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Introduction 
Social media are important marketing tools for brands, especially as market research indicates users value connecting 
with brands on social media networks and 79% of users make online purchases (Casey, 2017). Since the invent of 
social media, the way consumers and businesses communicate has changed (Mangold & Faulds, 2009). For sport 
organizations, it is important to commit resources to building an online presence and interacting with fans on social 
media networks (Abeza, O'Reilly, & Reid, 2013).  
 
Due to their potential to engage customers, social media encourage relationship building between consumers and 
organizations (Jahn & Kunz, 2012; Pronschinske, Groza, & Walker, 2012).  
However, while social media provide a channel for engagement (Rishika, Kumar, Janakiraman, & Bezawada, 2013) 
and studies suggest how to increase engagement (e.g., Baird & Parasnis, 2011; Cvijikj & Michahelles, 2013; Malhotra, 
Malhotra, & See, 2013; Thompson, Martin, Gee, & Eagleman, 2014), there is no consensus on what the term 
engagement means in the social media space (Sashi, 2012; Schultz & Peltier, 2013). The academic literature views it 
sometimes as actions individuals take to interact with others on social networks and sometimes from a broader 
psychological context (Syrdal & Briggs, 2018).  
 
Barger, Peltier, and Schultz (2016) define consumer engagement on social media as measurable actions consumers 
engage as a response to brand-related content. In this vein, academic and practitioner literature discusses a wide 
range of behavioral measures of engagement including page traffic, frequency of visits, reach, number of followers, 
messages, time spent on page, likes, posts, reads, page visits, comments, and sharing content (Cvijikj & Michahelles, 
2013; Hudson, Roth, Madden, & Hudson, 2015; Jahn & Kunz, 2012; Lipsman, Mud, Rich, & Bruich, 2012; 
Malhotra et al., 2013; Sterne, 2010; Thackeray, Neiger, & Keller, 2012). Malthouse, Haenlein, Skiera, Wege, and 
Zhang (2013) identified lower engagement where consumers passively consume content and higher engagement 
where consumers participate in various forms of content creation. Taking yet another perspective, Rapp, 
Beitelspacher, Grewal, and Hughes (2013) created the consumer social media scale, which includes ten statements 
related to how and why customers interact with a business on social media.  
  
There are few scaling attempts to measure consumer engagement, especially as it relates to measures outside of overt 
behavior. One exception is Hollebeek, Glynn, and Brodie (2014), who applied the traditional consumer-brand 
engagement concept to social media, and created a scale that includes cognitive, activational, and affective 
components. While many content analyses have examined behavioral measures of engagement, attempts to 
empirically validate this broader consumer-brand engagement scale were not found. The purpose of this study is to 
expand engagement literature on social media by testing the cognitive, affective, and activational model of 
consumer-brand engagement (CBE) on social media in sport, as well as its relationship to other marketing 
outcomes. This presentation will address the assessment of the psychometric properties of the CBE in social media 
scale and examine how attachment to team impacts the three aspects of CBE in social media.  
 

Method 
The study will use survey research design and the sample will be recruited via Amazon Mechanical Turk (MTurk), a 
site that allows an individual to post a task for workers and provide compensation for their participation. 
Participants will be asked to complete an anonymous, online survey administered through Qualtrics. Data collection 
will take place in the summer of 2019. 
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The survey instrument will include demographic information and two scales. The consumer-brand engagement in 
social media scale created by Hollebeek et al. (2014) will be adapted and used to measure cognitive, affective, and 
activational dimensions of social media engagement. The authors assessed the scale for reliability and validity finding 
the cognitive, affective, and activation factors as reliable (Cronbach’s alpha = .88, .93, and .86 respectively).  The 
cognitive and activation factors are measured using three items and the affective factor is measured with four items 
(all on a 1 = strongly disagree to 7 = strongly agree scale). Team identification will be measured using a scale 
adapted from Trail and James (2001) that includes three items, each measured on a 7-point Likert scale from 1 = 
strongly disagree to 7 = strongly agree. Relationship quality will be assessed using the Sport Consumer-Team 
Relationship Quality Scale (Kim, Trail, Woo, & Zhang, 2011), which includes five constructs; trust, commitment, 
intimacy, identification, and reciprocity. Purchase and referral intentions will be measured using scales adapted from 
Pöyry, Parvinen, and Malmivaara (2013). Descriptive statistics will be calculated in SPSS Version 24. Then, MPlus 
Version 7.4 will be used to conduct confirmatory factor analysis (CFA) and structural equation modeling (SEM).  
 

Discussion 
Anticipated results are expected to expand theoretical understanding of consumer engagement in the context of 
social media. While behavioral engagement has been explored in sport through content analysis, other aspects of 
engagement including cognitive and affective have not yet been. Additionally, the role of team identification in 
consumer engagement on social media has not been examined. 
 
Practically, a better understanding of the aspects that drive engagement on social networks can help sport 
organizations determine how to evaluate the effectiveness of social media. For example, if the affective dimension of 
engagement on social media is most salient, teams can focus on building this dimension, instead of focusing solely 
on increasing behavioral interaction.   
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