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Abstract : This research mainly focuses on examining engagement in social media brand communities. Engagement in social
media has become a main focus in literature affirming that the role of social media in our daily lives is growing. (Akman and
Mishra, 2017;Prado-Gascó et al., 2017). Social media has also become a key medium for brand communication and brand
building relationships(Frimpong and McLean,2018;Dimitriu and Guesalaga, 2017). Engagement on social media has become a
main focus of many researchers who tried to understand this concept further and draw a link between engagement and various
social media activities (Cvijikj and Michahelles;2013), Andre,2015; Wang et al., 2015). According to Felix et al. (2017), the
internet and social media have provided better digital resources to improve brand loyalty and customer interactions, thus
leading to social media engagement within brand communities. The aim of this research is to highlight the importance of social
media and why it is important to maintain engagement within social media. While the term ‘engagement’ is widely used in
scholarly literature, there isn’t a common consensus about what the term exactly entails, according to Kidd, (2011). On one
hand, it was seen as something that includes factors such as participation, activation, empowerment, devotion, trust, and
productivity (Zhang et al, andBenyoucef, M. (2016), ). Other scholars held different viewpoints. For example, Lim et al. (2015)
has chosen to break down engagement into three types: operational engagement,  emotional engagement,  and relational
engagement.  Chandler  and Lusch (2015)  further  studied engagement  as  a  means to  measure commitment  to  a  brand.
Fernandes&Remelhe (2016) had a more technical view, measuring engagement through comments, following, subscribing,
sharing,  enjoying,  writing,  etc.,  in  the  social  media  context.  ustomer  engagement  has  become  a  research  focus  for
understanding how consumer relationships are developed, retained, and improved within a digital context. Based on previous
literature, it is evident that many customer engagement related studies are limited to the interaction between firms and
consumers on social media. There is a clear gap in the literature regarding consumer-to-consumer interaction and user-
generated content and its significance. While some researchers, such as Alversia et al. (2016), touched upon the importance of
customer-based engagement, a gap still remains: there is no consistent and well-tested method for defining the factors that
affect consumer interaction. Moreover, few scholarly research papers such as (Case, 2019; Riley, 2020;Habibi, 2014) provided
to assist businesses understand their customers' interaction habits as well as the best ways to develop customer loyalty.
Additionally, the majority of research on brand pages concentrated on the drivers of Consumer engagement, with just a few
studies example, Lamberton, Cc(2016), Poorrezaei, (2016). (Jayasingh, 2019), looking into the implications. This study focuses
on  understanding  the  concept  of  engagement  and  its  importance,  specifically  engagement  within  social  media  brand
communities.  It  examines  drivers  as  well  as  consequences  of  engagement,  including  brand  knowledge,  brand  trust,
entertainment, and brand page interactivity. Brand engagement is also expected to affect brand loyalty and word of the mouth.
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