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Abstract

:

Social media brand communities provide firms with the necessary apparatus to develop and maintain relationships. This study explores the effect of fear of missing out (FOMO) and smartphone use on consumer engagement in social media brand communities, which the study hypothesizes to affect consumer loyalty. Data from 279 social media brand community (SMBC) participants were analyzed. Findings reveal that both fear of missing out and smartphone use influence consumer engagement, which in turn influences consumer loyalty in social media brand communities. Furthermore, smartphone use was found to mediate the impact of fear of missing out on consumer engagement.
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1. Introduction


The need to engage with the target audience motivates brands to maintain an active online presence on social media. Over one-third of the world’s population is found engaging in social media today [1,2]. These engagements are characterized by individual networks as well as groups and corporate communities [1,2]. A litany of evidence exists to support the growth of online brand communities on different social media platforms [3,4,5,6,7]. This is because they present brand-building opportunities in reaching out and building relationships with consumers. Most importantly, these online communities offer heterogeneity relative to geography and audience [8]. From the corporate branding literature, Lui et al. (2018b) concluded that these developments pioneered social media brand communities (SMBCs). SMBCs present brands with relevant engagement opportunities that support brands in building and maintaining relationships with their audience [6,7].



However, the challenge for brands to remain agile toward achieving effective consumer engagement in SMBCs remains an overarching one, especially if they have to maintain constituency and community loyalty [6,7]. Consumer engagement in online communities is essential, especially in sustaining the values and opportunities of these communities [9].



Consumer engagement (CE) strategies in SMBCs requires an understanding of engagement behavior (i.e., ‘liking’, commenting and retransmitting content). Particularly, Islam et al. (2018) emphasized the role of the psychological drivers of user participation. For instance, among age cohorts, Tefertiller, Maxwell and Morris (2019) highlighted peer influence and the fear of missing out (FOMO) as psychological influencers of engagement behavior of individuals online. FOMO describes a pervasive feeling experienced by an individual, where they feel left out on activities experienced by their peers [10]. Tefertiller et al. (2019) established a positive nexus between FOMO and user engagement on online platforms. In addition, several studies further acknowledge the fact that mobile device use facilitates the propagation of FOMO online [11,12]. Because consumers engage more in social media via mobile devices like smartphones [4], there seems to be a growth in the prevalence of the phenomenon of FOMO across online communities [13]. Yet, it is surprising few studies have paid attention to the actual role of FOMO in SMBCs via consumer engagement. It is essential to have more insight into drivers of consumer engagement, which in turn generates loyalty to the communities, as several active online communities have failed to retain their members and have become ‘online ghost towns’ [14]. The loyalty of these SMBC members goes a long way in determining the sustainability of the community [15].



In an attempt to enrich existing literature to ensure the sustainability of SMBCs, this study aims at exploring the influence of the fear of missing out (FOMO) and smartphone use (SPU) on consumer engagement (CU) to drive loyalty (L) to social media brand communities (SMBCs).




2. Theoretical Foundations and Hypothesis


Self Determination Theory is one of the most common theories used in the conceptualization of fear of missing out (FOMO) [10,11,16]. Self Determination Theory deals with the inherent needs and motivations of people. In relation to FOMO, a vital driver for intrinsic satisfaction is the need for socialization, social relatedness and human connection [11], while smartphones have proven to be an effective tool in meeting psychological needs [17,18]. Being anxious because of an unmet social-related desire can be seen as FOMO in the Self Determination Theory framework [10,19]. This means that individuals with high unmet social relatedness needs experience FOMO and may engage in social networking technology in order to be current with their social network. Using Self Determination Theory, FOMO brings about an urge in the mind of consumers to take part in SMBC activities with the help of smartphones, as the portability of smartphones enhances the innate mobility needs of humans [18].



A consumer’s loyalty is seen by his/her intention to stick with an SMBC as a primary choice. Loyal SMBC members are important to firms because they are cheaper to maintain compared to acquiring new prospects, and loyal members pay less attention to alternatives [20,21,22]. In particular, convincing members to remain loyal to an SMBC is a formidable challenge [23]. Social Cognitive Theory suggests that individuals possess a system of self-beliefs that enables them to engage and develop loyalty to an online community [24]. Using Social Cognitive Theory when consumers engage in an SMBC, they tend to exchange ideas, get and send referrals and desire to conform to the anticipation of other community members, which will make them generate loyalty to that community.



2.1. Fear of Missing Out on Consumer Engagement and Smartphone Use


FOMO is a situation in which an individual is anxious or worried about missing out on an experience that is socially interactive [10]. Various studies have shown the superior persuasive effect FOMO has on influencing the behaviors of individuals towards engaging in online activities [10,25,26,27,28,29]. The consumer-based brand equity model, and its extended model called the consumer based brand equity pyramid [30,31,32], suggest that when consumers’ desired experiences (e.g., social interactions between social media users) are linked to a brand, they engage not only with the brand but also with other fellow users of the brand. FOMO drives individuals to participate in social media activities (i.e., consumer engagement) since consumer engagement is also a social media activity that includes posting, reacting, sharing and commenting on online brand related content by consumers in an SMBC [4,32,33]. Thus, this study hypothesized the following:



Hypothesis 1. (H1).

FOMO positively influences consumer engagement in SMBCs.





FOMO is a form of anxiety that is a possible contributor to increase the use of digital technology [34]. The anxiety generated by FOMO brings about a persuasive urge that influences individuals to be in constant use of their smartphones [35]. Apprehension from FOMO brings missing pleasurable experiences, with the need to constantly stay connected with members of one’s social network [19], and the ubiquitous presence of smartphones causes the boundaries existing between an individual and the world to disappear, interlinking individuals with their social network [12,36]. Thus, the following is hypothesized:



Hypothesis 2. (H2).

FOMO positively influences SPU.






2.2. Smartphone Use (SPU) and Consumer Engagement


Smartphones contain functionalities that enable its users to perform actions that can be done mostly using personal computers [37]. Social media applications on smartphones have created social bonding between social media users on SMBC due to the possibility of constant communication and engagement with other individuals on social media [38]. Smartphone use has become a norm in recent times and its highly dependent on individuals having the sense of belongingness in a social media community [39,40]. Thus, this study hypothesized the following:



Hypothesis 3. (H3).

SPU positively influences consumer engagement in SMBCs.






2.3. Consumer Engagement on Loyalty


Consumer loyalty has a vital impact on brand performance, which deals with consumers’ attachment and commitment to a brand [41]. Consumer loyalty towards an SMBC will increase while the consumer constantly engages in the community [42]. Social media platforms have several engaging functionalities that brands harness in fostering a relationship between consumers and SMBCs [3]. Consumers engaging in SMBCs is a key way to trigger, build or foster emotional bonds to render increased consumer loyalty to the community [3,21]. Consumer engagement behaviors in SMBCs can be characterized by sharing, advocating, socializing and co-developing in an SMBC, which is a significant, non-transactional pathway to SMBC loyalty [43,44]. Thus, this study posits the following:



Hypothesis 4. (H4).

Consumer engagement SMBCs will lead to SMBC loyalty.






2.4. SPU as a Mediator


It is expected that a higher propensity of FOMO in consumers may increase the rate of smartphone use in order to access and engage in SMBCs. This can be attributed to smartphone functionalities that enable individuals to perform online social networking tasks, being that FOMO is a persuasive effect that makes individuals engage in online social interactive activities [12,28]. FOMO deals with worries generated due to restricted access to online engaging activities, and smartphone applications grants that access [25,45,46]. Therefore, this study hypothesized the following:



Hypothesis 5. (H5).

SPU will mediate the relationship between FOMO and consumer engagement in SMBCs.







3. Research Methodology


The study selected Facebook as the research context because Facebook is a social network platform that has overwhelming popularity and offers abundant and diverse examples of SMBCs [47,48]. In line with other literature [49,50], the target was not only a single SMBC, but rather a more general approach of members of brand-initiated SMBCs (i.e., not consumer-initiated) in which the participants were instructed to refer to the SMBC to which they belonged. Purposive and snowball sampling methods were used in obtaining respondents for the study. Precisely, for purposive sampling, the criterion for participation was being a member of one or more SMBCs on Facebook. In using snowball sampling, the respondents were asked to recommend other potential participants that would meet the benchmark for participation.



The respondents were asked at the beginning of the questionnaire to recall their most vital and followed brand(s) on Facebook before answering the questions. In making sure the chosen SMBCs fit into the criteria of this study, the authors visited and checked each chosen SMBC after the questionnaire collection. Then, the responses were dropped if the chosen SMBCs did not meet the following criteria: (1) the SMBC page allowed comments; (2) members of the community could share experiences about products of the brand with others; and (3) there was release of updated information about the product or the brand. After 3 weeks of data collection, 345 answers were obtained in which 297 responses were valid and used for the analysis of this study. Male respondents were 171 (57.6%) while the female respondents were 126 (42.4%).



3.1. Measurement Scales


The items measuring the constructs in the model were adopted from existing studies and measured by using a five-point Likert scale with an endpoint of 1 as strongly disagree and 5 as strongly agree Peer communication, fear of missing out [10], smartphone use [51], consumer engagement [52], and SMBC loyalty were adapted from authors in [42,53]. The measurement items are displayed in Appendix A.




3.2. Data Analysis and Results


The study used SmartPLS version 3 in analyzing the collected data and testing the proposed model. The study adopted the PLS-SEM technique because PLS is best suited for exploratory studies with new variables [54]. CE is a developing variable in marketing and with no consensus in its definition [4,55]. Also, models with small samples are analyzed best with PLS, which is also the case in the current study.



Internal consistency reliability of the items was assessed via Cronbach’s α. It is recommended that the internal consistency or reliability of each construct should be greater or equal to 0.70 [56]. The results showed the α value of each construct achieving a floor criterion of 0.7, except for a problematic item from consumer engagement, which was removed from further analysis. Thus, the data in this study were regarded as appropriate for the factor analysis to proceed. The reliability outputs of the measured items are displayed in Table 1.



The convergent validity aimed at assessing the degree of relatedness among the theoretically similar constructs was measured by testing factor loadings (λ), average variance extracted (AVE), and composite reliability (CR). Cronbach’s α values should be greater than 0.70, AVE accepted values should be more than 0.50, and CR values of the study constructs should be greater than or equal to 0.70 [56,57]. As reported in Table 1 the construct values of AVE, CR and factor loading (λ) of the items satisfied the aforementioned tests, establishing the convergent validity of the survey instrument and denoting acceptable convergent validity.



Discrimination validity is established when the AVE is larger than all correlations with other constructs [57]. As displayed in Table 2, the diagonal elements are the square root of the AVEs (in bold), all of which were found to be greater than the correlation coefficients with other constructs. Thus, the general results showed satisfying discriminant validity.




3.3. Common Method Bias


Harman’s one-factor test was deployed in ascertaining that common method bias was avoided in the study. Its of the opinion of scholars that common method bias exist, if one factor is responsible for the bulk of covariance among the measures [4,58]. More than one factor was seen to emerge in the result, with the highest level of covariance of one factor explained at 44.04%. This shows that the indicators could not be accounted for by any single latent variable.




3.4. Structural Model Analysis


The results retrieved in testing the various hypotheses are displayed in Figure 1. In achieving this, the study examined the original coefficients (β), p-values of the structural model and significance between the independent and dependent constructs. Figure 1 displays the various relationships between the adopted constructs. As shown, a positive relationship existed between all the constructs. Hypothesis testing was deployed to further analyze the various relationships. Further summary of the results is shown in Table 3.



FOMO maintained its stand with previous social media studies showing its effect in driving individuals to participate in social media activities [16,27] by having a positive and significant influence on CE in SMBC (H1; β = 0.208, p < 0.006). In line with [32], when rewarding learning activities occur on a social media platform, the group members will have an urge to participate with their peers.



A positive and significant relationship also existed between FOMO and SPU (H2; β = 0.412, p < 0.000). This result is in sync with the Self Determination Theory [17,18] portraying FOMO as a motivating factor [10,25] that will create a desire in individuals to constantly access their smartphones.



CE proved to have a positive and significant relationship with L (H4; β = 0.551, p < 0.000). This result is in line with other literature, outlining CE as a strategy that secures the loyalty of consumers to an online community [59,60,61].



The results show SPU mediated the relationship between FOMO and CE (H5 β =0.193, ρ < 0.000). This is in line with literature that labelled smartphone to be a valuable asset in providing access to social media [25,45,46].



Thus, all hypotheses were supported. These results indicated that H1, H2, H3, H4, and H5 are useful and significant to determine the relationship among the role of fear of missing out, smartphone use, consumer engagement and loyalty to a social media brand community.





4. Contribution


Given the limited studies in the sustainability of SMBCs, the current research used Self Determination Theory and Social Cognitive Theory to examine factors that promote consumer engagement in SMBCs in order to generate loyalty of community members. First, the research defined, conceptualized and empirically measured key psychological and technological (FOMO and SPU) antecedents that lead to CE in generating L. Secondly, the study showed that FOMO can be applied in the online brand community context, as both the hypotheses development and results of the study proved a high level of FOMO increased CE in SMBCs. The study also showed smartphone as an essential tool not just in leading to CE but also in mediating the link between FOMO and CE in SMBCs. Lastly, the study confirmed the effect of CE in online brand communities was also applicable in SMBCs when it came to generating consumer loyalty to SMBCs.



In summary, this study has contributed to online branding literature, as it shows conceptual and empirical evidence of how trust in online brand communities can be generated in order to ensure the sustainability of the community in remaining active and maintaining its members.




5. Theoretical Implications


The current research brings novel insights into the existing SMBCs and specifically consumer engagement literature in several ways. First, the study empirically validated the conceptually rich consumer–brand engagement concept, thereby addressing the vacuum pointed out by prior scholars in this domain [62,63,64]. In effectively addressing this issue, a hypothesized model was formulated and empirically tested involving potent CE antecedents, namely FOMO and SPU, while loyalty to SMBC was the consequence. Results from the study affirmed that FOMO and SPU significantly drove CE in SMBC. Subsequently, these findings highlight the importance of FOMO and smartphones as psychological and technological drivers of consumer engagement in SMBCs, which improves the understanding of the academicians regarding consumer engagement antecedents in SMBCs. Secondly, results from this study lend strong evidence to the vitality of SPU as a mediator between FOMO and CE, thereby extending the knowledge about Self Determination Theory. The significance of this finding is raised manifold, as it provides cues for the possible inclusion of smartphone use in the conceptually direct linkage between FOMO and CE in SMBC. Accordingly, the mediating effect of SPU supports the notion that FOMO acts as a driving factor that can make consumers participate in SMBC activities, thus substantiating the theoretical underpinnings of consumer behaviours.




6. Managerial Implications


The purpose of this study was to give better insight into SMBCs by investigating relationships between FOMO, SPU and CE leading to L, and possible mediation from SPU between FOMO and CE in SMBC. From the results derived, all hypothesized relationships examined in the study were supported.



This study found that FOMO led to CE in SMBC. This finding is in accordance with Self Determination Theory, as consumers’ quests in finding satisfaction through social connections lead them to engage in SMBCs. To the best of our knowledge, this study is the first to show these findings. This result also confirms previous works emphasizing the trending impact of FOMO in influencing the behaviors of individuals towards engaging in online social networks [16,28,65,66,67]. In modeling marketing strategies to build up consumer engagement, organizations and brand marketers should focus on giving frequent, interesting and interactive updates on their SMBCs to make consumers optimistic in looking forward to participating in it.



The path analysis results obtained show that smartphones are not just digital gadgets for browsing, but also an effective engagement tool that enhances consumer engagements in SMBCs. SPU also mediated the relationship between FOMO and CE. Also, to the best of our knowledge, this study is the first to show these findings. The result from SPU is in line with [38], which shows how beneficial smartphones are in facilitating consumers in transitioning to social media communities, especially with its mobility features enabling interactions with no space constraint [67,68]. This brings more confirmation and light to existing SMBC literature [4] and organizations in fostering customer relationship strategies by giving attention to phone social media applications, as consumers have proven to be inclined in using smartphones in accessing their SMBCs.



As shown in other consumer engagement studies [3,21], CE had a positive influence on consumer loyalty to an SMBC. From the lens of Social Cognitive Theory, this implies that consumers become more loyal to an SMBC as they keep on engaging in the community. This result lays more emphasis on the importance of online brand marketers to constantly keep their SMBCs active and interactive so as to engage their consumers, as results from this study have shown this strategy to be an effective means in making sure consumers remain loyal to their community and, in essence, secure an active and sustainable community able to withstand the test of time.




7. Limitations and Further Research Directions


Despite having encouraging results and interesting implications in this study, there were some limitations, suggesting directions for further research. The current study did not focus on a particular brand or brand community, giving room for future research to streamline focus on specific brands, as they may get different results. Secondly, the respondents were controlled based on only being members of an SMBC; future research can also put more restriction based on nationality, age or location so as to get more insight into the behaviors of SMBC members. Finally, this study also adopted composite measurements for the behavioural aspect of consumer engagement variables, whereas future studies can measure other aspects (cognitive and emotional).




8. Conclusions


The study provided theoretical and empirical evidence in ensuring the sustainability of SMBCs by investigating the relationship existing between FOMO, SPU, CE and L. The results derived from the study showed FOMO has a positive impact on SPU, CE and L. SPU also mediated the relationship between FOMO and CE. This shows that FOMO and smartphones are of importance to firms with SMBCs, as it helps in securing the loyalty and ensuring CE in SMBC. These findings are significant and contribute to the body of knowledge in marketing, such that brand social media marketing can be geared more in creating more rewarding and interactive activities that will ultimately attract individuals to become loyal members of the brand’s community. We suggest that brands with SMBCs should pay vital attention to the activities on the platform, especially the reactions of community members to brand posts, in order to monitor the type of posts that will generate high interactivity on the platform and capitalize on such posts to make sure their SMBC platform becomes a space that will constantly attract visitors, passive and active members.
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Table A1. Construct Measurement Items.






Table A1. Construct Measurement Items.





	
Constructs

	
Items

	
Sources






	
Fear of Missing Out

	
I fear other consumers have more rewarding experiences than me on this brand’s fan page.

	
[10]




	
I get worried when I find other consumers are having fun without me on this brand’s fan page.




	
I get anxious when I don’t know what other consumers are up to on this brand’s fan page.




	
When I have a brand related experience, it is important for me to share the details on this brand’s fan page.




	
Smartphone Use

	
I use my smartphone to visit this brand’s fan page.

	
[51]




	
I use my smartphone to participate in activities on this brand’s fan page.




	
I use my smartphone to obtain information about this brand on this brand’s fan page.




	
I use my smartphone to get up to date brand related information on this brand’s fan page.




	
Consumer Engagement in SMBC

	
When online on Facebook, I usually participate in activities on this brand’s fan page.

	
[4]




	
When I engage in this brand’s fan page, I read other peoples comment and conversations.




	
I like, share and comment on post from this brand’s fan page.




	
I spend a lot of time participating in activities on this brand’s fan page, compared to other brand pages.




	
SMBC Loyalty

	
I will frequently re-participate in activities of this brand’s fan page in the future.

	
[42,61]




	
I intend to revisit this brand’s fan page.




	
I would recommend this brand’s fan page to my friends/relatives.




	
I will hardly consider switching to another brand’s fan page
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Figure 1. Path analysis. 






Figure 1. Path analysis.
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Table 1. Measures and Factor Loadings.
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Construct

	
Factor Loading

	
Cronbach’s Alpha (α)

	
Composite Reliability

	
Average Variance Extracted (AVE)






	
L

	
0.905

	
0.897

	
0.897

	
0.687




	
0.914




	
0.712




	
0.767




	
CE

	
0.881

	
0.891

	
0.892

	
0.735




	
0.848




	
0.612




	
0.922




	
FOMO

	
0.935

	
0.928

	
0.929

	
0.768




	
0.893




	
0.915




	
0.751




	
SPU

	
0.932

	
0.890

	
0.890

	
0.672




	
0.801




	
0.816




	
0.713
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Table 2. Discriminant Validity.
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	BL
	CE
	FOMO
	SPU





	L
	0.829
	
	
	



	CE
	0.551
	0.857
	
	



	FOMO
	0.519
	0.401
	0.877
	



	SPU
	0.540
	0.554
	0.412
	0.819
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Table 3. Summary of Hypotheses Test Results.
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	Coefficient (β)
	T Statistics
	P Values





	CE -> L
	0.551
	8.384
	0.000



	FOMO -> CE
	0.208
	2.762
	0.006



	FOMO -> SPU
	0.412
	5.977
	0.000



	SPU -> CE
	0.468
	6.884
	0.000



	Indirect Effect
	
	
	



	FOMO -> SPU -> CE
	0.193
	4.721
	0.000







Note: ‘*’ = p < 0.05; ‘**’ = p < 0.01.
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