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Abstract
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social media. It has been claimed that social media marketing does not 
sway consumer purchase behaviour, and that its return is problematic 
to measure. Yet, social media has been attributed to outcomes such as 
consumer engagement. Therefore, this research attempted to identify 
if consumer engagement with social media could result in purchase 
intent. Further, it has been investigated whether such an outcome can 
be explained through brand equity. Based on two theories – consumer 
relationship theory and social identity theory – the researchers 
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was developed. A sample of 383 responses were obtained through a 
structured questionnaire. Direct and indirect effects were analysed 
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predictors of brand equity and intention to purchase. Further, brand 
equity was found to fully mediate the relationship between brand 
engagement and intention to purchase, while it partially mediated the 
relationship between brand community engagement and intention 
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explanation of the concept of consumer engagement and its outcomes. 
Additionally, it offers the new insight that purchase intentions occur as 
a result of the indirect effect of brand equity.
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