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Abstract
Purpose – Under the sunlight of social commerce, few concepts have blossomed like value co-creation. But
when blurred strategies are implemented, the opportunity to wilt a brand is high. To avoid the miscues and
the controversies, an ascendant step is to engage consumers with social commerce sites. The purpose of this
paper is to propose three antecedents to engage consumers with social commerce sites, namely, social
support, social commerce value and social commerce information sharing, and the effect of brand engagement
on the intention of brand co-creation.
Design/methodology/approach – This study used survey data from 234 Iranians with experience using
social commerce sites. Variance-based structural equation modeling using the partial least squares path
modeling approach was adopted to analyze the structural model.
Findings – The authors found that social support, social commerce value and social commerce information
sharing positively foster brand engagement. The study also revealed that brand engagement is a significant
predictor of brand co-creation intention.
Originality/value – The study is the first study that considers and explains brand engagement from social
support theory, social commerce value theory and social commerce information exchange. Also, the study
shows how consumers can be an integral part of a brand. Unlike other studies which were done in
industrialized countries, this study was employed in Iran.
Keywords Co-creation, Brand engagement, Information exchange, Perceived value, Social media,
Social support, Social networking, Social commerce
Paper type Research paper

1. Introduction
Nowadays, it is essential for companies and firms to have a social media presence and to
interact with existing customers and develop new potential customers. According to We Are
Social (2019) statistics, there are 3.48bn active social media users worldwide, approximately
93 percent of these being active mobile social media users. Because of its popularity, social
media facilitates an innovative channel for branding at the core of its customer engagement
(e.g. Ahmad and Laroche, 2016; Zheng et al., 2015), thus changing business practice and
service. A report issued byMarketo (2016) revealed that social media sites are among the most
useful platforms to engage customers with brands at each stage of the consumer journey,
which, in turn, allows for co-creation of value for the brand within customer networks.
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As such, social media has become a popular platform for a variety of commercial activities
such as customer review and customer interaction, being referred to as the social commerce
phenomenon (Lin et al., 2017). In the context of social commerce, customers can offer product
assessment, recommend products, and share their personal experience about using products,
thus creating value for branding. In such a scenario, customers could be considered as
co-creators of value (Xie et al., 2008). Social commerce websites that help companies to create
“efficiency, novelty and lock-in” value propositions (Zheng et al., 2017) and progressive
advances in social commerce has revealed co-creation to be capable of increasing brand
competitiveness (Bendapudi and Leone, 2003). In essence, consumers have become a glorified
source of brand innovativeness (Klink and Athaide, 2010), particularly in the context of social
commerce. Therefore, social commerce offers an effective approach for value co-creation,
which is beneficial for both firms and customers (Franke and Schreier, 2010; Fuchs and
Schreier, 2011). For example, ideas that are co-created with customers can outperform those
that are generated by a firm’s professionals, designers and marketers with regards to novelty
and benefit (Poetz and Schreier, 2012). Social commerce is now gaining much attention from
practitioners for facilitating value co-creation for gaining business profitable values. Therefore,
it is essential for both academics and practitioners to understand the role of social commerce in
value co-creation from the customer perspective.

Research on value co-creation has primarily focused on explaining the concept,
demonstrating the nature, process and practices of brand value co-creation, and exploring it
as a co-creation process (e.g. Grönroos and Voima, 2013; Hatch and Schultz, 2010; Ramaswamy
and Ozcan, 2016). There are few studies that attempted to empirically investigate the
antecedents of co-creation. For example, Xie et al. (2008) explored the underlying motivational
mechanism that influence consumers’ intention to prosume (co-creation value intention) in the
context of food prosumption, based on the theory of trying. Results revealed that global values
can influence domain-specific values in food prosumption, and domain-specific values then
affect attitudes, self-efficacy and ongoing behavior, which can positively influence consumers’
intention to prosume. In another study, Payne et al. (2009) found that a booking system with
brief tutorials on a car rental process can help customers understand how to obtain the
additional benefits of membership, thus enhancing co-creation activities. Although these
studies have begun to explore the factors shaping customers’ value co-creation, there remains a
paucity of understanding about how value co-creation could be facilitated in the social
commerce environment. In social commerce, consumers can co-create value through their
interactions with peer consumers, and their role shift from passive audiences to active partners,
thus co-creating values (Prahalad and Ramaswamy, 2004). In other words, customers tend to
participate in the co-creation process with other peer customers and exchange their knowledge
and experience about brand/product, thus helping each other with their purchase decision
making. Therefore, social commerce can be considered to emphasize the new service-dominant
logic (S-DL) which argues that brand value co-creation is enhanced when consumers’
interactions are supported (Vargo and Lusch, 2004). S-DL is a major stream in value co-creation
with customers (Grönroos, 2006), being one which can be actively promoted by social
commerce sites (Baghdadi, 2016). Brand researchers and managers have started to be mindful
of co-creation in building brands with the customers (Ind and Coates, 2013); in enhancing the
brand relationship experience (Payne et al., 2009), discussing the social support environment of
online communities (Wang et al., 2016) and in considering the motives behind engagement with
co-creation in the social media context (Füller, 2010). Hajli (2014b) argued that social commerce
sites are essentially greenfield locations for co-creating value with customers, but without
proceeding to explain the impact of that state of affairs on branding.

In addition, customer engagement is central to facilitating value co-creation in the social
commerce environment because customers have been actively exchanging their shopping
information for supporting each other’s shopping outcomes (Liang and Turban, 2011;
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Zhang and Benyoucef, 2016). It is essential to provide further insights into customer
engagement to better understand why customers are willing to devote their effort and time
in co-creating values in social commerce (Iglesias et al., 2013). Hence, this study seeks to
investigate empirically how customers can become an integral part of the brand (Ind et al.,
2013) by exploring its antecedents from a social commerce perspective and at the individual
consumer level. Specifically, the study aims to answer the following questions:

RQ1. What are the primary constructs that influence customer engagement in
social commerce?

RQ2. Does customer engagement influence value co-creation?

The remainder of this paper is organized as follows. First, we provide the literature review
on value co-creation and customer engagement and identify three antecedents, including
social commerce information sharing, social support, and social commerce value. Second,
the research model and hypothesis development are provided, followed by a discussion on
research methods. Finally, we provide concluding remarks, acknowledge limitations and
suggest directions for future research.

2. Literature review
2.1 Value co-creation with customers
Value co-creation has become the focus of much intense debate in the marketing field
(Bernard et al., 2011). Prahalad and Ramaswamy (2004) introduced the concept of Value
co-creation, which is the fundamental mechanism of Vargo and Lusch’s (2004) S-DL.
McColl-Kennedy et al. (2012, p. 370) define value co-creation as “benefit realized from
integration of resources through activities and interactions with collaborators in the
customer’s service network.” S-DL is not an exclusive theory in marketing (Lusch and
Vargo, 2006), but encompasses other research areas such as information management
(Yan et al., 2010), branding (Merz et al., 2009), consumer-cultural theory (Arnould, 2007), and
industries such as tourism and travel (Buhalis and Foerste, 2015), hospitality (Shaw et al.,
2011), and music festivals (Szmigin et al., 2017). Prahalad and Ramaswamy (2000)
discuss the sense of paradigm switch in the moving of the position of the customer from
simple recipient of firm values to active player in creating that value, which they describe
as “value-in-experience.” According to Lusch and Vargo (2006), the value co-creation
concept has been extended to incorporate the value delivery phase.

Brands have been shaped by both value co-creation and S-DL (Merz et al., 2009). Vargo and
Lusch (2004) highlighted that customers can co-create value – which is an axiom in S-DL
(Vargo and Lusch, 2008) – and Prahalad and Ramaswamy (2004) crystallized the connection
between brand and co-creation in stating: “The experience is the brand. The brand is
co-created and evolves with experiences” (p. 13). Brand co-creation material in the extant
literature is scarce; however, customers play an influential and crucial role in how other
customers perceive brands through their experience relationship (Payne et al., 2009). France
et al. (2015, p. 852) defined brand co-creation as “customer-led interactions between the
customer and the brand,” to co-create brand meaning (Vallaster and von Wallpach, 2013) and
brand identity (Black and Veloutsou, 2017). Internet technology has empowered customers to
craft interactions about brands and their offers. Merz et al. (2009) studied brand co-creation
from a broader perspective and define it as “creating brand value through network
relationships and social interactions among the ecosystem of all stakeholders” (p. 338), a view
which is supported by Hatch and Schultz (2009), who emphasized that dialogue between
stakeholders is an intrinsic aspect of brand co-creation. On the other hand, Gensler et al. (2013)
argued that social media sites have become the theatre for consumers to tell brand stories and
co-create brand value where they are acting as “authors of brands’ stories.”
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2.2 Customer-brand engagement (CBE)
The concept of engagement and consumer-brand engagement has received considerable
attention (Harmeling et al., 2017). Higgins (2006) described engagement as “The state of being
engaged is to be involved, occupied, and interested in something” (p. 442). Strong engagement
is to concentrate on something, to be absorbed or engrossed with.” Engagement has been
studied in different sciences, like sociology ( Jennings and Stoker, 2004), psychology
(Achterberg et al., 2003; Huo et al., 2010) and organizational behavior (Crawford et al., 2010;
Frank et al., 2004). In the last decade, engagement has emerged into the marketing context
sharply (Gambetti and Graffigna, 2010; Kumar et al., 2010). Customer engagement is a
multidimensional concept. Van Doorn et al. (2010, p. 253) defined it as “customer behavioral
manifestation towards a brand or firm, beyond purchases, resulting from motivational
drivers.” Engagement in marketing is undertaken between specific subjects and objects
(Hollebeek, 2011). The literature is rich and offers substantial insights of studies on
engagement in social media. Several previous studies on engagement and social media show
wide and diverse area of implementation across different sectors and industries (Chae, 2015;
Hennig-Thurau et al., 2015) like politics (Golbeck et al., 2010; Stieglitz and Dang-Xuan, 2013;
Ye et al., 2017), health (Beykikhoshk et al., 2015), education (Williams et al., 2013) and sport
(Kim et al., 2017). Okazaki et al. (2015) explored IKEA’s customer engagement on Twitter and
found that their engagement can be classified into three types: subjective, objective and
network sharing. In another study by Zheng et al. (2015), they concluded that customer
engagement on Facebook influenced their brand loyalty.

Customer engagement is a multidimensional concept. Van Doorn et al. (2010, p. 253) defined
it as “customer behavioral manifestation towards a brand or firm, beyond purchases, resulting
from motivational drivers.” Engagement in marketing is undertaken between specific subjects
and objects (Hollebeek, 2011). The focus of this study is on CBE, also referred to as brand
engagement. Consumer-brand engagement is explained as activities manifested “beyond
purchase” (Vivek et al., 2012, p. 127), which stands on a “psychological state” in a “cognitive,
emotional and behavioral” typology (Brodie et al., 2011) that originate from a “voluntary”
decision (Verleye et al., 2014). Hollebeek et al. (2014, p. 154) defined consumer-brand
engagement in the social media context as “consumer’s positively valenced brand-related
cognitive, emotional and behavioral activity, during or related to focal consumer/brand
interaction.” Social commerce provides and nurtures a fruitful space within which to build a
brand community (Habibi et al., 2014), that the firm and its enthusiasts can create, share,
spread and co-create brand-related contents (Laroche et al., 2012). These brand communities
are able to improve the relationship between the members of the community and the brand
(Zhou et al., 2012).

2.3 Social commerce
Social commerce is defined as “any commercial activities facilitated by or conducted
through the broad social media and Web 2.0 tools in consumer’s online shopping process or
business’ interactions with their customers” (Lin et al., 2017, p. 191). It empowers consumers
to share their shopping experience, knowledge, habits, stories and word-of-mouth to help
others in optimizing their purchasing choices among products and brands; thus, others can
evaluate and compare market offerings and make tailored purchase decisions according to
their peers’ evaluations (Hajli, 2015). In this section, we primarily draw upon the literature on
social commerce in identifying three key antecedents: social support, social commerce
information sharing and social commerce value.

2.4 Social support
Social support refers to “the social resources that individuals perceive to be available, or that
are actually provided to them by non-professionals in the context of both formal support
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groups and informal helping relationships” (Gottlieb and Bergen, 2010, p. 512). There is
considerable literature indicating that social support is a multidimensional construct
consisting of various forms of support such as informational support, emotional support,
instrumental support and companionship (e.g. Berkman et al., 2000; House, 1981; Lin et al.,
2016). Social support can be facilitated by the exchange of verbal and nonverbal messages
between two or more individuals (Pfeil, 2009), the content of which can determine the type of
social support. Social support has been identified as a primary factor that drives online user
behaviour in social commerce in terms of two primary dimensions – informational support
and emotional support (Liang and Turban, 2011). Specifically, informational support refers
to problem solutions based on user-generated commercial information featuring factual
information related to the brand/product, such as product rating and reviews, product
recommendation and shopping experience sharing in a variety of social media platforms.
Emotional support refers to supportive problem solutions based on psychosocial support
with the intent to exchange care, backing and comfort to each other in supporting purchase
decision making.

In social commerce, customers are more likely to join and share experiences when they
obtain reputational information from others through social media communities (Chiu et al.,
2015) with some main advantages including being able to seek information conveniently,
and share social support regardless of the extent of users’ geographic, cultural, national and
organizational diversity (Sen et al., 2010). According to the work of Kraut et al. (2002), social
support tends to be more productive and influential in an online context than in an offline
context. The two main forms of support customers receive in the online context are
informational and emotional (Ridings and Gefen, 2004). Social support forges relationships
between community members (Wellman and Wortley, 1990), and provides them with the
emotional care and informational assistance (Bagozzi and Dholakia, 2002; Wellman et al.,
1996) that is nurtured within the social commerce environment (Liang and Turban, 2011).

2.5 Social commerce information sharing
Information sharing requires a state of psychological willingness to disclose and share
individual and personal information (Hsieh et al., 2012) as well as knowledge (Wasko and
Faraj, 2005). In social commerce, information sharing is a key reason for participating in social
commerce sites (Li et al., 2018). Information sharing refers to consumers’ willingness to share
information with their peers (Bilgihan et al., 2014). Within social commerce sites, customers
trust and share other customers’ knowledge, experiences and opinions through ratings,
reviews and recommendations (Hajli et al., 2014). As such, ratings, reviews, rankings,
recommendations, leaving comments, likings, sharing and following are the unique features
and characteristics of social commerce information sharing (Baghdadi, 2016).

2.6 Social commerce value
Perceived value refers to the tradeoff between giving and receiving, i.e. a consumer’s overall
assessment of the use of a product/service based on what is received and what is given
(Zeithaml, 1988). In social commerce, consumer-generated content covers a variety of
information such as descriptions of product features, product offerings, peer consumers’
assessment of products, among others (Huang and Benyoucef, 2013). The large amount of
such user-generated content can offer consumers opportunities to purchase products at a
lower price and receive product promotions, and to become more-informed customers
(Stephen and Toubia, 2010). Therefore, consumers can obtain utilitarian value in social
commerce, thus improving their purchase outcomes. On the other side, social commerce can
also increase playfulness in online shopping, thus adding hedonic values. The hedonic value
of shopping reflects the values that consumers receive from the multisensory, fantastic
and emotive aspects of their shopping experiences, such as entertainment and pleasure
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( Jones et al., 2006). For example, consumers may obtain enjoyment by commenting on
products to help others and sharing their good experiences with others on social media
when they are shopping on social commerce websites. In addition, social commerce is now
creating a strong sense of sociability and interaction among consumers, which can add
hedonic value to online shopping (Zhang et al., 2014) as customers can experience fun and
pleasure when they use social commerce features to interact with other consumers.
Therefore, we argue that social commerce provides a significant step toward fostering the
hedonic value of online shopping, which is defined as “the enjoyment received from using
social commerce for online shopping.” In summary, we argue that customers can obtain two
primary values from social commerce – perceived utilitarian value and hedonic value – thus
capturing social commerce value in our study.

3. Research model and hypothesis development
Our research model is shown in Figure 1. Briefly, we identify three constructs (namely,
social support, social commerce information sharing and social commerce value) from the
literature on social commerce as antecedents of brand engagement, which, in turn, influence
users’ value co-creation intention.

3.1 The effect of social support on brand engagement
Social conditions refers to the set of circumstances that form part of the relationship between a
recipient and a communicator, particularly in terms of intentions toward electronic word-of-
mouth information, relating to receipt, use and spreading of recommendations, hence engaging
other consumers in the content (Palka et al., 2009). Social influence has been studied by
Dholakia et al. (2004), who found that consumers’ participation in virtual communities is
enhanced by social influence. Algesheimer et al. (2005) discussed the role of social influence in
brand communities, where it is seen to play a key role in determining community engagement,
which in turn leads users to be more eager to participate and retain their membership of the
community. Lin et al. (2016) concluded that continuance in the use of social network sites is
influenced by the degree of online social support users receive. Indeed, the relationships
formed between social commerce site users’ leads to a better product recommendations
(Yang et al., 2013). Therefore, users seek social interaction with their peers in the online
community in the form of social support (Kim et al., 2011). Social support influences user
interaction with other users through informational and emotional support (Phang et al., 2009).
Social support boosts users’ participation in social commerce sites by facilitating robust
relationship quality (Liang et al., 2011), and additionally, social support (in its two forms of

Social support

Social commerce
information

sharing

Social commerce
value

Social commerce

Brand
engagement

Co-creation
intention

H1

H2

H3

H4

Figure 1.
Research model
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Informational and Emotional support) provides a base from which enhanced credibility may
be achieved, along with increased expectancy of participation from consumers (Hajli, 2018).
Thus, we propose the following hypothesis:

H1. Social support has a positive impact on brand engagement.

3.2 The effect of social commerce information sharing on brand engagement
Nowadays, sharing information in social technologies tends to be less risky (Hajli and Lin, 2016)
and more beneficial (Li et al., 2018). The notion of information sharing leads to voluntary
self-disclosure of information (Lee et al., 2008). Information sharing is a key activity in social
commerce (Bai et al., 2015). Social commerce sites encourage consumers to continue sharing and
disclosing their knowledge about brands and products in a way that shapes the experiences of
other consumers (Sotiriadis and Van Zyl, 2013), which, in turn, increases their level of
engagement (Liu et al., 2016). Osatuyi (2013) studied information sharing and established that
information sharing can be utilized to enhance user engagement. Grace et al. (2015) concluded
that users tend to use social network sites because they allow them to share their knowledge
with other users. Therefore, given the strong relationship between information sharing and
engagement in the social media and social commerce context, it is hypothesized that:

H2. Social commerce information sharing has a positive impact on brand engagement.

3.3 The effect of social commerce value on Brand engagement
The preceding discussion forwards the argument that social commerce value consists of both
utilitarian value and hedonic value, which are identified as the primary type of value that a
social commerce website can offer. Some prior studies have demonstrated that perceived value
has positive impacts on shopping outcomes including satisfaction and (re)purchase intentions
(Chiu et al., 2014; Jones et al., 2006; Koufaris, 2002). For example, Koufaris (2002) reported that
consumer purchase intention (more specially, intention to return) is affected by shopping
enjoyment (hedonic value). Chiu et al. (2014) showed that utilitarian value and hedonic value
are both positively associated with consumers’ repeat purchase intentions. Mirkovski et al.
(2017) indicated the positive effect of intrinsic and extrinsic motivations on social commerce
users’ information sharing. These research findings highlight that perceived utilitarian value
and hedonic value can guide consumer behavior and regulate customer engagement, including
behavioral intention and affective response (Bridges and Florsheim, 2008; Wang, 2008). In the
context of social commerce, brand engagement captures users’ cognitive, emotional and
behavioral activities in relation to a brand. Accordingly, customers would have a higher level
of branding engagement when they perceive a higher level of social commerce value exists.
Consequently, we propose the following hypothesis:

H3. Social commerce value has a positive impact on brand engagement.

3.4 The effect of brand engagement on co-creation intention
Analysis of the extant literature reveals discussions of the concept of value co-creation,
which, in turn, results in the related concept of brand co-creation. Brand co-creation can be
articulated in two ways; when the customer and the firm exchange information and form a
connection (Vallaster and von Wallpach, 2013), and when the customer experiences the
brand (Healy and McDonagh, 2013). Hajli et al. (2017) developed a framework explaining
aspects of brand co-creation in the social commerce era, illustrating that for brand
co-creation to occur, customers need to be engaged with the brand through a varied series of
interactions, consisting of social interaction in the online community, relationship quality
and brand loyalty. The relationship between brand engagement and value co-creation is
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further acknowledged by Prahalad and Ramaswamy (2004) in stating that a “firm cannot
create anything of value without the engagement of individuals.” Brand engagement is a
solid base for brand value co-creation (Ramaswamy and Ozcan, 2016). This study proposes
that brand engagement is an antecedent of brand co-creation (France et al., 2015), and brand
co-creation is a consequence of brand engagement (Hollebeek, 2011; Merrilees and Merrilees,
2016). Hence, we argue that with greater brand engagement, customers will be more able to
co-create brand value. Therefore, we hypothesize:

H4. Brand engagement has a positive impact on co-creation intention.

4. Research methodology
4.1 Data collection
Studies investigating consumer acceptance and use of technologies have tended to focus on
industrialized countries (Alsajjan and Dennis, 2010), and while such research, in general, is
needed on the behavior of consumers in the social commerce context (Zhang and Benyoucef,
2016), regional and national variations in consumer behavior suggest that research is also
required in diverse cultural settings. Hence, data for this study were collected in Iran. Iran
provides a potentially useful setting for study as the Iranian people pay particular attention to
social networking sites (SNSs), and make use of these sites for shopping. In addition, Iran was
selected as a location due to the general lack of information relating to the Iranian market, with
relatively few academic studies focusing on the country to date. A local co-author proved
helpful in identifying attractive SNSs and social commerce websites/applications to focus upon
during the research. A survey approach was employed, and in order to obtain a representative
sample, we targeted potential participants who had been involved in making use of social
commerce platforms in Iran. We randomly invited 1,200 such individuals through SNSs with
an online questionnaire (40 percent) and paper questionnaire (60 percent). Data collection took
place in 2017 in different cities within Iran, including Tehran, Shahriar, Karaj and others. In
total, 240 responses were received, achieving a 20 percent response rate, with 234 of these
responses being usable. Of the returns, 95 percent were provided through a paper-based
questionnaire, and 5 percent from an electronic questionnaire. The sample comprised
60 percent male respondents, and 40 percent female.

4.2 Development of measurement items
We adopted and modified the measurement items employed from scales validated in previous
studies. All items were measured with seven-point Likert scales, ranging from 1 (strongly
disagree) to 7 (strongly agree). Social support is conceptualized as a second-order construct,
having two contributing first-order factors; informational support and emotional support.
These were measured using multiple items adapted from Liang et al. (2011) and (Hajli, 2014a).
Items for social commerce info-sharing were adapted from Hajli (2015). Social commerce value
is also conceptualized as a second-order construct using two dimensions including utilitarian
value and hedonic value, the items of which are adapted from Baldus et al. (2015). Items for
brand engagement were adapted from Kim and Johnson (2016), measuring a consumer’s
cognitive, emotional and behavioral activities. Items for co-creation intention were adapted
from (Hajli, 2014b). Table AI provides detailed items for each construct.

5. Data analysis and results
We used the partial least squares structural equation modeling (PLS-SEM) method as the
primary tool to test the hypotheses proposed. SEM is a tool used to analyze multivariate
data, which is also appropriate for theory testing (Horton, 1980). Additionally, PLS is a
suitable method for testing path models (Marcoulides et al., 2009).
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5.1 Construct reliability and validity of measurement model
The measurement model was tested by following Hair et al. (1998). Our initial data pool
included 28 items. In sum, 12 items were removed during the pilot study due to correlations
issue. We assessed the convergent validity by analyzing factor loadings, composite
reliability (CR) and average variance extracted (AVE).

Findings confirm that all factor loadings are above 0.65, therefore presenting an acceptable
factor loading magnitude (Hair et al., 2010). The minimum values for CR and AVE are 0.7 and
0.5, respectively (Hair et al., 1998). The value of CR of all constructs is above 0.7, while the value
of AVE for all constructs is above the threshold level. Thus, the outcomes show decent
convergent validity (refer Table I). Discriminant validity confirms whether the construct
measures are different from the other constructs or not. We measured the discriminant validity
by following (Fornell and Larcker, 1981). As shown in Table I, the square root of AVE is more
than the correlation between variables, therefore showing decent discriminant validity.

5.2 Results of structural model
After assessment of initial standards in the measurement model, we further examined the
hypothesized relationship among constructs. Figure 2 displays the model test outcomes. The
findings demonstrate that all intended path coefficients; H1–H4 are positively significant.
Social commerce information sharing (0.400) is the most significant contributor for co-creation
intention; followed by social commerce value (0.282) and social support (0.257). Our findings
are consistent with previous studies by Osatuyi (2013) and Liu et al. (2016), who reported that
information sharing on social commerce platform increases user engagement: in this case, the
brand engagement. Our study model explains that 46 percent of the variance is related to

AVE CR BG CB SCIS RH SI

BG 0.510 0.806 0.714
CB 0.512 0.759 0.444 0.716
SCIS 0.660 0.795 0.553 0.322 0.813
RH 0.591 0.852 0.436 0.162 0.241 0.769
SI 0.623 0.831 0.452 0.302 0.330 0.223 0.790
Note: Diagonal values shown in italics are square roots of AVEs

Table I.
Correlations matrix
with composite
reliability (CR),
average variance
extracted (AVE)

Social support

Social commerce 
information 

sharing

Social commerce 
value

Social commerce

Brand 
engagement
R2=0.460

Co-creation 
intention
R2=0.197

0.400*** 0.444***

0.257***

0.282***

Notes: *p<0.05; **p<0.01; ***p<0.001

Figure 2.
Structural model
results
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brand engagement, while 19.7 percent is related to the dependent variable; co-creation
intention. Though the model’s predictive accuracy is relatively small at about 20 percent, we
can conclude that the fitness of this model is reliable because a value of 20 is considered high in
studies related to consumer behavior (Hair et al., 2011). These results are supporting the fitness
and acceptability of our hypothesized model as shown in Table II.

6. Discussion
6.1 Key findings
The purpose of this study is to investigate how consumers can be an integral part of the
brand and co-create in the social commerce context. Our research findings show that brand
co-creation intention increase with brand engagement, which is influenced by social
support, social commerce information sharing and social commerce value. These findings
underpin the argument that consumers are more likely to engage with social commerce
websites or applications if: they share their experiences and recommendations with others,
they receive social support from other consumers and they perceive a higher level of social
commerce value in a social commerce website. Furthermore, enhanced engagement with a
social commerce site or application will boost the intention of consumers to co-create
branded-related content via the social commerce site or application. The theoretical and
practical implications of the findings are discussed below.

6.2 Theoretical implications
First, our study extends the existing social commerce literature by exploring brand
engagement and empirically testing its antecedents and impacts on value co-creation. Previous
research studies have not attempted to examine how consumers’ brand engagement can be
facilitated in a social commerce environment. Hence, our research findings can advance our
understanding about the social commerce phenomenon by providing some initial insights into
brand engagement. Such findings are valuable for studies to understand how social commerce
can be used to facilitate various consumer behaviors and outcomes, and thus providing further
insights into its implementation of social commerce for business practices. As such, our results
show the important role of social commerce in driving commercial activities, which is
consistent with prior social commerce studies (e.g. Liang and Turban, 2011; Lin et al., 2017).

Second, social support, social commerce information sharing and perceived social
commerce value are identified as the key antecedents of brand engagement in the context of
social commerce. These results indicate that social commerce can facilitate an efficient
environment where consumers could be motived to participate in the brand engagement
management activities. As such, this study can advance our understanding about CBE by
leveraging social commerce tools (Hollebeek, 2011). Specifically, social commerce sites need
to create a sense of social support and value. It also needs to empower consumers to share
commercial information with others. In particular, one interesting finding is that social

Hypothesis Path coefficient t-value Support

H1: social support has a positive impact on brand engagement 0.257*** 4.066 Yes
H2: social commerce information sharing has a positive

impact on brand engagement
0.400*** 5.558 Yes

H3: social commerce value has a positive impact on brand
engagement

0.282*** 4.397 Yes

H4: brand engagement has a positive impact on co-creation
intention

0.444*** 7.880 Yes

Notes: *,**,***Significant at 10, 5 and 1 percent levels, respectively

Table II.
Summary of
hypotheses
test results
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commerce value is positively related to brand engagement. It suggests that consumers
consider their benefits from social commerce in their decision making about engaging with
brands. These results are consistent with some existing studies (Stephen and Toubia, 2010;
Wang et al., 2019), regarding the important role of consumers’ perceived social commerce
benefits. Our study provides further insights into how technological advances can benefit
consumers, and thus serves as a foundation for further research examining consumers’
perceived benefits and its impacts in different emerging research contexts.

Third, our findings refine the concept of co-creation and its importance in brand building.
Consumers contribute to brand building by sharing their opinions and experiences without
company involvement, therefore shedding the lights that co-creation intention is unlikely to
be present without strong engagement with the brand. In fact, this study confirms the
results of previous conceptual studies (France et al., 2015; Merrilees and Merrilees, 2016) that
brand engagement is a pre-requisite and indicator of brand co-creation intention. This study
delineates co-creation intention and brand engagement in social commerce context and
revealed that these two concepts have been rarely studied empirically within the context of
social commerce. In a previous study by Hajli et al. (2017), the authors found that brand
loyalty leads to brand co-creation; similarly, this study proves the power of brand
engagement on co-creation intention. Integrating social support, social commerce value,
information seeking and brand engagement have filtrated the process of brand co-creation
in social commerce. Therefore, brands can be neglected if they do not effectively recognize
and manage the importance of engagement concept in their marketing campaigns.

6.3 Practical implications
Given that our research result demonstrate how social commerce can be used to trigger
consumers’ brand engagement and co-creation, it offers managers an enhanced understanding
of the implementation of social commerce for business practices and achieving competitive
advantages. Brand engagement is very important for business to promote products/services
and improve word-of-mouth, and managers should make efforts to effectively engage with
customers by implementing the relevant social commerce features. As such, our research
results provide strong empirical evidence to clarify how companies can take advantages of
social commerce and increase consumers’ brand engagement and co-creation intentions in the
social commerce context. In particular, it is critical for companies to develop strong
engagement with their customers, and therefore, they should harness the potential impact of
the application social commerce into business practices. For example, marketing managers of
social commerce websites should integrate their firms’ resources in order to enable consumers
to share information with their peers and hence provide social support to other peers. Brand
managers should also increase consumers’ brand passion through building trusted and
personalized relationships and encouraging discussion between consumers in their social
commerce websites about their products and services. Introducing enjoyable and entertaining
content on social commerce platform can also improve the level and strength of engagement
between the company and consumers. Finally, continuing to use the social commerce websites
to reveal the latest information about their products and services will encourage consumers to
further engage with the brand. Further research may use this study as an example to study
consumer behavior in advanced online environment and/or leveraging new information
technologies. All these indicate that social commerce can be a good approach for business
practices (Lin et al., 2017), in particular, in terms of CBE and co-creation.

Further, our research results suggest three social commerce-based factors that may guide
the successful implementation of social commerce into business practice. Specifically, social
commerce information sharing, social support, and social commerce value all play an important
role in driving CBE and, thereafter, co-creation. These findings provide further insights into
the impacts of specific social commerce features on customer behavior in social commerce.
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Taking advantages of these findings, managers may improve consumers’ brand engagement
experience and outcomes by creating an effective environment where consumers are willing to
share their information and exchange social support. Managers may also want to create a
sense of social commerce value in order to enhance CBE. On the other side, social commerce
providers (such as Facebook) can also collaborate with companies to establish a reliable and
comfortable environment for consumers to interact with brands, and thus being more
likely to retain the memberships of companies. Therefore, our study can provide important
implementations for both business and social commerce providers.

6.4 Limitations and future study
This study, in keeping with other research projects, has a number of acknowledged
limitations. The study focused on only one country, Iran, and given that cultural variation
does play a role in social media and social commerce, future research should apply the model
in different cultural settings, such as the USA, the UK, China and India. Moreover, this study
adopts composite measurements for brand engagement variables, including cognitive,
emotional and behavioral aspects, whereas future study should measure these activities
separately by adopting ( for instance) Hollebeek et al.’s (2014) dimensions. Finally, the study
is based on a convenience cross-sectional sample. As motivations can vary across time, and
between occasions and situations, it is further recommended that future work be based on
longitudinal studies in order to gain a better understanding of how the motivational drivers
vary in impact and significance in order to provide information that will allow managers to
design a suitable strategy that acknowledges time, occasion and situation.

7. Conclusion
Co-creation intention has become a common feature within the social commerce context, and
it is considered to be a highly promising channel for many companies. In order to exploit it,
an important step is to engage consumers with social commerce sites or applications in
order to motivate them to participate by raising their level of co-creation intention. In this
study, our purpose is to improve understanding of how consumers can be an integral part of
the brand in the social commerce context. We employ the social support theory, social
commerce information sharing and social commerce value in contributing to explain the
mechanism of engaging consumers with social commerce websites in order to increase the
intention of brand co-creation. Our findings suggest that it is important for social commerce
websites to consider engagement and its motivators as they attempt to boost levels of
co-creation intention. As such, this research provides a useful foundation and empirical
overview of how consumers can co-create brands in social commerce.
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Appendix

Code Measurement item Factor loading

BG3 I would be interested in products offered by my favorite social commerce website or
application

0.695

BG4 I would be proud to have others know that I use my favorite social commerce website
or application.

0.691

BG5 I like to visit my favorite social commerce website or application 0.728
BG6 Compared to other people, I would closely follow news about my favorite social

commerce website or application
0.743

CB1 If my friends ask for advices about a problem related to my favorite social commerce
website or application, I intent to share it with them

0.700

CB2 If my friends offer information about their experience in my favorite social commerce
website or application, I would act with them

0.685

CB4 If a professional person offers advice based on his/her experience in my favorite
social commerce website or application, I would act with him/her

0.760

RH1 I like participating in my favorite social commerce website or application because it is
entertaining

0.775

RH2 Having fun is my main reason for participating in my favorite social commerce
website or application

0.705

RH3 I participate in my favorite social commerce website or application because I think it
is fun

0.795

RH4 I find participating in my favorite social commerce website or application to be
very entertaining

0.797

SCI3 I am willing to share my own shopping experience of a brand with my friends on my
favorite social commerce website or application through ratings and reviews

0.790

SCI4 I would like to use a member’s online recommendations on my favorite social
commerce website or application to buy a product

0.835

SI1 In my favorite social commerce website or application, some people would offer
suggestions when I needed help

0.840

SI2 When I encountered a problem, some people in my favorite social commerce website
or application would give me information to help me overcome the problem

0.658

SI3 When faced with difficulties, some people in my favorite social commerce website or
application would help me discover the cause and provide me with suggestions

0.856 Table AI.
Measurement
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