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INTRODUCTION

The relevance of the research topic. Over the last decade, marketing
communication research has focused on social media as one of the most important
marketing communication channels. According to the statistics of market research
and business intelligence portal Statista.com, investments in marketing
communication in social media should increase globally from 32 billion dollars in
2017 to 48 billion dollars in 2021. More than 60 % of marketing experts claim that
social media is important for their business (Statista, 2017), but companies are still
facing the challenge of evaluating the efforts of corporate marketing
communications in the social media seeking to engage consumers. According to
Oh et al. (2017), there is a lack of research revealing the impact of consumer
engagement in business.

It emphasizes that the companies which want to use social media as a
communication channel in order to make a positive impact on brand equity need
to understand the changes caused by social media marketing communication. In
social media, the same participants in marketing communication, such as company
and consumers, remain, but their positions are changing: consumers become active
entrants in marketing communication, engaged in the development of the content,
which is perceived as more reliable and have a stronger impact on other consumers
compared to the company’s content (Berthon et al., 2012). The role of marketing
professionals varies from company-protecting to consumers-oriented and
supporting (Felix et al., 2017) and integrating them into business communication
(Bruhn and Schnebelen, 2017; Kliatchko, 2008). In the traditional space,
marketing representatives by using one-way communication seek to create strong
brands and to form the clear and rich structure of knowledge about the brand in
the minds of consumers. In the social media, the company’s efforts are
insufficient. According to TrackMaven (2016), with the growth of company or
brand-based content in social media, consumer engagement does not increase.
This suggests an assumption that the contribution of consumers in communication
process does not always depend on the content volume published by the company
or brands in social media. For companies, it is necessary to understand how
consumer engagement in social media communication could be redirected towards
companies’ purposes. Consumer engage in social media channels that they choose
for themselves whenever they want it and post content wherever they want. In
addition, just 1 % of social media consumers are creating content in social media
and 9 % are making their contributions (Smith and Zook, 2011). The question
whether the remaining 90 % of consumers who do not actively engage in social
media communication are essential for businesses remains unanswered.

However, even consumers’ engagement in brand communication does not
always guarantee brand awareness and the formation of favourable associations
and loyalty. The content created by the consumers in social media can make some



changes to the brand identity elements, and these elements may not completely
match the company’s identities. Consumers can submit a personalized opinion
about brand credibility, quality and cause certain feelings that may not always be
positive. It is necessary for companies seeking to achieve their goals through
communication in the social media to understand the phenomenon of consumer
engagement behaviour in social media communication and the main factors
motivating consumer engagement behaviour in social media aimed at the positive
impact on brand equity.

The need to understand consumer engagement is also emphasized by the
Marketing Science Institute (MSI) as one of the priority research areas for
2010-2012 naming consumers experience and behaviour as based on consumer
engagement in social media. The creation of consumers experience in 2016-2018
is associated with the control of the dissemination of consumer-created content.

The changes in marketing communication determined by social media
highlight the need to understand the role of consumers in social media marketing
communication, revealing the consumer engagement behaviour in social media
communication factors, consumer engagement behaviour and the engagement
behaviour impact on the brand equity and justifying the links between them.

The reasoning of the scientific problem. There is a lack of studies which
could justify the impact of social media communication on the brand as one of the
key sources of company’s competitive advantage. In social media, the most
important participant in communication is the consumer whose content makes an
influence on the decision-making of other consumers, a positive brand assessment
(Beukeboom et al., 2015; Hudson et al., 2016). There is a need to understand the
phenomenon of consumer engagement behaviour when communicating in social
media and seeking to know the impact of consumer engagement in social media
communication on brand equity better.

The conceptual models of Bolton et al. (2013) and Barger et al. (2016) can
be considered the most comprehensive introduction to the logical structure of
consumer engagement behaviour in the social media context, and they include
consumer engagement behaviour, behavioural factors that are dependent on the
company and consumers, and behavioural consequences for businesses and
consumers. However, this study does not provide a comprehensive approach to
the consumer engagement behaviour in social media communication and their
actions related to lurking, participating and creating an impact on brand equity.

Studies that analyse consumer engagement behaviour in social media as a
response to company communication very often include such consumers actions
as likes, shares, and comments (Kim et al., 2015, Coursaris et al.,
2015). Moreover, a lot of attention is paid to content creators (Berthon et al., 2012;
Zerfasetal., 2011). However, the research has not yet broadly analysed the largest
social media consumers group engaged in social media communication — lurkers.
This can be explained by the fact that the content consumption in the social media



provides only one-way communication, i.e. direct, while the changes in marketing
communication determined by social media are related with two-way
communication (Kliatchko, 2008; Bruhn and Schnebelen, 2017). The lurkers
behaviour impact on brand equity in social media is analysed in a very fragmented
way. There still is a lack of comprehensive studies allowing determining what of
consumer engagement behaviour in social media communication is the most
valuable for companies. The need to determine the impact of consumer engaged
in social media communication behaviour, such as creating, contributing and
lurking, on brand equity dimensions has been identified.

The common opinion about the antecedents of consumer engagement in
social media communication behaviour seeking positive impact on brand equity is
missing as well. Research studies present a variety of typologies of the content
created by companies in the social media (Golan and Zaidner, 2008; Ahuja and
Medury, 2010; Kwok and Yu, 2013) that imply a conclusion about the importance
of the company’s content in social media communication. However, in most cases
only the consumers actions in contribution level in social media communication is
analysed, while the implications of consumer engagement for brand equity are not
disclosed.

Bruhn et al. (2012), Kim and Ko (2012), Schivinski and Dgbrowski (2015,
2016), Godey et al. (2016) recognize the importance of the consumers in the social
media communication process and presents the impact of the content created by
consumers and companies on brand equity. It provides an opportunity of
comparing the impact of the content created by different creators on brand equity,
but the results are ambiguous. Schivinsky and Dabrowski (2016) reveal that
consumers social media communication has a stronger impact on loyalty
compared with companies communication, but the consumers-generated content
does not have a significant impact on brand awareness/associations as compared
to the company’s content. Bruhn et al. (2012) found that companies’ social media
communication has a stronger impact on the functional brand image, while
consumer-generated content has a stronger impact on hedonic image. These
studies are divergent from consumer engagement behaviour in social media
communication, thus losing the opportunity to evaluate the impact of engaged
consumer behaviour in social media communication on brand equity.

Consumer engagement behaviour studies emphasize the company and the
consumers’ level factors in social media (Barger et al., 2016) which make an
impact on consumer engagement behaviour in social media communication.
However, the question on the factors that are the most important remains
unanswered.

To summarize the provided insights, it can be stated that there is a lack of
studies that determine which consumer engagement behaviour — creating,
contributing or lurking — in social media communication makes an impact on
brand equity and distinguish the engagement behaviour antecedents. Therefore,



the paper emphasizes the need to determine the impact of consumer engagement
in social media communication behaviour on brand equity and the engagement
behaviour antecedents.

Scientific problem — what are the antecedents of consumer engagement
behaviour in social media communication? What is the impact of consumer
engagement behaviour in social media communication on brand equity?

The aim of the research — to determine the impact of consumer
engagement behaviour in social media communication on brand equity by linking
the consumer engagement behaviour antecedents, engagement behaviour levels
and the dimensions of brand equity in social media.

Research object — the relationship among consumer engagement in social
media communication antecedents, engagement levels and brand equity
dimensions.

Research objectives:

1. To define the essence of the social media based on technologies and
content created by communication participants by revealing the changes caused
by social media in marketing communication.

2. To conceptualize the consumer engagement behaviour in social media
communication construct and identify the antecedents and consequences of
consumer engagement.

3. By defining the conceptual meaning of brand equity, to provide the basis
for the relationship among consumer engagement in social media communication
antecedents, engagement behaviour and brand equity.

4. To construct a conceptual model of consumer engagement behaviour in
social media communication impact on the brand equity.

5. To establish the methodology of the empirical research of consumer
engagement in social media communication behaviour impact on brand equity.

6. To empirically verify the conceptual model of the consumer engagement
behaviour in social media communication impact on brand equity.

7. To summarize the research of consumer engagement behaviour in social
media communication impact on brand equity results, and to provide
recommendations for companies on how to communicate in social media in order
to make an impact on the brand equity.

The process and methods of the research. The dissertation paper consists
of three parts. First, the methods of scientific literature analysis, comparative and
systematic analysis were used to define the social media concept and to reveal the
changes caused by social media in marketing communication which enabled
consumers to become active communication participants. Then, based on the
above mentioned methods, the consumer engagement behaviour levels in social
media communication, the engagement behaviour antecedents and the



consequences of consumer engagement were identified and systematized; the
conceptual meaning of the brand equity, the relationship between the consumer
engagement behaviour in social media communication antecedents, engagement
behaviour levels and brand equity dimensions were presented and disclosed.
Finally, by using the theoretical modelling method, the conceptual model of
consumer engagement behaviour in social media communication impact on brand
equity was presented.

Second, based on research methods of comparative and systematic analysis
of scientific literature, the methodological empirical research access to the
consumer engagement behaviour in social media communication impact on brand
equity and engagement behaviour antecedents was justified. Then, the empirical
research instrument was developed and the structure of the measured attributes
was presented.

In the third part, the results of the research were presented. The relationship
among consumer engagement behaviour in social media communication
antecedents, the consumer engagement behaviour levels and brand equity
dimensions was evaluated. By using the questionnaire data collecting method, the
data necessary for empirical evaluation of the model were used. The method of
descriptive statistical analysis was used to characterize the respondents and to
distinguish brand categories. Two-dimensional and multivariate statistical
analysis methods helped to evaluate the structure of the constructs and to measure
the relationships between latent variables.

Scientific novelty and theoretical significance of scientific results. The
theoretical dissertation novelty is reflected by the author’s substantiated approach
to the consumer engagement behaviour in social media communication and it is is
defined by actions which go beyond the transaction including the content creation
in the social media. The perspective of consumer engagement behaviour has been
chosen because it provided the possibility of disclosing the consumer engagement
behaviour through three levels: lurking, contributing and creating. This approach
of consumer engagement behaviour in social media communication expands the
understanding of consumers actions in every level of engagement and discloses
the directions in which this communication goes (one-way, two-way or
“extended” communication).

The focus on consumer engagement antecedents such as motives and
consumers, and company-generated content broaden the list of antecedents
disclosed by other authors. It should be noted that the impact of consumers-
generated functional and hedonic content on consumer engagement behaviour in
social media communication has until now been studied only in a fragmented way.



The paper significantly contributes to the development of theoretical
approaches that analyse the brand equity in consumer engagement behaviour in
social media communication context.

The model of the consumer engagement behaviour in social media
communication impact on brand equity has been prepared and empirically
verified. The model involves engagement behaviour antecedents (consumers and
companies generated content, and consumers motives), engagement behaviour in
such levels as lurking, contributing and creating and brand equity dimensions such
as awareness, association, and loyalty. The model fills a gap in the research and
includes an integrated approach to the consumer engagement behaviour in social
media communication impact on brand equity dimensions.

The developed research methodology enables a better understanding and
investigation of the phenomenon of consumer engagement behaviour in social
media communication and evaluation the consumer engagement behaviour impact
on brand equity in the social media context. The developed research methodology
can be successfully applied to the continuing research related with the impact of
consumer engagement behaviour on brand equity in social media.

The empirical study confirms that, when seeking to make an influence on
brand equity through communication, it is essential not only to evaluate the impact
of consumer engagement behaviour in social media communication on brand
equity, but also to identify the engagement behaviour antecedents.

Research limitations. The dissertation is based on the consumer
engagement behaviour perspective in order to reveal consumers actions, arising
from engagement behaviour antecedents, impact on brand equity in social media
communication. The multidimensional, psychological, social and based on
experience consumer engagement research perspectives have enabled the
disclosure of the consumer engagement behaviour in social media communication
and brand equity relationship by other dimensions.

Seeking to define the consumer engagement in social media communication
antecedents, the consumer level antecedents such as motives and marketing
communication (company-generated and consumers-generated content) were
included, while other consumers behaviour drivers, such as consumers goals,
socioeconomic status, disposable resources, company characteristics, brand, were
not used.

The consumer engagement behaviour in social media communication are
related only to individual dimensions of brand equity without analysing the
consumer engagement behaviour impact on the overall brand equity.

The practical significance of the research. The results of the research,
which help better to understand the consumer role in social media communication,
seeking company’s goals, and disclose consumer engagement behaviour in social
media communication on brand equity, can be useful for companies in developing
and improving marketing or communication strategies.
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The proposed methodology of consumer engagement behaviour in social
media communication research can be applied to different brand categories.

The consumer engagement in social media communication antecedents such
as oriented towards the relationship, consumer status, remuneration can be a guide
for companies of how to adapt the content for consumers in social media better by
promoting consumer engagement and seeking greater brand equity.

Structure of the dissertation. The dissertation consists of the introduction,
three chapters, conclusions, references and appendices. The volume of the
dissertation with the references is 167 pages. The dissertation contains 23 pictures,
45 tables, 411 literature sources and 7 appendices.

CONTENT OF THE DISSERTATION

LIST OF TABLES
LIST OF FIGURES
GLOSSARY OF ABBREVIATIONS AND TERMS
INTRODUCTION
1. THEORETICAL REASONING OF CONSUMER ENGAGEMENT
BEHAVIOUR IN SOCIAL MEDIA COMMUNICATION IMPACT ON BRAND
EQUITY
1.1. Social media and changes in marketing communication
1.2. The investigation analysis of consumer engagement behaviour in social
media communication
1.2.1. The conceptual essence of consumer engagement in social media
1.2.2. The interpretation of consumer engagement behaviour in social media
communication
1.2.2.1. The consumer engagement behaviour in the context of company and
consumers relationship
1.2.2.2. The consumer engagement behaviour in the context of engagement levels
1.2.3. The factors influencing consumer engagement behaviour in social media
communication
1.2.4. The consequences of consumer engagement behaviour in social media
communication
1.3. The brand equity in the consumer engagement in the social media
communication context
1.3.1. The analysis of the brand equity concept
1.3.2. The identification relationship of consumer engagement behaviour in social
media communication and brand equity
1.4. The conceptual model of consumer engagement behaviour in social media
communication impact on brand equity
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2. METHODOLOGY OF THE EMPIRICAL RESEARCH OF THE
CONSUMER ENGAGEMENT BEHAVIOUR IN SOCIAL MEDIA
COMMUNICATION IMPACT ON BRAND EQUITY
2.1. Methodological provision of the empirical research
2.2. The purpose of the research, hypothesis and the sample of the survey
2.3. The tool of the empirical research and structure of measured attributes, methods
of data reliability and validity evaluation and analysis
3. THE RESULTS OF EMPIRICAL RESEARCH OF THE CONSUMER
ENGAGEMENT BEHAVIOUR IN SOCIAL MEDIA COMMUNICATION
IMPACT ON BRAND EQUITY
3.1. Description of characteristics of consumers engaged in social media
communication
3.2. The structure of the research constructs, reliability and validity assessment
3.3. The research results of consumer engagement behaviour in social media
communication antecedents, engagement behaviour and brand equity relationship
3.4. Summary of theoretical and empirical research results, scientific discussion,
directions for further research
CONCLUSIONS
REFERENCES
THE LIST OF SCIENTIFIC PUBLICATIONS ON THE TOPIC OF THE
DISSERTATION
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OVERVIEW OF THE DISSERTATION

1. THEORETICAL REASONING OF CONSUMER ENGAGEMENT
BEHAVIOUR IN SOCIAL MEDIA COMMUNICATION IMPACT ON
BRAND EQUITY

Section 1.1. discloses the essential elements of the social media and
the changes made by the social media in marketing communication. First, the
conceptualization of social media based on technologies that include the network
environment and different channels, and the content created by communication
participants, such as companies and consumers, are presented. Second, the
changes determined by social media in the marketing communication are
identified.

Section 1.2. The conceptual meaning of consumer engagement in social
media is presented disclosing that the construct of consumer engagement in social
media is analysed by using multidimensional, experiential and behavioural
perspectives. Understanding the importance of the consumer in social media and
seeking to justify his or her active role in engagement in social media
communication, the paper refers to the researches that treat engagement in social
media as a behaviour directed towards a particular subject. The consumer
engagement in social media communication is defined as non-transaction
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consumers actions including the content creation in social media beyond purchase.
Subsection 1.2.2. presents the interpretation of consumer engagement behaviour
in social media communication. Subsection 1.2.2.1 reviews the consumer
engagement behaviour in the context of company and consumers relationship and
identifies the main dimensions in this context such as the nature of its impact,
valence, form or modality, scope, and customer goals. Such consumer engagement
behaviour in social media interpretation articulates the need for consumer
engagement factors and consequence analysis (Van Doorn et al., 2010).
Subsection 1.2.2.2. presents the consumer engagement behaviour in the context of
engagement levels: low, medium and high. It is justified that the consumer
engagement behaviour involving engagement levels defined by Shao (2009),
Schivinski and Dabrowski (2016) extends the approach to consumer engagement
behaviour in social media communication, integrating all user actions in different
engagement levels — lurking, contributing and creating, consumers roles such as
information receivers and senders. Subsection 1.2.3. analyses the factors of
consumer engagement behaviour in social media communication. The essential
factors — antecedents — of consumer engagement behaviour in social media are
motives (consumer level) and company created content (company level).
Subsection 1.2.4. identifies the consequences of consumer engagement behaviour
in social media communication for consumers and companies. The consequences
for consumers include the psychological state and physical state of the users, user
status, social relationships, and the growth of consumer power. The consequences
for the company are related to market intelligence, the formation of relationships
between the company and consumers, the financial implications, the brand
attitude, the impact on brand value and human resources. One of the important
consequences of consumer engagement behaviour in social media communication
is the impact on brand equity.

Section 1.3. presents the essence of brand equity in consumer engagement
behaviour in the social media communication context. Subsection 1.3.1. There are
three main perspectives of brand value analysis: finance-based, consumer-based
and integrated. This part provides reasons why the brand equity (consumers-based
perspective) analysis was chosen, and identifies the most common dimensions
used in the research for brand equity analysis: awareness, association, and loyalty.
It has been identified that consumer communication in social media is equal to
companies” communication and even considered a primary and essential source of
brand equity, while maintaining companies’ communication was considered a
secondary source of brand equity. Subsection 1.3.2. identifies the relationship
between consumer engagement behaviour in social media communication and
brand equity.

Section 1.4.In order to reveal the impact of consumer engagement
behaviour in social media communication, the method of theoretical modelling
was used and the model was presented. The theoretical studies disclosing the
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essence of social media and the changes in marketing communication influenced
by it, consumer engagement behaviour in social media communication, companies
and consumers level engagement antecedents, the engagement behaviour
consequences, the links between consumer engagement in social media
communication antecedents, consumer engagement behaviour and brand equity
are the conceptual base of the model (see Figure 1).

CONSUMER ENGAGEMENT
BEHAVIOUR ANTECEDENTS

MARKETING
COMMUNICATION

COMPANY-GENERATED

CONTENT
. Hedonic content
. Functional content -

CONSUMERS-GENERATED
CONTENT

. Hedonic content
Functional content CONSUMER
ENGAGEMENT BRAND EQUITY
BEHAVIOUR
CONSUMER ENGAGEMENT
BEHAVIOUR MOTIVES
LEVELS DIMENSIONS
RELATIONSHIP ORIENTED
Social intercation  p|| * LURKING L p]| + AWARENESS
Interaction with brand » CONTRIBUTING + ASSOCIATIONS
o CREATING . LOYALTY
CONSUMERS STATUS
ORIENTED
Self-disclosure
Empowerment

REMUNERATION ORIENTED
Tangible benefit

Figure 1. The conceptual model for consumer engagement behaviour in social media
communication impact on brand equity

2. METHODOLOGY OF THE EMPIRICAL RESEARCH OF THE
CONSUMER ENGAGEMENT BEHAVIOUR IN SOCIAL MEDIA
COMMUNICATION IMPACT ON BRAND EQUITY

Section 2.1. provides reasons why the methodological empirical research
context was chosen. Using the methodological research practice, the methodology
of consumer engagement behaviour in social media communication impact on
brand equity and the engagement behaviour antecedents has been prepared. The
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paper uses descriptive statistical analysis method in order to characterize
respondents and distinguish brand categories. Two-dimensional and multivariate
methods of causing data analysis helped to evaluate the structure of certain
constructs and to measure the relationships between latent variables. In order to
clarify the social reality from a more objective point of view, the positivist
paradigm was used in the paper. Selected quantitative research — closed
questionnaire.

Section 2.2. presents the purpose of the empirical research, hypothesis
and sample. In order to verify the conceptual model, the purpose of the research
was formulated: to assess the consumer engagement behaviour in the social media
communication on the brand equity and the engagement behaviour antecedents.
Based on the theoretical analysis results, three objectives and six groups of
hypotheses were formulated. Five groups of hypotheses were dedicated to links
between antecedents and engagement behaviour levels, and one group of
hypotheses helped to reveal the links between consumer engagement behaviour
levels and brand equity. The population of the research are consumers who are
likely to be involved in brand pages on social media. This research is not related
to one or several brands, respondents had an opportunity to choose the brand in
the communication of which they engage. Such a choice was associated with the
research processed in social media communication practices. Non-probability
sampling was used since the total number of members is unknown.

The research data was gathered in 2017, from July to October. The link to
the questionnaire was distributed in social media channels such as Facebook,
Google+, LinkedIn and forum Supermama.lt. For statistical data analysis,
statistical package IBM SPSS Statistics 20.0 and Mplus 6 were used.

Section 2.3. presents research tools and describes the structure of measured
attributes. They were used for the questionnaire survey online in order to reach the
presented goal. The research instrument consists of 90 statements and was
designed based on theoretical studies and general survey questionnaire
requirements. The questionnaire contains the following parts of the classical
questionnaire: introduction, main part and demographic (or positional).
The questionnaire was designed to evaluate the antecedents of consumer
engagement  behaviour in  social media communication  (marketing
communications (16 statements), including the hedonic and functional content
generated by the company and consumers, and motives (24 statements), oriented
towards interaction, consumer status, remuneration, consumer engagement levels
(17 statements) and brand equity dimensions (19 statements). Seven-point Likert
scale, from totally disagree (1) to totally agree (7), was used in order to measure
the items. Fourteen statements were used for evaluating consumers psychological
characteristics.
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For testing the reliability and validity of scale, Cronbach alfa and Kaiser-
Meyer-Olkin (KMO) sample adequacy measure were used. For fitting the model,
the Confirmatory Factor Analysis (CFA) was used. The verification of the
hypothesis was performed by using the Structural Equation Modeling (CFA)
without the control variable and with the control variable.

3. THE RESULTS OF EMPIRICAL RESEARCH OF THE CONSUMER
ENGAGEMENT BEHAVIOUR IN SOCIAL MEDIA COMMUNICATION
IMPACT ON BRAND EQUITY

Section 3.1. presents the characteristics of the consumers engaged in social
media. 401 respondents — 236 women and 165 men — participated in the research.
The demographical and psychographic consumers’ characteristics were presented
as well. Respondents have mentioned 108 brands which according to De
Chernatony (2010) were divided into five broad categories: services, products,
traders, places and personality.

Section 3.2. The reliability and validity of scales was tested. The analysis
shows that the Cronbach’s alpha coefficients ranged from 0.896 to 0.95 and the
KMO sample adequacy measure exceeded the 0.80 level and climbed higher. After
verification of the primary models by using CFA, 12 indicators, the relevance of
which was inadequate, were identified and eliminated. After the second
verification, the models demonstrated an acceptable goodness of fit.

Section 3.3. discloses the relationship between consumer engagement
behaviour in social media communication antecedents, engagement behaviour and
brand equity. The empirical research results showed that brand awareness and
associations are positively influenced by the consumer engagement behaviour in
social media communication: by lurking; brand equity dimension — loyalty — is
positively influenced by the consumer engagement behaviour: by participating
and lurking. An analysis of consumer engagement behaviour antecedents impact
on engagement levels disclosed the motives which make the strongest positive
impact on different consumer engagement behaviour levels; marketing
communications revealed that the company and consumers generated content
(except consumer-generated functional content) make a positive impact on
consumer engagement behaviour different levels in social media communication.

Section 3.4. summarizes theoretical and empirical research findings,
provides further research directions and recommendations for companies on how
to engage consumers in social media communication in order to influence the
brand equity. It was identified that the control factor — the brand category — change
the strength of the impact, but statistically significant relationships between the
latent variables remain. The proposed model can be used to analyse the impact of
consumer engagement behaviour in social media communication on brand equity
in different brand categories: services, products, traders, places and personality.
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CONCLUSIONS

The formulated conclusions are based on the theoretical and empirical
investigations on the impact of consumer engagement behaviour in social media
communication on brand equity and the engagement behaviour antecedents:

1. To summarize the scientific studies of social media construct and its
changes in marketing communication, it can be argued that the different
approach of social media definitions depends on the distinguished social media
elements: technologies that include the network environment and different
channels, and the content created by the participants in communication —
companies and consumers. An essential element of social media is the content
created by consumers, which is independent of the companies’ control, created
freely by consumers and affecting companies and consumers.

The analysis of changes in marketing communications driven by social
media allows concluding that social media provides an opportunity for
companies to communicate directly with consumers, to keep two-way
communication in the channels that were chosen by the consumers, and to
consider consumers not only as passive recipients of the message, but also as
active creators of the message affecting other consumers and companies. For
companies, it is challenging to involve consumers in social media content
creation in order to achieve their goals. The changing role of the consumer in
marketing communication justifies the need for the conceptualization of
consumer engagement behaviour in social media communication, identifying
the antecedents of consumer engagement behaviour, the consumer
engagement behaviour and consequences.

2. The different perspectives for consumer engagement analysis lead to a
conclusion that scientists are attempting to conceptualize the phenomenon of
consumer engagement in social media, but a united opinion as a conceptual
basis for further studies, is still missing. To understand the importance of the
consumers as the main participant in the social media and in order to justify
his or her active role in social media communication, this paper refers to
researchers who analyse social media engagement asa behaviour directed
towards a particular subject. Therefore, in this paper, the consumer
engagement behaviour in social media communication is defined as non-
transaction consumers’ actions including the creation of content in social
media beyond purchase.

The consumer engagement behaviour in social media communication was
disclosed through consumer engagement levels such as lurking, participating
and creating content. Such treatment of consumer engagement behaviour in
social media communication expands the understanding about consumer
engagement actions at every engagement level and discloses the directions of
the communication (one-way, two-way or extended communication).
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The consumer engagement behaviour antecedents, such as motives and
company-generated content, as consumer engagement behaviour in social
media communication identification leads to a more precise definition of the
consumers behavioural construct in social media communication.
The consumer engagement behaviour in social media communication is
defined as consumers actions such as lurking, participating and creating in
social media communication which makes an impact on the company and
consumers and arises from the motivational drivers which are oriented to the
company-generated and consumers-generated content, interaction, consumer
status, remuneration.

One of the key consequences of consumer engagement behaviour in social
media communication is the impact on brand equity.

3. There are three main perspectives of overall brand value analysis:
finance-based, consumer-based and integrated. According to the fact that the
brand equity (consumer-based brand equity perspective) is the primary source
of the financial and integrated brand, the brand equity was selected as an object
of the research.

The brand equity is defined as consumers knowledge, attitudes,
perceptions, impressions, the satisfaction of emotional needs and brand-related
behaviour caused by the company’s marketing efforts. Brand awareness,
associations and loyalty are the essential elements of the brand’s equity.

Only some of the researchers acknowledge that brand equity depends on
consumers-generated social media communication. The impact of consumer
motivational drivers in relation to consumer engagement behaviour in brand
accounts on the brand equity was analysed in a fragmented way. There is a
lack of in-depth research disclosing the relation between consumer
engagement behaviour in social media communication antecedents,
engagement behaviour at different levels and different brand equity
dimensions. The need to fill this gap is emphasized.

4. Based on theoretical assumptions and scientific insights, a model of the
consumer engagement behaviour in social media communication impact on
brand equity and the engagement behaviour antecedents has been developed,
reflecting the consumer engagement antecedents in social media
communication, consumer behaviour in three engagement levels, such as
lurking, participation and creating, and brand equity dimensions — awareness,
association, and loyalty.

5. Based on the methodological research practice, the methodology of the
consumer engagement behaviour in social media communication has been
prepared. A quantitative research based on the positivist paradigm which
allowed evaluating the impact of consumer engagement behaviour antecedents
on consumer engagement behaviour levels in social media communication; to
evaluate behaviour in different levels impact on brand equity dimensions.



6. By linking the results of theoretical and empirical research, a developed
model allowed to evaluate the consumer engagement motives and marketing
communication impact on consumer engagement behaviour — lurking,
participation and creating in social media communication, to evaluate the
impact of mentioned consumer behaviour on brand equity dimensions such as
awareness, association and loyalty.

The research results have shown that consumer engagement behaviour —
lurking — has a positive impact on brand awareness and associations, while
brand loyalty is affected by consumer engagement behaviour — participating
and lurking. These results reveal that it is dominated by one-way
communication which has an impact on different brand equity dimensions in
social media.

According to the results of the research, the antecedents related to
remuneration, self-disclosure and empowerment motives have the strongest
impact on consumer engagement behaviour — creating; the motives related to
empowerment, self-disclosure and interaction with brand motives have the
strongest impact on consumer engagement behaviour — participating; the
antecedents related to empowerment and social interactions motives and
marketing communication related with consumers and companies-generated
hedonic content have the strongest impact on consumer engagement behaviour
— lurking.

In order to justify why user-generated functional content does not have an
impact on consumer engagement behaviour in social media communication,
additional research would be appropriate.

The control factor brand category slightly changes the strength of the
impact of consumer engagement behaviour antecedents on consumer
engagement behaviour levels and the impact of consumer engagement
behaviour levels on brand equity dimensions, but the statistically significant
relationships between latent variables remain. It can be argued that the model
can be used to analyse the consumer engagement behaviour in social media
impact on brand equity dimensions in different brand categories, such as
services, products, traders, locations, personalities.

7. Based on the research results, the recommendations for the companies
seeking to ensure consumer engagement behaviour in social media
communication in order to make a positive impact on brand equity are
proposed.

The research results helped better to understand the role of consumer
engagement behaviour in social media communication, seeking the company’s
goals and revealing the impact of consumer engagement in social media on the
brand equity. They can be useful for companies in developing and improving
marketing or communication strategies.

19



According to the research results, companies should better adapt the

content for the consumers in social media seeking consumer engagement and
stronger brand equity:

For companies, it is purposeful to analyse consumer social media
communication because this communication affects other consumer
engagement behaviour — lurking, participating and creating.

The consumer engagement behaviour lurking and participating in social
media communication should be recognized as essential consumer
behaviour seeking stronger brand equity.

The proposed methodology for consumer engagement behaviour in social
media communication can be applied through practical research and
justified practical solutions in different brand categories.

Implications for further research

As the hypothesis that consumer engagement behaviour — creating — in
social media communication has an impact on brand equity has not been
confirmed, it is purposeful to perform in-depth studies analysing the
antecedents of consumers engaged in content creation in social media
communication and their content impact on brand equity.

In order to develop a scientific discussion on the research subject, it would
be purposeful to broaden the analysis of consumer engagement behaviour
in social media communication by involving more factors of consumers
level (consumer goals, socioeconomic status, disposable resources and
desired benefits) and company level (company characteristics and brand).
For the analysis of consumer engagement in social media communication,
the behavioural perspective was applied. The multidimensional,
psychological, social, and experiential perspectives of consumer
engagement in social media communication will allow disclosing the
relationship between consumer engagement behaviour and brand equity
through other perspectives.
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REZIUME

Disertacinio tyrimo aktualumas: pastargjj deSimtmet;j itin daug démesio
marketingo komunikacijos tyrimy srityje skiriama socialinei ziniasklaidai, kuri
ivardijama kaip vienas svarbiausiy marketingo komunikacijos kanaly. Remiantis
internetinés statistikos, rinkos tyrimy ir verslo analitikos portalo Statista.com
duomenimis, investicijos | marketingo komunikacija socialingje Ziniasklaidoje
pasauliniu mastu turéty iSaugti nuo 32 mird. JAV dol. 2017 metais iki 48 mlrd.
JAV dol. 2021 metais. Daugiau nei 60 proc. marketingo specialisty pasauliniu
mastu teigia, kad socialiné ziniasklaida yra svarbi verslui (Statista, 2017), o
jmonéms i8§tkis jvertinti jmoniy marketingo komunikacijos socialinéje
Ziniasklaidoje pastangas siekiant jtraukti vartotojus vis dar i§licka. Pasak Oh ir kt.,
(2017), pasigendama tyrimy, kurie atskleisty, kokj poveikj vartotojy isitraukimo
elgsena daro verslui.

Akcentuojama bitinybé jmonéms, norin¢ioms socialing Zziniasklaida
panaudoti kaip komunikacijos kanalg siekiant teigiamo poveikio prekés zenklo
vertei, suprasti socialinés Ziniasklaidos nulemtus pokycius marketingo
komunikacijoje. Socialinéje ziniasklaidoje isliecka tie patys marketingo
komunikacijos dalyviai — jmoné ir vartotojas, tafiau jy pozicijos keiciasi:
vartotojai tampa aktyviais marketingo komunikacijos dalyviais, jsitraukianciais j
turinio, kuris vertinamas kaip patikimesnis ir darantis stipresnj poveikj kitiems
vartotojams nei jmonés kuriamas turinys, kurimg (Berthon ir kt., 2012).
Marketingo specialisty vaidmuo keiCiasi nuo jmones ginanciy iki rySius su
vartotojais formuojanéiy ir palaikanéiy (Felix ir kt., 2017) bei derinanéiy su
vartotojais savo veiklas ir jas integruojan¢iy j jmonés komunikacija (Kliatchko,
2008; Bruhn ir Schnebelen, 2017). Tradicingje erdvéje marketingo atstovai,
pasitelke komunikacijos modelj vienas — daugeliui ir panaudodami vienkrypte
komunikacija, siekia formuoti stiprius prekiy zenklus, kurdami aiskig ir turtinga
ziniy apie prekés zenkla struktiira, glidincia vartotojy galvose. Socialingje
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ziniasklaidoje nepakanka vien jmonés pastangy. Remiantis bendrovés
TrackMaven (2016) duomenimis, augant jmoniy ar prekiy zenkly kuriamo turinio
socialingje ziniasklaidoje apimtims, vartotojy jsitraukimas nedidéja. Tai leidzia
daryti prielaida, kad komunikacijos proceso dalyviy indélis socialingje
ziniasklaidoje ne visuomet priklauso nuo jmonés ar prekiy zenkly skelbiamo
turinio apiméiy. /monéms aktualiu tampa klausimas, kaip vartotojy jsitraukimo §
komunikacijq socialinéje Ziniasklaidoje elgseng nukreipti siekiant jmonés tiksly.
Vartotojai patys save jgalina jsitraukti j kanalus, kuriuos patys pasirenka, kada nori
1 juos jsitraukia ir kokia nori forma skelbia turinj. Be to, vos 1 proc. vartotojy yra
kuriantys turinj socialingje Ziniasklaidoje ir 9 proc. yra jneSantys savo indélj
(Smith ir Zook, 2011). Lieka neatsakytas klausimas, ar likusieji 90 proc. vartotojy,
kurie aktyviai nejsitraukia j komunikacijg socialinéje Ziniasklaidoje, yra svarbiis
jmonéms.

Netgi jtraukus vartotojus | prekés zenklo komunikacija, ne visada
uztikrinamas prekés zenklo zinomumas ir palankiy asociacijy formavimas,
stiprinamas lojalumas. Socialinéje ziniasklaidoje vartotojy jraSomas turinys gali
koreguoti jmonés komunikuojamus prekés zenklo identiteto elementus, o
pastarieji gali visiSkai neatitikti jmonés nustatytyjy. Vartotojai gali pateikti
suformuota asmening nuomong¢ apie prekés zenklo patikimuma, kokybe ir sukelti
tam tikrus jausmus, kurie ne visada gali buti teigiami. /monéms, norincioms
sekmingai per komunikacijg socialinéje Ziniasklaidoje siekti uzsibrézty tiksly,
tampa biitinybe pazinti vartotojy jsitraukimo j komunikacijg socialinéje
Ziniasklaidoje elgsenos fenomenq ir suprasti, kas skatina vartotojy jsitraukimo j
komunikacijg socialinéje Ziniasklaidoje elgsenq, nukreiptq j prekiy Zenklus.

Poreikj suprasti vartotojy jsitraukimg taip pat aktualizuoja Marketingo
mokslo institutas (angl. Marketing Science Institute, MSI), kaip vieng i$
prioritetiniy tyrimy sri¢iy 2010-2012 m. jvardijgs vartotojy patirtj ir elgsena,
paremtg vartotojy jsitraukimu socialinéje ziniasklaidoje. 2016-2018 metais
vartotojiskos patirties kiirimas siejamas su vartotojy turinio sklaidos kontrole.

Socialinés Ziniasklaidos nulemti pokyciai marketingo komunikacijoje
aktualizuoja poreikj suprasti vartotojy vaidmenj socialinéje Ziniasklaidoje,
atskleidziant vartotojy jsitraukimo j komunikacijq socialinéje ziniasklaidoje
elgsenqg, Sig elgsenq lemiancius veiksnius ir jsitraukimo elgsenos poveikj prekés
Zenklo vertei bei pagrindziant sgsajas tarp jy.

Mokslinés problemos pagrindimas: pripazjstant prekeés Zenklq kaip vieng
is esminiy jmonés konkurencinio pranasumo Saltiniy, kurio vertei komunikacija
socialinéje Ziniasklaidoje daro poveikj, pasigendama studijy, kurios pagristy i
poveikj. Socialingje Ziniasklaidoje svarbiausiu komunikacijos dalyviu laikomas
vartotojas, kurio kuriamas turinys daro poveikj kity vartotojy sprendimy
priémimui, teigiamam prekeés zenklo vertinimui (Beukeboom ir kt., 2015; Hudson,
ir kt. 2016). Taigi aktualizuojamas poreikis paZinti vartotojy jsitraukimo |
komunikacijg socialinéje Ziniasklaidoje elgsenos reiskinj, siekiant suprasti
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vartotojy jsitraukimo } komunikacijg socialinéje Ziniasklaidoje elgsenos poveikj
prekés zenklo vertei.

Konceptualiuosius Bolton ir kt. (2013); Barger ir kt. (2016) tyrimus galima
laikyti i§samiausiai pristatancius loging vartotojy jsitraukimo elgsenos socialinés
ziniasklaidos kontekste struktiira, apimancia vartotojy jsitraukimo elgseng ir $ig
elgseng lemiancius veiksnius, priklausomus nuo jmonés ir vartotojo, bei elgsenos
pasekmes jmonéms ir vartotojams. Taciau $ios studijos nepateikia iSsamaus
pozitrio i vartotojy jsitraukimo j komunikacija socialinéje ziniasklaidoje elgsena,
atskleidziancio visy vartotojy (stebinciy, dalyvaujanciy bei kurianciy) socialinéje
ziniasklaidoje elgsenos poveikj prekés zenklo vertei.

Studijose, kuriose analizuojama vartotojy isitraukimo socialinéje
ziniasklaidoje elgsena kaip atsakas jmonés komunikacijai, itin daznai
koncentruojamasi | dalyvaujanciuosius, kuriy elgsena tiriama analizuojant tris
veiksmus — piktogramos Like paspaudimus, komentarus, persiuntimus (Kimir kt.,
2015; Coursaris ir kt., 2016). Taip pat daug démesio skiriama kuriantiesiems
(Zerfas ir kt. 2011; Berthon ir kt. 2012). Tadiau tyrimuose kol kas néra skiriamas
pakankamas démesys didZiausiai j komunikacija socialinéje ziniasklaidoje
jsitraukianciai socialinés ziniasklaidos vartotojy grupei — Stebintiesiems. Tai gali
buti paaiskinta aplinkybe, kad turinio socialingje ziniasklaidoje stebéjimas
uztikrina tik vienkrypte komunikacija, tiesa, tiesioging, o socialinés Ziniasklaidos
nulemti marketingo komunikacijos poky¢iai sietini su dvikrypte komunikacija
(Kliatchko, 2008; Burman, 2010; Bruhn ir Schnebelen, 2017). Stebinciyjy
socialinéje ziniasklaidoje elgsenos poveikis prekés Zenklo vertei analizuotas itin
fragmentiskai. Vis dar néra i§samiy studijy, kurios leisty palyginti, kuriai prekeés
zenklo vertés dimensijai jsitraukimo j komunikacija elgsena daro stipriausia
poveiki. Kol kas stokojama pagrindimo, kokia vartotojy elgsena jsitraukus j
komunikacijg  socialinéje  Ziniasklaidoje — yra  vertingiausia  jmonéms.
Identifikuojamas poreikis nustatyti vartotojy, jsitraukusiy j komunikacijg
socialinéje ziniasklaidoje kuriant, dalyvaujant ir stebint, elgsenos poveikj prekeés
Zenklo vertei.

Vieningos autoriy nuomonés deél vartotojy jsitraukimo j komunikacija
socialinéje Zziniasklaidoje elgsenos, siekiant teigiamo poveikio prekés zenklo
vertei, antecedenty taip pat pasigendama.

Gausybé mokslinése studijose pristatomy jmonés kuriamo turinio
socialinéje ziniasklaidoje tipologijy (Golan ir Zaidner, 2008; Ahuja ir Medury,
2010; Kwok ir Yu, 2013) suponuoja i§vadg apie jmonés kuriamo turinio svarbg,
taCiau dazniausiai studijose apsiribojama turinio poveikio vartotojy jsitraukimui j
komunikacija socialingje Ziniasklaidoje dalyvaujant vertinimu ir neatskleidziamos
vartotojy jsitraukimo elgsenos pasekmés prekeés zenklo vertei.
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Bruhn ir kt. (2012); Kim ir Ko (2012); Schivinski ir Dabrowski (2015,
2016); Godey ir kt. (2016) pripazjsta vartotojo svarba komunikacijos socialinéje
ziniasklaidoje procese ir pristato jmonés ir vartotojy kuriamo turinio poveikio
prekés Zenklo vertei tyrimo rezultatus. Nors jgyjama galimybé¢ palyginti skirtingy
kuiréjy sukurto turinio poveikj prekés zenklo vertei, taCiau rezultatai néra
vienareikSmiai. Schivinski ir Dagbrowski (2016) tyrimai atskleidzia, kad vartotojy
komunikacija socialinéje ziniasklaidoje daro stipresnj poveikj vartotojy lojalumui
prekés zenklui, palyginti su jmonés komunikacija, taciau vartotojy kuriamas
turinys, palyginti su jmonés kuriamu turiniu, nedaro reik§mingo poveikio prekés
Zenklo Zinomumui / asociacijoms. Bruhn ir kt. (2012) tyrimais nustaté, kad jmonés
komunikacija socialingje ziniasklaidoje daro stipresnj poveikj funkciniam prekés
zenklo jvaizdZiui, o vartotojy kuriamas turinys daro stipresnj poveikj
hedonistiniam prekeés Zenklo jvaizdziui. Siose studijose atsiribojama nuo vartotojy
jsitraukimo § komunikacijg socialinéje ziniasklaidoje elgsenos, taigi prarandama
galimybé jvertinti jsitraukusiy | komunikacijg vartotojy elgsenos poveikj prekés
Zenklo vertei.

Vartotojy jsitraukimo elgsenos studijos akcentuoja jmonés ir vartotojy
lygmens veiksnius (Van Doorn ir kt., 2010; Barger ir kt., 2016), ta¢iau kol kas
pasigendama pagrindimo, kurie veiksniai labiausiai skatina jsitraukimo |
komunikacija socialinéje ziniasklaidoje elgsena.

Apibendrinant pateiktas jzvalgas galima teigti, kad pasigendama studijy,
kuriuos atskleisty, kokj poveikj prekés zenklo vertei daro vartotojy jsitraukimo §
komunikacijq socialinéje Ziniasklaidoje elgsena jiems kuriant, dalyvaujant ir
stebint socialinéje zZiniasklaidoje bei isskirty antecedentus, lemiancius Sig elgseng.
Todél darbe akcentuojamas poreikis nustatyti vartotojy jsitraukimo |
komunikacijg socialinéje Ziniasklaidoje elgsenos poveikj prekés Zenklo vertei ir
Sios jsitraukimo elgsenos antecedentus.

Probleminiai kKlausimai: kokie yra vartotojy jsitraukimo j komunikacijg
socialinéje Ziniasklaidoje elgsenos antecedentai? Kokj poveikj vartotojy
jsitraukimo j komunikacijq socialinéje Ziniasklaidoje elgsena daro prekés zenklo
vertei?

Darbo tikslas: nustatyti vartotojy jsitraukimo j komunikacijg socialinéje
ziniasklaidoje elgsenos poveikj prekés zenklo vertei, susiejant vartotojy
jsitraukimo elgsenos antecedentus, jsitraukimo elgsenos lygius ir prekés zenklo
vertés i§ vartotojo perspektyvos dimensijas.

Darbo objektas: vartotojy jsitraukimo | komunikacijg socialinéje
ziniasklaidoje elgsenos antecedenty, jsitraukimo elgsenos lygiy ir prekés Zenklo
vertés dimensijy sasajos.
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Tyrimo uidaviniai:

1. apibrézti technologijomis ir komunikacijos dalyviy sukurtu turiniu
grindziama socialinés ziniasklaidos esme, atskleidziant jos nulemtus pokycius
marketingo komunikacijoje;

2. konceptualizuoti vartotojy jsitraukimo ]} komunikacijga socialingje
ziniasklaidoje elgsenos konstrukty ir identifikuoti vartotojy jsitraukimo elgsenos
antecedentus bei pasekmes;

3. apibrézus konceptualiagja prekés Zenklo vertés i§ vartotojo perspektyvos
esme, pagristi vartotojy jsitraukimo j komunikacija socialinéje Ziniasklaidoje
elgsenos antecedenty, jsitraukimo elgsenos lygiy ir prekés zenklo vertés sasajas;

4. parengti konceptualyjj vartotojy jsitraukimo j komunikacija socialinéje
ziniasklaidoje elgsenos poveikio prekés zenklo vertei modelj;

5. pagrijsti vartotojy jsitraukimo j komunikacijg socialingje Ziniasklaidoje
elgsenos poveikio prekés Zenklo vertei empirinio tyrimo metodologija;

6. empiriskai patikrinti konceptualyjj vartotojy jsitraukimo j komunikacija
socialinéje ziniasklaidoje elgsenos poveikio prekés Zenklo vertei modelj;

7. apibendrinti vartotojy jsitraukimo | komunikacijg socialingje
ziniasklaidoje elgsenos poveikio prekés zenklo vertei tyrimy rezultatus ir pateikti
rekomendacijas imonéms, kaip komunikuoti socialinéje ziniasklaidoje, siekiant
daryti poveikj prekés zenklo vertei.

Disertacinio tyrimo eiga ir metodai:

disertacinis darbas rengtas trimis etapais. Pirma, apibréziant socialinés
ziniasklaidos koncepta ir atskleidziant jos nulemtus pokycius marketingo
komunikacijoje, jgalinusius vartotojus tapti aktyviais komunikacijos dalyviais,
taikyti mokslinés literatliros analizés, lyginamosios ir sisteminés analizés tyrimo
metodai. Remiantis minétais metodais taip pat nustatyti ir susisteminti vartotojy
jsitraukimo j komunikacija socialingje ziniasklaidoje elgsenos lygiai, jsitraukimo
elgsenos antecedentai ir pasekmés; apibrézta konceptualioji prekés Zenklo vertés
i§ vartotojo perspektyvos esmé ir atskleistos vartotojy jsitraukimo j komunikacija
socialingje Ziniasklaidoje elgsenos antecedenty, jsitraukimo elgsenos lygiy ir
prekés zenklo vertés dimensijy sasajos. Galiausiai, pasitelkus teorinio
modeliavimo metoda, suformuotas konceptualusis vartotojy jsitraukimo |
komunikacija socialingje ziniasklaidoje elgsenos poveikio prekés Zenklo vertei
modelis.

Antra, remiantis mokslinés literatiros lyginamosios ir sisteminés analizés
tyrimo metodais, parengtos vartotojy jsitraukimo j komunikacijg socialinéje
ziniasklaidoje elgsenos poveikio prekés zenklo vertei ir jsitraukimo elgsenos
antecedenty metodologinés empirinio tyrimo prieigos, sukurtas empirinio tyrimo
instrumentas ir pristatyta matuojamy pozymiy struktira.

Trecia, empiriniy tyrimy rezultaty dalyje pristatyti tyrimo rezultatai. [vertin-
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tos vartotojy jsitraukimo j komunikacijg socialinéje ziniasklaidoje elgsenos
antecedenty, vartotojy jsitraukimo elgsenos lygiy ir prekés zenklo vertés i§
vartotojo perspektyvos dimensijy sasajos. Taikant anketinés apklausos duomeny
rinkimo metodg, surinkti duomenys, bitini empiriskai tikrinant konceptualyji
vartotojy jsitraukimo j komunikacija socialinéje Ziniasklaidoje elgsenos poveikio
prekés zenklo vertei ir jsitraukimo elgsenos antecedenty modelj. Siekiant
charakterizuoti respondentus bei iSskirti prekés zenklo kategorijas, darbe naudotas
aprasomosios statistinés analizés metodas. Dvimatés ir daugiamatés duomeny
analizés metodai padéjo jvertinti tiriamyjy konstrukty struktiirg, iSmatuoti rysius
tarp latentiniy kintamuyjy.

Mokslinis darbo naujumas ir teorinis reik§mingumas:

teorinj disertacinio darbo naujumg atspindi pagristas darbo autorés poziliris ]
vartotojy jsitraukimo j komunikacijq socialinéje Ziniasklaidoje elgseng. Darbo
autorés nuomone, vartotojy jsitraukimas j komunikacijg socialinéje Ziniasklaidoje
grindzia mas vartotojy elgsena ir apibréziamas kaip su sandoriu nesusij¢ turinio
socialinéje Ziniasklaidoje kiirima apimantys veiksmai, kai vartotojai komunikuoja
ziniasklaidoje. Darbe analizuojama vartotojy jsitraukimo elgsena socialinéje
ziniasklaidoje atskleidZiant jg per skirtingus lygius lygius — stebint, dalyvaujant ir
kuriant turinj. Sis vartotojy jsitraukimo j komunikacijg socialinéje Ziniasklaidoje
elgsenos traktavimas iSplecia supratimag apie vartotojy atlieckamus veiksmus,
isitraukus j komunikacijg kiekviename jsitraukimo lygyje, ir atskleidzia, kokiomis
kryptimis vyksta 8§ komunikacija (vienkrypté, dvikrypté ar iSauginta
komunikacija).

Vartotojo motyvy ir jmonés bei vartotojy kuriamo turinio kaip vartotojy
jsitraukimo j komunikacijg socialinéje ziniasklaidoje elgsenos antecedenty
iSskyrimas praplecia iki Siol iSskirty vartotojy jsitraukimo j komunikacija
socialinéje ziniasklaidoje elgsenos antecedenty saras$g. PaZzymeétina, kad vartotojy
kuriamo funkcinio ir hedonistinio turinio poveikis vartotojy isitraukimo |
komunikacija elgsenai iki §iol buvo tiriamas tik fragmentiskai.

Darbas jnesa svary indélj | moksliniy tyrimy, nagrinéjanciy prekés zenklo
vertg vartotojy jsitraukimo j komunikacijg socialingje Ziniasklaidoje elgsenos
kontekste, teoriniy pozidiriy plétote.

Parengtas ir empiriskai patikrintas vartotojy jsitraukimo j komunikacija
socialinéje Zziniasklaidoje elgsenos poveikio prekés zenklo vertei modelis,
apimantis vartotojy jsitraukimo j komunikacijg socialingje ziniasklaidoje lygius
stebint, dalyvaujant ir kuriant bei integruojantis jmongs ir vartotojy kuriama turinj
ir vartotojy motyvus ir prekés zenklo vertés i$ vartotojo perspektyvos dimensijas.
Darbas prisideda prie vartotojy elgsenos teorijos plétotés ir uzpildo iki Siol
mokslingje literatiiroje egzistavusig tyrimy, kuriuose taikomas kompleksinis
pozidris ] vartotojy jsitraukimo j komunikacijg socialinéje ziniasklaidoje elgsenos
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poveikio prekés Zenklo vertei, spraga.

Sukurta tyrimo metodika, jgalinanti pazinti ir tirti vartotojy jsitraukimo j
komunikacijg socialingje ziniasklaidoje elgsenos fenomena bei jvertinti vartotojy
jsitraukimo socialinés ziniasklaidos kontekste elgsenos poveikj prekés zenklo
vertei. Parengta tyrimo metodika gali biiti sékmingai taikoma tgstiniuose vartotojy
jsitraukimo socialinés ziniasklaidos kontekste poveikio prekés zenklo vertei
tyrimuose.

Empiriniu tyrimu patvirtinta, kad, siekiant per komunikacija socialinéje
ziniasklaidoje daryti poveikj prekés zenklo vertei, svarbu ne tik per skirtingus
isitraukimo elgsenos lygius jvertinti vartotojy jsitraukimo i komunikacija
socialinéje ziniasklaidoje elgsenos poveikj prekés Zenklo vertei, bet ir identifikuoti
isitraukimo elgsenos antecedentus.

Praktinis darbo reik§mingumas:

tyrimo rezultatai, padedantys geriau suprasti vartotojy jsitraukimo |
komunikacija socialinéje Zziniasklaidoje vaidmenj, siekiant jmonés tiksly bei
atskleidziantys vartotojy jsitraukimo j komunikacija socialinéje ziniasklaidoje
elgsenos poveikj prekés zenklo vertei, gali biiti naudingi jmonéms rengiant ir
tobulinant marketingo ar komunikacijos strategijas.

Pateikta vartotojy jsitraukimo i komunikacija socialinéje Zziniasklaidoje
elgsenos poveikio prekés Zenklo vertei tyrimo metodologija gali buti taikoma
atlickant taikomuosius tyrimus bei pagrindziant vartotojy jsitraukimo |
komunikacija socialingje ziniasklaidoje, siekiant didesnés prekés zenklo vertés,
sprendimus skirtingose prekiy zenkly kategorijose.

Identifikuoti vartotojy jsitraukimo j komunikacija socialinéje ziniasklaidoje
elgsena lemiantys antecedentai — vartotojy orientacija j santykius, statusg ir atlygj,
gali biti orientyru jmonéms pritaikant vartotojams skirtg turinj, pateikiama
socialinéje Ziniasklaidoje, skatinant vartotojy jsitraukimo elgseng bei siekiant
didesnés prekés zenklo vertés.

Disertacinio tyrimo apribojimai:

siekiant atskleisti vartotojo veiksmy, kylanciy i§ jsitraukimo j komunikacija
socialinéje ziniasklaidoje elgsenos antecedenty, poveikj prekeés zenklo vertei
disertacijoje  pasitelkiama vartotojy jsitraukimo elgsenos perspektyva.
Daugiadimensiné, psichologiné, socialing ir patirtiné vartotojy jsitraukimo tyrimo
perspektyvos vartotojy jsitraukimo ] komunikacija socialingje Zziniasklaidoje
elgsenos ir prekés Zenklo vertés sasajas jgalinty atskleisti per kitas dimensijas.
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Apibréziant vartotojo jsitraukimo j komunikacija socialingje Ziniasklaidoje
antecedentus, disertacijoje pasitelkiami vartotojo lygmens antecedentai — motyvai
ir marketingo komunikacija — jmonés kuriamas turinys ir vartotojy kuriamas
turinys, nejtraukiant kity vartotojo elgseng lemianciy veiksniy: vartotojo tiksly,
socialinio ir ekonominio statuso, disponuojamy istekliy, siekiamos naudos,
jmonés charakteristiky, prekés zenklo.

Vartotojy jsitraukimo j komunikacija socialinéje ziniasklaidoje elgsena
sicjama tik su atskiromis prekés zenklo vertés i§ vartotojo perspektyvos
dimensijomis, neanalizuojant vartotojo jsitraukimo poveikio bendrajai prekés
zenklo vertei.

ISVADOS

Darbe atlikty teoriniy ir empiriniy vartotojy jsitraukimo j komunikacija socialinéje
ziniasklaidoje elgsenos poveikio prekés zenklo vertei tyrimy pagrindu
formuluojamos toliau nurodytos i§vados.

1. Apibendrinant mokslines socialinés ziniasklaidos konstrukto ir poky¢iy
marketingo komunikacijoje studijas galima teigti, kad skirtingas socialinés
ziniasklaidos apibréz¢iy traktavimas priklauso nuo iSskiriamy socialinés
ziniasklaidos elementy: technologijy, apimanciy tinklo aplinkg ir skirtingus
kanalus, ir komunikacijos dalyviy — jmonés ir vartotojy — sukurto turinio.
Esminis socialinés Zziniasklaidos elementas yra vartotojy kuriamas turinys,
kuris apibtidinamas kaip visi vartotojy veiksmai socialingje ziniasklaidoje: nuo
tekstiniy zinu¢iy, nuorody, vaizdo medziagos ir garso jraSy jraSymo,
dalijimosi, straipsniy su kitais vartotojais raSymo iki vartotojy intelligence, yra
nekontroliuojamas jmonés, kuriamas vartotojy laisva valia ir darantis poveikj
jmonéms ir vartotojams.

Socialinés ziniasklaidos nulemty marketingo komunikacijos poky¢iy
analizé leidzia teigti, kad jmonéms socialiné Ziniasklaida suteikia galimybes
tiesiogiai komunikuoti su vartotojais, palaikyti dvikrypte komunikacijg tuose
kanaluose, kuriuos pasirenka vartotojai, pripaZjstant vartotojo vaidmens
pokyti, vertinti vartotojus ne tik kaip pasyvius zinutés gavéjus, bet ir aktyvius
zinutés kiiréjus bei siuntéjus, darancius poveikj kitiems vartotojams ir
jmonéms. Jmonéms tampa iSStkiu jtraukti vartotojus ] turinio socialingje
ziniasklaidoje ktirima, siekiant uzsibrézty tiksly. Besikeiciantis vartotojo
vaidmuo marketingo komunikacijoje pagrindzia vartotojy jsitraukimo j
komunikacijg socialinéje Ziniasklaidoje elgsenos konstrukto
konceptualizacijos, identifikuojant vartotojy jsitraukimo j komunikacijg
socialinéje Ziniasklaidg elgsenq lemiancius veiksnius ir pasekmes, poreikj.

2. Skirtingy perspektyvy jtraukimas analizuojant vartotojy jsitraukima
suponuoja i§vada, kad dedamos mokslininky pastangos konceptualizuoti
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vartotojy jsitraukimo socialinéje Ziniasklaidoje reiskinio supratima, taciau
vieningos nuomonés kaip konceptualaus pagrindo tolimesnéms studijoms kol
kas pasigendama. Suvokiant vartotojo Kkaip svarbiausio socialinés
ziniasklaidos dalyvio svarbg ir siekiant pagristi jo aktyvy vaidmen;j isitraukus
} komunikacija socialingje ziniasklaidoje, darbe remiamasi tyréjais, kurie
jsitraukima socialinéje ziniasklaidoje vertina kaip elgsena, nukreipta j tam tikra
objekta. Darbo autorés nuomone, jsitraukdami j sgveika vartotojas — vartotojas,
prekés Zzenkla, prekés zenklo bendruomenes, vartotojai jsitraukia |
komunikacija socialinéje ziniasklaidoje, kurios galutiné iSraiska — vartotojy
kuriamas turinys. Todél Siame darbe vartotojy isitraukimas i komunikacija
socialinéje zZiniasklaidoje yra apibréziamas kaip su sandoriu nesusij¢ vartotojy
veiksmai jiems komunikuojant socialinéje Ziniasklaidoje ir apimantys turinio
socialinéje ziniasklaidoje kiirima.

Vartotojy jsitraukimo j komunikacijg socialinéje Ziniasklaidoje elgsenai
apibrézti pasirinkta vartotojy jsitraukimo elgsenos analizé pagal lygius:
stebint, dalyvaujant ir kuriant turinj. Sis vartotojy jsitraukimo j komunikacijq
socialinéje Ziniasklaidoje elgsenos traktavimas isSplecia supratimg apie
vartotojy atlickamus veiksmus jsitraukus j komunikacijq kiekvienu
sitraukimo lygiu ir atskleidzia, kokiomis kryptimis vyksta $§i komunikacija
(vienkrypté, dvikrypté ar iSauginta komunikacija).

Vartotojo motyvy ir jmonés kuriamo turinio kaip vartotojy isitraukimo i
komunikacija socialinéje Zziniasklaidoje elgsenos antecedenty iSskyrimas
leidzia patikslinti vartotojy jsitraukimo | komunikacijg socialingje
ziniasklaidoje elgsenos konstrukto apibrézima.

Vartotojy jsitraukimo j komunikacijg socialinéje ziniasklaidoje elgsena —
tai darantys poveikj jmonei ir vartotojams su sandoriu nesusij¢ vartotojy
veiksmai socialingje ziniasklaidoje, nulemti vartotojy motyvaciniy veiksniy,
orientuoty j jmongs ir vartotojy sukurtg turinj, santykius, vartotojo statusg ir
atlygj, vartotojams Kkuriant, dalyvaujant bei stebint turinj socialingje
ziniasklaidoje.

Viena is svarbiy vartotojy jsitraukimo j komunikacijq socialinéje
Ziniasklaidoje elgsenos pasekmiy yra poveikis prekés zenklo vertei.

3. Teorinés prekés zenklo vertés koncepto studijos atskleidé, kad skiriamos
trys prekés zenklo vertés perspektyvos — vartotojo, jmonés ir sudétiné.
Atsizvelgiant | tai, kad prekeés Zenklo verté vartotojui yra pirminis finansinés
ir sudétinés prekés zenklo vertés Saltinis, tyrimo objektu pasirinkta prekés
zenklo verté i§ vartotojo perspektyvos.

Prekés Zenklo verté i$ vartotojo perspektyvos — tai vartotojo Ziniy, pozitrio,
suvokimo, jspiidziy, patenkinty emociniy poreikiy ir elgsenos, susijusiy su
prekés zenklu, visuma, nulemta jmonés marketingo veiksmy. Prekés zenklo
zinomumas, jo keliamos asociacijos ir vartotojy lojalumas prekés zenklui
i§skiriamos kaip svarbiausios prekés Zenklo vertés vartotojui dimensijos.



Tik dalis tyréjy pripazjsta, kad komunikacijos socialinéje Ziniasklaidoje
poveikis prekés zenklo wvertei priklauso nuo vartotojy isitraukimo |
komunikacija socialinéje ziniasklaidoje elgsenos. Vartotojy motyvaciniai
veiksniai, susij¢ su vartotojy veiksmais prekés Zenklo paskyrose, ir elgsenos
jsitraukus poveikis lojalumui tiriami tik fragmentiskai. Pasigendama gilesniy
tyrimy, kurie pagristy vartotojy jsitraukimo j komunikacijq socialinéje
Ziniasklaidoje elgsenos antecedenty, jsitraukimo j komunikacijq socialinéje
Ziniasklaidoje elgsenos skirtingais lygiais ir skirtingy prekés Zenklo vertés
dimensijy sgsajas. Aktualizuojamas poreikis uzpildyti minétq spragq.

4. Remiantis teorinémis prielaidomis ir mokslinémis jZvalgomis,
sukonstruotas vartotojy jsitraukimo j komunikacijq socialinéje ziniasklaidoje
elgsenos poveikio prekés Zenklo vertei modelis, atspindintis vartotojy
isitraukimo j komunikacijg socialinéje ziniasklaidoje elgsenos antecedenty,
apimanciy motyvus ir marketingo komunikacija, vartotojy atlieckamy veiksmy,
siejamy su trimis jsitraukimo lygiais — stebé&jimu, dalyvavimu ir kirimu — bei
prekés zenklo vertés dimensijy — Zinomumo, asociacijos, lojalumo — sgsajas.

5. Pasinaudojant metodologine tyrimy praktika, parengta vartotojy
Jsitraukimo j komunikacijg socialinéje Ziniasklaidoje elgsenos poveikio prekés
Zenklo vertei tyrimo metodologija. Pozityvistiné tyrimy paradigma
grindziamas kiekybinis tyrimas — anketiné socialinés ziniasklaidos vartotojy
apklausa, kuri leido nustatyti jmonés ir vartotojy kuriamo turinio poveikj
vartotojy isitraukimo j komunikacija socialingje ziniasklaidoje elgsenai;
nustatyti motyvy poveikj vartotojy isitraukimo j komunikacija socialingje
ziniasklaidoje elgsenai; jvertinti vartotojo jsitraukimo ] komunikacija
socialinéje Ziniasklaidoje elgsenos stebint, dalyvaujant, kuriant poveikj prekés
zenklo vertés dimensijoms zinomumui, asociacijoms ir lojalumui.

6. Susiejus teoriniy ir empiriniy tyrimy rezultatus, parengtas vartotojy
jsitraukimo j komunikacijg socialinéje Ziniasklaidoje elgsenos poveikio prekés
zenklo vertei modelis, kuris leidzia jvertinti vartotojy jsitraukimo elgsenos
motyvy ir marketingo komunikacijos poveikj vartotojy jsitraukimo |
komunikacija socialingje ziniasklaidoje elgsenai, jvertinti vartotojy
jsitraukimo ] komunikacija socialingje ziniasklaidoje elgsenos stebint,
dalyvaujant, kuriant poveikj skirtingoms prekés zenklo dimensijoms
Zinomumui, asociacijoms ir lojalumui.

Tyrimo rezultatai parod¢, kad tokioms prekés Zenklo vertés dimensijoms
kaip Zinomumas ir asociacijos teigiama poveikj daro vartotojy jsitraukimas j
komunikacija socialinéje ziniasklaidoje stebint, prekés zenklo vertés
dimensijai lojalumas stipriausig poveikj daro vartotojy jsitraukimas j
komunikacija socialinéje ziniasklaidoje
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dalyvaujant ir stebint. Sie rezultatai atskleidzia, kad socialinéje
ziniasklaidoje vyraujanti vienkrypté komunikacija daro stipriausia poveikj
visoms prekés Zenklo vertés dimensijoms. Vartotojy isitraukimas |
komunikacija dalyvaujant uZztikrina vienkrypte, dvikrypte ir iSaugintg
komunikacija.

Remiantis tyrimo rezultatais, jsitraukimo j komunikacija socialinéje
ziniasklaidoje elgsenai kuriant stipriausig poveiki daro antecedentai, sietini su
apcéiuopiamos naudos, saves atskleidimo ir jgalinimo motyvais; jsitraukimo j
komunikacija socialinéje ziniasklaidoje elgsenai dalyvaujant stipriausia
poveikj daro antecedentai, sietini su jgalinimo, saves atskleidimo, sgveikos su
prekés zenklu motyvais; jsitraukimo j komunikacijg socialinéje Ziniasklaidoje
elgsenai stebint stipriausig poveikj daro antecedentai, sietini su jgalinimo,
socialinés saveikos motyvais bei marketingo komunikacija — jmonés ir
vartotojy kuriamu hedonistiniu turiniu.

Siekiant pagrjsti, kodél vartotojy kuriamas funkcinis turinys neskatina
vartotojy jsitraukti ] komunikacijg socialinéje Zziniasklaidoje dalyvaujant,
tikslinga atlikti papildomus tyrimus.

Kontrolinis veiksnys — prekés zenklo kategorija, nezymiai keicia
antecedenty poveikio stipruma vartotojy isitraukimo elgsenai ir vartotojy
isitraukimo elgsenos poveikio stipruma prekés zenklo vertei, taciau statistiskai
reik§mingi rySiai tarp latentiniy kintamyjy iSlieka. Galima teigti, kad modelj
galima taikyti analizuojant vartotojy jsitraukimo i komunikacija socialinéje
ziniasklaidoje elgsenos poveikj prekés zenklo vertés dimensijoms visose
iSskirtose prekiy zenkly kategorijose: paslaugy, produkty, prekybininky,
vietoveés, asmenybés.

7. Remiantis tyrimy rezultatais, toliau pateikiamos rekomendacijos,
galincios padéti jmonéms uztikrinti vartotojy jsitraukimo j komunikacijq
socialinéje Ziniasklaidoje elgsenq, siekiant teigiamo poveikio prekés zZenklo
vertei.

Tyrimo rezultatai, padedantys geriau suprasti vartotojy jsitraukimo j
komunikacija socialinéje ziniasklaidoje vaidmenj, siekiant jmonés tiksly bei
atskleidziantys vartotojy jsitraukimo j komunikacija socialingje Ziniasklaidoje
elgsenos poveikj prekés zenklo vertei, gali buti naudingi jmonéms rengiant ir
tobulinant marketingo ar komunikacijos strategijas.

Imonés, skatindamos vartotojy jsitraukimo elgseng ir stiprindamos prekés
zenklo verte, turéty geriau pritaikyti vartotojams skirtg turinj, pateikiamag
socialinéje ziniasklaidoje:

e jmonéms tikslinga analizuoti vartotojy komunikacija socialinéje
ziniasklaidoje, kadangi §i komunikacija daro poveikj kity vartotojy
jsitraukimui kuriant, dalyvaujant, stebint;



e vartotojai, kurie jsitraukia j komunikacija socialingje ziniasklaidoje stebint
ir dalyvaujant, turéty buti pripazjstami kaip vieni i§ svarbiausiy siekiant
didesnés prekés zenklo vertés;

e pateikta vartotojy jsitraukimo j komunikacija socialingje ziniasklaidoje
elgsenos poveikio prekés zenklo vertei nustatymo metodologija gali bati
taikoma atliekant praktinius tyrimus bei pagrindziant praktinius
sprendimus skirtingose prekés zenklo kategorijose.

Tolimesniy tyrimy kryptys

e Nepasitvirtinus hipotezei, jog vartotojy jsitraukimas j komunikacija
socialinéje ziniasklaidoje kuriant daro poveikj prekés zenklo vertei,
tikslinga gilinti studijas Sioje srityje, analizuojant kurianCiyjy vartotojy
jsitraukimo j komunikacijg socialinéje Ziniasklaidoje antecedentus ir $ios
komunikacijos daroma poveikj prekés zenklo vertei.

o Siekiant plétoti moksling diskusijg atlikty tyrimy tematika, tikslinga i$plésti
vartotojy jsitraukimo j komunikacija socialinéje Ziniasklaidoje elgsena
lemianéiy vartotojo (vartotojy tiksly, socialinio ir ekonominio statuso,
disponuojamy istekliy bei siekiamos naudos) ir jmonés (jmonés
charakteristiky ir prekés Zenklo) lygmens veiksniy analize.

e Tiriant vartotojy jsitraukima i komunikacija socialingje ziniasklaidoje
darbe pasitelkta elgsenos perspektyva. Daugiadimensing, psichologing,
socialiné ir patirtiné vartotojy jsitraukimo tyrimo perspektyvos vartotojy
isitraukimo | komunikacija socialingje ziniasklaidoje elgsenos ir prekés
zenklo vertés sgsajas jgalinty atskleisti per kitas vartotojy jsitraukimo
socialinés ziniasklaidos kontekste dimensijas.
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