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Conclusion

This research established the causal chain between consumer engagement, brand 
equity and intention to purchase in a social media context. The outcome of this study 
is also a testament to the complex nature of consumer behaviour and the various 
sources that mould this behaviour. This is all the more pronounced in the context of 
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the cornerstone of effective social media marketing. In a widely fragmented media 
landscape, gaining consumers’ attention remains a challenge. Therefore, identifying 
ways to capture a consumer’s interest and affection on social media is an area that 
practitioners and academics must focus on more. 
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