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Since COVID-19 has been declared as pandemic, many business sectors 

are affected, including food and beverage sector. As social distancing 

plays role in the current health protocol to prevent the mutation of 

Coronavirus, it is highly recommended for customers to buy food or 

drink in online mode rather than visiting the restaurants or coffee 

shops. Nevertheless, this online mode buying process would loose the 

emotional bond between the brand and the customers. Therefore, the 

marketing strategy through social media is believed as a way to 

maintain the emotional bond. The purpose of this research is to find out 

the precise model to increase the Kopi Kekinian’s customers’ 

participation on Instagram to strengthen the bond. The methods applied 

in this research is survey by distributing questionnaire for survey and 

by applying one-shot study data collection. The result was obtained 

from 155 respondents, during the data collection process from April to 

June 2021. The method to test the model is by applying Chi Square, 

ANOVA Test, and Logistic Regression. Moreover, the research result 

shows that the customer engagement affects the customer participation 

on local coffee shop brand’s Instagram social media, whereas the 

posting time, which plays role as the moderation that consists of 

weekdays and weekend, does not determine the connection between the 

customer engagement and the customer participation on the local coffee 

shop brand’s Instagram social media.  
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1. INTRODUCTION 

Nowadays, a rapid significant development in technology and business sectors surpasses other 

sectors, so a number of companies are triggered to learn and develop any innovations and to 

understand the importance of using new technology to develop their business effectively. It goes 

without saying that now, social media is believed as an important means in marketing strategy 

because it maintains the relationship between the company and customers.  

Customer engagement plays role to strengthen the bonding between a brand and its consumers. 

When the engagement happens within an interaction, it generates a great enthusiasm in a brand. The 

bigger the customer engagement, the more the brand known and remembered by consumers. 

According to Hollebeek (2011), customer engagement refers to an individual’s engagement on a 

brand, product, or an organization, in which there are six forms of engagement in a marketing: 

customer, consumer, user, brand, advertisement, and media (Malthouse et al. 2007; Bowden 2009; 

Gambetti & Graffigna 2010; Liu, 2013). 

Bowden (2009) also points out that a customers’ engagement encourages a calculative 

commitment for new customers, and it is considered as a basic cognitive activity on a purchasing 

activity, and then the increase of customer’s confidence in repeat buying activities and the 

development of emotional bond on a service or a brand when purchasing, which guarantees 

customers’ long-term loyalty on a brand.  
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Along with the growth in the use of internet network, especially on social media, the social 

interaction here is likely refers to any interaction that happens without meeting each other physically 

(Park & Chung, 2011). Customer participation in developing a brand and consumer’s initiative to 

create its advertisement are the results of customer engagement in a social media platform. Social 

media users are likely to comment or clicking like on a post that has so many likes. Chin et al, (2015) 

points out that an engagement on a post with high number of likes is increased rapidly, so it indicates 

that one’s behavior is influenced by others within interpersonal interaction in terms of changing one’s 

behavior or attitude. Posting comments or critics on an online social media is a type of activities 

customers do on a brand.  

According to Sabate et al. (2014), a content that is posted during busy hours (08:00 - 18:00) is 

more effective than posting it during non-busy hours (18:01 - 07:59), and posting a content on  

weekdays is believed to be more effective than posting it in the weekend. Furthermore, this effectivity 

is measured by a customer’s actions on a post, namely giving likes, comments, and  share (Sabate et 

al. 2014; Su et al. 2015; Schultz, 2017)  

The right posting time determines consumers’ behavior in their engagement and participation 

on an online social media content (Hellberg, 2015). During busy hours, they would check a posted 

content slightly or only give a like without further actions like share or posting a comment on the 

content. If the content is posted during the right hours, it is expected that customers would be more 

active in giving responses on it, like sharing the information and posting comments. It is believed that 

posting time affects the high number of responses, namely like, share, or giving comments. 

The paragraphs above underline that there are factors that can affect the customer participation 

on a brand, namely bonding factor, customer engagement, and posting time.  The positive side of a 

strong bond would affect customer engagement on a brand community. (Chu & Kim, 2011; Shan & 

King, 2015; Phua et al., 2017). Aksoy et al. (2013) states that there is influence between engagement 

of online brand’s customers and customers’ participations in a virtual community. Jaakonmäki et al. 

(2017) also states that there are some days in a week and specific hours where the audience are likely 

to involve themselves (in social media as customers) compared to the other days and hours.  

The abovementioned previous research on customer bonding, engagement, and participation in 

retail industry have been done many times, but none of them studied the three variables (the 

customer’s bonding, engagement, and participation) altogether in one research. Moreover, there are 

less studies on the customer bonding, engagement, and participation on a local coffee brand’s 

Instagram social media. The other factor that differentiate this research from the previous ones is the 

study of right posting time when posting an advertisement for the local coffee brand industry on 

Instagram social media as the online advertising strategy. Accordingly, the purpose of this research is 

to find out which model is considered the best to increase the effect pf customer bond, engagement, 

and participation that is moderated by posting time on a a local coffee brand, Kopi Kekinian’s 

Instagram social media.  

2. THE PROPOSED METHOD 

Bonding Based Attachment  

Hinson et al. (2019) points out that bonding-based attachment consists of social interaction 

bond and brand trust. Social interaction bond is a type of inter-individual relationship in obtaining 

information (Hinson et al., 2019). The more an individual makes interactions, the more information 

they will get (Larson, 2013). Social interaction bond can also be defined as an interaction that is 

linked with how intense an individual in communicating with each other (Wang & Chen, 2012). 

Furthermore, according to Reis et al. (2013), social interaction bond is a strength or a bond that can be 

measured from how much time that have been used and to what extent the responses and bond can be 

generated.  

According to Doney & Cannon (1997); Mayer et al. (1995), brand trust is viewed as 

consumer’s expectation on a brand, whether the brand is consistent in maintaining its promise to give 

value or benefit for consumers. The availability of consumer’s trust on a brand depends on what they 
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expect and what they want (Chaudhuri & Holbrook, 2001), therefore brand trust can encourage a 

long-term relationship between consumers and their preferred brand (Bianchi et al., 2014). According 

to Gefen et al. (2003), consumers would believe in a brand’s capability through their understanding 

on the brand from the previous interaction or experience with the brand in question, therefore it 

increase their trust on it.  

Customer Engagement  

Santer et al. (2005) defines that customer engagement is an interaction between customers and 

a brand. Customer engagement is manifested in a communication to build long term relationship with 

a brand, marked by the existence of a brand community or recommendation behavior (Doorn et al., 

2010), and the customer will recommend a specific brand based on their experience with the brand 

(Brodie et al., 2011). 

Hollebeek & Chen (2014) points out that customer engagement is a customer’s next level or an 

individual’s idea that motivates one’s preference on a brand, marked by a cognitive activity, 

emotional engagement, and positive behavior that is related to their preferred brand. Cognitive 

activity refers to an individual’s engagement’s level in which the customer’s idea understand to what 

extent it will focus on a brand; whereas, emotional engagement is a positive feelings or a customer’s 

pride when the customer uses a brand (Schaufeli et al., 2002; Leckie et al., 2016). Furthermore, 

behavioral dimension refers to customer’s interest in spending energy, time, and all activities that are 

related with the brand (Stone & Grønhaug, 1993; Leckie et al., 2016). 

Customer Participation  

Customer participation refers to an action that is able to measure to what extent a customer 

share the invormation, advice, and involved in the decision making (Chan et al., 2010). These actions 

manifest in interactions built between individuals regarding a brand on a social media, where they 

share comments on the post, and the number of comments can be noticed to find out to what extent 

the brand is known (Chan et al., 2010; Sakas et al. 2015; Swani & Milne, 2017). According to Hinson 

et al. (2019), customer participation is an action in building an brand and advertisement, as a result of 

customer engagement in a brand’s social media platform. It is important for a social media platform to 

meet an individual’s need and understand one’s motivation in using the media, and also to understand 

the cause-and-effect in using the media, so it could influence customer participation (informational 

participation, follow-up participation, and behavioral participation) (Kamboj, 2019).   

According to Kamboj & Rahman (2017), transformational participation is the frist stage that 

depicts to what extent a consumer spends time to find out any information about a product in a 

community that is exist in a social media, and the consumer continues to partake actively through 

visual action, which is called follow-up participation. Hence, a consumer is able to describe how they 

interact and cooperate together online in a biased platform, which is called behavioral participation. 

Next, Fang et al. (2008) states that customer participation refers to to what extent a customer’s  

engagement in a development process of a brand, where a customer can only involve in an activity, 

for example: the product test or new-concept making test, therefore the brand and the customer would 

help each other in evaluating and understanding which information can be shared (Dyer & Singh, 

2011). 

Posting Time 

In general, Lee (2013) defines posting time as a time scale when a content is uploaded online, 

in which earlier time to post it is believed to have higher probability to grab consumer’s attention; on 

the contrary, when a content is posted later, it would lose a significant chance to draw consumer’s 

attention even though the content has high value for internet surfers or other consumers.  

Hypothesis Development 

Correlation between Bonding Based Attachment and Customer Engagement  

Hinson et al. (2019) states that a strong bonding-based attachment and the frequent interactions 

will encourage consumers to contribute, and partake actively in giving opinions or communicate with 
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each other about positive things a brand has on an existing social media platform. Dessart et al. (2015) 

also points out that a strong bonding-based attachment would arise when consumer makes frequent 

interactions with their favorite brand. 

Hinson et al. (2019) underlines that social interaction and brand trust has significant positive 

effect on customer engagement. According to Chu & Kim, (2011); Shan & King (2015);  Phua et al. 

(2017), a strong bond that arises positive experience can affect customer engagement on a brand 

community. Petzer & Tonder (2019) state that social interaction has significant positive effect and 

influence on customer engagement. Moreover, trust affects customer engagement in banking (Kosiba 

et al., 2018). Based on these statements, this research proposed first hypothesis as follows:  

H1: High bonding based attachment would increase customer engagement on social media.  

Correlation between Customer Engagement and Customer Participation  

The intensity of a customer engagement’s activity can be viewed from a brand’s activity in a 

social media platform (Solem & Pedersen, 2016). The higher the activity of a brand in a social media, 

the more the customer engagement emerges (affective and emotional), so it encourages a good 

relationship with customer from time to time (Hinson et al., 2019). According to Shang et al. (2006), 

customer participation is not only about finding out information or reading comments, but also 

partakes in giving comment on a post. When consumers involve in a social media platform, they are 

likely to contribute hugely in sharing their choice, alternative, and their knowledge about a brand 

based on their experience with the brand (Hinson et al., 2019). 

The results of Hasil penelitian Aksoy et al. (2013)’s research show that there is effect between 

online brand’s customer engagement with customer participation in a virtual community. The other 

previous research results show that customer engagement affects significantly on customer 

participation in a social network in generating critics as a reaction on an online social media content 

shared by other internet users, and it emerges feedback that is manifested in given rank and 

assessment on a product or service of a specific brand (Pagani & Malacarne, 2017).  

The abovementioned results are supported by the research conducted by Hinson et al. (2019), 

which states that customer engagement on a social media affects on customer participation in building 

a brand and advertisement. Based on these statements, this research proposed second hypothesis as 

follows:  

H2: High customer engagement would increase customer participation on social media.  

Correlation between Posting Time and Customer Participation 

Deciding the right time in posting an advertisement is important in a marketing strategy to 

encourage the success of a brand, such as posting an online advertisement in a social media in specific 

times (Kumar et al., 2006). According to Golder et al. (2007), most of social media users’ activities 

increased in workdays, mainly from morning till afternoon, and it is stable again at night.  

The research results above is supported by the other previous research by Pletikosa Cvijikj & 

Michahelles (2013) in which it states that there are specific hours and days like busy hours, where an 

individual is more actively involved in an interaction on a brand that was posted in a social media. 

Jaakonmäki et al. (2017) also finds out that there are specific hours and days where audience are 

likely to participate compared with the other hours and days. Based on these statement, this research 

proposed third hypothesis and sub-hypotheses as follows:  

H3: Posting Time moderates the correlation between Customer Engagement and Customer 

Participation.  

H3a: High Customer Engagement with posting time in the weekend encourages more 

Customer participation compared to posting time on weekdays. 

H3b: Low Customer Engagement with posting time in the weekend encourages more Customer 

participation compared to posting time on weekdays. 
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Research Model 

Based on the abovementioned hypotheses framework, the research model is described in the 

following figure:  

 

 

 

 

 

 

 

 

 

 

Figure 1. Research Model  

 

3. METHOD 

Research Design 

This research applied survey method to collect the data by distributing questionnaire online 

through google form and using likert scale measurement.  

Measurement 

In this research, the measurement Bonding Based Attachment variable is adopted from Hinson 

et al. (2019), in which it consists of two dimensions, namely Social Interaction (5 questions) and 

Brand Trust (5 questions). The customer engagement is also adopted from Hinson et al. (2019) in 

which it consists of three dimensions, namely Emotional Engagement (3 questions), Cognitive 

Engagement (3 questions) and Behavioural Engagement (3 questions). Next, customer participation 

variable is adopted from Kamboj & Rahman (2017) in which it consists of three dimensions, namely 

Informational Participation (3 questions), Actionable Participation (3 questions), and Attitudinal 

Participation (3 questions). To measure Posting time, the other variable, weekdays posting was 

separated from weekend posting, in which the measurement used scale 1 (one) for weekdays and 2 

(two) for weekend. The total number of measurement is 28 questions. The details of these questions 

are available in the operational variable in attachment 2 and the questionnaire in attachment 3.  

Population and Sample 

Population in this research is all followers (pengikut) of Kekinian local coffee shop brand’s 

Instagram. Due to the large number of Kekinian local coffee shop brand’s Instagram’s followers, 

samples were taken in this research. The total number of samples are determined by the researcher 

using purposive sampling method. The sample criteria in this research are 17 years old and above, 

Kekinian local coffee shop brand’s Instagram’s followers, and have consumed the local brand coffee 

more than once. Accordingly, the survey in this research includes 155 samples that are divided into 

two groups, namely the respondents who respond on the posts on weekdays and those who respond on 

the posts in the weekend. Furthermore, the test in this research used was conducted by finding out the 

mean value, and then finding out the median value of customer engagement variable and customer 

perception variable.  

Validity test in this research was conducted by investigating the Kaiser Msyer Olkin (KMO) 

sampling measurement and Measure of Sampling Adequacy (MSA). In this research, the requirement 

to be applied. If there are statements that have KMO value under 0.50, then they cannot be applied or 

not valid. Next, Reliability test was measured using Cronbach’s Alpha. When the Cronbach’s Alpha  

value is at > 0.70, it is deemed reliable (Babin, 2017). 

Analysis Method 

Bonding Based 
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Customer 
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   Posting Time 

H1 H2 
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There are several analysis methods applied in this research to prove the first hypothesis. The 

first method was using Chi square test to investigate the correlation between bonding based 

attachment and customer engagement, and the correlation between bonding based attachment, posting 

time and customer participation. The data used in this test is the data categorization, in which bonding 

based attachment is categorized as high and low, and customer engagement is categorized as strong 

and weak. Customer participation is categorized as strong and weak as well. The decision for the 

categorization is based on median split value. 

The second method was using Analysis of variance (ANOVA) to investigate several aspects: a) 

to find out whether the value of customer engagement shows difference on low- bonding based 

attachment categorization and high-bonding based attachement categorization; b) to find out whether 

customer participation value show difference on the high and low customer engagement rate; c) to 

find out whether customer participation shows difference on the strong and weak customer 

engagement rate; d) to find out whether customer participation shows difference on posting time in 

the weekend and on weekdays; e) to find out whether customer participation value shows difference 

on posting time in the weekend and on weekdays; f) to find out whether customer participation value 

shows difference on high and low bonding based attachment rate. 

The third method was using logistic regression to investigate whether dependent variable is 

affected by independent variable. The first logistic regression is on customer engagement, the 

dependent variable, which is categorized as strong and weak, with bonding based attachment, the 

independent variable. This was conducted to find out whether bonding based attachment rate 

determines the customer engagement is strong or weak.  

The next is to measure customer participation, the dependent variable, which is categorized as 

high and low. Then the analysis also investigated whether customer engagement, bonding based 

attachment, and customer engagement that is moderated by posting time affects customer 

participation. Bonding based attachement variable (10 statements), customer engagement variable (9 

engagement), and customer participation variable (9 statements) are all deemed valid and reliable. 

Accordingly, based on the validity test analysis results, all 28 statements in the questionnaire are 

valid.  

4. RESULTS AND DISCUSSION 

Results 

Research results are obtained from 155 respondents, who are social media users and the 

followers of Kekinian local coffee shop brand on Instagram. The results show the majority of 

respondents are 68% female. From these female respondents, there are 50% who are between 26 to 33 

years old. Those who spend <Rp. 200,000 to buy additional food (drinking Kekinian coffee) is at 

65%. Those who buy Kekinian coffee by visiting the coffee shop directly is at 57%, and those who 

spend time to check Kekinian local coffee brand’s post in social media in the weekend is at 56%. It 

describes that the followers of local coffee shop brand in Instagram social media are young-adult 

women who spend <Rp. 200,000 to buy additional food (drinking Kekinian coffee) by visiting the 

coffee shop directly.  

Validity and Reliability Construct Tests 

In this research, the confirmatory factor analysis test result show that all indicators are 

considered as valid with KMO and MSA values are at > 0.50, and 1 component matrix. There are 

valid 10 statements on bonding based attachment variable, which consist of 2 dimensions, namely 

social interaction ties with KMO value is at 0.81 > 0.5 and brand trust with KMO value is at 0.87 > 

0.50. There are valid 9 statements on Customer Engagement variable, which consist of 3 dimensions, 

namely emotional engagement with KMO value is at 0.65 > 0.50, cognitive engagement with KMO 

value is at 0.64 > 0.50, and behavioural engagement with KMO value is at 0.55 > 0.50. There are 

valid 9 statements on Customer Participation variable, which consist of 3 dimensions, namely 

informational participation with KMO value is at 0.66 > 0.50, actionable participation with KMO 

value is at 0.64 > 0.5, and attitudinal participation dimension with KMO value is at 0.59 > 0.50. The 
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Reliability Test on all indicators show that cronbach alpha value is at > 0.70, so it is reliable.  

Median Split 

The first step to determine median value of a variable and respondent categorization in each 

variable was to count the mean value of the answers of bonding based attachment, customer 

engagement, and customer participation. The next step was to count the median value of each 

obtained mean value of each variable answer.  

 

Table 1. Median Score Results  

Statistics 

 BBA CE CP 

N Valid 155 155 155 

Missing 0 0 0 

Median 3.9000 3.8889 3.3333 

 

 

From this process, the median value of bonding based attachement is 3.9, so the respondents 

with minimum value of 3.9 are categorized into having high bonding based attachment, whereas the 

respondents with the value below 3.9 is the respondents with low bonding based attachment value. 

The customer engagement value is 3.89, therefore the respondents with minimum bonding based 

attachement value at 3.89 are categorized as respondents with high customer engagement. Hence, the 

respondents with the customer engagement value are below 3.89 are the respondents with low 

bonding based attachment. Next, the median value of customer participation dependent variable is 

3.33. Accordingly, the respondents with minimum median value at 3.33 are the respondents with high 

participation; where as the respondents with the value below 3.33 are the respondents with low 

participation.  

 

Testing the Correlation between Bonding Based Attachment and Customer Engagement 

(Hypothesis 1) 

After the limit of respondent group of each variable was found out, the obtained results are 

grouped as shown in the following table:  

 

Table 2. Bonding Based Attachment with Customer engagement Respondent Group 

 

Kode_BBA* Kode_CE Crosstabulation 

Count   

 

KodeCE 

Total Low High 

KodeBBA Low 66 15 81 

High 9 65 74 

Total 75 80 155 

 

In this test, bonding based attachment is in the high and low categories as well as customer 

engagement. Therefore, it was found out that there are 81 respondents, consist of 66 respondents with 

low customer engagement and the other 15 respondents with high customer engagement. The 

respondents with high bonding based attachment are 74 respondents, consist of 9 respondents with 

low customer engagement and the other 65 respondents with high customer engagement.  

In order to find out whether the high or low bonding based attachment is correlated with high 

or low customer engagement, the chi square test was applied. In this research, the significant value is 

below 0.05. It indicates that the high or low value of customer engagement is differentiated due to the 

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1525804198&1&&


175                                                                                    Majalah Ilmiah Bijak  Vol 19 , No.2, September 2022 pp. 168-183    

E ISSN  2621-749X  

 

Retno Lies Setyawati (Developing Customer Engagement…) 

high or low value of bonding based attachment. It means that bonding based attachment affects the 

customer engagement rate. Furthermore, the analysis of variance (ANOVA) test was applied to find 

out whether the customer engagement show difference on the high or low level of bonding based 

attachment. In this data analysis test, bonding based attachment is in the high or low category, 

whereas customer engagement measurement used the mean of the data.  

Furthermore, this research obtained sig F value at <0.05. It means the customer engagement 

rate show difference on different bonding based attachment rate. In other words, the high or low 

bonding based attachment rate differentiates customer engagement rate. This result supports the chi 

square test result. 

In the logistic regression test, the data source is the mean answers of bonding based attachment, 

whereas customer engagement is in high and low categories. Therefore, the logistic regression result 

shows that the significant value of Wald test is at < 0.005. Bonding based attachment variable is with 

customer engagement, it means that bonding based attachment affects to what extent the consumer 

will fall into high or low customer engagement category.  

The exponent value at 7.5 shows that consumers who have bonding based attachment mean 

value at 5 will have 5 more time high customer engagement compared to consumers with bonding 

based attachment  at 1. 

Bonding Based Attachment Testing Test and Customer engagement with Customer’s 

 

Table 3.  Posting Time with Customer participation Respondent Group  

Kode_TOP* Kode_CE Crosstabulation  

Count   

 

KOdeCP 

Total Low High 

Time Weekdays 34 39 73 

Weekend 42 40 82 

Total 76 79 155 

In this test, posting time on weekdays or in the weekend and customer participation is given 

high or low category. Thus, based on table, there are 73 respondents with posting on weekdays, which 

consist of 34 respondents with low customer participation and the other 39 respondents with high 

customer participation. Next, based on the table, there are 82 respondents with posting in the weekend, 

which consist of 42 respondents with low customer participation and 40 respondents with high 

customer participation.  

In order to test whether there is a correlation between posting time on weekdays or in the 

weekend and the high or low customer participation, the chi square test was conducted. In this 

research the obtained significant value is at > 0.05. It indicates that posting time on weekdays or in the 

weekend has no direct correlation with customer participation. 

Table 4.  Bonding Based Attachment with Customer participation Respondent Group 

 

Kode_BBA* Kode_CP Crosstabulation 

Count   

 

KOdeCP 

Total Low High 

KodeBBA Low 63 18 81 

High 13 61 74 

Total 76 79 155 
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In this test, bonding based attachment and customer participation is given high or low category. 

Based on the table, there are 81 respondents with low bonding based attachment, which consist of 63 

respondents with low customer participation and 18 respondents with high customer participation. 

There are 74 respondents with high bonding based attachment, which consist of 13 respondents with 

low participation and the other 61 respondents with high customer participation. 

This research also conducted a test to find out whether there is correlation between bonding 

based attachment and the high or low customer participation using chi square test. The test obtained 

significant value at <0.005. It indicates that there is correlation between bonding based attachment 

and customer participation. In other words, low bonding based attachment will cause low 

participation.  

Table 5.  Customer engagement with Customer participation Respondent Group 

 

Kode_CE* Kode_CP Crosstabulation  

Count   

 

KOdeCP 

Total Low High 

KodeCE Low 63 12 75 

High 13 67 80 

Total 76 79 155 

 

In this test, customer engagement and customer participation are given high or low category. 

Based on the table, there are 75 respondents with low customer engagemet, which consist of 63 

respondents with low customer participation and 12 respondents with high customer participation. 

There are 80 respondents with high customer engagement, which consist of 13 respondents with low 

customer participation and 67 respondents with high customer participation.  The next test was 

conducted to find out whether there is correlation between customer engagement and high or low 

customer participation using chi square test. The significant value obtained form the test is <0.005. It 

indicates that there is correlation between customer engagement and customer participation.  

Anova Test 

Analysis of variance (ANOVA) test was applied to investigate the difference of mean of the 

two groups, namely a) posting time with customer participation, bonding based attachment with 

customer participation dan b) customer engagement on customer participation. The result of sig test 

obtained the value at 0.457 > 0.005. It indicates that posting time on weekdays and in the weekend do 

not contribute differences in the customer participation level. The result of sig test of bonding based 

attachment with customer participation obtained the value at 0.000 < 0.005. It indicates that high or 

low bonding based attachment constributes to customer participation level. The last result is the test 

of customer engagement on customer participation with sig value at 0.000 < 0.005. It indicates that 

high or low customer engagement contribute difference on customer participation level.  

Logistic Regression Test 

According to the results, the whole logistic regression test result show that posting time and 

bonding based attachment do not determine high or low customer participation. Nevertheless, it is 

only customer engagement that determines whether consumer has high or low customer participation. 

The result on the interaction or time moderation, as the moderating correlation between customer 

engagement and customer participation, does not show the moderation role in determining strong or 

weak correlation between customer engagement and customer participation. This is proved by the 

obtained sig value at 0.059.  
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Table 6. Logistic Regression Test Results  

Variables in the Equation 

 B S.E. Wald Df Sig. Exp(B) 

Step 1a time(1) 3.581 6.709 .285 1 .594 35.913 

BBA -2.231 1.356 2.707 1 .100 .107 

CE 4.545 1.692 7.214 1 .007 94.147 

KodeBBA(1) -1.358 .770 3.108 1 .078 .257 

KodeCE(1) -.595 1.020 .340 1 .560 .552 

BBA by time(1) 2.736 1.487 3.386 1 .066 15.425 

CE by time(1) -3.695 1.953 3.579 1 .059 .025 

KodeCE(1) by 

time(1) 

-.505 1.494 .114 1 .736 .604 

Constant -7.534 5.556 1.839 1 .175 .001 

a. Variable(s) entered on step 1: time, BBA, CE, KodeBBA, KodeCE, BBA * time , CE * time , 

KodeCE * time 

 

 

Based on the whole hypotheses test above, the test results are presented in table 7 below: (Di teks asli 

Bahasa Indonesia ditulis “Tabel 7”, tapi table 7 tidak ada)  

 

 

Table 2. Research Hypothesis Test Results  

 

Correlation 

between 

Variables 

Chi 

Square 

ANOVA 

(F test) 

Logistic 

Regression 

Wald Test 

Conclusions 

Bonding based 

attachement with 

customer 

engagement  

Sig 

0.000 

Sig 

0.000 

Sig 0.02 High or low bonding based 

attachement determines strong 

or weak customer participation  

(H1 is supported by the 

research data) 

Bonding based 

attachement with 

customer 

participation 

Sig 

0.000 

Sig 

0.000 

Sig 0.078 Further examination is needed 

regarding the effect of bonding 

based attachement on customer 

participation directly.  

Customer 

engagement with 

customer 

participation  

Sig 

0.000 

Sig 

0.000 

Sig 0.007 Strong or weak customer 

engagement determines high 

and low participation level  

(H2 is supported by the 

research data) 
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 posting time with 

customer 

participation  

- - Sig 0.594 Posting time on weekdays and 

in the weekend do not 

determine customer 

participation level. 

Posting time 

moderation in 

correlation 

between customer 

engagement and 

customer 

participation  

-  

 

 

 

Sig 0.059 Posting time does not moderate 

the effect between customer 

engagement and customer 

participation (H3 is not 

supported by the research data) 

Source: Data processing results with SPSS (2021) 

 

Based on hypothesis test described on the table above, there are data with significant value at 

>0.005. It means the data do not support the hypothesis, which is Hypothesis 3. Whereas, the other 

hypotheses (H1 and H2) show significant value at >0.005. It means the data support the tested 

research hypothesis. Informasi selanjutnya tentang analisis uji regresi logistik. (Maaf izin bertanya, 

kalimat terakhir ini, yang saya highlight kuning, apakah dimaksudkan untuk menjelaskan tabel yang 

sama?) 

 

Discussion 

This research is aimed to explore the effect and correlation between Bonding Based 

Attachment, Customer Engagement, Customer Participation, and Posting Time that is moderated by 

covering posting time on weekdays and in the weekend in Kekinian local coffee shop brand’s 

Instagram social media. One of the results of this research shows that bonding based attachment 

affects customer engagement level on Kekinian local coffee shop brand’s Instagram social media. It 

indicates that customer’s high or low bonding based attachment can increase customer engagement on 

Instagram social media, especially on Kekinian local coffee shop brand. This research result is in 

accordance with the research by Hinson et al. (2019), which points out that bonding based 

attachment, which consists of social interaction and brand trust contribute significant positive effect 

on customer engagement.  

A customer who has strong bonding based attachment, which consists of a social interaction 

and brand trust, would increase customer’s contribution in making interaction in order to dig 

information by reading comments on a post in Instagram social media, especially about their favorite 

brand. Accordingly, brand trust in social networking becomes an important aspect in evaluating 

sources of information and values that exist within an information, in which it describes one’s faith on 

a brand will meet one’s expectation (Kang et al., 2014). 

One of the research results in this research show that customer engagement affects customer 

participation on local coffee shop brand’s Instagram social media. A customer with high engagement 

would be more active in digging any information, and it is manifested by being actively partake on 

social media platform, e.g. by sharing their comments on a post, or making contents to review the 

post. These contents are expected to affect others to determine their choice based on the customer’s 

knowledge and experience with the product. This statement is supported by Shang et al. (2006) dan 

Aksoy et al. (2013)’s research, in which there is an effect between customer engagement and 

customer participation on a social media.  

The other previous research also focus on customer engagement and customer participation, 

e.g. research by Elise et al. (2011). The mentioned research shows that customer participation is 

inseparable from customer participation process. Therefore, customer participation is inseparable 

from customer engagement process. Therefore, a strong customer engagement in a brand would 

increase customer participation on a social media. Customer participation refers to customer 
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engagement that is manifested in several behaviors, for examples giving comments in a platform and 

sharing information in a comment sections on a post (Cheng et al., 2017). 

Furthermore, this research proves that posting time does note moderate the effect between 

customer engagement and customer participation (H3). Therefore, high customer engagement with 

posting time in the weekend or on weekdays does not affect the increase of customer participation 

(H3a). On the contrary, low customer engagement with posting time in the weekind or on weekdays 

do not affect in increasing customer participation (H3b). Accordingly, posting time is not a main 

factor that need more concern. It can be viewed as consistency in sharing post on a platform by 

uploading a content.  

5. CONCLUSION 

This research points out that high bonding based attachment plays role in increasing customer 

engagement on local coffee shop brand’s Instagram social media. In addition, the research result also 

shows that customer engagement affects customer participation on local coffee shop brand’s 

Instagram social media. Furthermore, posting time, as the moderation, which consists of posting time 

on weekdays and in the weekend, does not contribute correlation between customer engagement and 

customer participation on local coffee shop brand’s Instagram social media. 

Even though this research shares huge contribution for literature, there are some limitations in 

this research. First, the majority of respondents participated in this research are young adults who 

actively partake in Instagram social media. Thus, further research can expand the scope of the study 

by adding the respondents from different age group. Next, this research only discusses one industry 

sector, namely food and beverage. Therefore, the further research may consider to study other 

industries like cosmetics or fashion. The other limitation is related to the factors that can affect the 

variables, which are not investigated in this research. Further research can study to what extent other 

factors like influence of endorsement, content in a post, and influencer affect the variables.  

This research contributes to managerial implication that is essential to be applied in increasing 

bonding based attachment, customer engagement, and customer participation by using local coffee 

shop brand’s Instagram social media. First, businessmen who run food and beverage industry would 

put marketing communication as the main role to achieve success in targeting market faster and 

widely. In addition, Instagram social media is viewed as the best means for marketing, because 

Instagram has stronger charm compared to the other social media. Instastory, one of the features, is 

believed to be a tool that can gain audience because they are more interested to check user’s 

instastories. Second, for both new and long-term customers of Kekinian local coffee shop brand, 

brand trust would increase customer engagement in a social media. Customers who have strong bond 

on a brand will be more confident on the brand, so they would dig information related to their favorite 

brand more often. For example, they find out any information related to promotion or new variants of 

their favorite brand by reading comments section on a post, checking new posts, or asking their 

friends.  

REFERENCES 

Aksoy, L., van Riel, A., Kandampully, J., Wirtz, J., Den Ambtman, A., Bloemer, J., Horváth, C., 

Ramaseshan, B., Van de Klundert, J., & Gurhan Canli, Z. (2013). Managing brands and 

customer engagement in online brand communities. Journal of Service Management, 24(3), 

223–244. https://doi.org/10.1108/09564231311326978 

Babin, B. J. (2017). author-supplied manuscript. 

Bianchi, C., Drennan, J., & Proud, B. (n.d.). Antecedents of consumer brand loyalty in the Australian 

wine industry. November 2014, 37–41. https://doi.org/10.1080/09571264.2014.888650 

Bowden, J. (2009). The process of customer engagement: A conceptual framework. Journal of 

Marketing Theory and Practice, 17(1), 63–74. https://doi.org/10.2753/MTP1069-6679170105 

Brodie, R. J., Hollebeek, L. D., Jurić, B., & Ilić, A. (2011). Customer engagement: Conceptual 

domain, fundamental propositions, and implications for research. Journal of Service Research, 

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1525804198&1&&


Majalah Ilmiah Bijak  Vol 19 , No.2, September 2022 pp. 168-183       180 

E ISSN  2621-749X  

 

Retno Lies Setyawati (Developing Customer Engagement…) 

14(3), 252–271. https://doi.org/10.1177/1094670511411703 

Chan, K. W., Yim, C. K., & Lam, S. S. K. (2010). Is customer participation in value creation a 

double-edged sword? evidence from professional financial services across cultures. Journal of 

Marketing, 74(3), 48–64. https://doi.org/10.1509/jmkg.74.3.48 

Chaudhuri, A., & Holbrook, M. B. (2001). The Chain of Effects from Brand Trust and Brand Affect to 

Brand Performance : The Role of Brand Loyalty. 65(April), 81–93. 

Cheng, X., Fu, S., & de Vreede, G. J. (2017). Understanding trust influencing factors in social media 

communication: A qualitative study. International Journal of Information Management, 37(2), 

25–35. https://doi.org/10.1016/j.ijinfomgt.2016.11.009 

Chin, C. Y., Lu, H. P., & Wu, C. M. (2015). Facebook users’ motivation for clicking the “like” 

button. Social Behavior and Personality, 43(4), 579–592. 

https://doi.org/10.2224/sbp.2015.43.4.579 

Chu, S. C., & Kim, Y. (2011). Determinants of consumer engagement in electronic Word-Of-Mouth 

(eWOM) in social networking sites. International Journal of Advertising, 30(1). 

https://doi.org/10.2501/IJA-30-1-047-075 

Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2015). Consumer engagement in online brand 

communities: A social media perspective. Journal of Product and Brand Management, 24(1), 

28–42. https://doi.org/10.1108/JPBM-06-2014-0635 

Doney, M., & Cannon, J. P. (1997). Trust Examination of the Nature of in Buyer-Seller Relationship 

for assistance. Journal of Marketing, 61(2), 35–51. 

Dyer, J. H., & Singh, H. (2011). Cooperative the Relational and Sources of Strategy Competitive 

Advantage. The Academy of Management Review, 23(4), 660–679. 

https://doi.org/10.5465/AMR.1998.1255632 

Elise, C., Donthu, N., Macelroy, W. H., & Wydra, D. (2011). How to Foster and Sustain Engagement 

in Virtual Communities Constance. University of California Press, 53(4), 80–110. 

http://doi.wiley.com/10.1111/j.1835-9310.1982.tb01239.x 

Fang, E., Palmatier, R. W., & Evans, K. R. (2008). Influence of customer participation on creating 

and sharing of new product value. Journal of the Academy of Marketing Science, 36(3), 322–

336. https://doi.org/10.1007/s11747-007-0082-9 

Gambetti, R. C., & Graffigna, G. (2010). The Concept Of Engagement A Systematic Analysis Of The 

Ongoing Marketing Debate Technologies For Patient Engagement View Project Health 

Professionals' Engagement in Promoting Patient Engagement View Project. Article in 

International Journal of Market Research, 52(6), 801–827. 

https://doi.org/10.2501/S1470785310201661 

Golder, S. A., Wilkinson, D. M., & Hubennan, B. A. (2007). Rhythms of social interaction: 

Messaging within a massive online network. Proceedings of the 3rd Communities and 

Technologies Conference, C and T 2007, 41–66. https://doi.org/10.1007/978-1-84628-905-7_3 

Gefen, D., Karahanna, E., Detmar, W. S. (2003). Trust and TAM  in online shopping: an integrated 

model. Management Information Systems Research Center. Vol 27(1), 51-90. 

Hellberg, M. (2015). Visual Brand Communication on Instagram. 

https://helda.helsinki.fi/bitstream/handle/10138/156026/hellberg.pdf?sequence=4 

Hinson, R., Boateng, H., Renner, A., Paul, J., Kosiba, B., Hinson, R., & Renner, A. (2019). 

Antecedents and consequences of customer engagement on Facebook An attachment theory 

perspective. https://doi.org/10.1108/JRIM-04-2018-0059 

Hollebeek, L. D. (2011). Demystifying customer brand engagement: Exploring the loyalty nexus. 

Journal of Marketing Management, 27(7–8), 785–807. 

https://doi.org/10.1080/0267257X.2010.500132 

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1525804198&1&&


181                                                                                    Majalah Ilmiah Bijak  Vol 19 , No.2, September 2022 pp. 168-183    

E ISSN  2621-749X  

 

Retno Lies Setyawati (Developing Customer Engagement…) 

Hollebeek, L. D., & Chen, T. (2014). Exploring positively- versus negatively-valenced brand 

engagement: A conceptual model. Journal of Product and Brand Management, 23(1), 62–74. 

https://doi.org/10.1108/JPBM-06-2013-0332 

Jaakonmäki, R., Müller, O., & vom Brocke, J. (2017). The Impact of Content, Context, and Creator 

on User Engagement in Social Media Marketing. Proceedings of the 50th Hawaii International 

Conference on System Sciences (2017), 1152–1160. https://doi.org/10.24251/hicss.2017.136 

Kamboj, S. (2019). Applying uses and gratifications theory to understand customer participation in 

social media brand communities: Perspective of media technology. Asia Pacific Journal of 

Marketing and Logistics, 32(1), 205–231. https://doi.org/10.1108/APJML-11-2017-0289 

Kamboj, S., & Rahman, Z. (2017). Measuring customer social participation in online travel 

communities. Journal of Hospitality and Tourism Technology, 8(3), 432–464. 

https://doi.org/10.1108/jhtt-08-2016-0041 

Kang, J., Tang, L., & Fiore, A. M. (2014). Enhancing consumer-brand relationships on restaurant 

Facebook fan pages: Maximizing consumer benefits and increasing active participation. 

International Journal of Hospitality Management, 36, 145–155. 

https://doi.org/10.1016/j.ijhm.2013.08.015 

Kaur, W., Balakrishnan, V., Rana, O., & Sinniah, A. (2019). Liking, sharing, commenting and 

reacting on Facebook: User behaviors’ impact on sentiment intensity. Telematics and 

Informatics, 39, 25–36. https://doi.org/10.1016/j.tele.2018.12.005 

Kosiba, J. P., Boateng, H., Okoe, A. F., & Hinson, R. (2018). Trust and customer engagement in the 

banking sector in Ghana. Service Industries Journal, 0(0), 1–14. 

https://doi.org/10.1080/02642069.2018.1520219 

Kumar, S., Jacob, V. S., & Sriskandarajah, C. (2006). Scheduling advertisements on a web page to 

maximize revenue. European Journal of Operational Research, 173(3), 1067–1089. 

https://doi.org/10.1016/j.ejor.2005.07.005 

Larson, A. (2013). Network Dyads in Entrepreneurial A Study of the Settings : of Governance 

Relationships Exchange. 37(1), 76–104. 

Leckie, C., Nyadzayo, M. W., & Johnson, L. W. (2016). Antecedents of consumer brand engagement 

and brand loyalty. Journal of Marketing Management, 32(5–6), 558–578. 

https://doi.org/10.1080/0267257X.2015.1131735 

Lee, J. (2013). What makes people read an online review? the relative effects of posting time and 

helpfulness on review readership. Cyberpsychology, Behavior, and Social Networking, 16(7), 

529–535. https://doi.org/10.1089/cyber.2012.0417 

Liu, X. (2013). Full-Text Citation Analysis : A New Method to Enhance. Journal of the American 

Society for Information Science and Technology, 64(July), 1852–1863. 

https://doi.org/10.1002/asi 

Malthouse, E. C., Calder, B. J., & Tamhane, A. (2007). The effects of media context experiences on 

advertising effectiveness. Journal of Advertising, 36(3), 7–18. 

https://doi.org/10.2753/JOA0091-3367360301 

Mayer, R. C., Davis, J. H., & Schoorman, F. D. (1995). Model of Trust Theory. The Academy of 

Management Review, 20(3), 709–734. 

Pagani, M., & Malacarne, G. (2017). Experiential Engagement and Active vs. Passive Behavior in 

Mobile Location-based Social Networks: The Moderating Role of Privacy. Journal of 

Interactive Marketing, 37, 133–148. https://doi.org/10.1016/j.intmar.2016.10.001 

Park, S., & Chung, N. (2011). Computers in Human Behavior Mediating roles of self-presentation 

desire in online game community commitment and trust behavior of Massive Multiplayer 

Online Role-Playing Games. Computers in Human Behavior, 27(6), 2372–2379. 

https://doi.org/10.1016/j.chb.2011.07.016 

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1525804198&1&&


Majalah Ilmiah Bijak  Vol 19 , No.2, September 2022 pp. 168-183       182 

E ISSN  2621-749X  

 

Retno Lies Setyawati (Developing Customer Engagement…) 

Petzer, D. J., & van Tonder, E. (2019). Loyalty intentions and selected relationship quality constructs: 

The mediating effect of customer engagement. International Journal of Quality and Reliability 

Management, 36(4), 601–619. https://doi.org/10.1108/IJQRM-06-2018-0146 

Phua, J., Jin, S. V., & Kim, J. (Jay). (2017). Gratifications of using Facebook, Twitter, Instagram, or 

Snapchat to follow brands: The moderating effect of social comparison, trust, tie strength, and 

network homophily on brand identification, brand engagement, brand commitment, and 

membership intentio. Telematics and Informatics, 34(1), 412–424. 

https://doi.org/10.1016/j.tele.2016.06.004 

Pletikosa Cvijikj, I., & Michahelles, F. (2013). Online engagement factors on Facebook brand pages. 

Social Network Analysis and Mining, 3(4), 843–861. https://doi.org/10.1007/s13278-013-0098-

8 

Reis, H., Sprecher, S., & Fingerman, K. L. (2013). Weak Ties. Encyclopedia of Human Relationships, 

78(6), 1360–1380. https://doi.org/10.4135/9781412958479.n556 

Sabate, F., Berbegal-Mirabent, J., Cañabate, A., & Lebherz, P. R. (2014). Factors influencing 

popularity of branded content in Facebook fan pages. European Management Journal, 32(6), 

1001–1011. https://doi.org/10.1016/j.emj.2014.05.001 

Sakas, D. P., Dimitrios, N. K., & Kavoura, A. (2015). The Development of Facebook’s Competitive 

Advantage for Brand Awareness. Procedia Economics and Finance, 24(July), 589–597. 

https://doi.org/10.1016/s2212-5671(15)00642-5 

Santer, S., Zong, Y., Knoll, W., & Rühe, J. (2005). On the formation of molecular terraces. Langmuir, 

21(18), 8250–8254. https://doi.org/10.1021/la051212i 

Schaufeli, W. B., Martínez, I. M., Pinto, A. M., Salanova, M., & Barker, A. B. (2002). Burnout and 

engagement in university students a cross-national study. Journal of Cross-Cultural 

Psychology, 33(5), 464–481. https://doi.org/10.1177/0022022102033005003 

Schultz, C. D. (2017). Proposing to your fans: Which brand post characteristics drive consumer 

engagement activities on social media brand pages? Electronic Commerce Research and 

Applications, 26, 23–34. https://doi.org/10.1016/j.elerap.2017.09.005 

Shan, Y., & King, K. W. (2015). The Effects of Interpersonal Tie Strength and Subjective Norms on 

Consumers’ Brand-Related eWOM Referral Intentions. Journal of Interactive Advertising, 

15(1), 16–27. https://doi.org/10.1080/15252019.2015.1016636 

Shang, R. A., Chen, Y. C., & Liao, H. J. (2006). The value of participation in virtual consumer 

communities on brand loyalty. Internet Research, 16(4), 398–418. 

https://doi.org/10.1108/10662240610690025 

Solem, B. A. A., & Pedersen, P. E. (2016). The role of customer brand engagement in social media: 

Conceptualisation, measurement, antecedents and outcomes. International Journal of Internet 

Marketing and Advertising, 10(4), 223–254. https://doi.org/10.1504/IJIMA.2016.081344 

Stone, R. N., & Grønhaug, K. (1993). European Journal of Marketing Article information. European 

Journal of Marketing, 27(3), 39–50. https://doi.org/10.1108/03090569310026637 

Su, N., Reynolds, D., & Sun, B. (2015). How to make your Facebook posts attractive: A case study of 

a leading budget hotel brand fan page. International Journal of Contemporary Hospitality 

Management, 27(8), 1772–1790. https://doi.org/10.1108/IJCHM-06-2014-0302 

Swani, K., & Milne, G. R. (2017). Evaluating Facebook brand content popularity for service versus 

goods o ff erings ☆. Journal of Business Research, 79(September 2016), 123–133. 

https://doi.org/10.1016/j.jbusres.2017.06.003 

Van Doorn, J., Lemon, K. N., Mittal, V., Nass, S., Pick, D., Pirner, P., & Verhoef, P. C. (2010). 

Customer engagement behavior: Theoretical foundations and research directions. Journal of 

Service Research, 13(3), 253–266. https://doi.org/10.1177/1094670510375599 

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1525804198&1&&


183                                                                                    Majalah Ilmiah Bijak  Vol 19 , No.2, September 2022 pp. 168-183    

E ISSN  2621-749X  

 

Retno Lies Setyawati (Developing Customer Engagement…) 

Wang, E. S., & Chen, L. S. (2012). Computers in Human Behavior Forming relationship 

commitments to online communities : The role of social motivations. Computers in Human 

Behavior, 28(2), 570–575. https://doi.org/10.1016/j.chb.2011.11.002 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1525804198&1&&

