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ABSTRACT 
The purpose of this study is to analyze social media users’ incentives for engagement with 
brand-related content on social media. Based on the uses and gratification theory, two types 
of incentives are analyzed as motivators of users’ brand engagement, i.e. communal and self-
interest incentives. Users’ brand engagement is conceptualized and measured as intentions to 
contribute to brand-related content on social media in terms of intentions for commenting, 
sharing, and liking. Further, it is assumed that the effects of the two types of incentives 
(communal and self-interest) vary depending on the brand-related content type (commercial 
messages, personal opinions and lifestyle affairs). An online survey was conducted for 
obtaining quantitative data which were analyzed by applying structural equation modeling. 
The total number of effective responses is 415. The results indicate that only communal 
incentives motivate users to contribute to brand-related commercial messages, personal 
opinions and lifestyle affairs. The obtained results could be utilized by brand marketers in 
effectively designing brand-related content on social media.  
 
Keywords: brand, communal incentives, self-interest incentives, engagement, contribution, 
content type 
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1. INTRODUCTION 
With the rise and proliferation of social media, customers are able to communicate more 
proactively, they are no longer “passive” consumers of marketing content, instead, they are 
involved in co-creation and multiplication of brand messages on social media (Jahn and Kunz, 
2012). Businesses have realized they can use social media to create, strengthen, and enhance 
the relationships with customers, to create brands and increase brand’s customer engagement 
(Tsimonis, and Dimitriadis, 2014).  
Customer brand engagement on social media is a relatively new marketing phenomenon and 
its conceptualization and measurement have not been explored in depth so far (Schivinski et 
al., 2016; Barger et al., 2016). It is defined as “customers’ behavioral manifestation toward a 
brand or firm, beyond purchase, resulting from motivational drivers” (Van Doorn et al., 2010, 
p. 254).  
The brand-related users’ activities differ in terms of level of engagement (de Vries et al., 2017), 
starting from consuming (reading posts, watching photos/videos) through contributing 
(commenting, sharing, liking) to creating brand-related content (creating postings, photos, and 
videos) (Muntinga et al., 2011). Consuming or lurking is the most frequent type of engagement 
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where consumers have only passive role, while contributing and creating refer to moderate and 
high level of engaging brand-related activities (de Vries et al., 2017).  
Based on the uses and gratifications theory (Katz, 1959), users’ motivations are analyzed as 
incentives to interact with brands on social media. The uses and gratifications approach to 
communication research examines how and why people use media (Katz, 1959) and explains 
the psychological incentives that motivate people to choose a specific media (Cheung et al., 
2011). Therefore, this theory can be used as a foundation in explaining why people use social 
media (Raacke and Bonds-Raacke, 2008; Shao, 2009) and consequently why engage in brand-
related content on social media. The widely recognized McQuail’s (1983) four-category 
classification of motivations for general media use has been used for explaining Internet and 
social media use (Malthouse and Calder, 2010; Muntinga et al., 2011; Quan-Haase and Young, 
2010). The proposed categories of motivations by McQuail (1983) are entertainment, 
integration and social interaction, personal identity and information. In addition to these, 
Muntinga et al. (2011) proposed remuneration and empowerment as information motivations 
specific to social media context, while Azar et al. (2016) proposed social influence, search for 
information, entertainment, trust and reward as motivations to interact on Facebook.  
De Vries et al. (2017) suggested that brand-related activities on social media usually are 
affected by motivations ranging from fully intrinsic to fully extrinsic, i.e. entertainment and 
remuneration at the extremes and in between are self-expression, socializing, and obtaining 
information/knowledge. They indicated that self-expression and socializing as incentives have 
primary role in users’ participation in moderately and highly engaging activities.  
By applying the concepts of uses and gratifications theory and based on the studies of Fu et al. 
(2017) and de Vries et al. (2017), two types of incentives are analyzed in this research, i.e. 
communal and self-interest incentives and their influence on the social media users’ intentions 
for brand engagement. Having in mind the interactive and co-creative nature of social media, 
this paper focuses on contributing activities as a moderate level of engagement, based on the 
prior work of Muntinga et al. (2011) and Schivinski et al. (2016). Further, considering that 
participation of users on social media is influenced by content strategy (Thongmak, 2015), 
different content types are analyzed in this study. Namely, three content types are applied 
(commercial messages, personal opinions and lifestyle affairs) based on the work of Fu et al. 
(2017), at the same time extending their work by analyzing not only sharing intentions but also 
intentions to like and comment brand-related content on social media.  
Consequently, the objective of this study is to explore the influence of two types of incentives 
as antecedents of intentions to contribute to brand-related content depending on the content 
type. This work offers multiple contributions in the field of brand-related engagement of social 
media users. First, it examines moderate level of users’ brand-related engagement on social 
media, i.e. contributing rather than focusing on consuming brand-related content on social 
media, thus extending the limited research findings related to contributing topics in social 
media marketing literature (de Vries et al., 2017). Secondly, this study analyses the 
simultaneous influence of two types of incentives (communal and self-interest) as drivers of 
intentions to contribute brand-related content on social media. The previous studies analyzed 
motivations of more general and passive activities on social media and only a few studies have 
analyzed the influence of incentives on user brand engagement on social media (de Vries et al., 
2017). Thirdly, this study posits that the type of brand-related content (commercial messages, 
lifestyle affairs or personal opinions) determines the relationship between the incentives and 
intentions to brand-related contributing activities of social media users. 
The remainder of the paper is organized as following: first, literature review and development 
of hypotheses is presented; followed by methodology and data analysis and results. At the end, 
conclusions and implications are discussed.  
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2. LITERATURE REVIEW 
Generally, content type has been suggested as an important aspect of the strategy in the 
previous marketing literature (Chauhan and Pillai, 2013). Vargo (2016) empirically proved that 
content type of brand-related posts has a significant effect on number of retweets and likes, 
while de Vries et al. (2012) suggested that the content of brand post is one of the factors driving 
brand post popularity. Moreover, the research studies of Cvijikj and Michahelles (2013), 
Karpinska-Krakowiak and Modlinski (2020), Moran et al. (2019), Luarn et al. (2015) indicated 
that content type of brand posts is a significant factor for all measures of engagement (liking, 
commenting and sharing) on social media, applying diverse classifications of content type. 
Similarly, Fu et al. (2017) stated that share intentions of social media users are subject to 
content type. As posting brand-extended content (commercial messages) by the company leads 
to increase of the number of consumers and posting “unprofessional” content (noncommercial 
messages) leads to development of relational bonding (Kaplan and Haenlein, 2010), it can be 
assumed that users’ contribution to different brand content (commercial messages and 
noncommercial such as personal opinions and lifestyle affairs) will increase as a result of social 
and personal incentives.  
Communal (socializing) incentives: People use different social media for different reasons, 
among them for sharing problems, for social knowledge and sociability (Phua et al., 2017). 
Park et al. (2009) claimed that people use social media to gratify their socializing needs. Social 
media are also used for self-promoting (broadcasting) or maintaining relationships 
(communicating) (Underwood et al. (2011)), for social interaction, and for exchanging 
information to feel more connected to others (Chen, 2011; Sheldon et al., 2011) and to fulfill 
the need for community commitment (Walsh et al., 2004). Building and maintaining social 
connections is one of the motives for using social media like Facebook (Joinson, 2008; Quan-
Haase and Young, 2010). In participation in moderately engaging activities (i.e. collaborating 
with others to contribute to content) people are highly motivated by the desires for socializing 
(de Vries et al., 2017).  
Tsai and Men (2013) claimed that parasocial interaction and community identification play a 
significant role in encouraging customer engagement on social media. Socializing with others 
lead people to engage in brand-related contributing activities on social media i.e. to collaborate 
with other users in the brand-related content generation process (contributing) (de Vries et al., 
2017)  Chi (2011) found that the need for bonding social capital created by online social 
interactions and networking has significant influence on participation intention in Facebook 
advertising activities. According to Fu et al. (2017) communal incentive drives social media 
users’ content sharing intention and the effects depend on the content type. 
Based on the above mentioned the following hypotheses are defined: 
H1. Communal incentives positively influence intentions to contribute to brand-related 
commercial messages on social media  
H2: Communal incentives positively influence intentions to contribute to brand-related 
personal opinions on social media 
H3: Communal incentives positively influence intentions to contribute to brand-related 
lifestyle affairs on social media 
 
Self-interest (personal) incentives: Self-motives are initial drivers of word of mouth activities 
through which one strives to boost her/his self-image and to protect the ego (Alexandrov et al., 
2013). These incentives refer to users’ intrinsic utility (Toubia & Stephen, 2013) which leads 
to "doing an activity for its inherent satisfactions rather than for some separable consequence" 
(Ryan and Deci 2000, p. 56). On social media, users not only socialize with others (Ellison et 
al., 2007), but also manage their identities and their self-presentation (Zhao et al., 2008; Ong 
et al., 2011) by liking, commenting and sharing activities (Lee et al., 2014). Users engage in 
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such activities on social media in order to express and present themselves (de Vries et al., 
2017), communicating one’s personality and personal identity (Aaker, 1999). In the study of 
Muntinga et al. (2011), the personal identity aspects are covered by three sub-motivations (self-
presentation, self-expression and self-assurance) related to contributing to brand-related 
content.  
Based on the assumption that humans are self-interested, Shao (2009) analyzed self-expression 
and self-actualization as drivers of activities on user-generated media. Self-expression is 
related to brand-related activities on social media (Ryan and Deci, 2000; de Vries et al., 2017) 
where users are likely to participate in order to seek and maintain their personal status (Park et 
al., 2009). The motive for self-actualization also induce certain engagement as support of ones’ 
own identity and personality (Trepte, 2005). Additionally, self-promotion is one of the reasons 
for consumers’ contribution to content on social media (Berthon et al., 2008). Self-interest 
incentives lead to higher intention to engage in brand-related activities on social media 
(Buffardi and Campbell, 2008; Tennie et al., 2010), such as sharing a content about product 
information or some promotional opportunities (Fu et al., 2017).  
Based on the previously explained, the following hypotheses are proposed: 
H4: Self-interest incentives positively influence intentions to contribute to brand-related 
commercial messages on social media  
H5: Self-interest incentives positively influence intentions to contribute to brand-related 
personal opinions on social media 
H6: Self-interest incentives positively influence intentions to contribute to brand-related 
lifestyle affairs on social media 

 
3. METHODOLOGY 
Measures 
All the variables applied in the research model were operationalized and measured based on 
the relevant literature in this area. Namely, social incentives (connection, altruism, and group 
joy)  and self-interest incentives (achievement, self-expression, and loneliness) were adapted 
from Fu et al. (2017), while customers’ intention to contribute to brand-related content were 
developed based on the study of Muntinga et al. (2011), Schivinski et al. (2016) and Fu et al. 
(2017). In this study, contributing intentions are measured in terms of intentions for liking, 
commenting and sharing on social media and refer to three different brand-related content 
types, i.e. commercial messages (promotion announcements and new product information), 
personal opinions (pleasant shopping experience and critical arguments) and lifestyle affairs 
(practical wisdom and inspiring articles). In these two sections, a Likert scale was applied 
where incentives were measured on a scale from 1 (strongly disagree) to 7 (strongly agree), 
while contributing intentions by content types were measured on a scale from 1 (strongly 
disagree) to 5 (strongly agree). Additionally, the questionnaire comprised sections of 
demographic data (age, gender, level of studies, and household income level) and 
psychographic data (social media usually used and usage intensity).  
All the measurement items/questions were initially adapted from English and further translated 
to Macedonian, followed by a backward translation. The wording of the items was further 
improved by the feedback generated from questionnaire pre-testing on a sample of nine 
respondents. In Table 1 are presented the measurement items and their factor loadings.  
 
Sampling 
Data collection based on the final research instrument was conducted through online surveys, 
applying the snowballing sampling technique for reaching the target respondents, i.e. university 
students. A total number of 422 responses were generated and after the data cleaning, 415 
effective responses were retained and further analyzed.  
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The majority of the respondents are women (66.5%) with an average age of 22.9 years. Most 
of them are at first cycle of studies (81.4%) and their household monthly incomes mostly range 
from 25.001 to 40.000 den. (33.0%). Regarding social media, most of them usually use 
Instagram (74.2%), followed by Facebook (17.9%), mostly spending daily up to 30 min. 
(27.5%), followed by “up to one hour” (23.4%) and “up to two hours” (20.0%) and more 
(29.1%).  
 
4.  DATA ANALYSIS AND RESULTS  
The developed research model (see Figure 1) was analyzed first by performing confirmation 
factor analysis (CFA) for assessing the measurement model and further by conducting 
structural equation modeling (SEM) for evaluating the structural model. All the analysis were 
conducted by applying AMOS 20.0. Below are presented the results. 
 
Figure 1. Conceptual model 
 
 
 
 
 
 
 
 
 
 
 
 
 
Measurement model analysis 
The results obtained by performing CFA suggested that the measurement model was adequate, 
i.e. all the fit indices are above the required thresholds (Hair et al., 2010) (CMIN/df = 2.059; 
GFI = 0.9; AGFI = 0.876; CFI = 0.958; NFI = 0.922; RMSEA = 0.051). Further, the construct 
validity was evaluated in terms of convergent and discriminant validity.  
Composite reliability (CR) and average variance extracted (AVE) of the latent variables are 
presented in Тable 2, indicating adequate level of convergent validity. Namely, all the CR and 
AVE values are above the recommended minimum (0.7 and 0.5, respectively) (Hair et al., 
2010). Additionally, the factor loadings of the measurement items are above 0.7 and all of them 
are statistically significant (see Table 1). 
 
Table 1. Measurement model assessment 

Construct name and measurement items λ 
Communal incentives (CI) (α=0.826)  
I interact with brands on social network sites in order to share helpful information 0.621 
I interact with brands on social network sites to have group fun with friends 0.900 
I interact with brands on social network sites in order to keep in touch with friends 0.851 
Self-interest incentives (SSI) (α=0.828)  

I interact with brands on social network sites to gain sense of achievement 0.786 
I interact with brands on social network sites to express self 0.810 
I interact with brands on social network sites to seek for companionship 0.757 
Intentions to contribute to commercial messages (CM) (α=0.914)  

Communal 
incentives 

Self-interest 
incentives 

Contributing intentions 

Commercial message 

Personal opinions 

Lifestyle affairs 
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I intent to put comments on posts/photos/videos related to new product information 0.842 
I intent to share posts/photos/videos related to new product information 0.778 
I intent to put comments on posts/photos/videos related to promotion activities 0.767 
I intent to share posts/photos/videos related to promotion activities 0.742 
I intent to put comments on posts/photos/videos related to industrial news  0.821 
I intent to share posts/photos/videos related to industrial news 0.710 
I intent to put comments on posts/photos/videos related to CSR events 0.744 
Intentions to contribute to personal opinions (PO) (α=0.930)  
I intent to put comments on posts/photos/videos related to other people’s experiences 
about service quality store 0.839 

I intent to share posts/photos/videos related to other people’s experiences about the 
service quality store 0.746 

I intent to like posts/photos/videos related to other people’s experiences about the 
service quality store 0.676 

I intent to put comments on posts/photos/videos related to other people’s experiences 
about product quality 0.825 

I intent to share posts/photos/videos related to other people’s experiences of buying low 
quality product 0.799 

I intent to put comments on posts/photos/videos related to pleasant shopping 
experiences 0.760 

I intent to share posts/photos/videos related to pleasant shopping experiences  0.714 
I intent to put comments on posts/photos/videos related to critical arguments (news or 
articles with critical opinions) 0.821 

I intent to share posts/photos/videos related to critical arguments (news or articles with 
critical opinions) 0.726 

Intentions to contribute to lifestyle affairs (LA) (α=0.891)  

I intent to put comments on inspiring articles 0.860 
I intent to share inspiring articles 0.720 
I intent to put comments on popular music and movies 0.863 
I intent to put comments on posts related to practical wisdoms 0.840 

 
The discriminant validity was assessed by comparing the square roots of AVEs (presented in 
the diagonal cells) to the correlation coefficients of each pair of latent variables, as well to the 
maximum shared variance values (MSV). All the AVE values are higher than the comparing 
values, indicating adequate discriminant validity of the latent variables (Fornell and Larcker, 
1981).  
 
Table 2. Convergent and discriminant validity 

Construct name  CR AVE MSV PO CI SII CM LA 
Personal Opinions 
(PO) 0.928 0.592 0.446 0.769     
Community 
Incentives (CI) 0.839 0.640 0.475 0.311 0.800    
Self-interest 
Incentives (SII) 0.828 0.616 0.475 0.362 0.689 0.785   
Commercial 
Messages (CM) 0.912 0.598 0.523 0.591 0.384 0.520 0.773  
Lifestyle Affairs (LA) 0.893 0.677 0.523 0.668 0.301 0.363 0.723 0.823 
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Structural model analysis 
The maximum likelihood method of structural equation modeling was applied for assessing the 
structural model which was developed based on the validated measurement model. The 
goodness of fit indices indicate that the structural model is also adequate (CMIN/df = 2.005; 
GFI = 0.905; AGFI = 0.88; CFI = 0.961; NFI = 0.925; RMSEA = 0.049). 
Regarding the hypotheses testing, the results indicate the first set (H1, H2, and H3) which refers 
to the relationship of communal incentives and customers’ intentions to contribute to different 
content types on social media (commercial messages, personal opinions, lifestyle affairs, 
respectively) is statistically significant. Regarding the regression coefficients values, the results 
indicate that the relationship between communal incentives and intentions to contribute to 
lifestyle affairs content (0.824) is the strongest; followed by commercial messages (0.778) and 
personal opinion content (0.699). The second set of hypotheses (H4, H5, and H6) which refers 
to the impact of self-interest incentives on customers’ intentions to contribute to commercial 
messages, to personal opinions, and to lifestyle affairs has not proved to be statistically 
significant (see Table 3). 
 
Table 3. Structural model estimation 
Hypothesised 
relationships 

Standardized 
Estimate 

p-
values 

H1: CI -> CM 0.778 0.003 
H2: CI -> PO 0.699 0.008 
H3: CI -> LA 0.824 0.016 
H4: SSI -> CM 0.039 0.933 
H5: SSI -> PO 0.036 0.933 
H6: SSI -> LA 0.047 0.933 

 
Regarding the coefficients of determination (R2), 76.8 percent of the variations in the intentions 
to contribute to lifestyle affairs are explained by the independent variables in the model; while 
the model accounts for 67.9 percent and 55.1 percent of the variations in the contributing 
intentions to personal opinions and commercial messages, respectively.  
 
 
4. CONCLUSIONS AND IMPLICATIONS 
To better understand what elicits the intentions to contribute to brand-related content on social 
media, this study explores the complementary impact of self-interest incentives and communal 
incentives on intentions to contribute to three types of brand-related content (commercial 
messages, personal opinions and lifestyle affairs) on social media.  
The findings of this study add significantly to the growing literature based on users and 
gratification theory about drivers of social media users’ intentions to engage in different types 
of brand-related content. Given the limited research on contributing intentions (like, comment, 
share) to different types of brand-related content on social media, the present analysis 
contributes to a greater understanding of what stimulates social media users to contribute to 
brand-related activities. Additionally, this research study contributes to the growing body of 
research that focuses on the brand-related content type on social media (Karpinska-Krakowiak 
and Modlinski, 2018, Vargo, 2016, Moran et al., 2019) by analyzing the content from different 
perspectives, to be precise, by analyzing lifestyle, commercial messages and personal opinions, 
following the perspective used by Fu et al. (2017).   
The results of this study enriches the previous literature by highlighting the significant 
influence of communal incentives on intentions to contribute to brand-related content on social 
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media. The findings generally suggest social incentives to be positive predictors of intentions 
to contribute to three different types of brand-related content on social media. This is in line 
with the findings of Chi (2011), Tsai and Men (2013), de Vries et al. (2017), and Fu et al. 
(2017) that relationship-oriented factors have a significant role in encouraging consumer 
engagement on social media. Therefore, companies should provide relevant information, 
interesting enough and at the same time appropriate for sharing, having fun and keeping in 
touch with friends i.e. for satisfying need for social interaction, which in turn will result in 
users’ contribution to brand-related content on social media. Unexpectedly, the analyses show 
that self-interest incentives do not drive people to contribute to brand-related content no matter 
of the type of content. This is opposite to the findings of Schau and Gilly (2003) that customers 
intentionally choose the brands they will discuss in online communications in order to create 
positive self-images. Our findings can be explained in a certain way by the findings about 
consumer offline brand engagement that self-expression positively and significantly influences 
cognitive processing and affection but not the activation as dimensions of customer brand 
engagement (Leckie et al.2016). Therefore, the companies should avoid providing content 
suitable for self-promotion of the users, and provide content appropriate for satisfying users’ 
communal need. The research results show that self-interest is a disincentive for contributing 
to brand-related content on social media. This can be explained with the findings of de Vries 
et al. (2017) who showed that self-expression of social media users is more related to creating 
activities comparing to contributing activities on social media. Consequently, it can be 
concluded that social media users driven by self-interest will be more likely engaged in creating 
postings, photos, and videos about the brand (creating) instead in commenting, sharing, liking 
brand-related content on social media (contributing) thus explaining the rejection of hypotheses 
H4, H5, and H6. 
The present study has highlighted the central role that a communal incentives play in social 
media users’ contributing activities to brand-related content. These findings are in line with the 
previous studies which analyze this relationship (de Vries et al., 2017; Fu et al., 2017; Vargo, 
2016).   
Additionally, the results of this study fills the research gap, by including the observation of 
different types of brand-related content the social media users contribute to, as very important 
issue in social media users’ brand-related behavior. Namely, the results indicate that the 
relationship is the strongest between the communal incentives and intentions to contribute to 
brand-posts related to lifestyle. This is in line with the previous conclusion that the companies 
should provide content for satisfying social need such as content related to the lifestyle 
(inspiring articles, popular music and movies and practical wisdom) as the suitable content for 
having fun and staying connected with friends. The relationship between communal incentives 
and intentions to contribute to brand posts related to personal opinions about the brand is the 
weakest comparing to other two relationships, but is still strong and significant.  
All these are consistent with the findings of Vargo (2016), who empirically proved that brand 
messages that mentioned popular culture events and current holidays or seasons (which refer 
to lifestyle affairs) strongly and positively influenced engagement on Twitter giving support to 
our findings regarding H1. This is also in line with the findings of Fu et al. (2017) who 
empirically proved that communal incentive drives users’ intentions to share lifestyle affairs. 
The support of H2 is in line with the findings of Walsh et al. (2004) that a sense of community 
commitment defined by social interactions influence the likelihood of passing along content on 
social media to others. Additionally, promotional aspects of brand messages related to 
sweepstakes, content or giveaway (in this study commercial messages) have positively 
predicted engagement on social media (Vargo, 2016). The findings of this research study 
regarding the positive but weakest relationship between communal incentive and intentions to 
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contribute to personal opinions related to brand (H3), are in line with findings of Vargo (2016) 
that this kind of relationship is significant but relatively weak. 
Accordingly, businesses should pay attention and get deeper insights into what motivate people 
to contribute to brand-related content on social media and create a content that inspires “likes, 
comments, shares” on social media in order to appeal to them through their preferred content 
types. Based on this research study, when designing the brand-related content on social media, 
businesses should appeal to the social media users who are driven by their social motives 
though brand posts related to lifestyle affairs, commercial messages and at last personal 
opinions. In other words, posting content about lifestyle (inspiring articles, popular music and 
movies and practical wisdom) and commercial content (new product information, industrial 
news and promotional activities) related to the company/brand on official social media pages 
of the companies will result users’ communal incentives to lead to higher intentions for 
contributing to brand-related content on social media. At the same time, companies should be 
aware that social media users are willing to like, put comments and share content generated by 
the users themselves driven by their need to have relationships with others (social need). 
Consequently, companies should be focused on providing the best product/service that will 
overjoy the users resulting in users’ positive personal opinions about the product/service that 
will be posted on social media and afterwards liked, shared and commented by other social 
media users, accordingly spreading positive word of mouth about the company/product. 
This research study has several research limitations among which two research limitations are 
perhaps the most noteworthy. The first issue relates to the non-probability sampling used in 
this study. Therefore, the results of this study may not be easily generalizable. Secondly, this 
study relies on a sample from one country, which again limits the generalization of the results. 
Thirdly, in a lack of actual behaviour data, this study analyses users’ intentions as a proxy for 
brand engagement on social media and therefore some gaps are expected. Nevertheless, the 
limitations of the study present opportunity for future research. In future, data mining 
techniques should be applied in order to analyze the actual social media users’ engagement. 
Further, additional incentives for brand-related engagement activities could be simultaneously 
analyzed with the communal and self-interest incentives in order to better understand what 
prompts the social media users to contribute to brand-related content on social media. 
Furthermore, future studies should explore contributing together with creating brand-related 
activities with focus on different types of brand-related content. The moderating role of the 
social capital in the relationship between the incentives and intentions to contributing and 
creating different types of brand-related content on social media can be explored as well. In 
addition, the authors recognize that findings may differ across different social media given the 
differences in their characteristics. Thus, user’s engagement to different brand-related content 
type on specific social media can be analyzed too.  
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