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FACEBOOK POSTS FOR ACTIVE ENGAGEMENT IN STARBUCKS’S FAN PAGE:

THE MEDIATING ROLES OF BRAND SELF-EXPRESSIVENESS

AND BRAND JEALOUSY
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Abstract

This research aims to validate the
proposed  structural equation model
containing the main variable—Facebook
posts—information and  entertainment
posts—as influenced by two characteristics
of the posts—vividness and interactivity.
Within the model, the Facebook posts are
proposed to directly and indirectly
influence active engagement. For the
indirect relationship between the posts and
active engagement, brand self-

expressiveness and brand  jealousy are
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respectively tested as

Web

two mediating

variables.  Using Survey, this
quantitative research obtained the data
from Facebook users who have followed
Starbuck’s Facebook for at least one
month. All fit indices fall in acceptable
ranges with all significant inferential
statistics. The research findings contribute
to our knowledge with regards to the
content marketing strategies and several
important variables. The findings also
for online

provide strategic guidelines

marketers to enhance users’ active

engagement in their Facebook brand fan

pages.

Keywords: Facebook Posts, Vividness,
Interactivity, Active Engagement, Brand

Self-expressiveness, Brand Jealousy
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Table 2 Important statistics including Composite Reliability, AVE, and Shared Variance

Estimates
Latent Variables #lte  Composite (1) 2 3) (4) (5) (6)
ms Reliability

(1)Content Marketingz 2 0.745 (0.595) 0.178 0.163 0.058 0.004 0.359
(2) Interactivity 2 0.822 0.422 (0.698) 0.314 0.022 0.000 0.121
(3) Vividness 3 0.814 0.404 0.560 (0.593) 0.005 0.006 0.179
(4) Brand Expressiveness 5 0.941 0.242 0.147 0.074 (0.762) 0.065 0.106
(5) Brand Jealousy 3 0.888 0.062 -0.001 0.080 0.255 (0.727) 0.124
(6) Active Engagement2 5 0.928 0.599 0.348 0.423 0.326 0.352 (0.811)

Notes: 1) Correlation coefficients (d)) and Squared Correlation Coefficients are below and

above the diagonal AVEs are on the diagonal;

2) Do not include the first-order-factors of Content Marketing and Active Engagement.

Product Info 3
o Seir_|[Sei2 | (S | [ Soid | [Sei5 ]
Q 94 Jealousy3
Sales Pro Info : @ 88 \_91 sl 74
A 3 Jealousy2
Ch Is Inf
annels Info Contant 28 Brand @ 91 Ty
ﬁ Marketing Expressive g
89 81 @ 26 24
-4 < 30 - Cogpnitive 2
Simuaing ] e @
Dy
@ ) 91 Cognitive
81 Active Processing
Engagement
56 94 @ 81 Aff2
Photo Album 75 7
77 @ 85 Affection 9!
Facebook Video -3 3
Facebook Live 87 -
4
CActivation &
CMIN (380) =1189.89, p < 00.001; CMIN/DF = 2.385
;GFI = 0.840; CFI = 0.940; RMSEA = 0.060

Figure 1 Structural Equation Model representing all loading and regression coefficients
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