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A Study on Causal Model of Perception of Facebook Business Page Features

Influencing Online Consumer Engagement and Loyalty
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Abstract

The objectives of this research were to study the perception of Facebook business page
features influencing online consumer engagement and to examine the influence of online
consumer engagement on their loyalty. Online questionnaires were used as the data collection
tool in this quantitative research study. The respondents were people who used Facebook and
had purchased products from the brands or shops whose fan pages they joined or clicked the
Like button for. The results from the study showed that the perception of Facebook business fan
page features had an influence on online consumer engagement. In other words, the perception
of information quality had a positive influence on online consumer engagement in terms of
concept, emotion, and participation. In addition, it was found that there was a positive influence
of the perception of pleasure on online consumers’ emotional engagement. Furthermore, there

was a positive influence of the perception of interaction on online consumer engagement in



terms of participation. Lastly, online consumer engagement in terms of concept and participation

had a positive influence on their loyalty.
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