxury brands (Batat 2019). Luxury 
brands expand their presence online through social 
media (Chu, Kamal, and Kim 2019; Martín-Consuegra 
et al. 2019). Consumers perceive luxury brands as 
goods that are superior, rare, authentic, and of higher 
quality than other brands (Chandon, Laurent, and 
Valette-Florence 2016).

However, the existence of social media causes luxury 
brands to have no control over the content provided 
(Britten 2013) and studies conducted in China of 
luxury brands that have implemented marketing 
communication strategies on social media are 
considered ineffective (Chen and Wang 2017). Several 
challenges must be faced by luxury brands, namely 
how to present themselves on social media and there 
are still many luxury brand companies that do not 
understand communication on social media (Chen and 
Wang 2017). In other studies, it is stated that luxury 
brand companies have started to utilize social media 
and engage and influence customers so that brands 
can interact directly with customers (Dauriz, Remy, 
and Sandri 2013). When luxury brand companies can 
engage customers on social media, it can be used to 
formulate an effective marketing strategy (Liu, Shin, 

and Burns 2019). Special knowledge is needed what 
are the antecedents of consumer brand engagement on 
social media.

Consumer brand engagement (CBE) is a research topic 
that is always associated with marketing effectiveness 
on social media (Oliveira and Fernandes 2020; 
Febrian and Fadly 2021). CBE is fundamental in the 
decision-making process for consumers and brand 
equity (Bowden 2009). It can be said to be a priority 
for marketers in brand marketing strategy (Hollebeek 
2011). CBE is a psychological process in which 
consumers become increasingly loyal to a brand. This 
process includes various stages of consumer-brand 
relationships characterized by increasing levels of 
commitment and trust, which will result in repeat buying 
behaviour and long-lasting loyalty (Bowden 2009). On 
the practitioner side, CBE is considered as an effort 
to build strong bonds between brands and consumers 
through interaction, shared values, experiential content, 
and rewards (Schultz 2007).

Customer involvement is a measure of success for 
online marketing through social media (Liu, Shin, and 
Burns 2019; Febrian et al. 2021). Although there have 
been previous studies discussing CBE antecedents with 
luxury brands (Algharabat et al. 2020; Giakoumaki and 
Krepapa 2020; Oliveira and Fernandes 2020), namely 
consumer involvement and brand expressiveness, but 
have not seen brand community identification factors 
as CBE antecedents in brands luxury. Considering 
that customers in luxury brands need a community 
to express themselves in social practices in society 
through various media (Hollebeek, Juric, and Tang 
2017). Therefore this study complements previous 
research (Oliveira and Fernandes 2020) by looking at 
the influence of brand community identification as an 
antecedent of CBE on luxury brands on social media.

This study contributes to academics and practitioners in 
understanding the antecedent relationships that influence 
CBE by adding brand community identification that 
complements previous research models (Hollebeek, 
Glynn, and Brodie 2014; Oliveira and Fernandes 2020) 
that can be applied to luxury brands on social media. 
Furthermore, the research findings will help managers 
of luxury brand companies to make informed decisions 
about customer engagement to maximize social media 
use in influencing brand image and brand loyalty.
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Methods

The research was conducted through an online 
survey to test hypotheses and assess the research 
model empirically. The sampling technique used is 
non-probability sampling using purposive sampling 
so that the researcher only looks at respondents in 
Indonesia who have experience in shopping for luxury 
brands who are followed through social media such 
as Instagram, Facebook, Youtube. As the population 
cannot be obtained, then the best option for the unknown 
population is the PLS, and the minimum number of 
samples used correctly is > 100 (Rigdon 2016; Sarstedt 
et al. 2016). The researcher took 125 samples of data 
from respondents who had criteria by the research 
needs, which was then carried out by distributing 

questionnaires with the help of google form. Research 
data were collected from 2020 to 2021.

We adopted the previous research questionnaire (Kaur 
et al. 2019; Oliveira and Fernandes 2020) and adjusted 
it to apply to the empirical conditions of research in 
Indonesia. We used a 5-point Likert scale from strongly 
disagree to strongly agree. Furthermore, model testing 
uses partial least square which is a variant-based 
structural equation modelling and uses the SmartPls 
3.0. There are two stages in the testing model. The first 
is testing the measurement model or what is known as 
the outer model. Table 1 explains that all the question 
items that make up the variables have a good one by the 
minimum requirements set >0.7 (John 1999). Then the 
question item can be tested for validity and reliability.

Table 1. Measurement scales
Variable Outer Loading
Consumer Involvement
I consider [brand] to be a relevant part of my life 0.701
[Brand] is significant to me 0.934
[Brand] means a lot to me 0.910
Brand Self-Expressiveness
[Brand] symbolizes the kind of person I really am 0.823
[Brand] reflects my personality 0.885
[Brand] mirrors the real me  0.852
[Brand] contributes to my image 0.816
[Brand] adds to the social ‘role’ I play 0.724
[Brand] has a positive impact on what others think of me 0.828
[Brand] improves the way society views me 0.748
Brand Community Identification
[brand] successes are my successes. 0.822
When someone praises [brand], it feels like a personal compliment to me 0.774
When someone criticizes [brand], it feels like a personal insult to me. 0.736
When I talk about [brand], I usually say “we” rather than “they”. 0.808
I am very interested in what others think about [brand]. 0.872
I have strong feelings for [brand]. 0.842
Consumer brand engagement- Cognitive CBE
Interacting with [brand] on social media makes me think about the brand itself 0.866
I think about [brand] a lot when I’m interacting with it on social media 0.895
Interacting with [brand] on social media stimulates my interest to learn more about it 0.891
Affective CBE
I feel very positive when I interact with [brand] on social media 0.722
Interacting with [brand] on social media makes me happy 0.868
I feel good when I interact with [brand] on social media 0.807
Behavioural CBE
I spend a lot of time checking [brand] on social media compared to other luxury brands 0.817
When I follow luxury brands on social media, I usually interact with [brand] 0.758
[Brand] is one of the luxury brands I usually interact with when using social media 0.831
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Brand Image Outer Loading
[Brand] has a reputation for quality 0.826
[Brand] is sophisticated 0.877
[Brand] is prestigious 0.901
Brand Loyalty
I say positive things about [brand] to other people 0.797
I would recommend [brand] to my friends 0.852
I consider myself to be loyal to [brand] 0.896
I am dedicated to [brand] 0.881
[Brand] would be my first choice within luxury brands 0.819

Table 1. Measurement scales (continue)

Table 2. Construct reliability and validity

Cronbach's Alpha Average Variance 
Extracted (AVE)

Composite 
Reliability Findings

Consumer Involvement 0.813 0.730 0.889 Supported
Brand Self Expressiveness 0.913 0.660 0.931 Supported
Brand Community Identification 0.896 0.656 0.919 Supported
Brand Image 0.839 0.754 0.902 Supported
Brand Loyalty 0.904 0.722 0.928 Supported
Consumer Brand Engagement 0.943 0.689 0.952 Supported

To establish reliability, we used Cronbach’s alpha and 
composite reliability values ​​were used to evaluate 
a series of variables to be consistent with what was 
measured. Composite reliability is also used to see the 
internal consistency of the instruments used. Fornell 
and Larcker (1981) suggest that the value should be 
greater than 0.7. The results obtained can be seen in 
Table 2, all items of composite reliability instruments 
show a value of more than 0.7. This explains that the 
instrument used is correct in measuring the proposed 
concept. Furthermore, the use of AVE to determine 
convergent validity that gets a value above 0.5 is by the 
required value (Hair et al. 2014).

Testing the measurement model is carried out on each 
of the constructs that make up the research model in 
the context of luxury brands. In general, luxury brands 
are defined as brands that offer premium products, 
provide pleasure as the main benefit, and connect with 
consumers emotionally (Hagtvedt and Patrick, 2009). 
Researchers can see the characteristics of luxury brands 
through striking perceptions, perceptions of quality, 
perceptions of hedonism, perceptions of uniqueness, 
and expanded self-perceptions (Vigneron and Johnson, 
2004). Marketers can use social media to communicate 

luxury brands because it is proven to be effective in 
influencing customers to engage in brands (Kim and 
Ko, 2010; Phan et al. 2011). Social media is also able 
to provide new ways for luxury brands to interact with 
customers (Chu et al. 2019) and can reach consumers 
in social communities by building good relationships 
(Kelly et al. 2010). Especially luxury brands play a 
key role in the success of brand building (Phan et al. 
2011).

Consumer Involvement is a perception generated from 
customers who have object relevance based on their 
needs, values​​, and interests (Zaichkowsky, 1985). 
Involvement is considered as customer motivation 
which has consequences on consumer purchases and 
different communication behaviours (Laurent and 
Kapferer, 1985). In the online context, involvement can 
be seen from the direct interaction of customers with 
the media which can provide benefits to companies in 
marketing their products which have implications for 
the formation of customer-brand relationships (Teresa 
et al. 2014; Oh et al. 2015; Scheinbaum, 2016). Retail 
companies need to consider consumer involvement 
because it can be used as an antecedent of consumer 
brand engagement (Leckie et al. 2016).
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effective in influencing CBE in the online environment 
(Kaur et al. 2019; Qiao et al. 2019). So the researchers 
proposed these hypotheses:
H1: Consumer involvement has a significant effect on 

increasing consumer brand engagement
H2: Brand self engagement has a significant effect on 

increasing consumer brand engagement
H3: Brand community identification has a significant 

effect on increasing consumer brand engagement

Discussions about engagement can be learned from 
various disciplines and in the marketing science 
literature. It has been discussed with different objects 
that are proven to be used in improving performance 
on social media (Harrigan et al. 2017; Gómez et al. 
2019; Machado et al. 2019; Shanahan et al.  2019). 
Hollebeek, Glynn, and Brodie (2014) offered the 
concept of CBE which is defined as an individual’s 
level of motivation related to cognitive, emotional, 
and behavioural activities at the time of the interaction. 
This research focuses on CBE which has an important 
role in brand management (Hollebeek et al. 2014; 
Oliveira and Fernandes, 2020) because it can increase 
brand image and create customer loyalty to the brand 
(de Villiers 2015; Chahal and Rani, 2017; Islam et al. 
2017; Helme-Guizon and Magnoni, 2019; Oliveira and 
Fernandes, 2020). Brand image is defined as the beliefs, 
associations, attitudes, and impressions that customers 
have (Foroudi et al. 2018). Meanwhile, brand loyalty 
is defined as a response from consumers to buy back a 
brand because of good perception of the brand (Oliver 
1999; Chaudhuri and Holbrook, 2001). In measuring 
CBE which can affect brand image and brand loyalty, 
(Hollebeek et al. 2014) uses three measurement 
dimensions, namely affection, cognitive processing, 
and activation (behavioural).

High consumer loyalty can occur when the attitude 
towards brands in CBE is positive (Hollebeek 2011; 
Vivek et al. 2012) and there is interaction from brand to 
consumer outside of purchase (Brodie et al. 2011). CBE 
has an interactive and immersive nature that leads to a 
relationship with a brand and a link to customers who 
have a positive impact (Dwivedi, 2015). This study also 
sees that there is a relationship between the presence of 
social media on the brand image when used in luxury 
brands because it will still help maintain a sense of 
exclusivity without reducing the brand image (Athwal 
et al. 2018). Social media marketing on luxury brands 
is considered effective (Godey et al. 2016), different 
opinions state that luxury brands have a high exclusive 

However, it is not only measured by how much 
customers engage with the brand to see how it affects 
CBE, marketers can also see the brand expressiveness. 
Brand expressiveness is assumed to be an impact 
resulting from a brand that can improve a person’s 
social self-image (Matzler et al. 2011). One of the 
things that supports this increase is with products that 
can help someone express themselves (Rozzenkrants 
et al. 2017). In the context of social media, self-
expressiveness is defined as the willingness of customers 
to share messages about something that is considered 
to have more value to be shared with others (Alvarez 
and Fournier 2016). Another thing can be exemplified 
in a luxury brand that customers perceive as something 
that has provided more benefits so that it will influence 
them to engage in consumer-brand relationships (Atwal 
and Williams, 2017; Fernandes and Moreira, 2019). For 
example, when someone wants to join the Apple brand 
community that some people consider it a luxury, not 
only because they want to use a high-quality product, 
but also can raise one’s self-image in a community or 
group (Fazli-Salehi et al. 2020). Previous research has 
called it brand community identification (Coelho et al. 
2018; Kaur et al. 2019; Qiao et al. 2019).

The psychological bond between groups and users 
is called identification (Cole and Bruch, 2006). 
Individuals can identify their group with external group 
prejudice, internal group preference, and classification, 
as suggested by the social identity theory (Tajfel, 
1982). Individuals can passively and actively classify 
themselves and others into different groups which in 
turn can influence individual behaviour due to external 
stimuli (Algesheimer et al. 2005). In practice, the 
offline environment does not have a strong relationship 
compared to the online environment because the online 
environment can reach everyone (Stokburger-Sauer et 
al. 2012).

Identification can be applied to brand community 
identification (BCI) online on social media (Qiao et al. 
2019). Kim and Park (2001) defined BCI as a brand 
level that can enhance and express customer identity. 
however, customer identity can be understood from 
two perspectives, namely personal identification and 
the brand’s social identification function. The ability of 
consumers to identify a particular brand with a feeling 
of affinity for the brand is called personal identification. 
Meanwhile, when consumers can integrate with groups 
that make up their social environment it is called 
brand social identification (Del Río et al. 2001). BCI is 
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Table 3 which displays the results with varying values. 
Hypothesis 1 (H1) has a p-value of 0.60>0.05 which 
indicates a positive and insignificant result. Consumer 
involvement has no significant effect on consumer 
brand engagement. This involvement is related to the 
level of consumer interest he gives to brands when 
accessing social media. These results are inconsistent 
with previous studies which state that consumer 
involvement is very important for the antecedents of 
CBE (Brandão et al. 2019; Oliveira and Fernandes,  
2020). This difference occurs because not all consumers 
think that luxury goods are an important part of life. 
Luxury goods are only used as complimentary items 
and are not the main items that must be owned.

Although only as a compliment, when they have the 
product, they will make them proud to have it. Proven 
results state that brand expressiveness affects CBE.  
Hypothesis 2 (H2) has a p-value of 0.000 which shows a 
positive and significant result. Brand self expressiveness 
has a significant effect on the formation of Consumer 
Brand Engagement. They feel more confident when 
using these items in society. There was something of 
a certain strength and pride that emerged when they 
used this item. Consumers can express personal values ​​
on social media owned by the company in the form of 
“likes” or comments on discussion forums or uploaded 
products. They are also proud to be part of the brand. 
So that it will increase brand involvement as reflected 
in the positive attitude that consumers have towards 
the luxury goods they have. Previous research has also 
confirmed that the self expressiveness of luxury brands 
has an impact on CBE (Prentice and Loureiro, 2018) 
and has been tested in the context of application in 
social media (Oliveira and Fernandes, 2020).

image that will threaten accessibility on social media 
(Park, Im, and Kim 2018). Thus it is stated that:
H4: CBE has a significant effect on brand image
H5: CBE has a significant effect on brand loyalty

As shown in Figure 1 describes a research model 
that looks at the factors that shape consumer brand 
engagement which has implications for improving 
brand image and brand loyalty. So that marketers are 
required to know these factors to reach a wider range of 
consumers. After the measurement model is met with 
validity and reliability. Then performed by testing the 
structural model or what is known as the inner model. 
researchers tested the model by doing bootstrapping.

Results

Emerging literature emphasizes the key role of CBE 
in consumer-brand relationships. This relationship 
is done by utilizing social media which is currently a 
trend in society. So that many companies, especially 
luxury brand companies, are challenged to reach their 
customers using social media. Based on the results 
of interviews conducted, almost all luxury brand 
customers follow the social media accounts of luxury 
brand companies to see what products are offered, 
like Instagram, Facebook, and Youtube social media. 
Customers also want to get information from these 
companies. When the information offered is in the 
form of photos, blogs, or videos on social media, it will 
influence customers to engage in activities carried out 
by companies on social media (Bu et al. 2020). 

However, the first finding, consumer involvement 
does not affect CBE. Hypothesis testing is shown in 

Figure 1. Research model

Consumer 
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Brand 
Expressiveness

Brand 
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Identification
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Brand 
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Table 3. Bootstrapping test of path coefficient (total effect)
Original 

Sample (O)
Sample 

Mean (M)
Standard 
Deviation 
(STDEV)

T Statistics 
(|O/STDEV|)

P Values

Consumer Involvement →  Consumer Brand 
Engagement

0.162 0.162 0.086 1.885 0.060

Brand Self Expressiveness →  Consumer Brand 
Engagement

0.221 0.217 0.085 2.600 0.010

Brand Community Identification → Consumer 
Brand Engagement

0.538 0.541 0.088 6.124 0.000

Consumer Brand Engagement → Brand Image 0.506 0.513 0.064 7.888 0.000
Consumer Brand Engagement → Brand Loyalty 0.736 0.735 0.052 14.043 0.000

The novelty of this research is to examine the role of 
brand community identification in forming CBE in 
luxury brands. Hypothesis 3 (H3) has a p-value of 0.000 
which shows a positive and significant result. Brand 
community identification has a significant effect on the 
formation of consumer brand engagement. The results 
state that there is a significant effect on the formation 
of CBE. This model is following previous research of 
Kaur et al. (2019). The importance of brand community 
identification for luxury brand users on social media 
is because consumers feel part of the community that 
exists in luxury brands. After all, they have the same 
goal (Phua et al. 2016). So that marketers can use it 
to increase engagement in the marketing department 
carried out through social media. The higher the 
consumer feels part of the brand, the higher the desire 
to be involved in the brand.

After knowing the antecedents of CBE, marketers need 
to know about the positive impact that occurs when 
CBE increases in luxury brands. Adopting (Oliveira 
and Fernandes, 2020) in measuring CBE, researchers 
looked at cognitive, affective, and behavioural 
perspectives. The results found that the higher the 
CBE will encourage the creation of brand image and 
brand loyalty. Hypothesis 4 (H4) has a p-value of 0,000 
which indicates a significant result. consumer brand 
engagement has a positive and significant effect on 
brand image. These results are in line with previous 
research (Cheung et al. 2020) which suggests the use 
of interesting content which is the reason CBE will 
stimulate consumer knowledge of brands to be positive. 
A good brand is characterized by good product quality. 
Consumers will prefer products that are felt to have 
more value than other products. This research can be 
seen from the involvement of consumers on social 
media.

The impact of CBE also increases brand loyalty. 
Hypothesis 5 (H5) has a p-value of 0.000 which shows 
significant results. Consumer brand engagement has 
a positive and significant effect on brand loyalty. The 
higher the customer involvement in social media, 
the higher the customer loyalty to the luxury brand. 
Customers will voluntarily provide recommendations 
to others and have a positive attitude that benefits 
the company when they feel involved in marketers 
activities on social media. This means that customers 
who are more involved in brand relationships, tend 
to be more loyal, which is beneficial for the company 
(Kaur et al. 2019).

Managerial Implications

This study  also offers insights for marketing 
practitioners. First, managers of luxury brand 
companies must increase consumer engagement by 
taking into account the reasons consumers want to 
be involved with the brand. Several factors cause this 
involvement so that it can be used as input for marketers 
in developing marketing strategies such as brand 
community identification and brand self expressiveness. 
Testing on the indicator of brand involvement was also 
performed but the results were not significant. This is 
because consumer involvement in luxury brands is not 
marked by an exaggerated perception of the products 
they buy. So to increase customer engagement in 
brands, marketers must create a business culture based 
on a specific aura that is strongly associated with a rich 
heritage, dreams, myths, and legends, which is more 
than any other industry because the luxury market is 
linked to art shaping human values ​​and dreams  (König 
et al. 2018). Research also shows that marketers seek to 
influence consumers’ emotional responses to brands by 
managing their social media activities effectively (Seo 
and Park, 2018).
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results of the study explained that brand community 
identification increases CBE in social media. These 
results are the latest discoveries in CBE on social media 
in the context of luxury brands. Marketers are advised 
to manage online communities on social media to 
increase customer engagement and ultimately increase 
brand image and brand loyalty.

Recommendations

This study has several limitations that can provide new 
directions for future research. This researcher only 
looks at the relationship between the CBE forming 
constructs on social media only up to a brand image and 
brand loyalty, not up to purchase intention. Dabbous 
and Barakat (2020) showed that when customers have 
high engagement with luxury brands on social media, it 
can increase purchase intention. So for further research, 
we can examine the relationship to purchase intention 
by using the consumer-brand identification variable. 
Further exploration can be carried out to find out other 
factors causing brand image and brand loyalty besides 
CBE so that it is more specific in seeing the form of 
customer involvement. The scope of this research is 
also limited to only focusing on luxury brands with 
limited respondent characteristics, so in the future, 
we can consider other product categories, especially 
service products.
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