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Abstract

As a medium for social connection, Instagram has developed to
sway audience members’ purchasing choices. According to a 2017
Facebook survey, 70% of US shoppers use consumer engagement
on Instagram to find products and make judgements about what
to buy. The beauty sector is thought to be more active than others
on Instagram. On Instagram, beauty firms consider customer
involvement in the form of likes, comments, and shares to be a
more important indicator of consumers’intent to buy. According to
studies, beauty firms have a real impact on their followers through
their posts, which can be shown through consumer interaction and
directly influence their desire to make a purchase. Research has
been done on the reasons why consumers interact with beauty
products and go on to intend to buy. Our study seeks to determine
whether gender differences exist in the characteristics that influence
consumer engagement and purchase intention. Content-Type, Post
Vividness, and Post Timing have beenidentified as threeindependent
variables. The content kinds that affect engagement are those that
provide entertainment, information, and compensation (Cvijikj and
Michahells 2013). Depending on the calibre of the content offered, a
post’s level of media richness can engage readers. The ideal time to
post, which results in more engagement, has been determined by
Sprout Social through their study. Research indicates social media
usage has an impact on how people decide what to buy. (Hutter
K,Hautz J, Dennhardt S, Fuller J, 2013). To ascertain the favourable
link between the aforementioned elements, customer engagement,
and buy expectation, two distinct analyses were conducted. The
examination was led by a quantitative report through a survey,
to assemble an outlining point of view in customer engagement
on Instagram towards corrective brands. The discoveries of this
examination give the feeling that general client commitment is
high and all the factors affect customer engagement and purchase
intention equally. This shows that the respondents do converse back
and forth. The optimal time of day to upload posts on Instagram was
determined by an exploratory study. The cosmetic brand names are
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the most reliable sources of information while researching cosmetic
products. 109 responders made up a respectable sample size.

KEYWORDS: Customer Engagement, Purchase Intention,
Instagram, Content-Type, Post Vividness, Post Timing

1. Introduction

There are numerous ways to define cus-
tomer engagement. Some academics have
even referred to it as consumer participa-
tion in the development of organisational
policies and services. The practise of incor-
porating customers in the development
and planning of policies and services is
known as “consumer engagement.” 2007
(Gregory). Consumer engagement is the
process of introducing a brand idea to a
prospect that is strengthened by the envi-
ronment. Engagement is a measurement of
how closely a website’s visitors interact with
it in relation to a specific set of objectives.
The word “engagement” is especially used
to describe the effectiveness of a marketing
campaign or piece of media when it results
in a consumer spending more time inter-
acting with the commercial or webpage.
Customers engage with brands on
Instagram by being active participants
rather than passive observers. In order
to have a discussion with and learn more
about another party, such as a fashion com-
pany, drawn-in customers invest time and
effort into doing so (Bernhardt, Mays and
Hall 2012). Customer involvement allows it
to combine a desire to make a transaction
(Sashi 2012). Customer interaction is there-
fore essential to succeeding with Instagram
advertising. Moreover, Zhang, Guo, Hu,
and Liu (2017) make it clear that successful
two-way communication through online

media helps to draw in both the company
and its clients.

Instagram is a photo- and video-sharing
programme that only allows users to share
visual content, such as photos or videos.
Customers can add channels, modify the
content to meet their tastes, and add engrav-
ings under the content in the same way that
hashtags and notifications can (for instance
marking others in their posts). Consumers
can communicate with one another through
comments, likes, and private messages.
Since its launch in 2010, Instagram has fun-
damentally developed, and it now has more
than 500 million users. As a result of brands
utilising Instagram as a marketing tool,
Instagram created express business profiles
that are similar to regular client profiles.
The key distinction is the knowledge that
associations can access their data and the
opportunity to sell their posts. The relation-
ship is allowed by the understanding to get
to know their allies better and learn from
them. Companies can obtain details about
their fan section, a visual representation of
the most popular posts, and a schedule of
the most significant posting days and hours
(“Instagram for Business,” 2016). Instagram
allows its users to publish their images
and accounts immediately to other digital
media platforms at the same time as they
are posted on Instagram, which is one ben-
efit that links other online media platforms
together.
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1.1 Problem statement

Instagram is active for customers to com-
municate and interact with the brands that
they follow. This research is going to study
on the attributes of the factors affecting
the Customer Engagement and which fac-
tor/factors lead Customer Engagement to
Purchase Intentions among the custom-
ers. As there were researches done on what
motivates the customers to engage with the
different brands pages on Instagram, there
has been no study on which factor/factors
affect the customer engagement and how it
affects the purchase intentions of the cus-
tomers with cosmetic brands on Instagram.

1.2 Scope of the paper

The extent of this exploration is to exam-
ine on the elements that influence customer
engagement on Instagram with cosmetic
brands. The examination was done on peo-
ple from India and of all age groups who are
active users of Instagram, through various
social media platforms as Google Forms to
collect necessary data and the duration of
the study was of six months. This research
says about the possible factors that will
affect customer engagement and purchase
intention of customers who follow cos-
metic brands’ page on Instagram.

1.3 Objectives

The objective of this research is to deter-
mine the impact of the factors that influ-
ence or affect the Customer Engagement
on the purchase intentions of the customer.

1.4 Research Gap

There has been research done on the motive
of the customers who tend to engage with
the cosmetic brands and that leads to the

purchase intention of the customers. Our
study will be to find if there is/are attri-
bute/attributes of the factors which affect
Customer Engagement and whether those
attributes lead Customer Engagement to
Purchase Intentions.

2. LITERATUREREVIEW

2.1 Customer engagement

Examining the difference between posi-
tive and negative valence A conceptual
paradigm for customer engagement by
RC Leventhal, LD Hollebeek, and T Chen
(2014). The writers claim that brand and
consumer involvement can lead to a vari-
ety of results. When involvement is great,
it may lead to the creation of an entity
like a business, brand, or product. It may
even intensify both favorable and nega-
tive perceptions. Based on their findings,
the authors develop a realistic model that
emphasizes or devalues consumer par-
ticipation in addition to key causes and
effects. Further analysis that utilizes exten-
sive quantitative research to test and sup-
port the suggested paradigm for express
arrangements and brands is necessary.
Creativity of the Content and
Engagement - A Instagram voice note cam-
paign by Swiggy named “Voice of hunger”,
2019 Swiggy used the newly launched voice
note feature of Instagram to their campaign
where the users had to generate shapes of
food using their voice notes. The creative
content and marketing strategy increased
the engagement level that the company
gained an average of 50 DMs in a minute.

e Relaxation, emotional release, enjoy-
ment, and satisfaction with this issue or
habit are all aspects of entertainment.
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e Information motivation offers a wealth
of knowledge related to meeting user
demands.

e In numerous research on social media
incentives,
found to be a motivator for participat-
ing in online groups.

compensation has been

2.2 PURCHASE INTENTION

In their 2016 article “(Un)willing to lock in?
First peek at the engagement sorts of centu-
ries;” Hilkka Rissanen and Vilma Luoma-
Aho, - Local interest has been suggested as
a strategy for attracting clients. Self-driven
inspirations are necessary for the individual
interest. The likelihood that the content will
be attractive to the Consumer’s own goals
increases the pressure on them to con-
nect. According to the findings, there are
nine unique engagers who have a bundle of
expectations for online customer engage-
ment. Two of the nine perceived engage-
ment categories were negative, and five of
them contained various forms of disen-
gagement. On a continuum of engagement
that distinguishes between three types of
engagement—constructive
destructive engagement, and disentangle-
ment—the revelations are shown. An
assortment of engager types by points of
view are presented in the assessment model.

engagement,

Once developed further, the framework
can be used to identify and target various
types of engagers. Organizations aiming to
attract millennials should be aware of dif-
ferent tones and approach interaction in
terms of both degree and tone.

“Social media usage, electronic word
of mouth and purchase-decision involve-
ment,” Prasad, S., Gupta, I.C. (2017), and
Totala, N.K. Due to easy access to item
data and audits, two-way communica-
tion is influencing consumers’ purchasing

behaviour. Online trust is a critical medi-
ating factor in this situation since social
media use and EWOM have a beneficial
effect on the involvement of consumers in
the buying decision.

Rose J. & Cho E. & Smith K. R., (2016)
The impact of brand familiarity on atti-
tudes, purchase intentions, and perceived
risk towards an intimate apparel brand.
Buying behaviour is a reaction to stimuli
before making a purchase. This boost is
what makes a buyer feel as though they must
buy a product. So, the pre-buying improve-
ments are seen as the intention to acquire
something. “A customer’s abstract judge-
ment in the dynamic cycle after an overall
assessment has identified an inclination to
act towards an item or brand,”. The buy goal
is used as a gauge for the buy behaviour and
can therefore be linked to an organization’s
business strategy. The results suggested that
young female customers who are familiar
with a specific intimate apparel brand are
likely to perceive a low level of risk, leading
to a favourable and strong attitude towards
the known intimate apparel brand as well
as buy intentions. Findings showed that
attitude and purchase intentions during the
purchase of intimate clothing were much
more influenced by perceived risk than by
brand familiarity.

Hung, K., Huiling Chen, A., Peng, N,
Hackley, C., Amy Tiwsakul, R. and Chou, C.
(2011), “ Purchase intentions for premium
brands’ antecedents. The idea that vanity
plays a part in luxury brand purchase inten-
tion receives fresh empirical support in this
study, casting doubt on both theoretical
and managerial interpretations of the use
of opulent brand names. Additionally, it
suggests that representational value, which
is highly compelling in conceptualizations
of luxury brand meaning in the west, needs
to be reevaluated in the context of Chinese
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customers. The research confirms that
social setting has an impact on consumers’
inclination to buy luxury goods. The role of
perception received less support. Purchase
intention was strongly connected with the
experiential and practical benefits of pre-
mium brand purchases, but not with sym-
bolic value. While only achievement vanity
had a moderating impact on perception,
both physical and achievement vanity had
a beneficial impact on purchase intention.

Reza Jalilvand, M. and Samiei, N. (2012),
“The impact of electronic verbal exchange
on brand picture and buy aim: An experi-
mental examination in the vehicle business
in Iran”. The paper follows way to deal with
advance a brand feasibly through online
customer organizations, similarly as expan-
sive tips for webpage and conversation with
middle people for working with such show
in a manner important to the people from
their online organizations. While there
is a significant investigation stream that
reviews the branding of client merchandise
and an expanding composing on object
brands, little is concept brand picture with
regards to online Communications. This
paper expands existing estimation of brand
picture to another setting, specifically
e- WOM.

Dong, X., Chang, Y., Liang, S. and Fan,
X. (2018), “ A view from broadcast and
interactive media on how online media
synergy affects consumers’ intention to buy.
This study makes a contribution to the field
of media synergy research, helps market-
ing strategists appreciate the value of online
media synergy, and acts as a resource for
strategists considering an integrated online
marketing strategy. Future research should

further examine the moderating effects of
these characteristics. In addition, the rela-
tionship between online media synergy and
marketing outcomes might be tempered by
consumers  goals and thought processes.
According to the findings, participants who
were exposed to message stimuli via online
media synergy reported higher source cred-
ibility, cognitive responses (brand credibil-
ity and positive thoughts about the brand),
attitude towards the brand, and purchase
intention. In online multimedia repeti-
tion, source credibility influences attitude
towards the brand through simple brand
credibility; in online multimedia, source
credibility influences attitude towards the
brand through brand credibility and posi-
tive ideas about the brand.

2.3 CONTENTTYPE

Cvijikj and Michahelles (2013) with their
research found the following as those
sources of content type that influence
engagement in social media platforms.
They are Entertainment, information and
Remuneration. Defined Entertainment
as an element related to relaxation, emo-
tional release, enjoyment and being pleased
with this problem or routine. Information
is defined as motivation that solves pain
points and satisfying the user’s needs.
Remuneration has been determined as a
driver of contributing to online communi-
ties. A further research study by Luarn, Lin
and Chiu (2015) with their research con-
firmed that informational, entertainment
and remuneration are the three content
types that act as crucial elements in driving
engagement through social media posts.
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CONTENT
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FIGURE 1: ContentType

Source: Cvijikj and Michahelles (2013)

2.4 Content Vividness

The concept of distinctiveness refers to the
level of media opulence of a post and is
frequently divided into tactile breadth and
significance, where tactile breadth alludes
to the affectation of various resources and
significance alludes to the idea of content.
As a result, lucidity is typically graded on
a scale, taking into account the concept of
the subject and the instigation of various
resources. For instance, low striking quality
might just effect vision (photo), while high
distinctiveness might prompt both hearing
and sight (video) (Steuer, 1992). According
to what was previously mentioned, de Vries
et al. (2012) examined Facebook brand
posts from 11 brands in six unique projects.
They discovered that clearly bigger amounts
of preferences and much more recognisable
brand presentations were related to higher
customer involvement. According to the
earlier citation in the text, Hellberg (2015)
conducted a qualitative study on customer
engagement with regard to Instagram
posts. The study looked at various factors
related to customer engagement on brand
presentations, such as factors related to
distinctiveness, and discovered that video
presentations were more strongly associ-
ated with customer engagement. Based on

findings from prior studies, the developer
accepts that highly eye-catching brand pre-
sentations are related to better engagement.

2.5 POSTTIMING

Instagram is the second-most frequently
used social media platform, and in the
years to come, its user base is only expected
to grow. Instagram’s emphasis on visual
content has proven to be the ideal plat-
form for exhibiting and selling goods of all
kinds. Brands may employ a variety of tech-
niques to draw attention to their products,
from influencer marketing plans that give
lifestyle context to in-depth IGTV films
that help emphasise every feature and sell-
ing point. Retailers and consumer product
brands can stand out from the competi-
tion and get engagement during the High
Engagement hours listed above, or they can
focus on relatively safe engagement times
that take place Tuesday through Friday.
The later hours of the day saw a decline in
shopping activity, with Lowest Engagement
occurring daily between the hours of 5
and 9 p.m. When Friday is the day with
the most engagement, engagement is most
consistent from Monday through Friday.

POST
VIVIDNESS

HIGH
VIVIDNESS

LOow

VIVIDNESS

v

IMAGE

VIDEO

FIGURE 2: Post Vividness
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Source: de Vries et al., (2012)

Post type
e Image
* Reels
s IGTV

Content Type

e Posts which relaxes
me and gives
leisure”

e Posts inducing
interest to follow the
page

® Posts that share
product details

PURCHASE
> INTENTION

I

FIGURE 3: Conceptual Framework
Source: Author

3. Research methodology

Descriptive research methodology would
be the most effective way to discover the
answers to the research questions. The
Descriptive Method of Research is a meth-
odology bringing about quantitative, mea-
surable information, which enables to
outline the discoveries and to find the rela-
tionships between or among the variables
(Bryman & Bell, 2018). The study aims to
understand if the factors impact or affect
the customer engagement which leads to
the purchase intentions of the customers.
To ensure that the results from the
research sample can be applied to the popu-
lation as a whole, a sample should be rep-
resentative of the population. As the entire
population cannot be researched, this study
will employ a “non-Probability” sampling
technique. A non-probability model is
one that is chosen by the population that
the researcher can reach, limits the study’s
underlying assumptions, and may instead

be used as a catalyst for additional research
(Bryman and Bell, 2018). As the target pop-
ulation is widely dispersed and limitless in
number, it is difficult to capture the prob-
ability in this study. Hence, non-probabil-
ity sampling approaches are utilised for a
population made up of an infinite number
of elements (M.H. Alvi, 2016). There is a
chance of choice bias because non-proba-
bility sampling was used. Choice bias is the
propensity to exclude some likely respond-
ers from the sample. The propensity grows
when using non-probability sampling, but
it can be avoided by using a probability
sampling method instead of a non-proba-
bility one Datallo (2009).

Non-Probability sampling can take
many different forms, including conve-
nience or purposeful sampling, quota sam-
pling, snowball sampling, etc. The optimum
sampling method for this study would be
convenient sampling since it would allow
the researcher to select the sample based
on convenience. The process of gathering,
analysing, interpreting, and writing study
data is known as the descriptive method of
research (Carrie Williams, 2007). For this
project, the major method of data collect-
ing will be questionnaires.

3.1 RESEARCH DESIGN

The investigations grew out of the concepts
in the system that was suggested, which
depends on the proposition’s goal. Fastened
inquiries were separated by the question-
naire. A pilot research was conducted on
the study to see if the questions were clear
and to identify and correct any potential
errors. The trial study was ordered by four
individuals, viewed as a delegate choice, to
react to the review to see that the investi-
gations were defensible. These respondents
didn’t take part in the honest examination.
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By giving comments, the plan of the inves-
tigations got enhanced.

3.2 SAMPLING DESIGN

Owing to the survey’s widespread distribu-
tion, a select few respondents had a better
likelihood of being chosen to respond than
others. A non-probability test referred to as
an accommodation test is used as an illus-
tration of this evaluation. Due to the fact
that the respondents who are related to the
manufacturers are the ones who are most
likely to be contacted, the study’s use of elec-
tronic media and the Internet falls under
the category of convenience. This was cho-
sen to increase the sample size so that there
would be more respondents to choose from
and give responses that could be checked
again in subsequent investigations.

150 to 200 responders were chosen to
make up the sample size. After the study
was concluded, some of the respondents
had to be excluded before the inquiry
could start. This should be easily feasible
thanks to the survey’s channel questions.
The results must be adjusted to account
for the respondents who chose “No” when
asked if they followed corrective businesses
on Instagram. Those respondents kept on
addressing inquiries concerning what pro-
vokes them to draw in on artificial brands’
Instagram pages deprived of following any
style brands, which makes it not significant
to dissect what empowers them. The abso-
lute number of respondents came to 148,
and after the withdrawal, the quantity of
the example added up to 96 respondents.

Because of the model of suitability,
there is a prospect of choice bias. By doing
an online self-satisfaction poll the look-
ing at tendency could be people that don't
use neither computers nor Instagram, as
this was the organization that is used to

be proficient respond to the study. In any
case, these people are not relevant, as they
probably don’t use Instagram, which was an
essential to partake in the examination.

3.3 Instrument validation

Case Processing Summary

Reliability Statistics
TABLE 1: Statistical Reliability
N %
Cases Valid 96 100.0
Excludeda 0 .0
Total 96 100.0

2The deletion was based on all variables in the list as per
procedure
Source: Primary Data

As the Cronbach’s Alpha shows a value
of 0.875 which states that the data collected
is 87% reliable. So we are proceeding with
the questionnaire.

3.4 Data collection method

A quantitative report served as the guide
for this investigation. The quantitative
approach was chosen to gather data on
customer engagement with online media
for restorative brands. The goal of this idea
was to investigate what motivated customer
engagement and the accomplishment of
procurement objectives. In order to create
an unparalleled diagram, the quantitative
strategy was therefore perfect due to the
predetermined number of respondents of
the subjective data combining procedures.
The quantitative analysis was led by a study
that was submitted using a Google Form.
The questionnaire includes closed-ended
questions and a 5-point Likert scale (on
preference and influence).
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The  self-consummation  question-
naire was then disseminated on the web,
essential through the online media net-
work Instagram, Whatsapp, LinkedIn and
Facebook. The choice to share it on the
aforementioned social media platform
was made with the intention of reaching
Instagram users and with the hope of con-
tacting as many responders as possible dur-
ing the course of the research. Because the
survey was available online, respondents
could respond to it whenever they had
the chance and the time, which was help-
ful because the survey’s requirements vary
over time. The respondents had access to
the poll for seven days, which was sufficient
to obtain the most respondents.

3.5 Statistical tools used

The statistical tools used for the quantita-
tive study were Chi square test.

3.6 Software used

SPSS Software was used for the Chi square
test and Excel was used for the exploratory
study.

4. Analysis of Data

4.1 Exploratory study on post
timing

SARANAYA’S MEHNDI

Saranaya’s Mehndi is a small business based

on Palakkad, Kerala who provide all ser-

vices related to mehndi and henna tattoos

in their locality. They helped us to find the

result of our exploratory study byallowing

us to handle their Instagram and Facebook

page for 3 weeks.

4.2 Chisquare tests

Video Influence

TABLE 2: Chisquare Like _Post Type
(Video)

Dsobeblyit dosstinfluence  PesmonChi-Squars  B.00F 2 018

Likelihood Ratio 5897 2 o1
NofValid Cases ]
Probably it influance Dasrson Chi-Squars  27.625° 4 000
Likelihood Ratio 15560 4 004
NofValid Cases 2
Totsl PammonChi-Squar 33427 6 000
Likelihood Ratio 608 6 000
Nofvalid Cases o8
LikeInflusmc Velus  &f Asymprotic Significance (2-sidsd)
Defizitely it influence PamonChi-Squas  9.471° 2 009
Likalihood Ratio 09052 2 007
NofValid Caras 3
MightccMightnotinfumes  PemsonChiSquae 19717 6§ 003
Likelihood Ratio 21650 6 001
NofValid Cases 2%

5 cells (41.7%) have expected count less than 5. The
minimum expected count is .75.

b4 cells (66.7%) have expected count less than 5. The
minimum expected count is 3.76.

©12 cells (100.0%) have expected count less than 5. The
minimum expected count is .57.

46 cells (100.0%) have expected count less than 5. The
minimum expected count is .50.

8 cells (88.9%) have expected count less than 5. The
minimum expected count is .15.

Source: Primary Data

This result of cross tabulation helps us to
conclude that people who engage with like
on video are probably getting influenced
or might or might not get influenced. (Chi
square value reference from above table)

Comment Influence

TABLE 3: Chi Square-Comment -Post Type
(Video)

Asymprtic
Sigfcama (| ButSig (e ExsaSig (l

‘Comman Iiffuance Vim  DF sidsd) sided) it

Defnindy s doun't Doarsen Chi-Squre Lo 1 m

infes Contimity Gommtion. 004 1 7
Liaibocd Reio 203 1 1
Fabe's Far T 441 0
Nof Valid Cases 5
‘Defrirdy ifinfluawe ‘Peamson Chi-Squae 12857 002
Listhocd Ratio 15457 2 1)
NofValié Caves ')
Might rMghtzot Pearon Chi-Sues L 4 %0
inftemce Laibond Ratio 0802 1 o0
NofvValiz Caiat n
Probably it doarm't ixflumnce Psarasm Chi-Squee 33330 2 180
Liathood Retio 4306 R 135
HofValid Cars »
Provably it mlvence Pearon Chi-Seuze [ER:E0 4 £
Lisiond Raio 1450 4 o
Nof Valic Casas 7
Toul Bearon Chi-Squee Bar 6 o
Liaibocd Raio 3600 ] 1)

Wef Valid Casas 06
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a5 cells (41.7%) have expected count less than 5. The
minimum expected count is .75.

b4 cells (100.0%) have expected count less than 5. The
minimum expected count is .67.

“Computed only for a 2x2 table

44 cells (66.7%) have expected count less than 5. The
minimum expected count is .60.

8 cells (88.9%) have expected count less than 5. The
minimum expected count is 1.29.

£4 cells (66.7%) have expected count less than 5. The
minimum expected count is .40.

89 cells (100.0%) have expected count less than 5. The
minimum expected count is .55.

Source: Primary Data

This result of cross tabulation helps us to
conclude that people who engage with com-
ment on video are definitely getting influ-
enced or might or might not get influenced.

(Chi square value reference from above
table)

Share influence

TABLE 4: ChiSquare-Share -Post Type
(Video)
Asymptotic
Significamca (2-

Shara Influence Valuz Df sided)

Definitaly it dossn't Dearson Chi-Squas 4.000" 2 135

influance Likalihood Fatio 5.545 2 [063
N of Valid Casas g

Definitaly it influsnce Pearzon Chi-Square 20.000¢ 4 000
Likelibood Fatio 18880 4 A001
NWof Valid Cazas 20

Might or Might not Pearson Chi-Square 20.611° 4 000

influence Likelihood Ratio 32.830 4 000
NofValidCass 26

Probablyit doesrit influence Pearson Chi-Square
NofValidCass 10

Probably it influence Pearson Chi-Square 193587 2 000
Likelihood Ratio 24791 2 000
Nof ValidCases 32

Total Pearson Chi-Square 3307 6 000
Likelihood Ratio 36.099 6 000
N of Valid Cases 96

a5 cells (41.7%) have expected count less than 5. The
minimum expected count is .75.

b6 cells (100.0%) have expected count less than 5. The
minimum expected count is 1.00.

<8 cells (88.9%) have expected count less than 5. The
minimum expected count is .40.

4.8 cells (88.9%) have expected count less than 5. The
minimum expected count is .92.

¢No statistics are computed because Video Preferences is a
constant.

£3 cells (50.0%) have expected count less than 5. The
minimum expected count is 1.75.

Source: Primary Data

This result of cross tabulation helps us
to conclude that people who engage with
share on video are definitely getting influ-
enced or probably it influences or might or
might not get influenced. (Chi square value
reference from above table)

Save influence

TABLE 5:
(Video)

Chi Square-Save-Post Type

Asymptotic
Significance  Exact Sig. (2-

Saveinfluence Value & Qsided) sided)

Defiritelyit doeseit Pearson Chi-Square 1.500° 1 m

influence Continuity Correction” 094 1 759
Likelihood R atio 2083 1 148
Fisher's Exact Test 467
N of Valid Cases 6

Defiritdyitinfluence  Pearson Chi-Square 31593 4 000
LikelihoodR atio 28.101 4 000
N of Valid Cases 46

Might or Might not Pearson Chi-Square 19.250° 4 001

influence LikelihoodR atio 21214 4 000
N of Valid Cases 4

Probablyit doesnit Pearson ChiSquare 1]

influence N of Valid Cases 4

Probablyit influence Pearson ChiSquare 18.958% 2 000
LikelihoodR atio 23833 2 000
N of Valid Cases 2

Totl Pearson Chi-Square BT 2 000
LikelihoodR atio 36099 [ 000
N of Valid Cases 96

24 cells (100.0%) have expected count less than 5. The
minimum expected count is .67.

bComputed only for a 2x2 table

<5 cells (55.6%) have expected count less than 5. The
minimum expected count is 1.30.

49 cells (100.0%) have expected count less than 5. The
minimum expected count is .57.

¢No statistics are computed because Video Preferences and
Video Influence are constants.

Ecells (66.7%) have expected count less than 5. The
minimum expected count is 1.85.

Source: Primary Data

This result of cross tabulation helps us to
conclude that people who engage with save
on video are definitely getting influenced
or probably it influences or might or might
not get influenced. (Chi square value refer-
ence from above table)
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Story share influence

TABLE 6: Chisquare-Story share-Post Type
(Video)

Aspmptotic

Significancs (2-

St0cy Sharainflusncs Value o sidad)

Definitaly it dossr't influence  Pasrson Chi-Squars 4.000° 2 135
Likalihood Ratio 5.545 2 063
NofVlid Cases g

Definitaly it influsnos Pasrson Chi-Squars 7.875 2 o8
Likelibood Ratic T.013 2 030
NofVlid Cases 13

Might o Might not influsncs Pestson Chi-Squars 18.542° 4 001
Likelibood Ratic 25.213 4 000
NofValid Cases 30

Probably it dowsn't influence  Pesrson Chi-Square 6751° 4 150
Likslibood Ratic 7.286 4 122
NofVelid Cases 2

Probably it influncs Pearson Chi-Squar 10.286" A 005
Likalihood Ratic 11431 2 003
NofVelid Cases 13

Totsl Peamson Chi-Square 33427 [ 000
Likalihood Ratie 36.090 6 000
Nof Vlid Cases 2%
NofVelid Cases 2

a. 5 cells (41.7%) have expected count less than 5. The
minimum expected count is .75.

b. 6 cells (100.0%) have expected count less than 5. The
minimum expected count is 1.00.

c. 5 cells (83.3%) have expected count less than 5. The
minimum expected count is .22.

d. 7 cells (77.8%) have expected count less than 5. The
minimum expected count is 1.60.

e. 8 cells (88.9%) have expected count less than 5.

f. The minimum expected count is .18. 5 cells (83.3%) have
expected count less than 5. The minimum expected count
is .89.

Source: Primary Data

5. Conclusion

The discoveries of this proposal give the
feeling that customer engagement has a pos-
itive relationship with the variables chosen
to study on Instagram. In the Exploratory
study it was evident that the carousel posts
were the highest with customer engage-
ment when compared with other types of
posts. Two-way-correspondences has been
believed to be a normally utilized method-
ology on INSTAGRAM to interface cus-
tomers with organizations and buyers with
purchasers. The discoveries of customer

engagement demonstrate that the respon-
dents do ordinarily remove a portion of the
two-way exchange, but only for Carousel
posts the two way dialog is higher.

Content type and Post Type both play
vital role in the customer engagement
on Instagram. The customer engagement
also leads to purchase intention which
was found by the quantitative study and
analysis done. The objective was to find
which factors affects the most and have an
influence on customer engagement with
cosmetic brands on Instagram, and it was
clear that all the three factors, that is, Post
Timing, Post Vividness and Content Type
are all affecting positively on the customer
engagement on Instagram which is directly
proportionate to purchase intention among
the customers and leading them to pur-
chase the cosmetic products.

This study can help the managers to
upload their brand’s posts on Instagram
and get a high customer engagement rate
and interaction. This study has proved that
the post type, the post timing and content
type, play a vital role in the customer inter-
action on Instagram with cosmetic brands.
So, the social media managers can upload
the posts during Fridays after mid morn-
ings, which is proven to be the highest rated
customer engagement time than any other
day in the week or any other time in the
day. This can help you to reach out to more
customers who are following the cosmetic
brand’s page on Instagram and customer
engagement can lead to purchase intention
among the customers.

Knowing the various aspects that influ-
ence and have an impact on customer inter-
action on Instagram is crucial for anyone
working in digital marketing or managing
social media accounts. Instagram is one of
the most popular social media platforms.
The results of this study can assist social
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media managers and digital marketers in
determining the factors that have the great-
est and least impact on Instagram activity
related to cosmetic brand products. The
beauty industry can develop tactics to boost
client interaction by better understand-
ing its internet audience. Increasing cus-
tomer engagement on the Instagram page
of cosmetic brands would result in a huge
increase in the number of customers who
buy cosmetic products because this study
has shown a positive relationship between
customer engagement and purchase inten-
tion among online customers who follow
the cosmetic brands.
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