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Abstract:

The goal of this research is to determine the role of social media
involvement as a moderating variable in the link between brand
commitment and customer retention for smartphone businesses.
The study is a conclusive descriptive research and employs a
deductive technique. The study utilizes the regulatory
engagement theory to investigate the proposed research model in
the egyptian smartphone industry context. The study targeted a
sample of 317 undergraduate students from the faculty of
business at Ain Shams University. Structural equation model
(SEM) was used to test the conceptual framework in this
research. The study focused on the affective and continuance
brand commitments as two key positive paths to customer
retention. The results indicate that customer engagement
positively influences the relationship between brand commitment
and customer retention. In addition, affective commitment
exceeds continuance commitment in term of customer retention.
Key Words: Brand commitment, Affective commitment,
Continuance commitment, Customer retention, Customer
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engagement, Affective engagement, Cognitive engagement,
Behavioral engagement, social media networks.
1. Introduction
2. customers are the most important assets of a company,
companies have been giving attention
3. to developing customer retention and loyalty programs
customers are the most important assets of a company,
companies have been giving attention
to developing customer retention and loyalty programs
Customers represemt one of the most intangible important assets
a company can have, this is why companies focus on
developing customer retention and loyalty programs. Companies
benefit from adopting retention marketing strategies because
loyal customers increase their spending at an increasing rate, buy
at a full margin instead of waiting for discount prices, and create
operating efficiencies (Reichheld & Sasser, 1990). Murphy &
Murphy ( 2002) stated that a customer profitability tends to
increase over the life of a retained customer because they buy
more as their trust increase. The authors added that 80% of the
company’s future profits come from just 20% of its existing
customers and they illustrated that a 2% increase in customer
retention has the same effect as decreasing costs by 10%
(Murphy & Murphy, 2002). According to the Marketing Metrics,
the probability of selling to an existing customer is 60—70%;
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while the probability of selling to a new prospect is 5-20%
(Charlton, 2012).

Customer engagement is defined as the art and science of creating
value or the “motivation to act” (Higgins & Scholer, 2009).
Customer Engagement refers to emotional connection that a
customer gain during the repeated purchases and interactions(Bansal
& Chandhary, 2016). So (2013) stated that customer engagement
plays a crucial role in promoting brand loyalty.

According to the regulatory engagement theory, valueis viewed
as a motivational force that help the customer to be attracted
toward a brand or refuse it, which refers to the direction of the
motivation. Then, the intensity of the motivation is determined
by the brand hedonic quality and other sources of force intensity
but not related to the hedonic quality of the brand that determine
whether the engagement is strong or weak (Higgins, 2006;
Higgins & Scholer, 2009).

Moorman et al (1992) identified brand commitment as " a
desire to preserve a positive brand relationship " such desire is
engendered by focusing on the affective and cognitive dimensions.
In Egypt, the market share is split into six prominent brands
Samsung, Apple, Huawei, Oppo, Xiaomi, and Realme
(Statcounter,2020). The main goal for these brands is keeping the
current customers. Research shows how to reinforce brand
commitment to raise the retention rate of customers. According to
Dessart (2017), Customer engagement is "Consumers' positive
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individual dispositions toward the community and the focus brand,
as demonstrated through varied levels of emotive, cognitive, and
behavioural manifestations that extend beyond trade settings.".
The smartphone industry is a fast-growing industry, with global
revenues of 330.4 billion dollars in 2013 and forecasted to reach
409.1 billion dollars by 2020. The global smartphone user base
grew from 1.06 billion in 2012 to 3.5 billion by 2020. In Egypt,
there are 27.9 million smartphone users in 2019, compared to
12.6 million in 2013. (Statista,2020). As a result, the number of
smartphone users in Egypt more than doubled between 2013 and
2019. The current study seeks to investigate the effect of
customers who are highly engaged with smartphone brand pages
on social media networks on the relationship between brand
commitment and customer retention.
2. Literature Review
Brand Commitment

Morgan et al (1992) defined brand commitment as “a
strong desire to keep a positive relationship with the brand”.
Morgan and Hunt (1994) first introduced the concept of brand
devotion to the marketing discipline by extracting it from
organizational behavior (1994). The concept suggested the trust-
commitment theory and tested it through the Key Mediating
Variables (KMV). According to the model, the authors pointed
out that commitment and trust are two very important factors and
act as key mediating variables in the relationship marketing.
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Consequently, the KMV model considers a starting point to
investigate the role of brand commitment in helping brands to
improve their relationships with customers. Sahin et al (2013)
stated that brand trust has a positive effect on brand commitment.
Such result supports what Morgan and Hunt(1994) suggested.

Previous studies suggested that customers who are loyal to the
brand are more likely to advocate for it. (Fullerton, 2003, Ercis et
al., 2012, Turri et al., 2013). A high level of brand commitment
had the effect of positively motivating purchase intentions.
(Wang, 2002, Ercis et al., 2012, Su et al., 2016, Raju, 2017) and
establish self-brand connection (Kemp and Bui, 2011).
Additionally, they emphasize that brand commitment has a major
impact on brand loyalty (Evanschitzky et al., 2006, Mattila,
2006, Turri et al., 2013, Mathew et al., 2014, Giovanis, 2016).
However, there is some scholarly confusion and overlap. Some
studies claim that commitment is different from loyalty (Sung
and Campbell, 2009, Hur et al., 2011, Wali et al.,, 2015).
According to the consumer — brand relationship context, Fournier
(1998) pointed out that a brand commitment refers to an
emotional or psychological linkage to a brand within a product
class. Literature defined it as an average consumer ’s long-term
behavioral and attitudinal configuration towards a relational
brand (Chaudhuri and Holbrook,2002., Gundlach,1995)
Whereas brand loyalty is a behavioral phenomenon
(Traylor,1984). For example, brand loyalty is a routine in the
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purchase process; a customer who is loyal to a brand would buy
it regardless of preference, whereas a consumer who is
committed to the brand will enter into an implicit contract with it.
As a result, brand commitment must involve loyalty, but not the
other way around. In other words, brand loyalty is a purchasing
habit that reduces the confusion that comes with deciding
between the different options offered and consumers who are
loyal to a brand have an easier time making purchasing decisions
(Warrington and Shim, 2000, Srivastava and Owens, 2010, Wali
et al., 2015). Brand commitment has three dimensions namely,
affective, continuance, and normative (Allen and Meyer, 1990).

Allen and Meyer (1990) defined affective commitment as " a
strong emotional or affective connection to the organization in
which the extremely engaged individual identifies with,
participates in, and appreciates membership in the organization”
and Osuna Ramirez et al. (2017) defined it as “the customer's
emotional attachment to the brand is based on his or her
identification with it or how favorable the customer feels about it.
Raju(2017) pointed out that affective commitment is an effective
and emotional part of commitment that has a beneficial impact on
consumer attitudes toward a brand, resulting in a favorable
perception of the relationship with the brand, willingness to make
sacrifices, and increased purchase intentions. Kanter (1968)
defined continuance commitment as a “when there is a profit
connected with continuous participation and a "cost" involved
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with leaving, this is referred to as commitment.”. Moreover,
Osuna Ramirez et al. (2017) stated that continuance commitment
is “psychological attachment based on the perceived costs of
ending the relationship with someone. The term "continuous
commitment” refers to "having" to keep the relationship going.
To conclude, Affective commitment refers to the emotional side
of a customer's engagement with a brand, whereas continuous
commitment refers to the financial side. (Evanschitzky et al,
2006). It is important to emphasize that previous research has
focused on the importance of emotional commitment rather than
continuous commitment because the latter is ineffective (Zhang
and Bloemer, 2011, Fullerton, 2003, Venetis and Ghauri, 2004).
Customer Retention

Retaining customers has become necessary in order to reduce
customer deficiency. To retain customers, companies shouldn’t
not only work on satisfying customers’ expectations, but also
exceeding them especially in tough times where competition is
fierce. Customer retention is defined as “an agreement to
continue doing business or exchanging information with a
specific company on a regular basis” (Murali et al., 2016), It is
“the process of gaining client loyalty to a specific brand and
encouraging them to repurchase its products or services over
time” (Hanaysha, 2018). Because the cost of acquiring new
customers is higher than the cost of keeping current customers,
customer retention is a top priority for any business. (Rosenberg
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and Czepiel, 1984, Miller et al., 1997, Boles et al., 1997, Kotler
et al., 2014). | other words, retaining existing customers is more
advantageous to a company than attracting new ones. For
example, profits improve by around 25% to 95% if a company
keeps just 5% of its consumers. (Reichheld and Sasser, 1990).
Gupta et al. (2004) pointed out that a the importance of customer
retention is highlighted by the fact that a 1% improvement in
retention increases business value by 5%.
The main objective of customer retention efforts is to ensure
sastaining relationships with value-adding customers by reducing
their defection rate( Nasir, 2017). Building strong relationships
with customers are typically described as customer retention
programs (Bhattacharya & Bolton, 2000).
Morgan and Hunt (1994) offered a simulated concept based on
Allen and Meyer's research (1990). They proposed the
term "commitment" to describe a crucial mediator in relationship
marketing. The authors argued that commitment significantly
lowers the likelihood of leaving by clarifying that commitment
strongly favors customer retention

According to Danish et al(2015) , there are three main
factors of customer retention: satisfaction, trust, and
commitment. In the hotel sector, Han et al. (2020) revealed that
Increasing customer retention: is determined by two major
variables first, satisfaction, and second, emotional connection.
Venetis and Ghauri (2004) defined relationship commitment as *
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the continuance of a commercial partnership by a partner on
purpose " and examined the direct relationship between the two
variables of brand commitment (Affective and Continuance) and
consumers' intention to keep the relationship in the advertising
sector. They pointed out that only affective commitment has a
positive effect on customer retention. Lin and Wu (2011)
examined the influence of satisfaction, trust, and commitment on
customer retention while investigating the relationships between
brand commitment dimensions and customer retention. All of
these variables have been shown to aid retention, but
commitment is the most essential statistically. Gounaris
(2005)argued that emotional commitment should be emphasised
above continuance commitment since it encourages customers to
stay connected with the other party. In addition, Verhoef (2003)
stated that managers in the financial business should increase
brand commitment to the organisation in order to boost customer
retention. To sum up, commitment significantly reinforces
customer retention (Verhoef, 2003, Gounaris, 2005, Venetis and
Ghauri, 2004, Lin and Wu, 2011, Han et al., 2020, Danish et al.,
2015, Parawansa, 2018, Morgan and Hunt, 1994). Consequently
the following hypotheses are proposed: -

H1. Brand commitment positively affect customer retention
Hla. Affective commitment positively affect customer retention.
HZ1b. Continuance commitment positively affect customer retention.
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Customer Engagement (GE)

From the Gallup CE11  metric (2001), the Economist
Intelligence Unit report (2007), and the special issues of the
Journal of Service Research and the Journal of Services
Marketing on CE in 2010, the concept has emerged among
practitioners and academics(Vivek et al, 2012).GE has many
degrees and it varies from the customer’s feelings towards the
brand to its interaction with it. This implies that engagement
influences the customer affiliative behavior (Tafesse, 2016).
Literature provided us with many definitions to CE. Some of
them were unidimensional and focused on the behavioral
dimension (Van Doorn et al , 2010., De Vries and
Carlson.2014.,Tsaiand Men, 2013) and some were
multidimensional and included the cognitive, emotional, and
behavioral dimensions ( Bowden and
Practice,2009.,Hollebeek,2011a.,Vivek et al, 2012).

CE refers to “An individual customer's motivational, brand-
related, and context-dependent state of mind, as measured by
precise levels of cognitive, emotional, and behavioral activity
during direct brand interactions.” (Hollebeek, 2011a). Pansari
and Kumar (2017) defined it as “the technique by which a
consumer contributes value to a company, either directly or
indirectly’. According to the Gallup study, customers who are
engaged create revenue gains of 7 to 23 percent, while those who
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are disengaged generate revenue decreases of 1 to 13 percent.
(Kumar and Pansari, 2016).

Social media networks have recently received a lot of attention
and have turned into a powerful tool for businesses to not only
communicate messages to their customers, but also to engage
with them fully. (Shi et al., 2019). Moreover, 73 percent of
marketers think that social media and brand presence on social
media networks are important. (Mohsin, 2020) that necessitates
looking into online customer engagement, particularly the
behavioral component (i.e., likes, comments, and shares)
(Kabadayi and Price, 2014, Jayasingh and Venkatesh, 2015).
Guesalaga (2016) defined customer engagement in the context of
social media “‘as the extent to which the organization's important
customers are active in using social media tools™.

The moderating Effect of Customer Engagement on Social
Media Networks

According to Bowden (2009), dedicated consumers play a crucial
dimension in the engagement process, and commitment is
separated into two aspects (continuance and affective).
According to the author continuance commitment benefits new
customers more than affective commitment, because new
customers' engagement is based on the cognitive dimension,
whereas repeat customers' engagement is influenced by affective
commitment, which improves the emotional component of the
engagement. Moreover, companies are achieving their objectives
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in a changing environment, therefore the major goal of brands is
to develop highly engaged consumers through the trust-
commitment connection, rather than just sell (Pansari and
Kumar, 2017).
Osei-Frimpong et al. (2018) found that social presence has a positive
Impact on consumer engagement, with the impact being stronger
with consumers who have a high level of commitment. The authors
added that brand commitment also has a significant impact on
consumer engagement. Moreover, the growth of community
commitment is responsible for highly engaged customers on social
media platforms (Vohra and Bhardwaj, 2019). In the context of
social media, another important contribution was made by (Gligor et
al., 2019). The authors proposed three different alternatives of
significant drivers of customer engagement, such as trust,
satisfaction, interactivity, loyalty, and commitment, and each
alternative included different combinations of these drivers, whereas
commitment was constant in each alternative. Vivek et al (2012)
claims that there is a positive association between customer
engagement and affective commitment. Rather and Parray (2018)
investigated the impact of consumer engagement dimensions on
affective commitment, concluding that customer engagement is a
strong driver of affective commitment.

Social media engagement also has a significant impact on
brand commitment (Dessart, 2017). The presence of highly
engaged consumers on social media platforms increases the
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desire to use the brand and return to its platform page (Osei-
Frimpong et al., 2018, Harrigan et al., 2018). Shi et al. (2019)
stated that brand commitment is determined by how the brand
page interacts with its customers through social media posts as
well as customer engagement or reactions to the brand page's
content. Marketers can take advantage of this opportunity to
leverage social media networks as a key touchpoint for
communicating with clients and developing personal
relationships (Turri et al., 2013). For example, member activity
on a restaurant's Facebook brand page increases customer
commitment and trust (Kang et al., 2015).

Given this theoretical background, the presence of engaged
customers with the brand page's content on social media
platforms would promote the link between highly committed
customers and their desire to keep this relationship.
Consequently, the following hypotheses are proposed:

H2: Customer Engagement will positively modify the
Relationship

between Brand Commitment and Customer Retention
H2,: Affective Engagement will positively modify the
relationship

between Affective Commitment and Customer Retention
H2,: Affective Engagement will positively modify the
relationship
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between Continuance Commitment and Customer
Retention
H2.: Cognitive Engagement will positively modify the
relationship

between Affective Commitment and Customer Retention.
H24: Cognitive Engagement will positively modify the
relationship

between Continuance Commitment and Customer
Retention.
H2.: Behavioral Engagement will positively modify the
relationship

between Affective Commitment and Customer Retention.
H2;. Behavioral Engagement will positively modify the
relationship

between Continuance Commitment and Customer
Retention.
3.Research problem
From one perspective the research problem stems primarily from the
lack of research on customer retention in the product or tangible
sector, as well as the limited studies that have examined the
relationship between brand commitment and customer retention in
the services sector (Milan et al., 2015a, Hanaysha, 2018, Parawansa,
2018, Han et al., 2020). Also, previous studies measured customer
retention indirectly through loyalty, repurchase intention, and
behavioral intention (Milan et al., 2015a, Adzoyi et al., 2018,
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Trasorras et al., 2009, Thaichon and Quach, 2015, AlHawari et al.,
2009), whereas the current study measures customer retention
directly. Moreover, previous studies have focused on analyzing
brand commitment as a whole variable without sub-dimensions
(Nguyen et al., 2016, Ramaseshan and Stein, 2014, Iglesias et al.,
2019), but the current study attempts to fill this gap by investigating
the effect of two brand commitment dimensions (affective and
continuous). In addition, previous research has focused on the
behavioral side of customer interaction with social media networks,
but the current research looks at the affective, cognitive, and
behavioral aspects. From another perspective, the competitive nature
of the smartphone brands market piques interest in what Samsung,
Apple, Huawei, and Oppo are doing to establish an affective and
ongoing commitment to keep their customers. The study aims to
measure the effect of customer engagement on social media
networks as a moderating variable in the relationship between brand
commitment and customer retention in the smartphone brand market.
The study proposes the following conceptual framework:
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Figure (1) Research Conceptual Framework

4. Research Methodology
The study follows a positivist philosophy and a deductive

approach. It is a descriptive conclusive research and a structured
guestionnaire was developed to achieve the research objectives
4.1 Sample and Data Collection

The research population is Business undergraduate students at
Ain Shams University which equal to 60,000 students until
2020.2021 as reported by the student affairs department in the
faculty of Dbusiness, Ain Shams University, Cairo, Egypt.
http://www.raosoft.com/samplesize.html is used to calculate the
sample size. Depending on the total target population of 1785,
the sample size is 317, with a confidence level of 95% and a
margin of error of +/- 5%. the sample consists of 188 females out
of 317 the total sample and 129 males out of 317 the total
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sample. The study focused on simple random sampling (SRS) as
one of several probability sampling methods for accurately
representing the target population, providing unbiased results,
and generalising findings to the determined target population.
The study relied on the database of enrolled undergraduate
students from the official unit of Arabic credit, then entered the
database into an excel sheet and used a random equation to select
the sample at random. Finally, the sample was generated by the
Excel programme at random. Communications were held with
the academic advisors for each level to ask randomly selected
students to join a WhatsApp group, where the questionnaire was
distributed and questions were answered.

The questionnaire was designed to have two sections: the first covers
statements to measure brand commitment, customer retention, and
customer engagement, and the second collects some personal data. In
addition, all constructs were assessed using existing statements from
the literature review and a five-point Likert scale ranging from (1)
"strongly disagree" to (5) "strongly agree."

The questionnaire was pre-tested on 50 respondents using a
convenience sample. The respondents were the college students
of both genders and their ages ranged from 16 to 25 years. They
were not included in the final research sample. The aim of this
pilot study was to examine the questionnaire clarity, to eliminate
any ambiguous questions, and to further improve the
measurement scales used. The respondents’ suggestions and
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recommendations were considered in the final version of the
research instrument.
4.2 Measuerment

Since there are many measurements in the literate review, the
study extracted all measurements that were related to variables and
then filtered them based on the context of the current study. In terms
of brand commitment, six items were used to measure affective
commitment and six items were used to measure continuance
commitment (Allen and Meyer, 1990), whereas seven items were
used to measure customer retention (Zeithaml et al., 1996,
HennigThurau, 2004b, Peighambari, 2007). Furthermore, previous
research on customer retention has revealed that marketing scholars
consider loyalty, repurchase intention, and behavioural intention to
be forms of customer retention (Milan et al., 2015a, Adzoyi et al.,
2018, Trasorras et al., 2009, Thaichon and Quach, 2015, AlHawari,
2015). Regrading customer engagement, using six items to measure
affective customer engagement (VVohra and Bhardwaj, 2019), four
items to measure cognitive customer engagement (So et al., 2016),
and 3 items to measure behavioral customer engagement (Hollebeek
etal., 2014).
4.3 Data Analysis

The researcher will apply direct Path analysis of Structural
Equation Modeling (SEM) to test the direct effect of brand
commitment approaches on customer retention and will apply
indirect direct Path analysis of Structural Equation Modeling
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(SEM) in order to test the effect of each dimension of customer
engagement on social media networks as a moderating variable
between of brand commitment approaches on customer retention.

The study finds that there are 13 smart phone brands
distributed as the following: 117 iPhone (Apple), 55 Oppo, 53
Samsung, 37 Huawei, 29 Xiaomi,14 Real me, 4 Honor, 3
Infinix, the rest brands (Nokia, TCL 10L, Lenovo, Redmi and
Vivo) used only by one person. It also shows that there are 100
person of sample use his or her current smart phone from 1 to 2
years which are presenting about third the sample size, and 99
person of sample use his or her current smart phone from 3 to 4
years, 35 person of sample use his or her current smart phone
from 5 to 6 years, 25 person of sample use his or her current
smart phone from 7 to 8 years, 10 person of sample use his or her
current smart phone from 9 to 10 years and 15 person of sample
use his or her current smart phone from more than 10 years.
Descriptive Analysis

The main study variables will be analyzed in order to

determine measures of location like mean, maximum and
minimum values, and their measures of dispersion, standard
deviation and coefficient of variation for each variable
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Table (1): Variables Descriptive Analysis.

Variable Minimum jMaximum Mean ;tea\l/r;:;;?] Cc\);e:frii:;r;tnof
Affective commitment 1.33 5.00 3.45 0.84 0.24
Continuance commitment 1.17 5.00 3.42 0.68 0.20
Affective engagement 1.00 500 3.15 0.14 0.04
Cognitive engagement 1.00 5.00 274 0.14 0.05
Behavioral Engagement 1.00 5.00 261 0.14 0.05
Customer retention 1.00 5.00 3.68 0.08 0.02

= Affective commitment has a minimum value of 1.33 and
maximum value of 5.00 with an arithmetic mean of 3.45, and its
standard deviation is 0.84 and this value is less than which lead
to a low coefficient of variation of 24% which means that there is
a low level of dispersion of values around the arithmetic mean.

= Continuance commitment has a minimum value of 1.17 and
maximum value of 5.00 with an arithmetic mean of 3.42, and its
standard deviation is 0.68 and this value is less than which lead
to a low coefficient of variation of 20% which means that there is
a low level of dispersion of values around the arithmetic mean.

= Affective engagement has a minimum value of 1.00 and
maximum value of 5.00 with an arithmetic mean of 3.15, and its
standard deviation is 0.14 and this value is less than which lead
to a low coefficient of variation of 4% which means that there is
a low level of dispersion of values around the arithmetic mean.
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= Cognitive engagement has a minimum value of 1.00 and
maximum value of 5.00 with an arithmetic mean of 2.74, and its
standard deviation is 0.14 and this value is less than which lead
to a low coefficient of variation of 5% which means that there is
a low level of dispersion of values around the arithmetic mean.

= Cognitive engagement has a minimum value of 1.00 and
maximum value of 5.00 with an arithmetic mean of 2.61, and its
standard deviation is 0.14 and this value is less than which lead
to a low coefficient of variation of 5% which means that there is
a low level of dispersion of values around the arithmetic mean.

= Customer retention has a minimum value of 1.00 and maximum
value of 5.00 with an arithmetic mean of 3.68, and its standard
deviation is 0.08 and this value is less than which lead to a low
coefficient of variation of 2% which means that there is a low
level of dispersion of values around the arithmetic mean.

Test of normality

The study applied Shapiro-Wilk test to determine whether
the variables follow the normal distribution or not. Shapiro-Wilk

test is a Chi-squared test of normality.
Table (2): Shapiro-Wilk Test of Normality.

Variable Statistic DF P-value

Affective commitment 0.983 317 0.001
Continuance commitment 0.990 317 0.024
Affective engagement 0.965 317 0.000
Cognitive engagement 0.960 317 0.000
Behavioral Engagement 0.948 317 0.000
Customer retention 0.927 317 0.000
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From the table above, it is concluded that all the independent,
dependent and the Moderators variables are not normally
distributed as their p-value of Chi-square statistic is less than
0.05, so the alternative hypothesis will be accepted that the
variables are not follow the normal distribution.

Test of Responses Reliability

The term reliability generally refers to the consistency of a
measure. The statistical approach to estimating reliability varies
depending upon the purpose of the measure. Cronbach's Alpha
test to measure the degree of study variables stability and the
following table presents that the stability factor for the sample
responsiveness is 89.9% which means that the responses were

very high and stable in that questionnaire.
Table (3): Cronbach’s Alpha Reliability Test for Variables of

Research.

Variable Number of statements | Cronbach's Alpha
Affective commitment X_1 6 0.885
Continuance commitment X_2 6 0.904
Affective engagement M_1 6 0.861
Cognitive engagement M_2 4 0.871
Behavioral Engagement M_3 3 0.876
Customer retention Y_1 7 0.882

From table (5.7) it is concluded that there is a high level of
reliability for the responses for each variable as the Cronbach’s
Alpha test show high level of stability as it values for each
variable is more than 70%.
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The validity of the questionnaire was tested using t- test and the
values of all variables, independent and dependent, were positive and
significant as its p-value is equal to 0.0000which represents a high
level of consistency. The t-test values of X 1, X 2, M 1, M 2,
M 3, Y_1 were 72.718, 89.689, 49.030, 42.819, 40.680, 60.702
respectively.
The study utilized the heteroscedasticity tes for homogeneity, Chi-
square value was 57.485436 p value of 0.000017which means that
the study model does not suffer from the problem of random error
instability and the study variables are endogenous to each other.
The study utlized the variance inflation factor (VIF) test to test
the multi-collinearity. The valuesof X 1, X 2, M 1, M_2, M_3,
were 1.820, 1.476, 3.552, 4.009, 3.399 respectively whivh
indicate that there is no variable suffers from muli-collinearity as
the VIF values don’t exceed 10.

Correlation Matrix

Spearman correlation coefficient will be the most appropriate
coefficient for determining the relation strength and direction
between each two variables, then the correlation coefficient is
tested by a t-test which its null hypothesis states that correlation
does not exist if the test p-value is greater than 0.05.
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Table (4): Spearman Correlation Coefficient Matrix

P-value

X_2

Kk

517

X_2

M_1

M_2

M_3

Y 1

P-value

.000

M_1

>k

.623

502"

*:

P-value

.000

.000

M_2

536"

424

*k

.801

*k

P-value

.000

.000

.000

M_3

*k

.539

434

*k

*k

.756

.821

*k

P-value

.000

.000

.000

.000

Y 1

750"

575

*k

.676

*k

.548

Kk

P-value

.000

.000

.000

.000

From the table above, it is concluded that:
= There is a significant, direct, and moderate relation between
Customer retention Y_1 and Affective commitment X 1 of
correlation value 0.750 and P-value 0.000.
= There is a significant, direct, and moderate relation between
Customer retention Y_1 and Continuance commitment X_2 of
correlation value 0.575 and P-value 0.000.
= There is a significant, direct, and moderate relation between
Customer retention Y_1 and Affective engagement M_1 of
correlation value 0.676 and P-value 0.000.
= There is a significant, direct, and moderate relation between
Customer retention Y_1 and Cognitive engagement M_2 of
correlation value 0.548 and P-value 0.000.
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= There is a significant, direct, and moderate relation between
Customer retention Y_1 and Cognitive engagement M_2 of
correlation value 0.548 and P-value 0.000.
= There is a significant, direct, and moderate relation between
Customer retention Y_1 and Behavioral Engagement M_3 of
correlation value 0.510 and P-value 0.000.
= There is a significant, direct, and moderate relation between
Affective engagement M_1 and Affective commitment X 1
of correlation value 0.623 and P-value 0.000.
= There is a significant, direct, and moderate relation between
Affective engagement M_1 and Continuance commitment
X_2 of correlation value 0.502 and P-value 0.000.
= There is a significant, direct, and moderate relation between
Cognitive engagement M_2 and Affective commitment X _1
of correlation value 0.536 and P-value 0.000.
= There is a significant, direct, and moderate relation between
Cognitive engagement M_2 and Continuance commitment
X_2 of correlation value 0.424 and P-value 0.000.
= There is a significant, direct, and moderate relation between
Behavioral Engagement M_3 and Affective commitment X 1
of correlation value 0.539 and P-value 0.000.
» There is a significant, direct, and moderate relation between
Behavioral Engagement M_3 and Continuance commitment
X_2 of correlation value 0.434 and P-value 0.000.
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Structural Equation Modeling Analysis
Path analysis determine the most fitted models between the

independent variables and many dependent variables in many
ways with the least random error values using Chi-square
goodness of fit tests.

The direct Path analysis:
The following table shows the direct path analysis model
between affective brand commitment and continuance brand

commitment and customer retention
Table (5): Direct Path analysis model between X 1 X 2and Y_1

Path Estimate S.E. C.R. P-value
Y 1| < X 1 0.959 0.048 20.153 <0.0001
Y1 <-m- X 2 0.711 0.057 12.570 <0.0001

From table (5) it is concluded that there is a direct relation and
impact of affective commitment X 1 and continuance
commitment X_2 on the customer retention Y_1 as the p-value
of X _1and X_2 less than 0.05.

The indirect Path analysis:

The following Table (6) shows the model paths, the
Unstandardized Coefficients, the Standardized Coefficients, the
Standard Error (S.E.), the t-test (C.R.), and their p-value between
X1, X2M1M2M3andY_ 1.
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Table (6 ): Indirect Path analysis model between X 1, X 2, M_1, M 2,

M_3and Y_1.

Path Estimate S.E. C.R. P-value
M_1 <--- X1 0.844 0.060 14.151 <0.0001
Y_ 1 <--- X1 0.687 0.056 12.348 <0.0001
Y 1 <-e M 1 0.322 0.041 7.847 <0.0001
M1 <--- X2 0.847 0.082 10.308 <0.0001
Y1 <--- X2 0.502 0.071 7.084 <0.0001
Y1 <--- M1 0.489 0.042 11.636 <0.0001
M 2 <--- X1 0.724 0.064 11.301 <0.0001
Y1 <--- X1 0.819 0.054 15.043 <0.0001
Y1 <--- M2 0.193 0.040 4.792 <0.0001
M 2 <--- X2 0.714 0.086 8.326 <0.0001
Y1 <--- X2 0.666 0.074 9.018 <0.0001
Y1 <--- M2 0.351 0.044 7.989 <0.0001
M3 <--- X1 0.729 0.064 11.369 <0.0001
Y1 <--- X1 0.856 0.055 15.433 <0.0001
Y1 <--- M3 0.142 0.041 3.458 <0.0001
M3 <--- X2 0.731 0.085 8.557 <0.0001
Y1 <--- X2 0.694 0.076 9.120 <0.0001
Y1 <--- M 3 0.304 0.045 6.732 <0.0001

From the table above it is concluded that:

1) There is a (direct and indirect) relation and impact of Affective
commitment X_1 and affective engagement M_1 on the customer
retention Y _1 as the p-value of X_1 and M _1 are less than 0.05.

2) There is a (direct and indirect) relation and impact of
continuance commitment X_2 and affective engagement M_1 on
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the customer retention Y_1 as the p-value of X 2 and M_1 less
than 0.05.
3)There is a (direct and indirect) relation and impact of affective
commitment X _1 and cognitive engagement M_2 on the customer
retention Y _1 as the p-value of X_1 and M_2 less than 0.05.
4) There is a (direct and indirect) relation and impact of continuance
commitment X_2 and cognitive engagement M_2 on the customer
retention Y _1 as the p-value of X_2 and M_2 less than 0.05.
5) There is a (direct and indirect) relation and impact of Affective
commitment X _1 and Behavioral engagement M_3 on the customer
retention Y _1 as the p-value of X_1 and M_3 less than 0.05.
6) There is a (direct and indirect) relation and impact of continuance
commitment X_2 and behavioral engagement M_3 on the customer
retention Y _1 as the p-value of X_2 and M_3 less than 0.05.
The Regression Analysis

The study will test the effect of each dimension of brand
commitment on customer retention individually using simple
OLS regression models, then will determine the effect of each
dimension of brand commitment on customer retention
individually with the presence of moderator three dimensions by
applying multiple OLS regression models.
Simple Regression models:

The following two tables ( 7) and (8) present the simple
regression models that tests the two sub-hypotheses of the first
main hypothesis.
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Table ( 7): simple regression model for the sub-hypothesis Hq,

Model OLS Simple Dependent Y 1
variable
Variables Coefficient p-value Significance
Constant 0.374127 0.0278 Significant
Affective commitment X _1 0.958888 <0.0001 Significant
Adjusted R-squared 56.1021%

From table (7) it is concluded that the overall model is significant as
the p-value of both constant and the Affective commitment X 1 is
less than 0.05, and the model adjusted R-squared is 56.1021% which
means that 0.561021 change in the dependent variable customer
retention is due to change in constant and affective commitment x_1
by 1, and the model final equation will be:

Y, =0.374127 + 0.95888X,

Table ( 8): simple regression model for the sub-hypothesis Hyp,

Model OLS Simple Dj:g;‘gfem Y 1
Variables Coefficient p-value Significance
Constant 0.553304 0.0312 Significant
Continuance Commitment X_2 0.916021 <0.0001 Significant
Adjusted R-squared 32.8611%

From table ( 8 ) it is concluded that the overall model is
significant as the p-value of both constant and the continuance
commitment X _2 is less than 0.05, and the model adjusted R-
squared is 32.8611% which means that 0.328611 change in the
dependent variable customer retention is due to change in
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constant and continuance commitment X_2 by 1, and the model
final equation will be:
Y, =0.553304 + 0.916021X,
Multiple Regression Models:
The following tables from table (9) till (15) present the multiple
regression models that tests the six sub-hypotheses of the second

main hypothesis.
Table (9 ): Multiple regression model for the sub-hypothesis H,,

Model OoLS MuIFipIe Depgndent v 1
Regression variable -
Variables Coefficient p-value Significance
Constant 0.296660 0.0571 Insignificant
Affective commitment X_1 0.686973 <0.0001 Significant
Affective engagement M_1 0.322272 <0.0001 Significant
Adjusted R-squared 63.1443%

From table ( 9) it is concluded that the overall model is
significant as the p-value of both Affective commitment X 1,
and the Affective engagement M_1 is less than 0.05, and the
model adjusted R-squared is 63.1443% which means than
0.631443 change in the dependent variable customer retention is
due to change in Affective commitment X_1, and the Affective
engagement M_1 by 1, and the model final equation will be:

Y, = 0.686973X; + 0.322272M,
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Table ( 10): Multiple regression model for the sub-hypothesis H,,

Model OoLS MuIFipIe Depgndent Y1
Regression variable
Variables Coefficient p-value Significance
Constant 0.426379 0.0477 Significant
Continuance Commitment X_2 0.502211 <0.0001 Significant
Affective engagement M_1 0.488824 <0.0001 Significant
Adjusted R-squared 52.8497%

From table (10) it is concluded that the overall model is
significant as the p-value of constant, continuance commitment
X_2 and the affective engagement M_1 is less than 0.05, and the
model adjusted R-squared is 52.8497% which means that
0.528497 change in the dependent variable customer retention is
due to change in continuance commitment X_2 and the affective
engagement M_1 by 1, and the model final equation will be:
Y; =0.426379 + 0.502211X, + 0.488824M,

Table ( 11 ): Multiple regression model for the sub-hypothesis H,,.

Model OLS MuIFipIe Dep(?ndent v 1
Regression variable -
Variables Coefficient p-value Significance
Constant 0.327016 0.0470 Significant
Affective commitment X_1 0.818937 <0.0001 Significant
Cognitive engagement M_2 0.193181 <0.0001 Significant
Adjusted R-squared 58.9457%

From table (11) it is concluded that the overall model is
significant as the p-value of constant, affective commitment X _1,
and the cognitive engagement M _2 is less than 0.05, and the
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model adjusted R-squared is 58.9457% which means that
0.589457 change in the dependent variable customer retention is
due to change in affective commitment X _1, and the cognitive
engagement M_2 by 1, and the model final equation will be:

Y,=0.327016 + 0.818937X, + 0.193181M,

Table ( 12): Multiple regression model for the sub-hypothesis H,,4

Model OLS MuIFipIe Depgndent v 1
Regression variable -
Variables Coefficient p-value Significance
Constant 0.446009 0.0575 Insignificant
Continuance Commitment X_2 0.665827 <0.0001 Significant
Cognitive engagement M_2 0.350649 <0.0001 Significant
Adjusted R-squared 43.9658%

From the above table (12) it is concluded that the overall
model is significant as the p-value of both continuance
commitment X_2 and the cognitive engagement M_2 is less than
0.05, and the model adjusted R-squared is 43.9658% which
means that 0.439658 change in the dependent variable customer
retention is due to change in continuance commitment X_2 and
the cognitive engagement M_2 by 1, and the model final
equation will be:

Y, = 0.446009 + 0.665827X, + 0.350649M,
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Table ( 13 ): Multiple regression model for the sub-hypothesis H,,

Model OoLS MuIFipIe Depgndent v 1
Regression variable
Variables Coefficient p-value Significance
Constant 0.360484 0.0311 Significant
Affective commitment X _1 0.855587 <0.0001 Significant
Behavioral engagement M_3 0.141762 0.0006 Significant
Adjusted R-squared 57.5682%

From the above table (13) it is concluded that the overall model
Is significant as the p-value of constant, Affective commitment
X 1, and the Behavioral engagement M_3 is less than 0.05, and
the model adjusted R-squared is 57.5682% which means than
0.575682 change in the dependent variable customer retention is
due to change in Affective commitment X 1, and the Behavioral
engagement M_3 by 1, and the model final equation will be:

Y, = 0.360484 + 0.855587X, + 0.141762M;

Table (14): Multiple regression model for the sub-hypothesis Hy¢

Model OLS MuIFipIe Dep(?ndent v 1
Regression variable -

Variables Coefficient p-value Significance

Constant 0.518593 0.0311 Significant

Continuance Commitment X_2 0.693892 <0.0001 Significant
Behavioral engagement M_3 0.303983 <0.0001 Significant

Adjusted R-squared 41.0944%
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From table (14) it is concluded that the overall model is
significant as the p-value of constant, Continuance Commitment
X_2 and the Behavioral engagement M_3 is less than 0.05, and the
model adjusted R-squared is 41.0944% which means than 0.410944
change in the dependent variable customer retention is due to change
in Continuance Commitment X_2 and the Behavioral engagement
M_3 by 1, and the model final equation will be:

Y; =0.518593 + 0.693892X, + 303983 M,
Testing the effect of Brand Commitment on Customer
Retention:

A multiple linear regression model was applied to test the
total effect of brand commitment (affective commitment X 1
and continuance commitment X 2) on customer retention
according to the following hypothesis:

H,: Brand Commitment positively affect Customer
Retention.

The following table (15) tests the first main hypothesis for
determining that brand commitment positively affects customer
retention.

Table (15): Multiple regression model for the hypothesis H,

Model OLS MuIFipIe Depgndent v 1
Regression variable -
Variables Coefficient p-value Significance
Constant 0.434209 0.0360 Significant
Affective commitment X_1 0.789828 <0.0001 Significant
Continuance Commitment X_2 0.407429 <0.0001 Significant
Adjusted R-squared 70.7876%

Y XY g - G aaall e GG )
o9



The Effect of Customer Engagement in the Relationship between Brand ...

Azza Abdel Kader El Borsaly & Esraa Kamel Mahni

Based on the above table we conclude that:

= All the independent variable (affective commitment X 1
and continuance commitment X_2) have a significant effect
on the dependent variable brand commitment (Y) because
their coefficients have a p-value less than 0.05.

= Constant has an insignificant impact on the dependent
variable brand commitment (Y) because its coefficients have
a p-value more than 0.05.

= The overall model is significant with adjusted R-squared
value of 70.7876%, which means that 70.7876% of the
variation in the dependent variable brand commitment ()
due to the variation in the independent variable customer
engagement (x) components (Affective commitment X 1
and continuance commitment X_2) and constant.

= The model final equation will be:

Y; =0.434209 + 0.789828x; + 0.407429x,
Testing the positive effect of customer engagement on the
Relationship between Brand Commitment and Customer
Retention:

The study will test the total effect of brand commitment
(affective commitment X_1 and continuance commitment X 2)
on customer retention in the presence of customer engagement
(affective engagement M_1, cognitive engagement M_2 and
behavioral engagement M_3) as a moderator, so a multiple linear
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regression model will present such relation according to the
following hypothesis:

H,: Customer Engagement will positively modify the
Relationship between Brand Commitment and Customer
Retention.

The following table (16) tests the second main hypothesis

for determining whether customer engagement will positively
modify the relationship between brand commitment and
customer retention.

Table ( 16 ): Multiple regression model for the hypothesis H,

Model OLS MuIFipIe Depgndent Y1
Regression variable

Variables Coefficient p-value Significance

Constant —0.301131 0.1234 Insignificant

Affective commitment X_1 0.620043 <0.0001 Significant
Continuance Commitment X_2 0.303305 <0.0001 Significant
Affective engagement M_1 0.327317 <0.0001 Significant
Cognitive engagement M_2 0.213745 <0.0001 Significant
Behavioral engagement M_3 0.107954 <0.0001 Significant

Adjusted R-squared 95.6276%

From the table aboce it is concluded that:

All the independent variable components (affective
commitment X_1 and continuance commitment X _2) and
the moderator components (affective engagement M _1,
cognitive engagement M_2 and behavioral engagement M_3)
have a significant effect on the dependent variable brand
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commitment (Y) because their coefficients have a p-value
less than 0.05.

= Constant has an insignificant impact on the dependent
variable brand commitment (Y) because its coefficients have
a p-value more than 0.05.

= The overall model is significant with adjusted R-squared value of
95.6276%, which means that 95.96276% of the variation in the
dependent variable brand commitment (Y) due to the variation in
the independent variable customer engagement (x) components
(affective commitment X 1  and continuance Commitment
X_2) and moderator customer retention (M) components
(affective engagement M_1, cognitive engagement M_2 and
behavioral engagement M_3).

= The model final equation will be:

Y, = 0.620043x, + 0.303305x, + 0.327317M, +
0.213745M, + 0.107954M,

The following research model summarizes the results of the study
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Figure (2) Results of the research model

5.Conclusion and managerial implications
The current study aims to investigate how customers who are
highly committed to a brend are more likely to have a desire to
keep their relationship with the brand. In other words, the study
shows that brand commitment has a positive effect on customer
retention. The results confirm this ides by demonstrating that
brand commitment is responsible for 70% of changes of
customer retention. Consequently, smatphone brands in Egypt
should focus on creating committed customers to retain them in
order to increase profits. Reichheld and Sasser(1990) assertain
that companies can increase their profits by almost 25% to 95%
if retain just 5% of their customers. Additionally, it is important
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for companies to understand the possible factors that help to
boost customers relationships with their smatphone brands.
Literature demonstrated that customer satisfaction,customer trust,
and customer experience are considered as key factors for
retaining customers ( Su etal, 2016., Giovanis, 2016., Iglesia eial,
2019. Raju, 2017., Ramaseshan and Stein,2014).
The Findings confirm that affective commitment has a positive
influence on customer retention, whis means that customers who
have emotional commitments to a brand have the desire to keep their
relationship with it. Such emotions reflect the feelings of belonging,
happiness,joy, pride, excitement. According to the adjusted R-square
56%, 56 changes in customer retention is due to affective
commitment. This result supports the previous results in literature (
Verhoef, 2003., Venetis and Ghauri, 2004, Hennig-Thurau, 2004b.,
Gounaris, 2005., Han etal., 2020). The findings also confirm the
positive influence of continuance brand commitment on customer
retention R — square 32.8%, which means that 32.8 changes in
customer retention is due to continuance brand commitment.
Contonuance commitment is an economical part of brand
commitment because of the resonable price of the brand.
Investigating the moderating role of customer engagement on
social media networks on the relationship between brand
commitment and customer retention is considered as a challenge of
the current research. the findings refer to the positive and strong
effect of customer engagement which means brand commitment has
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70.7% of the variance in customer retention whereas in the presence
of customer engagement this percentage reached 95.6%. This is a
logical result, highly engaged customers with smartphone brand’
pages on social media networks means those have high exposure to
their favorite smartphone brands, and that motivates committed
customers to keep the relationship. Moreover, the present study has
extended its investigation of the effect of each dimension of
customer engagement on the two dimensions of brand commitment
(Affective and Continuance) on customer retention.

Investigating the moderator role of affective engagement
on the relationship between affective commitment and customer
retention; the findings of the current study support this
hypothesis positively since the correlation value of the
relationship between affective commitment and customer
engagement equals 0.623, and between the customer engagement
and customer retention equals 0.676 and p-value = 0.000 < a=
0.05. Consequently, with the presence of affective engagement in
the relationship between affective commitment and customer
retention, the effect of affective commitment on customer
retention will be increased to 63.1 % instead of 56.1%.

Exploring the moderator role of affective engagement on the
relationship between continuance commitment and customer
retention; the results have revealed that there is a direct and positive
relationship between continuance commitment and affective
engagement (correlation value 0.502 p-value = 0.000 < o= 0.05), and
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strong relationship between affective engagement and customer
retention (correlation value .676 p-value = 0.000 < o= 0.05).
Additionally, regarding the moderating effect of affective
engagement, there is a remarkable influence which means affective
engagement is responsible for increasing the effect of continuance
commitment on customer retention to 52.8% instead of 32.8%.

Investigate the moderator role of cognitive engagement on
the relationship between affective commitment and customer
retention, the correlation value of the relationship between affective
commitment and cognitive engagement equals 0.536 and between
cognitive engagement and customer retention equals 0.548, and p-
value = 0.000 < o= 0.05). Consequently, cognitive engagement can
positively modify the relationship between affective commitment
and customer retention by almost 58.9% instead of 56.1%.

Investigating the moderator role of cognitive engagement
on the relationship between continuance commitment and
customer retention, the correlation value of the relationship
between continuance commitment and cognitive engagement
equals 0.424 and between cognitive engagement and customer
retention equals 0.548, and p-value = 0.000 < o= 0.05).
Consequently, cognitive engagement can positively modify the
relationship between continuance commitment and customer
retention by almost 43.9 % instead of 32.8%.

Examining the moderator role of behavioral engagement
on the relationship between affective commitment and customer
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retention; concerning, the correlation value of the relationship
between affective commitment and behavioral engagement
equals 0.424 and between behavioral engagement and customer
retention equals 0.548, and p-value = 0.000 < o= 0.05). In
addition to that, the behavioral engagement positively supports
the relationship between affective commitment and customer
retention by almost 57.5% instead of 56.1%.

Examining the moderator role of behavioral engagement on the
relationship between continuance commitment and customer
retention; the findings showed that there is a direct relationship
between continuance commitment and behavioral engagement
(correlation value 0.434 p-value = 0.000 < o= 0.05) and between
behavioral engagement and customer retention (correlation value
0.510 p-value = 0.000 < o= 0.05. Furthermore, the behavioral
engagement can positively modify the relationship between
continuance commitment and customer retention by almost 41.09 %
instead of 32.8%.

Given the above presentation of the results, the following discussion
shows the reasons behind the positive influence of highly engaged
customers on the relationship between brand commitment and
customer retention. It is not easy to say or classify that these
customers have a high engagement; there are many stages and other
factors before reaching engagement level. It is supposed that highly
engaged customers with the brand have a mix of feelings towards the
brand, these feelings are represented as drivers of engagement. For
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instance, the engagement level starts with the connection between a
brand and its customers then interaction followed by satisfaction and
retention, ending by the commitment and advocacy (Sashi, 2012).
Moreover, highly engaged customers consider social media
platforms as a meaningful source of information and have an
intimacy with the social media community. | addition to, customers
who have a high level of engagement love exposure to gain new
experiences and prefer broadcasting mode on Facebook ‘“‘one-to-
many”. Furthermore, engaged customers have high involvement
with the brand and feel this brand expresses their personalities.
Consequently, highly engaged customers modify positively the
relationship between brand commitment and customer retention.
After analyzing data and discussing the results, the model of the
current research will be presented with identified directions and
effects as shown in the following figure (2) which shows the
number of changes in the dependent variable by the independent
variable and the influence of moderating variable on the whole
model. Also, the lines of the moderating variable will be straight
instead of dashed lines since the findings prove that customer
engagement has a positive influence on the relationship between
brand commitment and customer retention.

The current study adds to previous studies by providing a deeper
understanding of the nature of brand commitment and its impact on
customer retention. In addition, the impacts of affective and
continuous brand commitment on customer retention are being
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investigated. On the other hand, the current research's findings will
assist other researchers who are interested in investigating brand
commitment, customer retention, or the relationship between the two
to strengthen their concepts and outcomes. Furthermore, customer
engagement has a moderating effect on the relationship between
committed customers and their retention.

From a managerialperspective, as a customer is the core of
the marketing discipline, the main goal for any company is to
retain their customers. If companies retain just 5% of their
customers, their profits increase by almost 25% to 95%.
(Reichheld and Sasser, 1990). Moreover, the current study, found
that affective brand commitment is responsible for 56 percent of
changes in customer retention and continuous brand commitment
Is responsible for 32 percent; and the total influence of brand
commitment is 70.7 percent. As a result, marketers must focus on
developing brand commitment strategies to achieve the
organization's main goal, such as asking regular customers for
feedback and suggestions and involving them in the promotion
plan. Another marketing implication that marketers should
consider is that engaged customers increase revenues by 7 to 23
percent, whereas disengaged customers decrease revenues by 1 to
13 percent (Kumar and Pansari, 2016); current research has
found that customer engagement on social media networks
increases the effect of brand commitment on customer retention
by nearly 95 percent, as opposed to 70 percent without the
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presence of customer engagement. As a result, creating engaging
content for social media networks is necessary to encourage
customers to like, comment, and share, thereby reinforcing
affective engagement with the brand.
6. Limitations and Future Research

The current research has limitations that will serve as
suggestions and recommendations for future research. The
restrictions are as follows: the current research has investigated
the effect of affective and continuous commitment on customer
retention. It has concluded that customer satisfaction and loyalty
are key drivers of customer retention, but this is an opportunity
for a future study to make a comparison between brand
commitment, loyalty, and customer satisfaction. Additionally, the
current research depends on a quantitative approach to collect
data through a structured questionnaire. Using situational
statements as a qualitative approach may lead to accurate results.
Future research will consider whether to make longitudinal
research to reach a comprehensive model, repeat the
investigation model of the current research in different sectors,
for example, fashion, cosmetics, filming, and club membership,
and change the type of respondents.
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APPENDIX
Research Questionnaire
Samsung Huawei Oppo
iPhone (Apple) Xiaomi Vivo
LG Lenovo Realme
Others, please Specify........oovvviiiiiiniiiiiiiiieiiiiinenns

1. What is your smartphone brand?

ey Aaldl) S Ciilgl) Adle & LY

2. How long have you been using your current smartphone
brand

approximately? (Years)
(€ siuadly) €S Adilgd Adad) dadlad) addind il g e dia ¥

Less the one year 1-2 3-4
5-6 7-8 9-10
More than 10 years
3.Gender:
g5l N
‘ | Female & ‘ | Male S5
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Please, deternune to what extent do you agree or disagree with each of the following
mw}wmm '
e L0 ¢ puim ARJI G Rl e 8 e 5T ) M i e ) ) s o ke
S
Brand Commitment Aaady a1 2N

1. I love my smartphone
brand

S G Ae i ]

2. Personally, my
smartphone brand is
representative of me.

o A S0 e ke

3. Tallang about my
smartphone brand makes
me happy

o i aaZaadl e 3
S s ke

4. T am aanoved with
pegative reviews of my

brand.

ALl il e e 4

S i Ry Ry

3. I strongly beloug to my
mmartphone brand

A i Al iy 5 S

6. I consider myselfas a
member of my
smastphone brand famly

e i @ el 6
e

11 roey”

P  IERY TRE AN
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Please. determine to what extent do you agree or disagree with each of the following
statements regarding your smartphone brand.
Sifls Ade ¢ pom B AN Sl Ll 0 (K e il 5 ,i@ij&m&isﬂm‘éuy
LSl
Brand Commitment 4l al iV

7.1 am using this
smartphone brand due to
limited alternatives i

the marketplace

Jitaadl § 5k dettall 038 anaiidl 7
sl Y ,J;.SI

8. Right now. using this
smartphone brand is a
matter of necessity as
much as a desire.

g Jallesll 38
53500 kel agh alaati)
Aty e N

9. I will lose many files if I

decided not to use this
smartphone brand.

13 sl e el 8 9

ZUF

Al o3 alaaiil ane

10. I am vsing this
smartphone brand since
another smartphone
brand may not provide
all the benefits I receive
from my smartphone
brand.

A (e

JUAUNIIO ) adugnunuo )
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el a el o2a axaiid 10
wadt el e Y Sl
e JASTY B g eyl AgAl
e lgale Jaaad SN U A
SO sl Aie
11. The cost of this
smartphone brand is
affordable for me.
Sl ca e sl 1]
PR U DR TN
12. The cost of this
smartphone brand is
high but well worth it.
SOl el At Al 12
B e e

Please. determine to what extent do you agree or disagree with each of the following
statements regarding your smartphone brand.
Saila Ao o pem 3 A0 L) Ga S e 3315 Y S 385 gre ol M ana c Slls e
L sSah
Customer Retention J=eall Bliiay)

1. I intend to continue
using my smartphone
brand in the future.

?\_\s.’a.\ u;‘ PLPY %y ) é,sl 1

T (B P PSP

Ra WAL}

2. I would recommend my
smartphone as the best
smartphone brand.

ieie JunmSS a9y a5t 2

AN el 3

3. I would encourage
friends and relatives to
buy my smartphone
brand.

e EYy B Yl ATl 3

1 - 4 | e P W

25 sl

4.1 am very loyal to my

hone brand.

i)l el e als el 4

51 sl kg';l\

5. I always say positive
things about my
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smartphone brand to
others

e Aol L S JE S

cpoal S0l sl daic

6. dealing with this
smartphone brand is
important to me._

el Nl ain p Jalasll 6

o) Ay g S50

7.1 consider my
smartphone brand as my
first chodce.

‘j)l__;-; ot el e dae T

s

Please. determine to what extent do yvou agree or disagree with each of the following
statements regarding yvour smartphone brand page on Social Media Networks.
LOc dasiac g S AN el e S Jo 281 S S 38l 8 gre of M aoa L Sl e
ceslain iyt Bl e e Sal) Shsla

Customer Engagement on Social Media Networks

Sl dal @l ciles e Adlal) dadias dllgheall Bls )

1. I am enthusiastic about
this smartphone brand
page.
Ao ol s s 1
(Sl A daTie
2. This smartphone brand
page inspires me.
il daie dabia segh 2
sy ;_}d_-‘_l\ ws;ﬂl
3. This smartphone brand
page has meaningful and
purposeful.
Sade SO _Gla dade Aadia 3
Aisls o
4. I am interested in this
smartphone brand page
A [ D5 o ST PPN E L |
o paalt SO
5. I feel very positive when
visiting this smartphone
brand page.
dmdia 5 e Anlals =S5
o2 paladl <ol gl A
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6. 1 am prouvd to be a
membes of thus
smmrtphone brand page

Vducwe 3% sanh W 6
PSS LTI [P o
Lt

7 Tame Mies when T s
vimting this smartphone
brand page.

D e Uy e gl e T

e e e e S S

(gt el

8 1 pay a lot of atteation to

thus sonartphons Loand
page

bhand | S \Mia ) el B

o spotall S Caig)t daie

O 1t s difficult to stop
stufing this Smartphone
brand page

e W S

R L
R

10, I Likce to leam more
about this sanastphone
bLrand page

bt g gyl AR yum st 10

Soladl _EAN cailell dalas

wrt

PSR 2N ) 2 upiude )
Wwies oy

11. I follow this smartphone
brand page.
il AaTie daba c_;lsi 11
< |
12. I regularly interact
with this smartphone

=

~

E

=

z £

o brand page.

E‘ (12 Ais Aadia aa GllsEs Jo e

= s Aualall Cadgll

=

_'%’ g 13. I spend a lot of time

,:é = using this smartphone

= brand page.
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