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ABSTRACT 

 

Abstract pof pthe pproject ppaper psubmitted pto pthe pSenate pof pUniversiti pTun pAbdul pRazak pin 

ppartial p p pfulfillment pof pthe prequirements pfor pthe pMaster pof pBusiness pAdministration 

 

Factors pInfluencing pthe pCustomer pEngagement pon pSocial pmedia 

 

By 

Dhany pAzlany pBin pJamil 

February p2023 

 

As pa presult, pof pmanagement pnot pbeing paware pof pthe popportunities psocial pmedia poffers pin 

preducing pthe pcost pof pfirms padvertising pcampaigns, pincreasing pof psales, pfinding pnew pcustomers 

pand psustaining pmarketing pstrategy pglobally. pThe pdesire pto pundertake pthis presearch pto pprobe 

pfurther pinto pthis puntapped pavenue pof psocial pmedia, pto pbring pto plight pits pnumerous popportunities 

pto pmanagement, pmarketers pand pstakeholders. p pThe panalysis pof pthis pstudy phas pCronbach’s pAlpha 

pvalue pof pmore pthan p0.7 pfor pall p17 pitems pin pthe pscale. pIn pfact, pthe pscale phad pa pvalue pof p0.911. 

pHence, pthe presearch pinstrument pwas pdeemed pto pbe preliable pbased pon pthe palpha pstatistic. p pThe 

presult pshown pthat pthe pthree pindependent pvariables pas psignificant prelationship pwith pthe psocial 

pmedia pas pa pmarketing pstrategy. pTherefore, pit pis ptime pfor pthe pcompanies pto pmake peffective 

pstrategies pand pexecute pthem pto pwin plarger pshare pof pbusiness pthrough pthis prevolutionary pmedium 

pand pbecome pthe pinnovative pfirm pof pcoming pfuture.
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CHAPTER 1 

INTRODUCTION 

 

1.0 Introduction  

The pfirst pchapter pof pthis pthesis popens pwith pthe pbackground pof pthe pstudy pand pfurther pdescribes 

pthe pFactors pInfluencing pthe pCustomer pEngagement pon psocial pmedia. pThis pis pfollowed pby pthe 

presearch pobjectives, presearch pquestions pand psignificance pof pthe pstudy. pThe pchapter pconcludes 

pwith pthe porganization pof pthesis. 

 

1.1 Background pof pStudy 

According pto pWeber p(2017), pthe psocial pweb pwill pbecome pthe pprimary pcentre pof pactivity pin pour 

plives. pTo pput pit pdifferently ppeople puse pthe psocial pweb pas pthe pworld pwide pweb pis psometimes 

pcalled, pinstead pof pthe pold pmedia pfor pmost pof pthe pservices psupplied. pOn ptop pof pthat, psocial pweb 

phas pbrought pa plot pof pnew popportunities pto pexchange pknowledge pworldwide. pAccording pto pthe 

pInternet pWorld pStatistic pin pJune p2010, pthere pwere pmore pthan p1.96 pbillion ppeople ponline. pGiven 

pthis, pit pcan pbe pconcluded pthat psocial pweb phas pgreat pimpact pon pthe ppeople. pFor pinstance ppeople 

pnow pinteract pand pcommunicate pas pa psociety pand puse pthe pweb pto pextend pexisting prelationships. 

pIn precent ptimes, pfirms phave padopted pthis pknowledge pto ptarget pand preach pcustomers pas pwell. 

 

The prelevance pof psocial pmedia pin pimproving pcommerce pboth pinternationally pand plocally pcannot 

pbe pover-looked pdue pto pits pnumerous pbenefits. pIn precent ptimes psocial pmedia phas pserved pas pan 

pinstrument pfor pbusinesses pto ptransmit pinformation pabout pold pand pexisting pproduct; phas penabled 

pcustomers pto pmake ponline ppurchases pand phas paided pin pthe psustenance pof pcommerce pglobally 

p(Weber, p2017). p 
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According pto pHåkansson pand pSnehota p(1995), pas pa pmarketing pstrategy pis pthe pact pof pgaining 

pattention pthrough psocial pmedia psites. pSocial pmedia phas pimproved pcommunication pfor 

porganizations, pfostered pbrand pawareness pand phas pimproved pcustomer pservice prelationship pof 

pthe p pfirms. pTherefore, psocial pmedia pis pconsidered pa prelatively pinexpensive pmeans pfor 

porganizations pto pimplement pmarketing pto pbuild pand pimprove ptheir pbrand pvalue. 

 

We plive pin pthe pmidst pof pa pglobal pcommunication pboom pwhere pthe puse pof psocial pmedia pbetween 

pindividuals pfor ppersonal pand pprofessional puse pis pwidespread. pCarlsson p(2010) ppredicted pthat 

p2010 pis pthe pyear pwhen pthe puse pof psocial pmedia pfor pbranding ppurposes pwill preally ptake poff pin pthe 

pcorporate psector. pHe pfurther pindicated pthat pmarketing pmanagers phave palso ppredicted pthat p2010 

pwill pbe pthe pyear pwhen psocial pmedia pare pintegrated pin pthe porganizations pand preally pstart pto 

pbecome puseful pfor pcompanies pand pbecome pan pimportant ptool pin pthe pcommunication. p 

 

Others phave pargued pthat pit pis pcrucial pfor pmarketers pto plook pto pthe pweb pfor pnew pways pof pfinding 

pcustomers pand pcommunicating p“with” p(relationship pof pbased pmarketing) pthem, prather pthan p“at” 

p(transaction-based pmarketing) pthem, pand pvarious pkinds pof psocial pmedia pare pthe pmost ppromising 

pway pto preach pnew pcustomers p(Webber, p2019). p 

 

The pcombination pof pcoordinating pmarketing pmessages pacross pall pmedias pincluding pthe psocial 

pmedia, pthe preal pimpact pthat psocial pmedia p(as pan pexample pthe psocial pnetwork, pFacebook pwith 

pmore pthan p400 pmillion pactive pusers) phas pfor pboth pindividuals pand pcompanies, pthe pspeed pwith 

pwhich pthings pmove pin pthis pdomain p(Carlsson, p2010). p 

 

The pstudy pexamined pthe pfactors pinfluencing pthe pcustomer pengagement pon psocial pmedia. pAll pin 

pall, psocial pnetworking psites pfacilitate pactive pcommunication pbetween pcompanies pand puser pand 
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pspur pinteractions pamong pusers. pIt palso pemphasized pthat phigher pthe pinfluence pof psocial pmedia 

pmarketing, phigher pwould pbe pthe pcustomer pengagement. pSocial pmedia pare pregarded pas pnew 

pmarketing ptools pfor ppromoting pa pbrands pservice, pconstituting pan pemerging pcommunication 

pchannel pthrough pwhich pto pshape pthe prelationship pbetween pa pbrand pand pits pcustomers. psocial 

pmedia pmarketing pis pa pterm pwhich pdescribes pthe pactual pacts pof pusing psocial pnetwork pfor 

pmarketing ppurposes. pSocial pmedia pmarketing pis pcommon pin pthe pbusiness pto pconsumer parea. 

 

Customer pengagement pis pconsidered pas pone pof pthe pways pto phelp pbusinesses pretain pold 

pcustomers pand pattract pnew pones p(Quynh, p2019; pQuynh pet pal., p2020a). pTherefore, pit pis pnecessary 

pto pexplore pdeeply pin pdifferent pcontexts pto pprovide pan poverview pand pcontribute pto pstrengthening 

pthe ptheoretical pfoundation pof pcustomer pengagement. pTo pdo pthat, pthis pstudy pfocuses pon 

pexploring pand pevaluating pthe pinfluence pof pfactors pon pcustomer pengagement pin pthe psocial pmedia. 

pThis pcan phelp pbusinesses pimprove pcustomer pinteraction pon psocial pnetworks. 

 

1.2 Problem pStatement p 

In pmost precent ptimes, pcustomers phave pattributed pthe pcollapse pof pbusiness pfirms pto pinsufficient 

pfunds, pemployee pincompetence pand pemployer plack pof pbusiness pstrategies. pHowever, pfrom pan 

padministrative ppoint pof pview, pmanagement pis pattributing pcollapse pof pbusinesses pto pfirms’ 

pinability pto pmeet pthe pgrowing pcost pof pmanaging pbrands p(Webber, p2019). p 

 

As pa presult, pof pmanagement pnot pbeing paware pof pthe popportunities psocial pmedia poffers pin 

preducing pthe pcost pof pfirms padvertising pcampaigns, pincreasing pof psales, pfinding pof pnew 

pcustomers pand psustaining pmarketing pstrategy pglobally. pThe pdesire pto pundertake pthis presearch pto 

pprobe pfurther pinto pthis puntapped pavenue pof psocial pmedia, pto pbring pto plight pits pnumerous 

popportunities pto pmanagement, pmarketers pand pstakeholders. 
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1.3 Objective pof pStudy 

The pmain pof pthis presearch pis pto ps presearch paimed pat pmeeting pthe pfollowing pobjectives: p 

i. To pidentify pthe pfactors pinfluencing pthe pcustomer pengagement pon psocial 

pmedia. 

ii. To pidentify pfactors pthat pcontribute pon pthe pfactors pinfluencing pthe pcustomer 

pengagement pon psocial pmedia ptowards pcustomer pengagement. 

iii. To pexamine pthe prelationship pbetween pquality pof pcontent pand pcustomer 

pengagement pon psocial pmedia pmarketing. 

iv. To pidentify pthe prelationship pbetween puser pexperience pand pcustomer 

pengagement pon psocial pmedia pmarketing. 

v. To pexamine pthe prelationship pbetween pfrequency pof pvisit pand pcustomer 

pengagement pon psocial pmedia pmarketing. 

1.4 Research pQuestion 

This presearch paimed pat panswering pthe pfollowing presearch pquestions: 

i. What pis pthe prelationship pbetween pquality pof pcontent pand pcustomer pengagement pon 

psocial pmedia pmarketing? 

ii. What pis pthe prelationship pbetween puser pexperience pand pcustomer pengagement pon psocial 

pmedia pmarketing? 

iii. What pis pthe prelationship pbetween pfrequency pof pvisit pand pcustomer pengagement pon 

psocial pmedia pmarketing? 

 

1.5 Scope pof pStudy p 

The pgeneral ppurpose pof pthis pstudy pwill pfocus pon pthe pintention pto pexamine pthe pFactors 

pInfluencing pthe pCustomer pEngagement pon psocial pmedia. pThis pstudy pwill puse pquantitative 
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presearch pwhere pthe pquestionnaires pof popen-ended pquestions pusing pfive ppoint plike pscale pwill pbe 

pdistributed pvia pgoogle pform pspecifically pfor prandom pcustomers pin pMalaysia. pThe pnumber pof 

pquestionnaires pof p200 prespondents pis ppart pof pthe prequirement pfor pMaster pBusiness 

pAdministration pthat phas pbeen psetup pby pthe pUniversity. pFirst pstage pis pthe presearch pproposal 

pwhich pconsists pof pchapter p1 puntil p3. pThe pstudy pwill pfocus pon pthe pFactors pInfluencing pthe 

pCustomer pEngagement pon psocial pmedia. 

 

1.6 Significance pof pStudy p 

This presearch paims pto pcontribute pto pliterature pby panalyzing pthe pFactors pInfluencing pthe 

pCustomer pEngagement pon psocial pmedia. pThe pdependent pvariable pin pthis pstudy pof pmarketing 

pstrategy, pwhereas pthe pindependent pvariables pare pquality pof pcontent, puser pexperience, psocial 

pmedia pand pelectronic pword pof pmouth. pThe pfindings pof pthe pstudy pwill paid pin presponding 

pempirically pto pthe pproblem pstatements pthat phave psurrounded pthe psubject, pby pdetermining pthe 

prelation pbetween pindependent pvariables pare pquality pof pcontent, puser pexperience, psocial pmedia 

pand pelectronic pword pof pmouth. pThe pfindings pof pthis pstudy pmay pbe pbeneficial pto pseveral pparties 

psuch pas pthe pMalaysia pand palso pGovernment. pThey pcan pobtain pvaluable pinformation pfrom pthe 

presult pof pthis pstudy pand putilize pit pfor ptheir pown pgoods. 

 

1.7 Definition pof pConcept p 

Social pmedia p 

Social pMedia phas pbeen pdefined pas pwebsites pwhich pallow pprofile pcreation pand pvisibility pof 

prelationships pbetween pusers p(Boyd p& pEllison, p2008); pweb-based papplications pwhich pprovide 

pfunctionality pfor psharing, prelationships, pgroup, pconversation pand pprofiles p(Kietzmann pet pal., 

p2019). pSocial pmedia phas pbeen preferred pto pas p“social pmedia psites” p(Diga p& pKelleher, p2011), por pa 

pset pof pinformation ptechnologies pwhich pfacilitate pinteractions pand pnetworking p(Kapoor pet pal., 
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p2017; pOestreicher-Singer p& pZalmanson, p2018). pHowever, pthere pappears pto pbe pa pbroad 

pagreement pthat pWeb2.0 ptechnologies pplayed pa psignificant prole pin pthe pdevelopment pand 

padoption pof psocial pmedia. 

 

Customer pEngagement 

Customer pengagement pis pa pbusiness pcommunication plink pbetween pconsumers pand pa pcompany 

por pbrand pthrough pvarious pchannels pof pcommunication. pThis pconnection pof pcustomers pand 

pcompany pcan pbe pa presponse, pinteraction por poverall pcustomer pexperience, pwhich pcan ptake pplace 

pin pboth ponline pand poffline. 

 

Quality pof pContent 

Quality pof pcontent pis pabout punderstanding pyour pcustomers, pthen pdeveloping pcontent pthat 

pengages pthem pand phighlights pthe pmessage pyour pbrand pis ptrying pto pcommunicate pwith pthem. 

pQuality pof pcontent pis pextremely pimportant pas pit pbuilds ptrust. 

 

Frequency pof pvisit 

Frequency pof pvisit pis phow pregularly ppeople pvisit pyour psite pand phow plong pthey pwait pbetween ptwo 

pvisits pcan phelp pto pmeasure pvisitor ployalty pand pto pdiscover pthe pbehavioral ptrends pdistinguishing 

pfrequent pusers pfrom prandom pones. 

 

User pExperience 

User pexperience pin pdigital pplatform pis pabout pthe poverall pexperience pof pa pperson pvisiting pa 

pwebsite por pa psocial psite, pespecially pin pterms pof phow peasy por ppleasing pit pis pto puse. pIf pa pwebsite por 

psocial psite pdegrades pthe puser pexperience ptoo pmuch, ppeople pwill psimply pstay paway. 
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Social pmedia pMarketing 

Social pmedia pmarketing pis pusually pbased pon pa pcompany’s psocial pmedia pstrategy. pParsons 

p(2018) ppinpoints pthe pimportance pof phaving pa pcommunication pstrategy pfor peach psocial pmedia 

ptool pthat pthe pcompany puses. 

 

E- pCommerce p 

According pto pinvestors pwords p(online pdictionary), pE-commerce pis pdefined pas p“the pbuying pand 

pselling pof pproduct pand pservices pby pbusinesses pand pconsumers pthrough pan pelectronic pmedium, 

pwithout pusing pany ppaper pdocuments”. p 

 

E-commerce pis preferred pto pas pthe pprocess pof pbuying pand pselling pof pproduct pover pthe pinternet. pE-

commerce pcan pbe pgrouped pinto pthree pcategories: pbusiness pto pbusiness por pB2B p, pbusiness pto 

pconsumer por pB2C pand pconsumer pto pconsumer por pC2C. 

 

1.8 Organizational pStructure p 

The presearch pstudy pis pstructured pinto pfive pchapters pnamely; pchapter pone, pchapter ptwo, pchapter 

pthree, pchapter pfour pand pchapter pfive. p 

 

Chapter pone pdeals pwith pthe pbackground pof pthe pstudy pwhich pentails pintroduction, pproblem 

pstatement, presearch pobjective, presearch phypothesis, pdefinition pof pterm, pstructure pof pproject 

ppaper pand plimitation. 

 

Chapter ptwo pdiscusses preview pof prelevant pliterature pof pthe pstudy pby pmaking preferences pto 

prelevant pauthors pwhose pworks prelate pto pour presearch pstudy. p 
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Chapter pthree pconsists pof presearch ppopulation ptechniques, pdata pcollection pprocedures pand 

pprocedures pfor panalyzing pthe pdata. p 

 

Chapter pfour pdeals pwith panalysis, pinterpretation pand pdiscussion pof pdata pcollected pduring pthe 

pfield psurvey. P 

 

Chapter pfive pof pthe pstudy pis plooking pat pa psummary, pconclusions pand precommendations pto pthe 

presearch pstudy. p 
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CHAPTER p2 

LITERATURE pREVIEW 

 

2.0 Review pof pLiterature 

In pthis pchapter, pthe pliterature preview pis porganised pwith pcomprehensive previews pof pthe presearch 

ptopic pthrough psecondary pinformation. pAs pthe pchapter pdevelops, pthe previews pof prelevant 

ptheoretical pmodels pare pdiscussed pbefore pdeveloping pthe pconceptual pframework. pIn pthe 

pfollowing psection pwill pdevelop pthe phypotheses pbased pon pthe pconceptual pframework pbefore 

pending pwith pa psummary pof pthis pchapter. 

 

2.1 Introduction 

The paim pof pthis pliterature preview pis pto plocate pand pcritique prelevant ptheory prelating pto pthe 

presearch pproblem, pand pidentify pconcepts pand pthemes p(Ghauri p& pGrønhaug, p2005). pThis pchapter 

pwill pconsist pof pthe phistory pof psocial pmedia, pdefinition pof psocial pmedia, pthe pecommerce pconcept, 

psocial pmedia pand pmarketing, pSocial pmedia pand pbranding, pthe peffectiveness pof psocial pmedia pin 

pmodern pbusiness pand pexploring pmarketing pand pstrategy. 

 

2.2 Conceptual pLiterature 

2.2.1 Customer pengagement pon psocial pmedia pmarketing p 

Customer pengagement pcan pbe pdefined pas pencouraging pcustomers pto pinteract pwith pthe pbrand pand 

pshare pexperiences pof pthe pbrand pwith pothers. pAccording pto pSklar p(2018), p80 p% pof pthe pcustomer 

pengagement popportunities pare peither pmissed por pmishandled pby pcompanies. pEvery plost 

popportunity pis pa ploss pin pthe prevenue. pSocial pmedia phas pprovided pan pexcellent ptool pfor 

pcompanies pto pengage pwith pcustomers pand pbuild pcommunities. p(Chan p2014; pSklar p2018). 
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Before pengaging pwith pcustomers, pthe pcompanies pmust pengage pwith ptheir pemployees. pSklar 

p(2018) pstates pthat peveryone pin pthe pcompany pis presponsible pfor precognizing pa pcustomer 

pengagement popportunity pand pacting pon pit. pAnother pimportant pthing pis pto pfind pthe pcustomers 

pfrom psocial pmedia pand padd pthem pto pthe pnetwork. pHowever, pfinding pthem pis pnot penough, pinstead 

pthe pcompany pmust palso pinteract pwith pthem. pHigh plevel pof pinteraction pwith pcustomers pwill pbuild 

ployalty pand pmake pcustomers pfeel pthemselves pspecial. pEngaged pcustomers pwill pbecome 

padvocates pwho pwill pendorse pthe pbrand pto pothers. pSocial pmedia pprovides pa pgreat pplatform pto 

pendorse pthe pcompany pbecause pthousands pof ppeople pcan pbe preached pby pone ppost. p(Rogers p2014; 

pSklar p2018). 

Goldman p(2018) ppoints pout pthat pfew pyears pago pengaging pwith pcustomers ponline pwas pa 

pcompetitive padvantage pbut pnow pit pis pa prequirement pfor psuccess. pAccording pto pGoldman p(2018), 

pone pof pthe pmain preasons pfor pcompanies pto pfail pin pengaging pis pthat pthey pdo pnot pthink penough 

pabout pthe pcustomers’ pneeds pand pcustomer pbehaviour. pIn paddition pto psharing pcontent pwith 

pcustomers pcompanies pmust palso plisten, punderstand pand pcommunicate pwith pcustomers. 

pCustomer pengagement pis pabout pmanaging ptwo pway pcommunication pwith pcustomers pand pnot 

pjust pabout ppublishing pcontent pon pthe psocial pmedia psites. p(Goldman p2018, p16, p45, p52-53). 

 

Although pthe paim pof pcustomer pengagement pin psocial pmedia pis pto pshare pinformation pand 

pexperiences pand pparticipate pin pconversations, pcompanies pmust pavoid pspamming ptoo pmuch. pIf 

pcustomers pget poverloaded pwith pinformation, pthey pwill pmost plikely pun-like por pun-follow pthe 

psocial pmedia psite. pFor pexample, pFacebook phas pmade pit peasy pfor pusers pto pdecide pwhat pthey pwant 

pto psee pon ptheir pnewsfeed pand pfrom pwhom. pTherefore, pit pis pvital pto pplan pcarefully pwhat pwill pbe 

pposted pand pwhen. p(Goldman p2018, p52-53; pRogers p2014). 
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2.2.2 Quality pof pContent 

Content pquality pis phow pwell pyour pcontent pachieves pits pgoal(s). pIt prefers pto pthe pdepth pof 

pinformation pand pinsight pcontained pwithin pa ppiece pof pcontent. pContent pquality pgoes pbeyond 

pinformation pto pinclude pformatting, preadability, pand pgrammatical pcorrectness. pContent pquality 

pcan palso pinclude phow pwell pyour pcontent pranks pin psearch, pdrives ptraffic, pengages pyour paudience, 

pand pconverts pusers. 

Attracting pthe pright paudience pto pyour pwebsite pand pbusiness pisn't peasy. pEngaging pwith pthem pand 

phelping pthem psee pyour pproduct pas pthe pright psolution pfor pthem pis peven pharder. pWithout pquality 

pcontent, pit's pnearly pimpossible. pBut, pif pyour paudience pfinds pyour pcontent pto pbe pvaluable, pthey're 

pmore plikely pto pengage pwith pyou pand peventually ppurchase. p(Vinerean, pCetina, pDumitrescu p& 

pTichindelean, p2018, p67) 

 

Content pis panything pthat pis pexpressed pthrough psome pmedium, psuch pas pwriting, pspeech por pvisual 

parts. pIn pthe pworld pof ppublishing pand pcommunication, pcontent pis pinformation pand pexperiences 

pthat pare pmeant pto pbe pconsumed pby pan paudience. p(Whitler p2014; pTuten p2008, p19-20, p25-26). 

 

Marketers pknow pthat pquality pcontent pis pthe pcornerstone pof pa psuccessful pcampaign. pBut pwhat 

pexactly pis p“quality pcontent”? pAnd phow pdoes pit phelp pbrands pand pbusinesses pattract preaders, 

pcustomers pand pfans? pDepending pon pyour pmarketing pgoals, pquality pcontent pcan pmean pmany 

pthings pbut pthe pbest pcontent pon pthe pweb pshares psome pkey pfeatures pthat presonate pwith preaders pand 

pprovide pvalue pthey pwon’t pfind panywhere pelse. 

 

A pquick psurvey pof pcontent pmarketing ptrends pand pexpert popinions preveal pplenty pof pconflicting 

pand pconfusing pideas pabout pthe pelements pthat pmake pup phigh-quality pcontent. pSome pclaim 

pquality pcontent pcan ponly pbe pcreated pby pindustry pexperts por pwriters pwith pdegrees pin pthe psubject. 
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pOthers psay pgood pcontent pmust pbe plong pthree pto pfour pthousand pwords pat pminimum, pso preaders 

pfeel pthat pthey’re pgetting pthe pmost pvalue. pStill pother pcontent pmarketing pspecialists psay pthe preal 

pmarker pof pquality pis phow pmany pshares pand plikes pa ppiece preceives. 

 

Not pso plong pago, psearch pengines psuch pas pGoogle pranked pcontent pbased pon pa pfew psimple pthings 

pand pthey phad pvery plittle pto pdo pwith pthe pactual pquality pof pthe pwork. pThese pfactors pincluded, pin 

plarge ppart, pkeyword pinclusion phow pfrequently pkeywords pappeared pin pa ppost por particle. pThat pled 

pto pthe pquestionable ppractice pof p“keyword pstuffing,” pwhen pwriters ppacked psimple particles pwith 

ptarget pkeywords pwith plittle pregard pfor pthe pactual pcontent pof pthe ppiece. p(Chan p2014; pSklar p2018) 

But ptimes phave pchanged, pand plargely pin presponse pto pthese ppractices pthat pflooded pthe pInternet 

pwith ppoorly pwritten, pkeyword pstuffed particles, pGoogle pand pother psearch pengines pdecided pto 

pprioritize pthe pquality pof pthe pcontent pitself pover pkeyword pfrequency pin psearch prankings. 

pAlthough psearch pengine palgorithms pare phidden, pit pbecame pclear pthat phigh-ranking particles, 

pposts pand pother pcontent pwere pfrequently plonger, pmore pdeveloped ppieces pthat pused pkeywords 

pnaturally pand psparingly, pand pincluded preferences pto pauthoritative poutside psources. p 

Those pfeatures pbecame pthe psearch pengine pstandard pfor p“quality” pcontent, pand pmarketers 

pworked phard pto pmake psure pthat pthey pproduced psimilar pmaterial. pBut pin ptoday’s pmarketing 

pworld, pquality pcontent pneeds pto phave pother pdimensions pas pwell. p(Castronovo pand pHuang, p2012) 

 

Quality pis poften pin pthe peye pof pthe pbeholder, pit pcan pbe pdifficult pto pfind pjust pthe pright pcombination 

pof pfactors pthat pmake pyour particles, pposts pand pother pcontent pmemorable pand prelevant pfor pthe 

pspecific paudience pyou’re ptargeting. pBut peven pif pyou’re pnew pto pthe pworld pof pcontent pmarketing, 

pquality pcontent pisn’t pso phard pto pachieve. 
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2.2.3 User pExperience 

User pexperience pcan pbe pdefined pas pthe punderstanding pof puser pneeds pto phelp pand pcreate pproducts 

pand pservices pthat pprovide pa pmeaningful pexperience pto pthe pcustomers. pIt pis pan pessential pfeature 

pof pour pdigital pworld ptoday pas pstated pby psirlinksalot. pIt’s pan pincreasingly pimportant ptopic pnow. 

pToday pconsumers pwant ptheir pneeds pto pbe pdelivered pinstantly. pBe pit pis pfinding panswers pvia 

psearch pengines, pbooking pflights, pordering pfood, ponline pshopping, pinternet pbanking, por pchecking 

pwith pfriends petc. pexecution pof pall pthese pneeds pa pgood pquality pof puser’s ponline pexperience pand 

pthat pmakes pa phuge pdifference. pFor pthe pbusinesses pthat pwant pto pattract pand pconvert ptheir pinterests 

pinto prevenue, pUX pis pthe pkey ppart pof ptheir psuccess pand psurvival. 

 

Chu, p(2011), pexamined pUX pis pa pcombination pof pdifferent pprinciples psuch pas pvisual pdesign, 

pinformation parchitecture, pinteraction pdesign, pusability, puser psearch, pand pcontent pstrategy. pPeter 

pMorville, pthe ppresident pof pSemantic pStudios, pis pone pof pthe ppioneers pof pUX pand pinformation 

parchitecture. pHe pcreated pUX phoneycomb pto phelp pto pformalize pthe pcharacteristics pof pa pvaluable 

puser pexperience. pIt ptells pthat pUX pshould pbe puseful, pfindable, pcredible, pvaluable, pdesirable pand 

paccessible. pThe phoneycomb pis padaptable pand palso poutlines pthe pprinciples pof pUX pand pcan pbe 

pprioritized pbased pon punique pneeds. pUser pexperience pis palways pforgotten pwhen pit pcomes pto 

pdevelop pand pexecute pdigital pmarketing pstrategies. pBut pit pshould pbe pthe pfirst ppart pto premember 

pwhen pstarting pa pbusiness, pand pit’s pa pcritically pimportant pcomponent pof psuccessful pdigital 

pmarketing pthat pprioritizes ppersonalization pand pconvenience. 

 

UX pis pa pqualitative pfoundation pfor pdigital pmarketing, por pyou pcan psay pany pmarketing. pUser 

pexperience pis pnot ponly ppromotion pof pthe pProduct. pIt ptouches pthe pproduct pitself. pMarketing pand 

pdesigning pare pboth pdifferent pterms papart. pMarketing pis pmaking ppeople pwant pthings, pand 

pdesigning pis pall pabout pmaking pthings pthat ppeople pwant. pDesign pdrives puser pexperience. pThat pis 
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pit ptends pto plive pmore ptowards pthe pproduct pdesign pat pthe pend pof pthe pspectrum. pUser pexperience 

pdesigners poften pwork pin pproximity pto pthe pdigital pmarketing pteams pand pare presponsible pfor psome 

poptimisation pwith pcampaigns. 

 

LaRoche, pHabibi, pRichard, pand pSankarnarayanan, p(2012), puser pexperience pis pa presearch-

focused pdiscipline. pIt pfocuses pon pdiscovering pand punderstanding preal phuman pneeds pwhich pcan 

pbe psolved pwith pthe pwell-designed pproduct. pThey pfocus pon pthe pmethodologies pfor presearch pthat 

pare pqualitative pso pmaking pexcellence pin pframing pa pproblem pand psituation pand pcan pbe pmore 

paccurately passessed pquantitatively. pThe puse pof pmultiple presearch papproaches pensure pthat pa 

pproduct pis peasily pdiscoverable pand pgenerate preal phuman pvalues pfor pcustomers pso pthat 

pbusinesses pcan pcreate pcommercial pvalue. pOn pother phands, pdigital pmarketing pdoesn’t pgenerate 

pmuch pin pways pof presearch. pMarketing presearch pfocuses pmore pon pquantifying pa pknown pmarket 

pfor pa pfixed pproduct. pSo pit’s pall pabout pfocusing pmore pon pquantitative pmethods. pSo pblend pof pUser 

pexperience pin pdigital pmarketing pcan phelp pa pbusiness pto plead ptheir psales pand ppromotion pmuch 

pmore pthan pthey pcan pdo pit pwith pother pstrategies. 

 

2.2.4 Frequency pof pVisit 

The pimportance pof peffective psocial pmedia puse phas pbeen pdemonstrated pin precent presearch pon 

psocial pmedia pmarketing. pThe pevidence psuggested pthat pengagement pwith psocial pmedia pBFPs 

pleads pto pbrand pawareness, pword pof pmouth pand ppositive ptangible poutcomes psuch pas ppurchase 

pexpenditure pand ppurchase pintention. pFurthermore, pBrettel pet pal. pdemonstrated pthat pFacebook 

ppage pvisits pare pa pshort-term pindicator pof psales pand pthat pFacebook plikes pare pa pstrong plong-term 

psales pdriver pbecause pof ptheir phigh pcarryover peffect. 
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In paddition, pKim pand pKo pfound pthat p70% pof pthe pactive pusers pof psocial pnetworks pvisit psocial 

pmedia psites pas pa pmeans pof pobtaining pinformation pprior pto pbuying pa pparticular pproduct. pAs psuch, 

psocial pmedia pplatforms pprovide pmarketers pwith pviable pplatforms pfor pcommunicating pabout pand 

ppromoting ptheir pproducts pand pbrands pthrough porganic pposts pand pforms pof pviral pmarketing pthat 

pcan ppotentially pbe pviewed pby pmillions pof pconnected psocial pmedia pusers. 

 

Frequency pof pvisit pis phow pregularly ppeople pvisit pyour psite pand phow plong pthey pwait pbetween ptwo 

pvisits pcan phelp pto pmeasure pvisitor ployalty pand pto pdiscover pthe pbehavioral ptrends pdistinguishing 

pfrequent pusers pfrom prandom pones. pAnd pwhen pcustomers pfrequently pvisit pthe psocial pmedia 

ppages pof pa pparticular pcompany, pit palso pbrings pcustomer pengagement pfor pthe pcompany pas pthe 

pcustomers pare pliking pto pspend ptime pin ptheir ppages pand pgoing pback pagain pand pagain pto ptheir psites. 

pThe pmore pthe pcustomers pvisit pa psite, pthe pmore pthey plikely pto pengage pwith pthat. p(Rishika pet pal., 

p2018). 

 

In pmodern pdemocracies ppeople pfeel pobliged, pas presponsible pcitizens, pto phave pan popinion pon pall 

ppossible ppolitical pissues. pHowever, pit pis pimpossible pto pstudy peach ptopic pin pdepth. pConsequently, 

pthe plikelihood pthat ppeople pwill psimply padopt pan popinion pfrom pthe ppreferred psource pof 

pinformation pis pvery phigh. pAt pthe psame ptime, ppeople pdo pnot plike pto pbe pseen pas pmere pfollowers 

pbut pprefer pto pemphasize pthe pauthenticity pof ptheir popinion pby preferring pto ptheir pinner pfeelings 

pabout pthe pissue pbeing pdebated. pIn pother pwords, ppolitical popinions pare pincreasingly pseen pas pan 

pexpression pof pa ppersonal plifestyle prather pthan pthe presult pof pan pin-depth panalysis pof pthe pissue pat 

pstake. pIn pview pof pthe pweak pinvolvement pof ppeople pin ppolitics pas pwell pas pthe pgrowing paspiration 

pby pretailers pto pimprove ptheir ppublic pimage, pproduct pmarketing pand ppolitical pmarketing phave 

pmoved pcloser ptogether pby pmaking pinstrumental puse pof paffect pheuristics. 
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Political pideology pprovides pan pinformative pand prevealing pview pinto pthe pthoughts, pfeelings, 

pmotivations, pand pactions pof pconsumers. pThese pfundamental pare plikely pto phave pa psubstantial 

pimpact pon ptheir pconsumption pdecisions. 

 

2.3 Hypothesis pDevelopment 

 2.3.1 pThere pis ppositive prelationship pbetween pquality pof pcontent pand pcustomer 

pengagement pon psocial pmedia pmarketing. 

A pnumber pof pstudies phave pshown pthat pconsumer pengagement pshapes pattitude ptoward pcontent 

pand plikelihood pof pre-sharing pcontent. pLepkowska-White p(2018) pfound pthat pconsumers phad pthe 

pmost ppositive pattitudes ptowards p(1) precommendations pfrom pother pconsumers, p(2) 

precommendations pfrom pthird-party precommendation psystems p(vs. pseller precommendation 

psystems), pand p(3) psearch pand pexperience pgoods p(vs. pcredence pproducts). pIn ptheir pinvestigation 

pof pwhy ppositive ponline previews ptend pto pbe pvalued pless pthan pnegative previews, pChen pand pLurie 

p(2018) pshowed pthat pconsumers poften pattribute ppositive previews pto pthe previewers pwhereas pthey 

pattribute pnegative previews pto pthe pproduct pexperience. pLee pand pMa p(2012) psuggest pthat phow 

pconsumers pperceive previews pcan pfurther pbe pinfluenced pby pindividual pdifferences, psuch pas 

pconsumer psusceptibility pto pinterpersonal pinfluence p(Bearden pet pal., p1989). pWith prespect pto 

pratings, pHe pand pBond p(2015) pfound pthat pconsumers pare pmore ptolerant pof pdispersion pof pratings 

pfor ptaste-dissimilar pproduct pdomains p(e.g., pmusic) pthan ptaste-similar pproduct pdomains p(e.g., 

pflash pdrives). pThe plevel pof paffiliation pwith pthe pbrand pmay palso paffect pperceptions pof puser-

generated pcontent. pFor pexample, pErtimur pand pGilly p(2012) pfound pthat punsolicited pconsumer-

generated pads pwere pperceived pas pauthentic pbut pnot pcredible, pwhereas pconsumer-generated pads 

psubmitted pto pbrand-sponsored pcontests pwere pperceived pas pcredible pbut pnot pauthentic. p 
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With prespect pto plikelihood pof pre-sharing pcontent, pPurnawirawan pet pal. p(2015) pconducted pa 

pmeta-analysis pof ponline preview pvalence. pThey pfound pthat pthe pstrongest pinfluence pof preview 

pvalence pis pon pconsumer pintention pto pengage pin pelectronic pword-of-mouth pfor pthe pproduct pbeing 

previewed; pthat pis, pthe pmore ppositive pthe pset pof previews, pthe pmore plikely pthe preader pwill 

precommend pthe pproduct pto pothers. pSimilarly, pBaker pet pal. p17 p(2016) pshowed pthat ppositive 

pword-of-mouth phas pthe pstrongest peffect pon pretransmission pintentions. 

 

 2.3.2 pThere pis ppositive prelationship pbetween puser pexperience pand pcustomer 

pengagement pon psocial pmedia pmarketing. 

According pto pStatista, pthere pwere p2.46 pbillion psocial pmedia pusers pin p2017, pand pthis pnumber pis 

pexpected pto preach pthree pbillion pby p2021. pFacebook pis pthe pmost ppopular psocial pmedia pplatform, 

pwith p2.07 pbillion pactive pmonthly pusers, pfollowed pby pInstagram p(800 pmillion pactive pmonthly 

pusers), pLinkedIn p(500 pmillion pactive pmonthly pusers), pTwitter p(330 pmillion pactive pmonthly 

pusers), pPinterest p(200 pmillion pactive pmonthly pusers) pand pSnapchat p(178 pmillion pactive pmonthly 

pusers). p(Statista, p2018). 

 

Social pmedia pare p‘a pgroup pof pInternet-based papplications pthat pbuild pon pthe pideological pand 

ptechnological pfoundations pof pWeb p2.0, pand pallow pthe pcreation pand pexchange pof pUser 

pGenerated pContent’ p(Kaplan p& pHaenlein, p2010, pp. p61). pThere pis pconsiderable pdiversity pacross 

pthe ptypes pof psocial pmedia, pwhich pencompasses pformats psuch pas pblogs, psocial pnetworking psites 

pand pcontent pcommunities. pFor pexample, pFacebook pis pa psocial pnetwork psite p(SNS), pTwitter pis pa 

pmicroblogging papplication, pand pYouTube pis pa pcontent pcommunity. pSNSs pare papplications pthat 

pallow pusers pto pconnect pwith peach pother pby pcreating ptheir ppersonal pprofiles, pinviting pfriends, 

pfamily pmembers, pacquaintances, pand pcolleagues pto pconnect pto ptheir pnetworks; pthey pcan pshare 

pinformation, pideas, ppictures, pand pvideos, pand psend pinstant pmessages pand pemails p(Kaplan p& 
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pHaenlein, p2010). pMicroblogging pis pa preal-time pinformation pnetwork, pwhich plimits pthe psize 

p(number pof pwords) pof peach ppost pand pencourages pa pfaster pmode pof pcommunication. 

pMicroblogging pis pthe pmost pimportant pand pvisible pfield pof pWeb p2.0 ptechnologies pdue pto pits plight, 

pfast, pand peasy pform pof pcommunication pthat pis penabled pby pinstant pmessages, pemail, pmobile 

pphones pand pthe pinternet p. 

 

 2.3.3 pThere pis ppositive prelationship pbetween pfrequency pof pvisit pand pcustomer 

pengagement pon psocial pmedia pmarketing 

Frequency pof pvisit pis phow pregularly ppeople pvisit pyour psite pand phow plong pthey pwait pbetween ptwo 

pvisits pcan phelp p pto pmeasure pvisitor ployalty pand p pto pdiscover pthe pbehavioral ptrends pdistinguishing 

pfrequent pusers pfrom prandom pones. pAnd pwhen pcustomers pfrequently pvisit pthe psocial pmedia 

ppages pof pa pparticular pcompany, pit palso pbrings pcustomer pengagement pfor pthe pcompany pas pthe 

pcustomers pare pliking pto pspend ptime pin ptheir ppages pand pgoing pback pagain pand pagain pto ptheir psites. 

pThe pmore pthe pcustomers pvisit pa psite, pthe pmore pthey plikely pto pengage pwith pthat. p(Rishika pet pal., 

p2018). 

 

Frequency pof pvisit pis phow pregularly ppeople pvisit pyour psite pand phow plong pthey pwait pbetween ptwo 

pvisits pcan phelp pto pmeasure pvisitor ployalty pand pto pdiscover pthe pbehavioral ptrends pdistinguishing 

pfrequent pusers pfrom prandom pones. pAnd pwhen pcustomers pfrequently pvisit pthe psocial pmedia 

ppages pof pa pparticular pcompany, pit palso pbrings pcustomer pengagement pfor pthe pcompany pas pthe 

pcustomers pare pliking pto pspend ptime pin ptheir ppages pand pgoing pback pagain pand pagain pto ptheir psites. 

pThe pmore pthe pcustomers pvisit pa psite, pthe pmore pthey plikely pto pengage pwith pthat. p(Rishika pet pal., 

p2018). 
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2.4 Summary 

In pthis pchapter, peach pof pthe pvariables pfor pthis presearch pwas previewed pto pget pa pcomprehensive 

punderstanding pof pthe psecondary pinformation. pThe pconsumer ppurchases pintention, psocial 

ppresence, pand psocial psupport pare pthe pmain pindependent pvariables pthat pare pdiscussed ptogether 

pwith pbuying pbehavioural pas pthe pdependent pvariable. pAdditional pinformation psuch pprevious 

pempirical pstudies pdid pby presearchers pwere pshared pto pprove pbeyond pthe ptheories pand pabstract 

preasonings. pThrough pthe pdiscussion pof pthe ptheoretical pframework, pthe pconceptual pframework 

pwas pcreated. pThe pconceptual pframework pwas pdesigned pin paccording pto pthe presearch pobjectives 

pand pquestions pdirection pin pChapter p1 pin porder phypotheses pcan pbe pdeveloped paccordingly. 
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CHAPTER p3 

RESEARCH pMETHODOLOGY 

 

3.0 Research pMethodology p 

The presearch pstrategy pis pan papproach pto ptackling pthe presearch pissue peffectively. pThe pstudy pof 

pfocusing pon phow pthe pstudy pis pdone plogically pcould pbe punderstood. pAt peach poperational pstage pof 

pthe presearch pprocess, presearchers pare prequired pto plook pat pseveral ptechniques, pstrategies pand 

pmodels pof presearch ptheory pin porder pto pachieve pthe pobjectives. pSo, pin pthis ppart, pthe presearcher 

pwill pdig pdown pthe pvarious psteps pthat pmost pof pthe ptime phave pbeen ptaken pto pinvestigate pon pthe 

pfactors pthat pcontribute pon peffectiveness pof psocial pmedia pmarketing ptowards pcustomer 

pengagement palongside pthe prationale pbehind pthem. pWhat pinformation phas pbeen pcollected pand 

pwhat pspecific pstrategy phas pbeen padopted, pwhy pa pspecific pprocedure pfor pexamining pinformation 

phas pbeen pused, pand pa plarge pgroup pof pcomparable pdifferent penquiries pwill pbe panswered pas 

pspecialists pget pdeeper pinto pthe pexamination pstudy psystem. p 

 

The pdecisions pand pchoices pmade pin pthis ppart palso ptake pinto paccount pthe preview pof pthe pliterature 

pas pset pout pin pchapter ptwo. pThe pliterature preview pshows pthat pothers phave pused pthe psystems pand 

ptechniques pproposed pby pthe presearcher, pwhich ptechniques pand pmethods phave pworked 

padmirably pfor pthem, pand pwhich pissues pthey phave pfaced. pSubsequently, pit pallows presearchers pto 

pimprove ptheir pposition pin pthe pselection pof pa pstrategy pthat pis pequipped pto pprovide pa psubstantial 

psolution. p 
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3.1 Introduction p 

This pchapter pwill phighlight pthe pstructure pof pthe presearch pframework pof pthis pstudy pon pthe 

pindependent pand pdependent pvariables pas pwell pas pthe pdefinition pof pthe pvariables. pI pchoose pthe 

platest pdefinition pfrom pthe pavailable psources pto pfresh pand pup-to-date ptouching pon pthis ppaper. pThe 

phypothesis pwill pbe pshown pin p3.4 pon pthe psignificant prelationship pbetween pindependent pvariables 

pand pdependent pvariables. pAlong pthe pway, presearch pdesign pwill pbe pthe pblueprint pfor pthe pdata 

pcollection. pIn paddition, pthe punit pof panalysis pwill pbe pexplained pfurther pafter pthat. pThe pmost 

pimportant pcomponents pin pthis pchapter pare pon pthe psampling pdesign, pdata pcollection pmethod pand 

pdata panalysis pmethod. pI pwill pcover pthe ptype pof psampling pthat pwill pbe pused, psample psize, phow pthe 

pdata pbeing pcollected, pthe pmedium pof pdata pcollection pand phow pthe pdata pare pgoing pto pbe panalysed. 

pAll pof pthis pwill pbe pcovered pin pthis pchapter. p 

 

3.2 Research pFramework 

 

Figure p1: pResearch pFramework 

Customer engagement on 
social media marketing 

strategy

Quality of Content

User Experience

Frequency of Visit
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The pdependent pvariable pin pthis pstudy pcustomer pengagement pon psocial pmedia pmarketing 

pstrategy, pwhereas pthe pindependent pvariables pquality pof pcontent, puser pexperience pand pfrequency 

pof pvisit. pThe pmain pobjective pof pthis pstudy pis pto pidentify pthe pfactors pthat pcontribute pon 

peffectiveness pof psocial pmedia pmarketing ptowards pcustomer pengagement. pDuring pthis pstudy, pthe 

pdata pwill pbe ptested pwith pthe ptheory pof pReasoned pAction pApproach pby pFishbien p& pAjzen pto psee 

pwhether pthe pof pthe pstudents pis pconcurrently pwith pthe ptheory pmentioned pby pthe pfounder por pnot. p 

 

3.3 Definition pof pVariables p 

3.3.1 Quality pof pContent 

Quality pof pcontent pis pabout punderstanding pyour pcustomers, pthen pdeveloping pcontent pthat 

pengages pthem pand phighlights pthe pmessage pyour pbrand pis ptrying pto pcommunicate pwith pthem. 

pQuality pof pcontent pis pextremely pimportant pas pit pbuilds ptrust. 

 

3.3.2 User pExperience 

User pexperience pin pdigital pplatform pis pabout pthe poverall pexperience pof pa pperson pvisiting pa 

pwebsite por pa psocial psite, pespecially pin pterms pof phow peasy por ppleasing pit pis pto puse. pIf pa pwebsite por 

psocial psite pdegrades pthe puser pexperience ptoo pmuch, ppeople pwill psimply pstay paway. 

 

3.3.3 Frequency pof pVisit 

Frequency pof pvisit pis phow pregularly ppeople pvisit pyour psite pand phow plong pthey pwait pbetween ptwo 

pvisits pcan phelp pto pmeasure pvisitor ployalty pand pto pdiscover pthe pbehavioral ptrends pdistinguishing 

pfrequent pusers pfrom prandom pones. 
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3.3.4 Customer pengagement pon psocial pmedia pmarketing pstrategy 

Customer pengagement pis pa pbusiness pcommunication plink pbetween pconsumers pand pa pcompany 

por pbrand pthrough pvarious pchannels pof pcommunication. pThis pconnection pof pcustomers pand 

pcompany pcan pbe pa presponse, pinteraction por poverall pcustomer pexperience, pwhich pcan ptake pplace 

pin pboth ponline pand poffline. pThe pterm pcan pbe pused pto pdefine pcustomer-to-customer 

pcommunication pregarding pa pproduct, pservice por pbrand. pHowever, pthe plater pdissemination 

pinitiates pfrom pa pbusiness-to-consumer pinteraction pechoed pat pa psubconscious plevel. 

 

Online pcustomer pengagement pis pdifferent pfrom poffline pas pthe pnature pof pthe pcustomer pinteraction 

pwith pa pcompany, pbrand pand pother pcustomers pbe pdifferent pon pthe pinternet. pOnline pcustomer 

pengagement pis pa psocial psensation pthat pbecame pmainstream pwith pthe pwide pimplementation pof 

pthe pinternet pin pthe plate p1990s, pwhich phas pextended pthe ptechnical pdevelopments pin pbroadband 

pspeed, 

 pconnectivity pand psocial pmedia. pThese pfactors psupport pcustomer pbehavior pto pregularly pengage 

pin ponline pcommunities prevolving, pdirectly por pindirectly, paround pproduct pgroups pand pother 

pconsumption ptopics. pThis pprocess pleads pto pa pcustomer’s ppositive pengagement pwith pthe 

pcompany por poffering, pas pwell pas pthe pbehaviors pconnected pwith pdifferent pdegrees pof pcustomer 

pengagement. 

 

3.4 Hypothesis pTesting p 

Hypothesis pthat pcan pbe pbrought pout pfrom pthis pstudy pas pfollows: p- p 

H1: pThe pquality pof pcontent phas psignificant prelationship pwith pthe pcustomer pengagement pon 

psocial pmedia pmarketing pstrategy. 

H2: pThe puser pexperience phas psignificant prelationship pwith pthe pcustomer pengagement pon psocial 

pmedia pmarketing pstrategy. 
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H3: pThe pfrequency pof pvisit phas psignificant prelationship pwith pthe pcustomer pengagement pon 

psocial pmedia pmarketing pstrategy. 

3.5 Research pDesign p 

Research pDesign pinvolves pan poverall pplan pinvolving pthe pmethods pand pprocesses pto pbe pused pto 

pgather pand pto pinterpret pthe pdata p(Agyapong, p2018). pThe pdata pprovide pexamples pof pmethods pof 

pcollection pand panalyze pthe pdata, pthe ptime pframe, pthe plocation pand pthe psource pused pto pobtain pthe 

pdata. pAs pa presults, pthe presearch pdesign pserved pas pa preference pin pthe pacquisition pof pthe prelevant 

pinformation prelated pto pthe presearch pproblem, pmaking pit ppossible pto pperform presearch pin pthe 

pfield pof presearch pin pa pbetter pway. p 

 

In porder pto pbe pable pto pperform pthe pwork pin pa pbetter pway, pthere pwas pa pneed pto punderstand pthe pway 

pthe pstudy pwill pbe pdone. pThere pare ptwo pmain papproaches pthat pare pcommonly pused, pnamely pthe 

pinductive papproach pand pthe pdeductive pmethod. pThat pis pthe pinductive pmethod pis pone pin pwhich 

pthe presearcher, pwith pthe paid pof pa pdata, pwill pformulate pa ptheory pwhile pin pthe pdeductive papproach, 

pthe presearcher pattempts pto pfigure pout pthe ptheory pfirst pand pthen pmoving pon pfrom pthe ptheory pby 

ptesting pthe pdata pcollected. p 

 

The pdeductive pmethod pwas pchosen pfor pthis presearch pas pa presult pof pthe pfactors pthat pcontribute pon 

peffectiveness pof psocial pmedia pmarketing ptowards pcustomer pengagement pwere pfirst pdiscussed 

pand, pas pa presult, pthe pdata pwas pcollected pand pexplained pin pa pquestionnaire. 
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3.6 Unit pof pAnalysis p 

According pto pthe pproblem pstatement pmentioned pin pchapter pone, pthe pmain pobjective pis pto 

pidentify pfactors pthat pcontribute pon peffectiveness pof psocial pmedia pmarketing ptowards pcustomer 

pengagement. pTherefore, pthe pdata pwill phave pto pbe pcollected pfrom pthe pcustomer pin pMalaysia pand 

pthe punit pof panalysis pis pthe pindividual. p 

 

3.7 Sampling pDesign p 

Surveys pare puseful pand peffective pin pfinding panswers pto presearch pquestions pby pgathering pdata 

pand pconducting panalyses; phowever, pthey pcan pdo pmore pharm pthan pgood pwhen pthe ppopulation pis 

pnot padequately ptargeted. pIn pother pwords, pif pdata pfrom pindividuals, pevents por pitems pare pnot 

pgathered pthat pcan pprovide pthe pright panswers pto pthe pquestion, pthe psurvey pis pin pvain. pWithin pthis 

psubchapter pwe pwill plook pat pthe pmethod pof pchoosing pthe pcorrect ppeople, pobjects por pevents pas 

psymbols pfor pthe pentire ppopulation pand pcalled pas psampling p(Bougie, p2014) p 

 

The ppopulation prefers pto pthe pentire pcommunity pof pindividuals, pevents por pthings pof pinterest pthe 

presearcher pwants pto panalyze p(Bougie, p2014). pThe ppopulation pfor pthis pstudy pwas pthe pcustomer pin 

pMalaysia. pI pclassified pthe prespondents pwho pare p18 pyears pold puntil p60 pyears pold pand pmainly pin 

pyouth pgeneration p(Nor, p2017) pas pper pNational pYouth pDevelopment pPolicy p1997. pHowever, 

pthere pare pnew pamendments pin p2019 pwhen pYB pSyed pSaddiq, pMinister pof pYouth pand pSport 

pmanage pto plower pthe page pof pyouth pfrom p40 pto p30 pyears pold pthrough pthe pParliament pin porder pto 

preduce pgeneration pgap, paccelerate pyouth pmaturity pand preduce prisk pin pyouth pgroups p(Landau, 

p2019). pThe pmain ppriority pis pto pidentify pfactors pthat pcontribute pon peffectiveness pof psocial pmedia 

pmarketing ptowards pcustomer pengagement. pTo pnarrow pthe pscope pand pprovide pclear paccess pto 

ppotential pparticipants, pI pcollected pthe pdata pby pproviding pthe pstructured pquestionnaire pto pthe 
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pcustomer pin pMalaysia. pI pused pGoogle pForm, pa pweb-based pdata pcollection pthrough psurvey por 

pquiz. p 

Methods pfor pprobability psampling, pincluding psimple prandom psampling, pare pstratified psampling, 

psystematic prandom psampling, pmultiphase psampling, pand pmultistage psampling, pboth pof pwhich 

pgive peach pparticipant pequal popportunity pof pselection pin pa psurvey p(Fricker, p2016). pOn pthe pother 

pside, pnonprobability psampling pmethods psuch pas pconvenience psampling, ppurposive psampling 

ptechnique, psnowball psampling pand pquota psampling papplies pto pthe pfact pthat peach pparticipant 

pdoes pnot phave pa pknown pprobability pto pbe pselected pin pthe psurvey p(Fricker, p2016). pTherefore, pI 

pused pconvenience psampling pwhich pis pa pmethod pof pcollecting pinformation pfrom pmembers pof pthe 

ppopulations pwho pare pconveniently pavailable pto panswer pthe pquestionnaire. pIn pthis pstudy, pI pwill 

puse pnon-probability psampling pmethod pnot pjust pto psave ptime pand pmoney, pbut palso pbecause pI 

placked padequate pparticipant pinformation. pEven pthough pthe prandom pmethod pof psampling pis pa 

pgreat psampling papproach, pCovid19 pimpact pdisables pme pto pgo pby pthis pmethod pand pleaves pme pfor 

pconvenience psampling pas pthe ponly pchoice pfor pthis pproject. p 

 

3.8 Data pCollection pMethod p 

There pare pthree pmethods pfor pdata pcollection pwhich pare pinterview, pobservation pand 

pquestionnaire. pIn pthis pstudy, pI pwill puse pelectronic pquestionnaires prather pthan pmanual 

pquestionnaires. pThere pare pmany pbenefits pwhen pusing ponline psurveys, pincluding plow pprices, 

phigh pquality pof pinformation, pminimum pbias pand pspeed pof psurvey pdelivery p(Brayman, p2016). 

pOne pof pthe pmost pimportant padvantages pis pthat pweb-based psurveys pprovide pthe pbenefit pof pdata 

pcollection pstraight pinto pthe pdatabase, pwhich psets pthe ptime pbetween pdata pcollection pand panalysis 

pin pa pshort pperiod pof ptime p(O'Brien pet.al, p2016). pDespite pthe pbenefit pof pusing pa-questionnaire, 

pthere palso psome psetback pon pthis pmethod pwhere pusually pthis ptype pof pquestionnaire pwill phave plow 
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presponse prate pand pwe pcannot pbe psure pif pthe pdata pgathered pare punbiased psince pthe pnon-

respondents pmay pbe pdifferent pfrom pthose pwho prespond pproperly p(Bougie, p2014). p 

 

The pstructure pof pthe pquestionnaire pcan pbe pdivided pinto ptwo pparts, pfirst pon pthe pfour pdemographic 

pquestions pon pgender, pstatus, page, peducation plevel pand pmonthly pincome. pThis psurvey pwill pnot pbe 

prequired pfor ppersonal pquestions psuch pas pname pand pphone pnumber. pHowever, pemail pis poptional 

pand pdepends pif pthe prespondents pare plikely pto phave pthe presult pof pthe psurvey. pI pwill ppersonally 

pemail pto pthem pthe pfindings pwhen pthe psurvey pis pcompleted. pThe psecond psection pconsists pof p17 

pquestions pmeasured pusing pa p5-point pLikert pscale. pThe poriginal pLikert pscale pis pa pset pof 

pstatements p(items) pprovided pfor pa preal por phypothesis punder pstudy. pParticipants pare prequested pto 

pshow pa plevel pof punderstanding p(from pstrong pdisagreement pto pstrongly pagree pwith p(items) pthe 

pdeclaration pgiven pon pa pmetric plevel pand pthe pfounder pis pAmerican pSocial pscientist pRensis pLikert 

pin p1932. pThe pquestionnaire pwill prequire pthe prespondent pto phave pbasic pEnglish pliteracy pto pbe 

pable pto punderstand peach pquestion pand p5 pto p6 pminutes papproximately pis pneeded pto pcomplete pthe 

psurvey. p 

 

Upon papproval pfrom pthe psupervisor pon pthe pquestionnaire, pI pdistributed pa pweb-based 

pquestionnaire pin pa pGoogle pForm pformat, pwhere pI pdistributed pthe plink pto pthe psurvey pvia 

pWhatsapp pand pTelegram pto pthe ptarget paudience pfor pthe ppurpose pof pcollecting pthe pdata pfor pthis 

pstudy. p(Sekaran, p2003) pmentioned pthat pfor pevery pmillions pof ppopulations, pthe pmost pappropriate 

pnumber pof pquestionnaires pis p382. pNevertheless, pthis pstudy pneeds ponly p150 pquestionnaires pas 

ppart pof pthe prequirement pfor pMaster plevel. p 

 

Since, pI pwill puse pan ponline pquestionnaire prather pthan pa pphysical pquestionnaire pdue pto pCovid19 

ppandemic, ptherefore, pI pwill pgather pthe pdata pthat pconsist pof p200 prespondents. pLet psay p50% pof pthe 
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ptotal prespondent’s pquestionnaire pare pincomplete por pnot pat ppar pwith pthe prequirement, p150 

prespondents pwill pbe prejected pand pleaves p150 pas pthe pgenuine prespondent pquestionnaire pfor 

pfurther panalysis. p 

 

3.9 pData pAnalysis pMethod p 

There pare ptwo pmethods pin pin panalyzing pthe pdata pwhich pare pquantitative pmethod pand pqualitative. 

 

3.9.1 Quantitative pResearch pMethod p 

Quantitative presearch pin pnumbers pand pgraphs pis pexpressed. pIt pis pused pto ptest por pconfirm ptheories 

pand phypotheses. pThis ptype pof presearch pcan pbe pused pto pestablish pprevalent pfacts pon pa psubject. p 

Common pquantitative pmethods pinclude pexperiments, pnumerical pobservations, psecondary pdata 

pand pclosed-end psurveys. p 

 

3.9.2 Qualitative pResearch pMethod p 

Qualitative presearch pin pwords pis pexpressed. pIt pis pused pfor punderstanding pconcepts, pideas por 

pexperiences. pThis ptype pof presearch pallows pyou pto pgather pdetailed pinsights pinto ptopics pnot pwell 

pcomprehended. p 

 

Common pqualitative papproaches pinclude popen-ended pquestions pinterviews, pword pdescribed 

pobservations pand pliterary previews pexploring pconcepts pand ptheories. p 

 

Multiple pregression panalysis pis pmost pappropriate pquantitative pstatistical panalysis pfor ptwo por 

pmore pindependent pvariables pand pthe pobjective pof pthe panalysis pis pto ppredict pthe prelation pto 

pdependent pvariables p(Brayman, p2016). pTherefore, pit pwas pundertaken pto ptest pif pthere pany 

psignificant prelationship pbetween pfactors pthat pinfluence ponline pshopping pand ppurchasing pfrom pa 
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pstudent's pperspective. pResearchers puse pthe pdata pcleaning pprocess pto pensure pthe pprecision pof pthe 

pdetails pused pduring pthe panalytical pprocess p(Leopold, p2015). pMissing pdata pexists pwhen psurvey 

pparticipants pare punable pto panswer pone por pmore pquestions p(Brayman, p2016). pAfter pthat 

pcollection pof psurveys, pI phave pensured pthat pthe psurvey pinformation preceived pis pcomplete pand 

pready. pFor panalysis ppurposes, pthe prespondent pmay pfail pto panswer pa pquestion pfor pa pnumber pof 

preasons, psuch pas pthe prespondent pmay phave pforgotten pto panswer pthe pquestion; pthe prespondent 

pmay pnot phave pknown pthe panswer, por pthe prespondent pmay pnot pwish pto panswer pthe pquestion 

p(Brayman, p2016). pI phave prejected pincomplete psurveys pand psubmitted padditional psurveys pto 

pmeet pthe pnumber pof pavailable psurveys pneeded. p 

 

Multiple pregression panalysis presearchers prely pon passumptions pof pthe pstudy pvariables pused. 

pWhen pa presearcher pcannot pdraw pa pconclusion pon pthe pcorrelation pof pindependent pand pdependent 

pvariables, pan perror pmay poccur. p 

 

The ptotal pof p150 prespondents pobtained pand pneeded pto pbe pcoded, pkeyed pin pand pedited. pThe 

presearch pquestion pformed pto paddress pthe prelationship pbetween pthe pindependent pvariables 

p(quality pof pcontent, puser pexperience pand pfrequency pof pvisit) pand pthe pdependent pvariable 

p(customer pengagement pon psocial pmedia pmarketing pstrategy). 

  

3.10 Summary 

A pstatistically psignificant prelationship pexists pbetween pquality pof pcontent, puser pexperience pand 

pfrequency pof pvisit pto pthe pcustomer pengagement pon psocial pmedia pmarketing pstrategy pin 

pMalaysia. pHypothesis ptesting pwas pconducted pusing pIBM pStatistical pPackage pfor pthe pSocial 

pScience p(SPSS) pStatistics pversion p25.0 pthat plaunched pin p2017 pto pinterpret pthe pdata pand pcompare 
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pit pto pprevious presearch. pQuantitative pdata puses pcodes, pcategories, pand pnumbers pfor pstatistical 

panalysis p(Cooper, p2014). pThe presult pof pthe pdata pwill pbe pdiscussed pin pthe pnext pchapter. 
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CHAPTER p4 p 

RESULTS pAND pDISCUSSION 

 

4.1 Introduction 

The pdata pcollected pfrom pthe pcustomer’s pquestionnaires pwere ptabulated, pand pthen panalysed pto 

ptesting pthe phypotheses pof pstudy pusing pthe pStatistical pPackage pfor pthe pSocial pScience p(SPSS). 

pBy pthis pSPSS, pthe presearchers puse pthe panalysis pmethod plike pbelow. 

 

4.2 Data pCollection pand pFindings p 

4.2.1 Descriptive pAnalysis-Frequencies pStatistics p 

The pquestionnaire pwas pdistributed pto pthe pstudents pby pthe plink pthrough pemail pand pwhatsapp pvia 

pgoogle pform. pThe pimpact pof ppandemic pCovid19 prestricted pthe pmovement pof pMalaysian pcitizens 

pand presulted pin pno pphysical pquestionnaire pbeing pdistributed pdirectly pto pthe prespondents. pA ptotal 

pof p200 pusable pquestionnaires pwere pcollected pand pall pof pthe presponses pcan pbe pused pin pthis pstudy 

pand pthere pis pno pmissing pdata precorded pin pthe psystem. pThe pmain pobjective pfor pdescriptive 

panalysis pis pto punderstand pthe pprofile pof pthe prespondent. pTable p4.2.1 pshows pthe pstatistics pof pfive 

pdemographic pdata pon pthe prespondent. 

  



 

 

32 
 

Statistics 

 Gender Status Age Education Income 

N Valid 200 200 200 200 200 

Missing 0 0 0 0 0 

 

Table p4.2.1 pDemographic pData pStatistics pon pthe prespondent. 

The pstatistics pshow pthat pevery psingle pdemographic pitem pmanaged pto pget pa psimilar pnumber pof 

presponses pwith p200 pand pno pmissing pdata precorded pin pthe psystem. pAs pmoving pforward, pthe pstudy 

pwill pelaborate pfurther pon pevery psingle pdemographic pdata pto pobtain pan punderstanding pof pthe 

prespondents.  
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4.2.2 Gender 

Gender 

 Frequency Percent Valid pPercent 

Cumulative 

pPercent 

Valid Male 154 77.0 77.0 77.0 

Female 46 23.0 23.0 100.0 

Total 200 100.0 100.0  

 

 

From pthe ptotal pnumber pof p200 prespondents, p154 pis pmale pcustomer pwhich prepresent p77% pof pthe 

ptotal pnumber pof prespondents. pThe premaining p46 pis pcoming pfrom pfemale pcustomer pand prepresent 

p23% pfrom pthe ptotal pnumber pof prespondents. 
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4.2.3 Status 

Status 

 Frequency Percent Valid pPercent 

Cumulative 

pPercent 

Valid Single 70 35.0 35.0 35.0 

Married 130 65.0 65.0 100.0 

Total 200 100.0 100.0  

 

From pthe ptotal pnumber pof p200 prespondents, p130 pare pmarried pcustomer pwhich prepresent p65% 

pthat ppursue pstudy peither pundergraduate por ppostgraduate pcourses. pThe premaining p70 pis pcoming 

pfrom psingle pcustomer pand prepresent p35% pfrom pthe ptotal pnumber pof prespondents. 
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4.2.4 Age 

Age 

 Frequency Percent Valid pPercent 

Cumulative 

pPercent 

Valid 20 p- p24 pyears 22 11.0 11.0 11.0 

25 p- p29 pyears 48 24.0 24.0 35.0 

30 pand pabove 130 65.0 65.0 100.0 

Total 200 100.0 100.0  

 

Out pof p200 prespondents, p22 pof pthe pcustomer page prange pbetween p20-24 pyears pold pand prepresent 

p11% pof pthe ptotal prespondents. pThe psecond phighest page pis precorded pbetween p25-29 pyears pold pand 

prepresent p24% pof pthe ppopulation. pAnd p130 por p65% prepresent pthe pstudents page p30. 
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4.2.5 Education 

Education 

 Frequency Percent Valid pPercent 

Cumulative 

pPercent 

Valid Diploma 56 28.0 28.0 28.0 

Bachelor's pDegree 90 45.0 45.0 73.0 

Master's pDegree 46 23.0 23.0 96.0 

Doctorate p(PhD) 8 4.0 4.0 100.0 

Total 200 100.0 100.0  

45 ppercent pof pthe prespondents por p90 pcustomers phave pBachelor’s pDegrees pat pthe phighest plevel pof 

peducation pwhile p28% por p56 pcustomers pare phaving pDiploma. p46 pcustomers phave pMaster’s 

pDegree por p23%. pThen ponly p8 por p4% pperson pis phaving pDoctorate p(PhD). 
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4.2.6 Income 

Income 

 Frequency Percent Valid pPercent 

Cumulative 

pPercent 

Valid RM2,000-RM,5000 60 30.0 30.0 30.0 

More pthan 

pRM5,000 

140 70.0 70.0 100.0 

Total 200 100.0 100.0  

 

 

From p200 prespondents, p60 por p30% pchoose pto phave pRM2,000-RM5,000 pfor ptheir pmonthly 

pincome. pThe premaining p140 prespondents por p70% pstated pthat pthey phave pmore pthan pRM5,000 pas 

ptheir pmonthly pincome 
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4.3 Factor pAnalysis 

In pthis psection, pthe pstudy pwill pdiscuss p17 pquestions pon pthree pfactors. pEach pquestion pis pa pmodule 

pearlier pand pwill pdiscuss peach pmodule punder pconcerning pfactors. 
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4.3.1 Quality pof pContent 

Q1: pFind pdesired pproducts pquickly 

 Frequency Percent Valid pPercent Cumulative pPercent 

Valid Strongly pDisagree 32 16.0 16.0 16.0 

Disagree 46 23.0 23.0 39.0 

Neutral 26 13.0 13.0 52.0 

Agree 78 39.0 39.0 91.0 

Strongly pAgree 18 9.0 9.0 100.0 

Total 200 100.0 100.0  

 

9% pand p39% pof pthe prespondents pstrongly pagree pand pagree pwith pdesired pproducts pquickly. p13% 

pof p200 prespondent preact pas pneutral pwhile p23% pand p16% pof pthe prespondents pdisagree pand 

pstrongly pdisagree pwith pthe pstatement. 
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Q2: pEasy pto punderstand pand pnavigate pweb psite 

 Frequency Percent Valid pPercent 

Cumulative 

pPercent 

Valid Strongly pDisagree 32 16.0 16.0 16.0 

Disagree 46 23.0 23.0 39.0 

Neutral 2 1.0 1.0 40.0 

Agree 100 50.0 50.0 90.0 

Strongly pAgree 20 10.0 10.0 100.0 

Total 200 100.0 100.0  

 

10% pand p50% pof pthe prespondents pstrongly pagree pand pagree pwith pEasy pto punderstand pand 

pnavigate pweb psite. p1% pof p200 prespondent preact pas pneutral pwhile p23% pand p16% pof pthe 

prespondents pdisagree pand pstrongly pdisagree pwith pthe pstatement. 
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Q3: pProduct pclassification pis peasy pto pfollow 

 Frequency Percent Valid pPercent 

Cumulative 

pPercent 

Valid Strongly pDisagree 32 16.0 16.0 16.0 

Disagree 46 23.0 23.0 39.0 

Neutral 12 6.0 6.0 45.0 

Agree 98 49.0 49.0 94.0 

Strongly pAgree 12 6.0 6.0 100.0 

Total 200 100.0 100.0  

 

6% pand p49% pof pthe prespondents pstrongly pagree pand pagree pwith pwill pProduct pclassification pis 

peasy pto pfollow. p6% pof p200 prespondent preact pas pneutral pwhile p23% pand p16% pof pthe prespondents 

pdisagree pand pstrongly pdisagree pwith pthe pstatement. 
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Q4:Provides pproduct pspecifics 

 Frequency Percent Valid pPercent 

Cumulative 

pPercent 

Valid Strongly pDisagree 32 16.0 16.0 16.0 

Disagree 56 28.0 28.0 44.0 

Neutral 42 21.0 21.0 65.0 

Agree 56 28.0 28.0 93.0 

Strongly pAgree 14 7.0 7.0 100.0 

Total 200 100.0 100.0  

 

7% pand p28% pof pthe prespondents pstrongly pagree pand pagree pwith pProvides pproduct pspecifics. 

p21% pof p200 prespondent preact pas pneutral pwhile p28% pand p16% pof pthe prespondents pdisagree pand 

pstrongly pdisagree pwith pthe pstatement. 
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Q5: pSufficient pinformation pto pidentify pdifferent pproducts 

 Frequency Percent Valid pPercent 

Cumulative 

pPercent 

Valid Strongly pDisagree 32 16.0 16.0 16.0 

Disagree 46 23.0 23.0 39.0 

Neutral 24 12.0 12.0 51.0 

Agree 76 38.0 38.0 89.0 

Strongly pAgree 22 11.0 11.0 100.0 

Total 200 100.0 100.0  

 

11% pand p38% pof pthe prespondents pstrongly pagree pand pagree pwith pSufficient pinformation pto 

pidentify pdifferent pproducts. p12% pof p200 prespondent preact pas pneutral pwhile p23% pand p16% pof pthe 

prespondents pdisagree pand pstrongly pdisagree pwith pthe pstatement. 



 

 

44 
 

Q6: pUses pboth ptext pand pgraphics pof pproduct pinformation 

 Frequency Percent Valid pPercent 

Cumulative 

pPercent 

Valid Strongly pDisagree 34 17.0 17.0 17.0 

Disagree 80 40.0 40.0 57.0 

Neutral 34 17.0 17.0 74.0 

Agree 52 26.0 26.0 100.0 

Total 200 100.0 100.0  

 

 

26% pand p17% pof pthe prespondents pstrongly pagree pand pagree pwith pUses pboth ptext pand pgraphics pof 

pproduct pinformation. p40% pof p200 prespondent preact pas pneutral pwhile p17% pdisagree pwith pthe 

pstatement. 
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4.3.2 User pExperience 

Q7: pReceive pall pthe pitems pI pordered 

 Frequency Percent Valid pPercent Cumulative pPercent 

Valid Strongly pDisagree 34 17.0 17.0 17.0 

Disagree 48 24.0 24.0 41.0 

Neutral 2 1.0 1.0 42.0 

Agree 98 49.0 49.0 91.0 

Strongly pAgree 18 9.0 9.0 100.0 

Total 200 100.0 100.0  

 

26% pand p17% pof pthe prespondents pstrongly pagree pand pagree pwith pReceive pall pthe pitems pI 

pordered. p40% pof p200 prespondent preact pas pneutral pwhile p17% pdisagree pwith pthe pstatement. 
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Q8: pPrices pare pidentical pto pthose pon pthe porder pform 

 Frequency Percent Valid pPercent 

Cumulative 

pPercent 

Valid Strongly pDisagree 34 17.0 17.0 17.0 

Disagree 48 24.0 24.0 41.0 

Neutral 2 1.0 1.0 42.0 

Agree 98 49.0 49.0 91.0 

Strongly pAgree 18 9.0 9.0 100.0 

Total 200 100.0 100.0  

 

9% pand p49% pof pthe prespondents pstrongly pagree pand pagree pwith pPrices pare pidentical pto pthose pon 

pthe porder pform. p1% pof p200 prespondent preact pas pneutral pwhile p24% pand p17% pof pthe prespondents 

pdisagree pand pstrongly pdisagree pwith pthe pstatement. 
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Q9: pUndamaged pdelivered pgoods 

 Frequency Percent Valid pPercent Cumulative pPercent 

Valid Strongly pDisagree 32 16.0 16.0 16.0 

Disagree 46 23.0 23.0 39.0 

Neutral 12 6.0 6.0 45.0 

Agree 98 49.0 49.0 94.0 

Strongly pAgree 12 6.0 6.0 100.0 

Total 200 100.0 100.0  

 

6% pand p49% pof pthe prespondents pstrongly pagree pand pagree pwith pUndamaged pdelivered pgoods. 

p6% pof p200 prespondent preact pas pneutral pwhile p23% pand p16% pof pthe prespondents pdisagree pand 

pstrongly pdisagree pwith pthe pstatement. 
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Q10: pCould pshop panytime pI pwanted 

 Frequency Percent Valid pPercent Cumulative pPercent 

Valid Strongly pDisagree 2 1.0 1.0 1.0 

Disagree 16 8.0 8.0 9.0 

Neutral 12 6.0 6.0 15.0 

Agree 150 75.0 75.0 90.0 

Strongly pAgree 20 10.0 10.0 100.0 

Total 200 100.0 100.0  

 

10% pand p75% pof pthe prespondents pstrongly pagree pand pagree pwith pCould pshop panytime pI pwanted. 

p6% pof p200 prespondent preact pas pneutral pwhile p8% pand p1% pof pthe prespondents pdisagree pand 

pstrongly pdisagree pwith pthe pstatement. 
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Q11: pCould porder pproducts pwherever pI pam 

 Frequency Percent Valid pPercent 

Cumulative 

pPercent 

Valid Strongly pDisagree 32 16.0 16.0 16.0 

Disagree 46 23.0 23.0 39.0 

Neutral 12 6.0 6.0 45.0 

Agree 98 49.0 49.0 94.0 

Strongly pAgree 12 6.0 6.0 100.0 

Total 200 100.0 100.0  

 

6% pand p49% pof pthe prespondents pstrongly pagree pand pagree pwith pCould porder pproducts pwherever 

pI pam. p6% pof p200 prespondent preact pas pneutral pwhile p23% pand p16% pof pthe prespondents pdisagree 

pand pstrongly pdisagree pwith pthe pstatement. 



 

 

50 
 

Q12: pThe pweb psite pis palways paccessible 

 Frequency Percent Valid pPercent Cumulative pPercent 

Valid Strongly pDisagree 32 16.0 16.0 16.0 

Disagree 48 24.0 24.0 40.0 

Neutral 16 8.0 8.0 48.0 

Agree 72 36.0 36.0 84.0 

Strongly pAgree 32 16.0 16.0 100.0 

Total 200 100.0 100.0  

16% pand p36% pof pthe prespondents pstrongly pagree pand pagree pwith pThe pweb psite pis palways 

paccessible. p8% pof p200 prespondent preact pas pneutral pwhile p24% pand p16% pof pthe prespondents 

pdisagree pand pstrongly pdisagree pwith pthe pstatement. 
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4.3.3 Frequency pof pVisit 

Q13: pI pwill puse pthis pretailer pweb psite pmore poften pfor ponline ppurchases 

 Frequency Percent Valid pPercent Cumulative pPercent 

Valid Strongly pDisagree 32 16.0 16.0 16.0 

Disagree 46 23.0 23.0 39.0 

Neutral 12 6.0 6.0 45.0 

Agree 98 49.0 49.0 94.0 

Strongly pAgree 12 6.0 6.0 100.0 

Total 200 100.0 100.0  

6% pand p49% pof pthe prespondents pstrongly pagree pand pagree pwith pI pwill puse pthis pretailer pweb psite 

pmore poften pfor ponline ppurchases. p6% pof p200 prespondent preact pas pneutral pwhile p23% pand p16% pof 

pthe prespondents pdisagree pand pstrongly pdisagree pwith pthe pstatement. 
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Q14: pI pencourage pothers pto pshop ponline pat pthis pretailer 

 Frequency Percent Valid pPercent 

Cumulative 

pPercent 

Valid Neutral 28 14.0 14.0 14.0 

Agree 140 70.0 70.0 84.0 

Strongly pAgree 32 16.0 16.0 100.0 

Total 200 100.0 100.0  

 

16% pand p70% pof pthe prespondents pstrongly pagree pand pagree pwith pI pencourage pothers pto pshop 

ponline pat pthis pretailer. pWhile p14% pof p200 prespondent preact pas pneutral. 
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Q15: pI pwill pcontinue pto pshop ponline pat pthis pretailer 

 Frequency Percent Valid pPercent Cumulative pPercent 

Valid Strongly pDisagree 32 16.0 16.0 16.0 

Disagree 46 23.0 23.0 39.0 

Neutral 12 6.0 6.0 45.0 

Agree 98 49.0 49.0 94.0 

Strongly pAgree 12 6.0 6.0 100.0 

Total 200 100.0 100.0  

 

6% pand p49% pof pthe prespondents pstrongly pagree pand pagree pwith pI pwill pcontinue pto pshop ponline pat 

pthis pretailer. p6% pof p200 prespondent preact pas pneutral pwhile p23% pand p16% pof pthe prespondents 

pdisagree pand pstrongly pdisagree pwith pthe pstatement. 
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Q16: pThe poverall pvalue pyou pget pfrom pthis psite pfor pyour pmoney pand peffort. pGood? 

 Frequency Percent Valid pPercent Cumulative pPercent 

Valid Disagree 2 1.0 1.0 1.0 

Neutral 74 37.0 37.0 38.0 

Agree 102 51.0 51.0 89.0 

Strongly pAgree 22 11.0 11.0 100.0 

Total 200 100.0 100.0  

 

11% pand p51% pof pthe prespondents pstrongly pagree pand pagree pwith pThe poverall pvalue pyou pget pfrom 

pthis psite pfor pyour pmoney pand peffort. pGood?. p37% pof p200 prespondent preact pas pneutral pwhile p1% 

pdisagree pwith pthe pstatement. 
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Q17: pThe poverall pconvenience pof pusing pthis psite. pGood? 

 Frequency Percent Valid pPercent Cumulative pPercent 

Valid Strongly pDisagree 32 16.0 16.0 16.0 

Disagree 46 23.0 23.0 39.0 

Neutral 12 6.0 6.0 45.0 

Agree 98 49.0 49.0 94.0 

Strongly pAgree 12 6.0 6.0 100.0 

Total 200 100.0 100.0  

 

6% pand p49% pof pthe prespondents pstrongly pagree pand pagree pwith pThe poverall pconvenience pof 

pusing pthis psite. pGood?. p6% pof p200 prespondent preact pas pneutral pwhile p23% pand p16% pof pthe 

prespondents pdisagree pand pstrongly pdisagree pwith pthe pstatement. 
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4.4 Reliability pAnalysis 

Reliability ptest pwas pperformed pbased pon pthe pdata pcollected pfrom p100 prespondents. 

pQuestionnaire pwhich pincludes p17 pitems pon pthe pscale, pwas ptested pfor preliability pusing 

pCronbach’s pAlpha. pStatistical pPackage pfor pSocial pScience p(SPSS) pStatistics pSubscription pwas 

pused pfor pthis ppurpose. pThe pCronbach’s pAlpha pvalue pwas pshown pbelow. p 

 

Table p4.4: pReliability pStatistics 

Cronbach's 

pAlpha 

Cronbach's 

pAlpha pBased 

pon 

pStandardized 

pItems N pof pItems 

.911 .885 17 

 

The panalysis pof pthis pquestionnaire pin pthis pstudy phas pCronbach’s pAlpha pvalue pof pmore pthan p0.7 

pfor pall p17 pitems pin pthe pscale. pIn pfact, pthe pscale phad pa pvalue pof p0.911. pHence, pthe presearch 

pinstrument pwas pdeemed pto pbe preliable pbased pon pthe palpha pstatistic. pThe pgeneral prule pof pthumb pis 

pthat pa pvalue pabove p0.7 pis pgood. 
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4.5 Multiple pRegression p 

Analysis pMultiple pregressions pis pan pextension pof psimple plinear pregression. pIt pis pused pwhen pwe 

pwant pto ppredict pthe pvalue pof pa pvariable pbased pon pthe pvalue pof ptwo por pmore pother pvariables 

 

Table p4.5.1: pModel pSummary 

 

 

Table p4.5.2: pAnova 
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4.6 Hypothesis pTesting 

H1: pThe pQuality pof pContent phas psignificant prelationship pwith pthe psocial pmedia pas pa pMarketing 

pTool 

H2: pThe pUser pExperience phas psignificant prelationship pwith pthe psocial pmedia pas pa pMarketing 

pTool 

H3: pThe pFrequency pof pVisit phas psignificant prelationship pwith pthe psocial pmedia pas pa pMarketing 

pTool 
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CHAPTER p5 p 

CONCLUSIONS pAND pRECOMMENDATIONS 

 

5.1 Introduction 

This pchapter pwill pbe pallocated pinto pfour psections. pSection p5.2 pdiscussed pabout pthe presult pon pthis 

pstudy. pSection p5.3 pexplained pthe precommendations pon pthis pstudy pfounded pon pthe presult pthat phas 

pbeen pderived. pChapter p5.4 pexplained pthe psuggestions por pideas pfor pupcoming pon pthe prelated 

pstudy. pLastly, pfor psection p5.5, pshows pthe pconclusion pof pthis pstudy. 

 

5.2 Summary pof pthe presult 

Statistics 

 Gender Status Age Education Income 

N Valid 200 200 200 200 200 

Missing 0 0 0 0 0 

 

The ptotal pnumber pof presponses pobtained pwere p200 pand pall pwere pvalid pand pusable. pOf pthese p200 

presponses p154 p(77%) pwere pmale pand p46 p(23%) pwere pfemale. pApproximately p11% prespondents 

pwere pin pthe page prange p20-24 pyears pand paveragely pqualified pwith pan punder-graduate pstudy 

paround p30% phad pan pincome pless pthan pRM2,000 p– pRM5,000 pfor pmonthly pincome. pThis pdata 

pobtained pthrough pgoogle pform pthat pbeen pdistributed pvia pemail pand pWhatsApp. 
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Then, pfactor panalysis pshown pthat pall pthe pdata pobtained pfrom p17 pquestions pis psufficient pand 

pcomplete. pThe pdata pis ppresented pin pterm pof pthe ptable pand phistogram pchart. pIn porder pto ptest pthe 

preliability pof pthe pdata, pCronbach’s pAlpha pis pused pin pthis pstudy pand pthe presult pshows pthat p0.911 

pwhich pis pdeemed pas pgood pand preliable pfor pthis pstudy. 

Reliability pStatistics 

Cronbach's 

pAlpha 

Cronbach's 

pAlpha pBased 

pon 

pStandardized 

pItems N pof pItems 

.911 .885 17 

 

Multiple plinear pregression pused pwhen pwe pwant pto ppredict pthe pvalue pof pa pvariable pbased pon pthe 

pvalue pof ptwo por pmore pother pvariables. pThis presult pfrom pmodel psummary pshows pthat padjusted pr 

psquared pfor pfrequency pof pvisit pshows pthat pit phas pstrong pvalue pwith pthe ponline ppurchasing 

pbehavior. pThe pone-way panalysis pof pvariance p(ANOVA) pis pused pto pdetermine pwhether pthere pare 

pany pstatistically psignificant pdifferences pbetween pthe pmeans pof ptwo por pmore pindependent 

pvariables. 
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The pmost pimportant panalysis pin pthis pstudy pwill pbe pcorrelation pcoefficient pwhere pthe presult pof pthe 

ptests pwill pindicate pwhether pthe phypothesis pearlier pis paccepted por prejected. pOther pthan pthat, pin 

pthis psection, pall pthe pindependent pvariables pwill pbe panalyze pif pthey phave psignificant prelationship 

pwith pdependent pvariables. pThere pare pseveral ptypes pof pcorrelation pcoefficient, pbut pthe pmost 

ppopular pis pPearson’s. pPearson’s pcorrelation p(also pcalled pPearson’s pR) pis pa pcorrelation 

pcoefficient pcommonly pused pin plinear pregression. pThe presult pof pthis panalysis pwill pbe ppresented pin 

pthe ptable pbelow. 

Independent pVariable Hypothesis pTesting 

Quality pof pContent Accepted 

User pExperience Accepted 

Frequency pof pVisit Accepted 
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THEORY pPLANNED pBEHAVIOR p 

In pthe pcurrent pstudy, pTPB pserved pas pa pbeneficial pfoundation pfor phelping pexplain pInternet 

ppurchasing, peven pthough pthe pmodel pused phere pvary pfrom pTPB ptraditions pby pnot pincluding 

pintentions. pThe prelationship pbetween pattitudes ptowards ponline ppurchasing pand pthe pactual 

pbehavior pwas pstrong pand ppositive, peven pthough pit pwas pnot pmediated pby pintention. pThe pdirect 

prelationship pin pTPB pbetween pperceived pbenefit pand ponline ppurchase pwas psupported phere, pand 

pthe prelationship pbetween pself-efficacy pand pPerceived pBehavior pControl pwas pstrong. pTypically, 

pin pTPB pmodels, pthe peffects pof psubjective pnorms pon pbehavior pwould palso pbe pmediated pby 

pintention pinstead pof pthe pdirect prelationship pposited phere. 

 

5.3 Recommendation 

Social pmedia pchannels phave pa premarkable pability pto pattract pcustomers pwith pvery pbrief 

pstatements, pand pthey pcan plead pyour pprospects pand pcustomers pto pvaluable pcontent plocated pon 

pyour pwebsite. pOn pthe p pother p phand, p pyour p pwebsite p pcan p pencourage p pvisitors p pto p pengage p pwith p 

pyour p pcompany p pby pprominently plinking pto pyour psocial pmedia pchannels. pIn porder pto paccomplish 

pthis pgoal pthe pfollowing psteps pmay pbe pfollowed, p 

1. p pModify pyour pwebsite pto pcomplement pyour pSocial pmedia pStrategy. p p 

2. p pIdentify pthe pActions pyou pwant pyour pCustomers pand pProspects pto ptake p p 

3. p pImplement pyour pConversations p p 

4. p pProvide pthe pContent pyour pVisitors pWant. p p 

5. p pMaintain pa pconsistent pCommunication pStyle p p 

6. p pSend pAdvertisements. p p 



 

 

63 
 

7. p pUse pyour pWeb pProperties pto pdrive ppeople pto ptake pthe pactions pyou pare ptargeting p p p 

In porder pto pinfluence pyour pprospects pand pcustomers, pyour psales peffort pmust pfollow pa pprocess 

pthat pcaptivates pand ptransforms pyour pprospects pby pimplementing pthese psteps, pwhich pmust pbe 

pintegral ppart pof pSocial pmedia pMarketing pstrategy. p 

 pa) p pDevelop pthe pproper pcontext pof pyour pmessage p p 

b) p pCreate pan pappropriate pdraw. p p 

c) p pCreate pthe pproper pcontent pthat pengages p p 

d) p pProvide pa psample poffering p p 

e) p pEnsure pyou pfollow-up. p p 

f) p pRequest pthey pshare. p p 

 

5.4 Limitation 

Since pthe pcustomers pspend paround p2-3 phours pon pan paverage pin pa pday, pthe pmarketers pmust pmake 

pthe pbest pof pthis ptime pby ppromoting ptheir padvertisements p pin p pform p pof pmini-clips, p pInfographics, 

p petc. p pon pthese pplatforms. p pInstagram pmust p pbe p pused p pby p pthe p pmarketers p pas p pthe p pplatform p pto p 

ppromote p ptheir pproducts pas pit p phas pemerged pas pthe pplatform pwere pmost pof pthe prespondent’s pspent 

p ptheir ptime pthese pdays. pThe previews p pand p precommendations p pprovided p pby p pthe p pcustomers p pon p 

pthe p pSocial p pMedia pChannels pmust pbe pconsidered pby pthe pcompanies pto pimprove ptheir pproducts 

pand pservices pfrom ptime pto ptime. pThe padvertisements pand pcommitments pmade pover pthese pSocial 

pmedia pplatforms pmust p pbe pstrictly p pfollowed p pby p pthe p pmarketer p pon p pdelivery p pof p pproducts p pso p pas 

p pto p pincrease p pthe p pfaith p pof p pthe pcustomer pon pthe pbrand por pcompany. 
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5.5 Conclusion p 

In pconclusion, pbusiness ptoday pis pbeing ptransformed pfrom pa ptransactional prelationship pto pa psocial 

prelationship. p pIt p pis p pnow p pmore p pcritical p pthan p pever p pthat p psuccessful p pbusinesses p puse p 

pEngagement pMarketing pprinciples p pto p pplan p pfor p psuccessfully p pengaging p ptheir pprospects p pand 

pcustomers pbefore, pduring pand pafter ptheir ppurchase pcycle, pand pthat pthe pbasis pfor pthis pengagement 

pis phigh-quality pand prelevant pinformation. pInformation pwhich pare pdemanded pby ptarget pmarket pat 

pa ptime pand pplace pof ptheir pchoice p(24/7 pand p365 pdays/year). pMarketer’s pjob pis pto pprovide pthis 

pinformation pin psuch pa pmanner pthat pyou pare pviewed pin pa ppositive plight, pcreate pa ppositive pbrand 

pand pproduct preputation, pand pare pselected pas ptheir pbrand pof pchoice. pWith pthe ppresent pgrowth pand 

pscale pof psocial pnetworking, pwe pwould peven pbe pable pto pbuy pproducts pand pservices pthrough pthe 

psocial pmedium. pThe pmedium pis pgrowing pvery pfast pand pholds phuge ppotential pbut pis pstill pin pits 

pnascent pstage pin pIndia. pTherefore, pit pis ptime pfor pthe pcompanies pto pmake peffective pstrategies pand 

pexecute pthem pto pwin plarger pshare pof pbusiness pthrough pthis prevolutionary pmedium pand pbecome 

pthe pinnovative pfirm pof pcoming pfuture. 
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APPENDIX 

QUESTIONNAIRE 

FACTORS pINFLUENCING pTHE pCUSTOMER pENGAGEMENT pON pSOCIAL 

pMEDIA 

 

Dear pvalued prespondent, p 

My pname pis pDhany pAzlany pBin pJamil, pI pam pcurrently pconducting pa presearch pstudy paimed pat 

pdetermining pthe pFactors pInfluencing pthe pCustomer pEngagement pon pSocial pmedia. 

This pis pbeing pdone pas ppartial pfulfilment pof prequirement pfor pthe pDegree pof pMaster pof pBusiness 

pAdministration pat pUniversiti pTun pAbdul pRazak. pThe pfollowing pquestionnaire pwill prequire p5-6 

pminutes pof pyour ptime. pThere pis pno pcompensation pfor presponding pnor pis pthere pany pknown prisk. pIn 

porder pto pensure pthat pall pinformation pwill premain pconfidential, pplease pdo pnot pinclude pyour pname. 

p 

If pyou pdecide pto ptake ppart pin pthis psurvey pexercise, pprovide panswer pto pall pthe pquestions pas phonest 

pas ppossible pand preturn pthe pcompleted pquestionnaires pimmediately. pUnderstanding pthat 

pparticipation pis pstrictly pvoluntary, pand pyou pmay pdecline pto pparticipate pat pany ppoint. p 

I pdo phope pyou pcan passist pme pin pcompleting pmy pstudy pand pthank pyou pfor ptaking pthe ptime pto passist 

pin pthe presearch pendeavours. pIf pyou prequire padditional pinformation por phave pquestions, pplease 

pcontact pme pimmediately. p 

 

Thank pyou p 
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Section pA p- pDemographic 

1. pGender 

Male 

Female 

 

2. pStatus 

Single 

Married 

 

3. pAge 

Below p20 pyears 

20-24 pyears 

25-29 pyears 

30 pand pabove 

 

4. pHighest pLevel pof pEducation 

Sijil pPelajaran pMalaysia p(SPM) 

Diploma 

Bachelor's pDegree 

Master's pDegree 
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Doctorate p(PhD) 

5. pMonthly pIncome 

Less pthan pRM2,000 

RM2,000-RM,5000 

More pthan pRM5,000 

 

Section pB p 

1 p– pQuality pof pContent p 
Strongly 

pDisagree p 
Disagree Neutral Agree 

Strongly 

pAgree 

Find pdesired pproducts 

pquickly 
 p  p  p  p  p 

Easy pto punderstand pand 

pnavigate pweb psite 
 p  p  p  p  p 

Product pclassification pis 

peasy pto pfollow 
 p  p  p  p  p 

Provides pproduct pspecifics  p  p  p  p  p 

Sufficient pinformation pto 

pidentify pdifferent pproducts 
     

Uses pboth ptext pand pgraphics 

pof pproduct pinformation 
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2 p– pUser pExperience      

Receive pall pthe pitems pI 

pordered 
     

Prices pare pidentical pto pthose 

pon pthe porder pform 
     

Undamaged pdelivered 

pgoods 
     

Could pshop panytime pI 

pwanted 
     

Could porder pproducts 

pwherever pI pam 
     

The pweb psite pis palways 

paccessible 
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3 p– pFrequency pof pVisit      

I pwill puse pthis pretailer pweb 

psite pmore poften pfor ponline 

ppurchases 

 p  p  p  p  p 

I pencourage pothers pto pshop 

ponline pat pthis pretailer 
 p  p  p  p  p 

I pwill pcontinue pto pshop 

ponline pat pthis pretailer 
 p  p  p  p  p 

The poverall pvalue pyou pget 

pfrom pthis psite pfor pyour 

pmoney pand peffort. pGood? 
 p  p  p  p  p 

The poverall pconvenience pof 

pusing pthis psite. pGood? 
 p  p  p  p  p 

 

 

Thank you for your time. 
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