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The study was based on the conceptualisation of Hollebeek et al., (2014) where 
they considered consumer social media brand engagement as an attitudinal 
concept, whereas there is a possibility of extending the research beyond attitudes 
and exploring some specific activities on Facebook, like firm-generated and user-
generated content. Also, the research could be extended to the relationship between 
consumer social media brand engagement and purchase intention.   

Conclusion 

This research establishes the relationship between consumer social media brand 
engagement and brand equity along with the moderating effect of generational 
cohorts. The outcomes of this study are evidence of the complex nature of consumer 
behaviour, specifically among different generational cohorts. As a final thought, 
it should be noted that consumer social media brand engagement is a critical 
contributing factor towards brand equity. In a complex, cluttered media landscape, 
gaining consumer attention is a challenge, especially among mature consumers. 
Therefore, identifying ways to capture consumers’ interest and affection on social 
media is an area that practitioners and academics need to focus on more.   
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