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Abstract
This research aims to assess the antecedents of Social Media Engagement (SME), following the Covid-19 pandemic.
Through a quantitative approach, an online survey was launched, collecting 319 responses from a sample aged between 15 and 69 years old. To test the research hypotheses, a structural equation model (SEM) was used. The research results demonstrate the importance of Consumer Involvement (CI) and Self-Expressive Brand (SEB) in the creation of Cognitive Processing (COGP), Affection (AF) and Activation (AC) and, therefore, in the generation of SME. 
The remaining determinants showed an irrelevant relationship with engagement, not corroborating the corresponding hypotheses. In the case of Content Trustworthiness (CT), it was the only antecedent that seemed to negatively impact a dimension, namely AF.
The research contributes to the relevant and current field of study that is engagement on social media, in the context of a pandemic, demonstrating how the environment in which each investigation takes place impacts results. In the wide spectrum of services, generalizations can result in inaccuracies. Healthcare Services, due to their individuality, are themselves a niche that deserves special attention. 

After a pandemic that impacted, precisely, public health and affected the dynamics of healthcare services so deeply, it became even more relevant to understand how the social media of these services behaves in this context. It is a way of evaluating how a crisis reality can affect the SME's antecedents. At the same time, the findings can help managers better understand whether current practices aimed at generating SME in services can be adapted.
Keywords: Social Media Engagement, Consumer Involvement, Self-Expressive Brand, Media Richness, Consumer Participation, Content Trustworthiness
Resumo

Esta investigação tem como objetivo avaliar os antecedentes do Social Media Engagement (SME), na sequência da Pandemia de Covid-19.

Através de uma abordagem quantitativa, foi lançado um inquérito online, recolhendo 319 respostas de uma amostra populacional compreendida entre os 15 e os 69 anos. Para testar as hipóteses, foi utilizado um modelo de equação estrutural (SEM). Os resultados da pesquisa demonstram a importância do Consumer Involvement (CI) e da Self-Expressive Brand (SEB) na criação do Cognitive Processing (COGP), Affection (AF) e Activation (AC) e, portanto, na geração de SME. 

Os restantes determinantes apresentaram uma relação irrelevante com o engagement, não corroborando as hipóteses correspondentes. O Content Trustworthiness (CT), especificamente, apresentou-se, ainda, como o único antecedente a impactar negativamente uma dimensão, nomeadamente AF.

A pesquisa contribui para o relevante e atual campo de estudo que é o engagement nas redes sociais, no contexto de uma pandemia, demonstrando como o ambiente em que cada investigação ocorre impacta os resultados. No vasto espectro dos serviços, generalizações podem resultar em imprecisões. Os serviços de saúde, pela sua individualidade, são eles próprios um nicho que merece especial atenção.

Depois de uma pandemia que impactou, precisamente, a saúde pública e afetou tão profundamente a dinâmica dos serviços de saúde, tornou-se ainda mais relevante compreender como se comportam as redes sociais destes serviços. É uma forma de avaliar como uma realidade de crise pode afetar os antecedentes do SME. Ao mesmo tempo, as conclusões podem ajudar os gestores a compreender se as práticas atuais destinadas a gerar SME nos serviços podem ser adaptadas.
Palavras-chave: Engagement nas redes sociais, Envolvimento do Consumidor, Marca Autoexpressiva, Riqueza dos media, Participação do Consumidor, Confiabilidade do Conteúdo
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1. Introduction
The Covid-19 pandemic has been impacting society in recent times. Several challenges have arisen and social media have played an important role throughout the evolution of the coronavirus and in its different stages (Hassounah et al., 2020).
SARS-CoV-2 is the coronavirus responsible for the Covid-19 disease that emerged in China at the end of 2019. At that point, the World Health Organization (WHO) started to monitor it and channel efforts to respond to this pandemic, which spread very quickly. Since then, thousands of deaths and hospitalizations have been reported, in addition to severe economic damage, all over the world.

In view of WHO recommendations, such as social distancing, avoidance of crowded spaces and limitation of close contacts, the technological impact was not long in coming. As in previous pandemics, like Influenza A (H1N1), in 2009, contagion containment protocols were adopted, since the spread and infection occur without specific criteria, affecting both younger and older people.
Both with H1N1 and with Ebola (2014), there was an impact on technology, mainly from the perspective of its use to control and combat pandemics. In the case of Covid-19, this phenomenon was amplified. Also noteworthy were the disclosures of information and the way communication was carried our vis-à-vis citizens reflected in the huge engagement via social media, even by world governments. This migration to digital by governmental and public entities was mainly due to the fight against widespread misinformation (Hassounah et al., 2020; Mahmood et al., 2020) and it didn't take long for the influence of social media to expand to the wider community. The use of social media, as a mean of expression, was thus normalized (World Health Organization, 2020).
The massive digital response that we have seen worldwide arouses curiosity for the consumer's tendency to migrate to social media in the face of crisis situations. In this sense, antecedents of Social Media Engagement (SME), listed so far, appear, which explain this phenomenon: Media Richness and Content Trustworthiness (Cao et al., 2021), Consumer Involvement, Consumer Participation and Self-Expressive Brand (Algharabat et al., 2020).

This study aims to assess what are the determinants of SME in a pandemic context. After being at the background of society for three years now, it is essential to consider it when assessing the antecedents that impact engagement. Covid-19 was both the main actor of and the key trigger behind several phenomena in contemporary society and social media were no exception (Liu et al., 2020; Deora et al., 2020). It remains to be seen whether the impact extends to the background of engagement in social media and whether the motivations that lead users to resort to them have changed as a result of the pandemic.

Whether by brands or the online community, SME has been increasing its notoriety in academy due to the growing adherence of society, in general, to social media (Wirtz et al., 2013; Algesheimer et al., 2005).

Existing research focuses mainly on the consequences of the phenomenon (Masood et al., 2020; Prestin & Nabi, 2020). However, far less analysis has been carried out on the antecedents of engagement. Despite this, other studies have already sought to understand the motivations for SME to assess what justifies its escape to social networks. However, there is an assessment gap in pandemic contexts, which is possibly due to the timeliness of the topic.
In addition, the latest studies point out as a limitation the need to explore already-validated variables in future research, to reinforce conclusions. At the same time, the focus on specific industries renders generalization difficult, so validation in other contexts is required. Other weaknesses include the multidimensionality of social media, which implies a more exhaustive study of these antecedents (Cao et al., 2021; Algharabat et al., 2020).

To fill these gaps, the present dissertation will test, simultaneously, further variables and help determine their importance in a different context – the Covid-19 pandemic – from those already studied. So, after analysing the background of SME, the investigation purpose is exploring What led to engagement in social media, in the context of the Covid-19 Pandemic.

Since the pandemic might have changed the antecedents of engagement in social media and its impact on users, I elaborated some questions to lead the research: (Q1) What are the antecedents of Social Media Engagement, in the context of the Covid-19 Pandemic? (Q2) Has the intensity of Social Media Engagement changed in the context of the Pandemic?
The contribution to the Academy involves a study into the antecedents of SME, in an unresearched context. For this, recently studied constructs applied to specific situations were considered, namely the fashion industry (Cao et al., 2021; Irshad & Ahmad, 2019), and to specific cultural contexts (Algharabat et al., 2020). The authors themselves acknowledge this limitation in the research, which weakens its conclusions.
From the Management point of view, the aim was to offer an update to companies, so that they can cross-check the results with the techniques being currently used. It was assessed whether users’ motivations are aligned with the methods of capturing users for social media and Brand Engagement generation. Should, what is currently being done by services to generate Social Media Engagement, change, after the pandemic?
Reality is constantly evolving, even in real time. This is particularly the case when referring to social media – where the medium and long-term logic is non-existent. In addition, we are living the post-pandemic, so its full effects are still unfolding and progressively becoming known.
2. Literature Review
After presenting the specific context of the Covid-19 pandemic,  covered by this dissertation the specific research variables will now be analysed, namely Social Media Engagement (SME) and the determinants of SME under consideration: Media Richness (MR), Content Trustworthiness (CT), Consumer Involvement (CI), Consumer Participation (CP) and Self-Expressive Brand (SEB), as well as Cognitive Processing (COGP), Affection (AF) and Activation (AC), as connected SME dimensions.
2.1 Social Media Engagement
Social media are increasingly challenging the way we communicate, collaborate, select and share information, consume and create it in society. The projected resources, in addition to the functionalities, affect the interaction and coordination between users, establishing new ways of setting relationship networks (Aral et al., 2013; Aral et al., 2009).
The status and need of the user to differentiate himself in the community are motivators for their content creation – the User-Generated Content (UGC). On the other hand, the desire for similarity and belonging is projected in the relationships formed in social media. The growing value given to digital platforms demonstrates their fundamental role in the evolution of interaction and in the development of the social structure that impacts society itself (Aral et al., 2013; Zeng & Wei, 2012).
To consider the power of social media, it is also mandatory to understand its unpredictability, namely in its effects. The transformations we have witnessed have changed behaviours, which brings opportunities, but also challenges. There is a particular appeal to understand the real potential of social media to get the best out of it whilst neutralizing the negative effects that may arise (Aral et al., 2013).

The engagement in social media is seen as a consumer behaviour towards the content present in a social network, whether user-generated or brand content. This engagement is disclosed on platforms such as Facebook or Twitter (Cao et al., 2021). Social Media Engagement (SME) thus refers to involvement with user/brand generated content. This translates into acts such as follow, like, comment or share, enhancing interaction between different users, more or less directly. For example, commenting and replying to each other’s posts. Social networks are built from this exchange, sharing and dissemination of information (Cao et al., 2021).
There are several studies referring to the same three constructs – cognitive, affective and behavioural processes – as SME dimensions. Numerous authors consider them the constituent dimensions of SME (Hollebeek, 2011; Dessart et al., 2015; Dessart, 2017), eventually including them in the definition of engagement. Others consider only behaviours as part of the definition of SME (Muntinga et al., 2011, Cao et al., 2021, Schivinski et al., 2015), just as this dissertation will only consider the last stage (AC) as part of the SME definition. The other two (CP and AF) will be treated as previous steps and drivers.

Cognitive processes influence attention and focus on social media content (Dessart, 2017). The affective dimension refers to the user’s emotions, which remain for some time and induce feelings (Dessart et al., 2015). The SME behavioural level is the most notorious as it perceives active and measurable forms of expression of user’s engagement. Behaviours are expressed through different levels of engagement with social networks (Pentina et al., 2018), such as shares, comments and likes, resulting from self-expression – whether from brands (brand content) or users (user generated content) (Figure 1).
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Source: personal formulation (based on the SME definitions present in the elaborated Literature Review)
2.2 Customer Brand Engagement
In recent years, due to a more widespread participation in social media, studies on engagement have emerged, especially in the context of brands. In the service environment, different variables have been considered to explore the antecedents. The engagement of brands and services has a high profile in the SME context, due to the expansion to digital. Therefore, linking Customer Brand Engagement (CBE) to SME is mandatory when exploring its antecedents.

The CBE – in the offline world – refers to the analysis of the level of investment that a customer makes in a brand, involving the three dimensions of the SME already mentioned – cognitive, affective and behavioural processing (Hollebeek, 2011). Over that period, the consumer expresses interest in that brand, as well as the personal relevance it has for him (Hollebeek et al., 2014; Coulter et al., 2003, Zaichkowsky, 1985, Zaichkowsky, 1994).
In social networks, the same dimensions were identified in the context of CBE (Algharabat, 2020). Considering the concept of “brand”, the sum of mental associations about an organization and its related objects, like the website (Brown et al., 2006; Stern, 2006), we can infer that engagement with a “brand” involves various formats where it is present. We therefore consider social networks as a place that contributes to building a brand. On the customer side, CBE has been highlighted in the SME reality (Brodie et al., 2013; Hollebeek et al., 2014; Leckie et al., 2016), due to the validation of consumer engagement, with brands, in the three dimensions mentioned. There is a correlation between cognition, emotions and behaviour when assessing social media presence (Hollebeek et al., 2014).

The positive impacts of using social media have already been proven, whether in terms of performance, creation of value, or customer engagement. However, it should be noted that CBE can be harmful, namely if creating and disseminating a negative image of the company, which can reverse sales (Kumar et al., 2017; Trainor, 2012). Brand Awareness is a great advantage of social networks, since the brand can be exposed to potential consumers (Kumar et al., 2017). However, high traffic without proper management can be dangerous for the brand (Kumar et al., 2017), which can see its image devalued in a short period of time – much faster than it would in the offline world.
3. Social Media Engagement Dimensions 
In one of the baseline studies of the research undertaken for this dissertation, Customer Brand Engagement (CBE), in social media, presents three main aspects – multidimensional constructs – namely, Cognitive Processing (COGP), Affection (AF) and Activation (AC) (Algharabat et al., 2020).

The study highlights the role of three key predictors: Consumer Involvement (CI), Consumer Participation (CP) and Self-expressive Brand (SEB) in CBE – determinants explored further on, as they belong to the SME antecedents’ group, which I considered. It should be noted that CBE, in the context of social media, was previously defined as the ability to influence the psychological state of the consumer, in the way the latter interacts with the brand (Hollebeek et al., 2014). This interaction contributes to the creation of a connection with the brand, from a co-creation perspective.

In this experiment, data were collected from followers of a Facebook page of mobile phone operators. The method evaluated the relationship established between CI, CP and SEB – determinants of CBE – which, in turn, were perceived at three levels of customer investment in interaction with the brand: COGP, AF and AC (Algharabat et al., 2020)
The authors’ choice of these three determinants was due to the “history” of CBE, as the CI (Algharabat et al., 2018, Hollebeek et al., 2014), CP (Leckie et al., 2016) and SEB (Algharabat, 2017; France et al., 2016) had been considered in previous studies. Furthermore, they examined the influence of antecedents on the dimensions themselves, which were also studied by Hollebeek et al. (2014) and by Schivinski and Dabrowski (2015).

A positive relationship was then established between CP, AF and AC and involvement in social media (Hollebeek et al., 2014), and also between involvement and CP, AF and AC (Leckie et al., 2016). Personal involvement has been proven to be an accelerator of CP, AF, and AC (Hepola et al., 2017).

It should be noted that the inclusion of Self-expressive Brand is due to Consumer Culture Theory (Brodie et al., 2013). 

Recent research highlights the engagement levels influenced by the key contextual factors of social media – Media Richness (MR) and Content Trustworthiness (CT) – the other two antecedents that will be addressed next (Cao et al., 2021). The study assesses the Social Media Marketing (SMM) engagement of fashion consumers, classified by three behavioural levels (AC) – consumption, contribution and creation. A relationship was thus established between MR and engagement and partially with CT, as the correlation between engagement intentions and subsequent engagement behaviours (AC) was not observed.

Regarding variations between intention and the actual behaviour, a possible relationship with alternative behaviours – as opposed to a single type of behaviour – was observed (Ajzen & Sheikh, 2013). Differences may be due to the moderating effect of situational or conditional variables between intention and behaviour (Wang et al., 2018), making it necessary to consider variations present in the evaluation of intention and actual behaviour (Ajzen & Sheikh, 2013). These variations may be due to contextual factors (Wang et al., 2018).
Previous studies even start from the assumption that engagement only implies behaviours (AC) (Schivinski et al., 2015). Subdividing the three behavioural levels of engagement mentioned (consumption, contribution and creation), there is a divergence on the inclusion of the stages prior to engagement – CP and AF – in its definition. Thus, for the purpose of this dissertation, the two dimensions will be approached as drivers of behaviour and not as part of the SME definition. Similarly, consumption, contribution and creation constitute consumer engagement behaviours and different activities on social media are driven by different motivations (Muntinga et al., 2011).
Given the multidimensionality of SME, the importance of tools that integrate cognitive, affective and behavioural aspects in consumer-directed acquisition strategies was required. Furthermore, cognitive engagement is portrayed as part of mental processes of focus, attention and absorption, affective engagement through emotional reactions, enthusiasm and pleasure, and behavioural engagement as an active manifestation of engagement (Dessert et al., 2015), which can occur in the sharing, apprehension and agreement of behaviours.
3.1 Cognitive processing
The first level of SME is cognitive processing (COGP) – the consumer’s level of thought processing and planning, in relation to a brand, when interacting with it (Hollebeek et al., 2014). Without information awareness – attention and absorption – there is no subsequent emotional (AF) or behavioural (AC) response. The consumer may stagnate at this first level, without progressing to the remaining ones.

The perceived quality stands out, based on the consumer’s cognitive evaluation, for the shaping of opinion and rating (Zeithaml, 1988). Brands must increase consumers involvement by providing content linked to their needs, values and interests. This can lead to positive thinking, that is, COGP (Algharabat et al., 2020).

In the context of services, there’s an approach to a relationship between COGP and brand loyalty, and also evidence of the positive effect of loyalty on service revenues (Dwivedi, 2015). A brand “can add value by adding associations that contribute to a value proposition, providing credibility (...) and by generating communication efficiencies” (Aaker & Jochimsthaler, 2000, p.17). These associations are COGP. Indeed, perceived quality is based on cognitive evaluation (Zeithaml, 1988). Thus, COGP is associated with the consumer’s ability to perceive differences and similarities between brands, that is, to compare them (Aaker, 2009).
In the social media context, Bruhn et al. (2012) found that communication stimuli “trigger a positive effect in the consumer as recipient, so that his or her perception of the communication positively influences his or her awareness and image of a brand" (Bruhn et al., 2012, p.775).

A direct correlation between COGP and the ability to provide feedback or comment was found, as well as with having a positive perception towards a brand (Algharabat et al., 2020). The author mentions the importance of online COGP being developed, as it is from stimulation and application of “cognitive processing as a tool to enhance the level of customer-brand interactions over the social media pages” (Algharabat et al., 2020, p.10) that greater sharing of information between consumers and brands is possible, as a customer facilitator appears to monitor brand news.

Previously, a relationship was also established between cognitive effort and concentration – which a user places on a brand – and the propensity to subsequently develop a loyalty relationship with it (Hollebeek, 2011).

It is worth noting the disparity in results, since there were negative results from prolonged exposure to certain advertising content (Cacioppo & Pet-ty, 1979). The authors found that, in this context, repetitive messages can trigger the opposite effect, that is, boredom and saturation of the audience.
3.2 Affection
“Cognitive processing was relatively highly correlated with affection” (Hepola et al., 2017, p.288). By affection (AF) we mean an emotional response, translated into enthusiasm and enjoyment (Algharabat et al., 2020). The authors consider the consumer’s act of nurturing a positive feeling towards the brand, regardless of its content, as a way of AF.

In the same alignment, the concept of AF was used to classify the degree of “positive affection” of the interaction between consumer and brand. This dimension of the SME translates into psychological manifestations of the consumer, who, even if not being particularly participative and interactive, feels connected and involved with the brand (Hollebeek et al., 2014).
The affective bond is often a “pre-activation” state. Individuals have their own motivations, so they need types of communication focused on their individuality to activate them (Baldus et al., 2015). It is worth noting the importance of an engagement scale to “identify these individuals within their community and activate them for specialized marketing efforts that rely on lead users as seeds for their messages” (Baldus et al., 2015, p.984). It is also possible that the strength of engagement varies depending on the circumstance (Baldus et al., 2015).

In fact, affective involvement is related to the user’s emotions, as emotions have different intensities and durations in relation to the brand (Calder et al., 2013; Dessart et al., 2016). Affection and SME relationship is thus widely considered. Online engagement is “a cognitive and affective commitment” with a brand, designed by it to communicate value (Mollen & Wilson, 2010). The study describes online engagement “by the dimensions of dynamic and sustained cognitive processing” (Mollen & Wilson, 2010, p.923). We can thus understand the subsequent relationship of dimensions. It is from emotional involvement that behavioural involvement - SME – may emerge.
As an emotional aspect of engagement, AF was associated with “enthused participation” (Dessart et al., 2016) – that had already been related to consumer engagement (Vivek et al. 2014). Contextual variation of consumer engagement was confirmed at different levels. The author describes the consumer’s enthusiastic attitude, when dealing with a brand/company, as “zealous reactions and feelings” (Vivek et al., 2014). In this research, consumers express AF for brands with positive reactions, especially when creating conditions for it, as well as granting “co-creative freedom” (Vivek et al., 2014). This can lead to activation and therefore engagement.
3.3 Activation
Activation (AC) is a behavioural reaction reflected in sharing, learning and endorsement, which comprises the higher levels of energy, dedication and the time a consumer spends with a brand (Hollebeek et al., 2014). “By strengthening the activation part of CBE they will end up with more loyal consumers via the social media” (Algharabat et al., 2020, p.10).  The authors associate loyalty and AC, arguing that the user’s positive relationship with a brand lead to behavioural activation. Thus, user relationship management and their presence on social media defend a brand’s response to promote consumer participation and, finally, engagement.

Engagement is also referred to as an exclusively behavioural response (Van Doorn et al., 2010; Schivinski et al., 2015). The active consumer response is the only variable considered to study it. Indeed, consumer behaviour goes beyond the act of purchase.
Behavioural manifestations focus on a brand/company and result from “motivational drivers”. It is important to remember that AC – and therefore SME – translates into several levels and thereby different behaviours. From the lowest to the highest level, there is a spectrum of consumer reactions.

Possibilities include purposeful consumer consumption by active search for content, but SME also involves “peer-to-peer and peer-to-content interactions on social networking sites, e.g. commenting on a post or forwarding it to peers” (Cao et al., 2021, p. 836). At its highest level, engagement translates into co-creation. Activation therefore includes word of mouth, recommendations (to customers and potential customers), blogging, ratings and comments (Van Doorn et al., 2010).

Making recommendations and “co-producing marketing communication (…) often facilitate mutual benefits and strengthen the bonds”. The authors believe that encouraging the sharing between consumer and brand by the latter with a view to working “on their social media platforms to create more experiential interaction”, allows the consumer to “be emotionally attached to the page” (Algharabat et al., 2020, pp. 8-10).
The economy of experience, in services, is assumed with the purpose of capturing the attention of the customer, who draws power to himself. Co-creation is a way for the brand to add value (Binkhorst, 2008). In the multiplicity of information era, “web 2.0 technologies, social media and mobile devices have increased connectivity and user-generated content and provided fast channels for information exchange” (Elbanna et al., 2019, p. 113). Thus, social media became tools to facilitate online communication. Interaction occurs between consumer and company, and between consumers, around the world, at any time (Chatterjee, S. & Kar, A. K., 2020). 

It should be highlighted that reaching a certain stage of relationship with a brand will not necessarily lead to the next one. While a “succession” of dimensions is common, the reach of each of these does not guarantee engagement. In fact, engagement depends on the combination of factors, beyond three dimensions, so even if these dimensions are confirmed, if other determinants fail, engagement may not occur. For example, “engagement will not occur, no matter how stimulating or immersive the website experience, if the site fails to be relevant and to use the consumer and hence to evoke some form of cognitive and affective commitment” (Mollen & Wilson, 2010, p. 924).
4. Social Media Engagement Antecedents
4.1 Media Richness
The importance of rich content on social media has been highlighted by several scholars (Brunelle, 2009; Singh & Cooper, 2003), so its role in involvement, engagement and its effects on communication, are already known.

The concept of “Media Richness” was introduced by Daft and Lengel (1986) and explains the use of the media and its effectiveness in communication. The Media Richness Theory proves that richer media facilitates social perceptions, which can impact consumer decisions and increase user knowledge about a task (Daft & Lengel, 1986).

“Perceived Media Richness” relates to the wealth that the user attributes to online content (Brunelle, 2009). For the author, “consumers prefer channels that appear to them to offer the kind of information that best corresponds to what they are searching”. Therefore, “the key is to determine how to offer such information most effectively to consumers”. More than offering relevant content, it is important to know how to convey it – that is, “to find the arrangement of channels that will be most efficient and effective in supporting consumers as they search for information and carry out transactions” (Brunelle, 2009, pp. 236-237).
Media richness proved to be a predictor of consumer engagement, identified as brand marketing strategy, for brand communication (Cao et al., 2021). “Moreover, media richness moderates the relationship between engagement intention and behaviour. The consumer is more likely to engage with SMM when media platforms are richer rather than leaner” (Cao et al., 2021, p. 843).

“Media richness, as a social media contextual factor, positively affects various levels of consumers’ engagement – consumption, contribution, and creation behaviours” (Cao et al., 2021, p. 843). Engagement is expressed in levels, depending on the degree of richness of the content.

The wealth of websites and social networks proved to be important in the context of fashion, as it promotes social and interactive experiences, in addition to the main purchasing behaviour (Malthouse & Hofacker, 2010, Hollebeek et al., 2014). That is, interactive marketing, as value co-creation, encourages long-term consumer engagement with brands and allows consumer to engage in a virtual social environment to interact with other members (Brodie et al., 2013, Kuo & Feng, 2013, Dessart et al., 2015, Habibi et al., 2016).
In a pandemic context, the importance of the antecedent may have been affected and even strengthened, as the richness of the content is crucial for transmitting information to the consumer, through the media, and encourages engagement (Hassounah et al., 2020; Datta et al., 2020).

The value of online sources is undeniable, as reflected in the fact that “the most common sources of information about COVID-19 were government websites and online sources”. However, it is also true that “social media is an important source of misinformation and perhaps needs better regulation” (Datta et al., 2020, p. 282).
In view of the need to seek quality and complete information, the following hypotheses are formulated:
H1: Media richness positively impacts Social Media Engagement.
H1a: Media richness positively impacts cognitive processing, leading to Social Media Engagement.
H1b: Media richness positively impacts affection, leading to Social Media Engagement.

H1c: Media richness positively impacts activation and therefore Social Media Engagement.
4.2 Content Trustworthiness
Confidence in the content consumed is increasingly seen as a key factor for engagement. A study carried out on social media security and trustworthiness, suggested to be vitally important to establishing a trustworthy social networking. The raising of these issues is due to breaches of security on social networks, which force organizations and users to safeguard the integrity of information. Regarding organizations, “any violation to security hinders directly with economic growth of the organization” (Zhang & Gupta, 2018, p. 924). They must build a trustworthy image in the consumer’s mind. This concern will lead to the success of the company, since “building and strengthening trustworthiness will provide awareness and guarantee of safety to users” (Zhang & Gupta, 2018, p. 924).
Electronic word of mouth (eWOM) is a widespread marketing strategy among the online community and proven to be effective – even more so if spontaneous – that affects internet user behaviour and trust in content. “Distrustful of traditional advertisements, users prefer trusted friends or even information from strangers online” (Chang et al., 2015, p. 777). People may tend to disregard information from unreliable sources (Hovland & Weiss, 1951).
Previous studies analysed the effect of reliability, as key source of credibility on behavioural intentions and attitudes (Gefen, 2002; Kim & Kim, 2014; Ayeh, 2015; Cao et al., 2021). The authors argue that “source credibility has become increasingly relevant in the new media environment where information can be created and disseminated by amateurs and unverified sources” (Cao et al., 2021, p. 838). 

“Consumers seek others’ choices and evaluations as cues for making online product choices, because these elements are likely to resonate with like-minded peers” (Chen et al., 2015, p. 211). However, it should be noted that trustworthy sources fluctuate, depending on the sector. In a study mentioned, there’s an appreciation of peer opinions, but the same wasn’t verified in the fashion industry. The authors consider each experience to be individual (Zhang & Gupta, 2018).
In a pandemic context, both the richness of the content and its veracity are factors that impact consumers and then SME (Hassounah et al., 2020; Datta et al., 2020). Following the assumptions mentioned above, MR cannot be assured without reliable content being guaranteed. The “media richness and content trustworthiness can support the extension of consumers’ scope of engagement beyond core purchase or transactional relationships” (Cao et al., 2021, p. 843). There is an interdependence between the two antecedents, so misinformation impacts users, increasing their willingness to search for reliable and accurate information, especially on issues whose truthfulness matters particularly, like Covid-19 (Datta et al., 2020; Zhou et al., 2020; Dubey et al., 2020, Hassounah et al., 2020). In the era of mass content dissemination, its veracity is sometimes dubious (Datta et al., 2020; Zhou et al., 2020; Dubey et al., 2020). 
“Content trustworthiness, as another social media contextual cue, also positively affects consumers’ consumption and contribution behavior” (Cao. et al., 2021, p. 843). It has been proven that its guarantee is of fundamental importance in the services sector (Cao. et al., 2021). 

Covid-19 reinforced the value of CT for SME (Datta et al., 2020, Hassounah et al., 2020). Therefore, the following hypotheses were elaborated:

H2: Content trustworthiness positively impacts Social Media Engagement.

H2a: Content trustworthiness positively impacts cognitive processing, leading to Social Media Engagement.
H2b: Content trustworthiness positively impacts affection, leading to Social Media Engagement.
H2c: Content trustworthiness positively impacts activation and therefore Social Media Engagement.
4.3 Consumer Involvement
The involvement is one of the phenomena whose studies have been more focused. It is one of the most considered, so is a widely valued antecedent (Algharabat et al., 2018). The consumer is called to co-create proactively. Their experiences and values are instilled within these social media communities and successive exchanges take place between the service provider and consumer (Algharabat et al., 2020). Consumers are promoted to co-producers of content and co-creators of brand value, engaging with them (Algharabat et al., 2020; Muniz & O'guinn, 2001).
It is worth highlighting that consumer involvement (CI) could be approached as the extension of how much the customer feels that the target object is consistent and linked to their needs, values ​​and interests (Mittal, 1995, Zaichkowsky, 1985, Zaichkowsky, 1994).
Involvement is largely linked to engagement (Hollebeek et al., 2014; Leckie et al., 2016; Algharabat et al., 2018). Indeed, there is a relationship between engagement (CBE) and involvement, which, specifically in a brand context, has been shown to “exhibit a significant relationship with each of the three CBE factors of cognitive processing, affection and activation” (Hollebeek et al., 2014, p. 161). According to the authors, there is a greater relationship with affection, but, in general, there is a positive effect of involvement in engaging the brand.
In the context of non-profit organizations, “consumers who are highly involved with a non-profit social media page are more likely to demonstrate more engagement”. The importance of the emotional component in the creation of involvement is also highlighted, which “in turn impacts electronic word of mouth and the willingness to donate” (Algharabat et al., 2018, p. 146). These emotional attachments, then, are one of the most common forms of expression of CBE. This being said, it is nevertheless relevant to assess the scope of these conclusions beyond these NGO’s – in this case, in the context of services.
The existence of a positive association between involvement and customer engagement in an online environment has also been proved (Wirtz et al., 2013). When analysing the interaction between the drivers and online brand communities (OBC), the authors recognize that “the level of involvement with the consumer with the product will intensify or weaken their engagement with an OBC” (Wirtz et al., 2013, p. 232). In this digital era, companies have increasingly realized the importance of online “and have taken control of it, demonstrating both interest and involvement in online communities” (Schivinski & Dabrowski, 2015, p. 33). The existence of brand communities, without brand participation, is also highlighted (Wirtz et al., 2013). That is, a sharing and involvement by the brand’s consumers, carried out proactively. Therefore, the importance of the role of CI is undeniable.
In turn, the importance of involvement in the virtual landscape, by discovering that both the focal brand and the CBE are driven by it, was proved (Dwivedi, 2015). For the author, “the constructs of involvement and engagement entail a degree of heightened relevance” (Dwivedi, 2015, p. 108).

The importance of considering the approximation of the definitions of involvement and engagement should also be flagged. In order not to give rise to misinterpretations, “given the theoretical overlap among the two constructs, it is important to empirically differentiate the two constructs” (Dwivedi, 2015, p. 108).
H3: Consumer involvement positively impacts Social Media Engagement.
H3a: Consumer involvement positively impacts cognitive processing, leading to Social Media Engagement. 

H3b: Consumer involvement positively impacts affection, leading to Social Media Engagement.

H3c: Consumer involvement positively impacts activation and therefore Social Media Engagement.
4.4 Consumer Participation
A similarity happens in consumer participation (CP), so we can assume a relationship between CP and involvement (Algharabat et al., 2020; Leckie et al., 2016).
A study on the social networks of mobile phone operators proved that “consumers’ participations impact CBE dimensions (cognitive, affective, and behavioural) and thus increase their engagement with the brand" (Algharabat et al., 2020, p. 10). However, a previous study reached other conclusions, arguing that CP has a positive impact on COGP, but not on AF and AC (Leckie et al., 2016). For the authors, it is due to the nature of the sector context, where “the level of consumer participation is limited to giving feedback and useful ideas on how to serve their needs better” (Leckie et al., 2016, p. 570).
CP is “one such crucial form of customer voluntary performance exhibited in customer-to-firm behavior” (Leckie et al., 2016, p. 562). In a services context, we can highlight the process of content co-creation/production for the “free” advantages that bring to companies (Algharabat et al., 2020; Leckie et al., 2016, Chen et al., 2011). The processes occur mainly in the form of complaints, complements and suggestions (Algharabat et al., 2020; Leckie et al., 2016; Eisingerich et al., 2014). They add value to the production and brand experience (Algharabat et al., 2020). The economy of experience brings differentiation to a service.
Brands must value and improve the followers’ interactions (Algharabat et al., 2020). The authors believe that companies “should encourage consumers to interact with the service provider via comments, posts, liking, creating content, and sharing” (Algharabat et al., 2020, p.10). Organizations should also “enhance consumer participations by following consumers’ comments with the social media platform” (Algharabat et al., 2020, p. 10). This point values the service provided and the product itself, being through tactics like increasing CP that this can be achieved.
The company needs to know how to channel the contributions of consumers. In this case, putting management at the service of the brand and benefiting from a closer relationship with followers. Social media must “reflect their needs, interests, and personal values by conducting more research to explore consumers’ needs and the effectiveness of the communication strategies” (Algharabat et al., 2020, p. 10). 
This should be based on strategies whose exchanges prove to be mutually beneficial  for consumers and brands – as push-pull strategies, to encourage co-production (Leckie et al. 2016, Bacile et al., 2014). Previously, it was shown a greater enthusiasm and then engagement, when CP benefits organizations and consumers alike (Bagozzi & Dholakia, 2006; Vivek et al., 2012).
The following hypotheses were formulated to verify an impact of CP in the dimensions presented, as well as its scope in the context of the pandemic:

H4: Consumer participation positively impacts Social Media Engagement.

H4a: Consumer participation positively impacts cognitive processing, leading to Social Media Engagement.
H4b: Consumer participation positively impacts affection, leading to Social Media Engagement.
H4c: Consumer participation positively impacts activation and therefore Social Media Engagement.
4.5 Self-Expressive Brand
Self-expressive brand (SEB) reflects “consumer inner and the way that consumers are providing an extension of themselves” (Algharabat et al., 2020, p. 10). When we refer to brands, it was proven that these should encourage and provoke followers’ interaction to get their information, preferences and motivations (Algharabat et al., 2020; Algharabat, 2017). 
Engagement is linked to the ability to create a psychological state in the user’s mind. In brand engagement on social media, there is an interaction with the focal brand, reinforcing and strengthening the consumer's relationship with it. It is about building co-creative experiences (Hollebeek et al., 2014; Leckie et al. 2016; Algharabat et al., 2020).
The “likes” or number of followers are measures of engagement, correlating it with SEB (Wallace et al., 2014). With “likes” as an expressive SME denominator, we realize that consumers consider brands as part of their online self-expression (Algharabat et al., 2020; Algharabat, 2017). 
However, that personal expression and this encouragement by companies may not always be positive. The opening created can reflect “negative expressions of consumer engagement (e.g., criticizing the brand, giving misleading brand-related advice)” (Brodie et al., 2013, p. 110).

“To increase consumer engagement (…) marketers should thus enhance the feelings of fun they experience” (Algharabat, 2017). Algharabat et al. (2020) believes that when users are part of groups, online, they “can express their personal values ​​and self-concepts in group participations and they feel proud of themselves for being part of the social media page of the brand” (Algharabat et al., 2020, p. 8).
As with the antecedents developed above, marketing efforts should be in this direction. To drive engagement, brands must “help customers to reflect the self-expressive nature of the brand by encouraging them to associates their engagement with the brand through self-expression and to share messages about the brand with networked friends” (Algharabat, 2017, p. 1814). 
Segmentation and targeting are also effective methods (Algharabat, 2017). The chances of positive results increase if the brand analyses the consumer profile to better meet their aspirations (Algharabat et al., 2020; Leckie et al. 2016).
“Self-expression brand impacts CBE dimensions (cognitive, affective, and activation aspects) and thus increases their engagement with the brand” (Algharabat et al., 2020). Together, the “consumer involvement, consumer participation and self-expressive brand are key drivers of CBE” (Leckie et al., 2016, p. 571). With this in mind, it is relevant to assess how the SEB impacts the dimensions under analysis, namely the cognitive, affective and activation aspects that lead to SME.
H5: Self-expressive brand positively impacts Social Media Engagement.
H5a: Self-expressive brand positively impacts cognitive processing, leading to Social Media Engagement.
H5b: Self-expressive brand positively impacts affection, leading to Social Media Engagement.
H5c: Self-expressive brand positively impacts activation and therefore Social Media Engagement.
For the analysis of the variables (media richness, content trustworthiness, consumer involvement, consumer participation and self-expressive brand), it is important to highlight the duality of SME, linked to community and brand (Wirtz et al., 2013; Algesheimer et al., 2005). 
Social Media Engagement, on brands, collects many studies, once the great breadth it has online (Van Doorn et al., 2010; Verhoef et al., 2010), so it is important to consider variables studied in the brand context, as they are a big part of SME and service landscape (Algharabat et al., 2020; Cao et al., 2021). 
The community has reinforced its presence, having reached a peak in the context of the Covid-19 pandemic, largely due to forced isolation, need to remain active and cultivate affective relationships (Datta et al., 2020; Zhou et al., 2020; Dubey et al., 2020).
The SME phenomenon implies continued use of platforms, which may become excessive, depending on the time and energy spent on them, essentially when it comes to interactivity and information sharing. Engagement and excessive use of social media are linked, namely regarding the need to maintain interaction (Masood et al., 2020).
4.6 Variables under analysis: Constructs definitions
	SME 

Dimensions
	Cognitive Processing

[1st level: pre-engagement]
	Affection

[2nd level: pre-engagement]
	Activation

[3rd level: SME]

	Authors relied on for the topic
	Hollebeek et al., 2014; Zeithaml, 1988; Algharabat et al., 2020; Dwivedi, 2015; Aaker & Joachimsthaler, 2000; Aaker, 1991; Bruhn et al., 2012; Hollebeek, 2011; Cacioppo & Petty, 1979.
	Hepola et al., 2017; Algharabat et al., 2020; Hollebeek et al., 2014; Baldus et al., 2015; Calder et al., 2013; Dessart et al., 2016; Mollen & Wilson, 2010; Vivek et al., 2014.
	Hollebeek et al., 2014; Algharabat et al., 2020; Schivinski et al., 2015; Van Doorn et al., 2010; Binkhorst, 2008; Elbanna et al., 2019; Chatterjee, S. & Kar, A. K., 2020.

	Resulting 

definition 
	First pre-engagement level and less interactive. It’s the creation of consumer's thinking via social media content. The produced assumptions imply attention, absorption and awareness, which can be translated into positive, negative or neutral perception. The consumer is stimulated, subject to communication efficiencies, which lead to create an image of the service and to give it credibility, or not. The migration to subsequent SME levels may occur.
	More consumer-brand interaction than COGP. It’s the emotional response to the previously stimuli that, when positive, lead to enthusiasm and pleasure. Implies an affective bond, psychological manifestation and, even without broad participation, there’s a connection between consumer and brand. The consumers react differently to drivers, so there must be adaptation to the target. Has different intensities and durations and this emotional involvement, may give rise to behaviour – SME.
	Last level considered and the only one not perceived as a previous state, but as SME. It’s the behavioural response to motivational drivers. Can occur at different levels and behaviours. Comprises high levels of energy, dedication and time from the consumer to a brand and implies proactivity - co-creation – and interaction peer-to-peer. Examples are comments, shares, recommendations, worth of mouth and worth of mouse.

	Study that 

validated items
	Algharabat, R., Rana, N. P., Alalwan, A. A., Baabdullah, A., & Gupta, A. (2020). Investigating the antecedents of customer brand engagement and consumer-based brand equity in social media. Journal of Retailing and Consumer Services, 53, 101767.
	Algharabat, R., Rana, N. P., Alalwan, A. A., Baabdullah, A., & Gupta, A. (2020). Investigating the antecedents of customer brand engagement and consumer-based brand equity in social media. Journal of Retailing and Consumer Services, 53, 101767.
	Algharabat, R., Rana, N. P., Alalwan, A. A., Baabdullah, A., & Gupta, A. (2020). Investigating the antecedents of customer brand engagement and consumer-based brand equity in social media. Journal of Retailing and Consumer Services, 53, 101767.

	Items

Considered
	· Using my healthcare services social media page gets me to think about it.
· I think about my healthcare service social media page a lot when I’m using it.
· Using my healthcare service social media page stimulates my interest to learn more about it.
	· I feel very positive when I use my healthcare service social media page.
· Using my healthcare service social media page makes me happy.
· I feel good when I use my healthcare service social media page.
	· I spend a lot of time using my healthcare service social media page compared to other services pages.
· Whenever I’m using healthcare services social media pages, I usually use my healthcare service social media page.
· I use my healthcare service social media page the most.


Table 1 - Dimensions definition
	SME 

Determinants/ 

Antecedents
	Media richness
	Content 
trustworthiness
	Consumer

involvement

	Authors relied on for the topic
	Cao et al., 2021; Brunelle, 2009; Kahai & Cooper, 2003; Daft & Lengel, 1986; Malthouse & Hofacker, 2010, Hollebeek et al., 2014; Brodie et al., 2013; Kuo & Feng, 2013; Dessart et al., 2015; Habibi et al., 2016; Hassounah et al., 2020; Datta et al., 2020.
	Cao et al., 2021; Chang et al., 2015; Hovland & Weiss, 1951; Gefen, 2002; Kim & Kim, 2014; Ayeh, 2015; Zhang & Gupta, 2018; Chen et al., 2011; Hassounah et al., 2020; Datta et al., 2020; Zhou et al., 2020; Dubey et al., 2020.
	Algharabat et al., 2020; Algharabat et al., 2018, Hollebeek et al., 2014; Muniz & O'guinn, 2001; Mittal, 1995; Schivinski & Dabrowski, 2015; Zaichkowsky, 1985; Zaichkowsky, 1994; Wirtz et al., 2013; Dwivedi, 2015; Leckie et al., 2016.

	Resulting 
definition 
	Quality and integrity of information on social media and diversity of communication channels (video, audio, image, text) to convey the message. Enables effective communication, for example, through instant feedback to the user, having the power to impact decisions. The assessment of content richness depends on the user. MR can lead to SME, as, when content is richer, there’s a relationship between engagement intent and behaviour.
	User trustworthiness in social media content. Security communicated and built in consumer mind. The image can be worked on, safeguarded from unreliable sources and strengthened. It can fluctuate over time and between consumers. Services should offer security, transparency and awareness. Credible and accurate content can lead to intention, subsequently behaviours and impact SME.
	Emotional attachments (electronic worth of mouth, sharing of experiences and values). In social media occur in consumers community and with a brand. Associated with co-creation, proactivity, co-production and add value to a brand, it possibly leads to SME. It translates into different levels of commitment, intensified/weakened over time. If it results in SME, it will be all the greater as the customer feels the brand linked to their needs, values and interests.

	Study that 

validated items
	Cao, D., Meadows, M., Wong, D., & Xia, S. (2021). Understanding consumers’ social media engagement behaviour: An examination of the moderation effect of social media context. Journal of Business Research, 122, 835-846.
	Cao, D., Meadows, M., Wong, D., & Xia, S. (2021). Understanding consumers’ social media engagement behaviour: An examination of the moderation effect of social media context. Journal of Business Research, 122, 835-846.
	Algharabat, R., Rana, N. P., Alalwan, A. A., Baabdullah, A., & Gupta, A. (2020). Investigating the antecedents of customer brand engagement and consumer-based brand equity in social media. Journal of Retailing and Consumer Services, 53, 101767.

	Items

Considered
	When the social media…

· Enables instant feedback, I engage more.

· Provides rich and varied communication and response tools such as 'like', 'comment', 'post' or 'share', I engage more.
· Enables a variety of message cues such as video, audio, picture, or text, I engage more.

	· Undependable vs. Dependable

· Dishonest vs. Honest

· Unreliable vs. Reliable
· Insincere vs. Sincere

· Untrustworthy vs. Trustworthy


	· Because of my personal values, I feel that the social media page of the healthcare services that I am using ought to be important to me.
· The social media page of the healthcare services that I am using is very important to me personally.
· Compared with other social media pages of healthcare services, the social media page of the healthcare service that I am using is important to me.
· I’m interested in the social media page of my healthcare service.


	SME

Determinants / 

Antecedents
	Consumer 

participation 
	Self-expressive brand  

	Authors relied on for the topic
	Algharabat et al., 2020; Leckie et al., 2016; Chen et al., 2011; Eisingerich et al., 2014; Bacile et al., 2014; Bagozzi & Dholakia, 2006; Vivek et al., 2012.
	Algharabat et al., 2020; Algharabat, 2017, France et al., 2016; Hollebeek et al., 2014; Brodie et al., 2013; Leckie et al. 2016; Wallace et al. 2014.

	Resulting 
Definition
	Voluntary consumer interaction with a company, at different levels: feedbacks for a better service of their needs, comments, posts, likes, shares and content creation - highest degree of participation. Like the involvement, it’s a way of co-production, which can add value and contribute to the brand experience. It reflects needs, interests and values of participants. When benefits organization and consumer, engagement can occur.
	Consumer expression through brands (like, follow, share, brand communities), as an extension of self-expression. In brand communities, often created by fans, there’s an environment to interact about the brand. Brands can encourage self-expression to obtain information about values, preferences and motivations. Despite positive effects, like engagement, there can be negative, such as brand criticism or misleading advice.

	Study that 

validated items
	Algharabat, R., Rana, N. P., Alalwan, A. A., Baabdullah, A., & Gupta, A. (2020). Investigating the antecedents of customer brand engagement and consumer-based brand equity in social media. Journal of Retailing and Consumer Services, 53, 101767.
	Algharabat, R., Rana, N. P., Alalwan, A. A., Baabdullah, A., & Gupta, A. (2020). Investigating the antecedents of customer brand engagement and consumer-based brand equity in social media. Journal of Retailing and Consumer Services, 53, 101767.

	Items

Considered
	· If I have a useful idea on how to improve the social media page of my healthcare service, I give it to someone at the firm.
· I make constructive suggestions to the social media pages of my healthcare service on how to improve its offering.
· On the healthcare service social media page, I let the service know the ways that it can better serve my needs.
	· My healthcare service social media page symbolizes the kind of person I really am inside.
· My healthcare service social media page reflects my personality.
· My healthcare service social media page is an extension of my inner self.
· My healthcare service social media page mirrors the real me.
· My healthcare service social media page contributes to my image.


Table 2 - Antecedents definition
5. Research Model 
After contextualizing the central aspects of the research, as well as the concepts and constructs that will guide it – the antecedents (Media Richness, Content Trustworthiness, Consumer Involvement, Consumer Participation and Self-expressive Brand) and connected Social Media Engagement (SME) dimensions (Cognitive Processing, Affection and Activation) – and resulted hypotheses, the presentation of the Research Model follows.
Figure 2 is the combination of two different models linked and adapted to the reality of SME: the conceptual model of Cao et al. (2021), based on the model developed by Schivinski et al. (2016) and the model by Algharabat et al. (2020), adapted from the models of Yoo & Donthu (2001), Schivinski & Dabrowski (2015), Hollebeek et al. (2014) and Leckie et al. (2016). 

The choice of “combining” those two models was mainly due to the desire to efficiently mitigate gaps frequently mentioned in past studies. In fact, the difficulty in generalizing conclusions, in previous research, requires more empirical validation. The lack of research on SME in contexts as far-reaching as that of a pandemic, are also weaknesses that need to be suppressed. Thus, I gathered the variables most considered as antecedents, in the context of SME, to understand whether they remain, as the context changed with the global pandemic.
Regarding the associated dimensions, the goal of this dissertation was to highlight the circumstance in which SME is most observed and studied – the brand context under the Customer Brand Engagement (CBE) – as it is of added value to incorporate in the study CBE dimensions that are often considered successors to the determinants of SME.
Another important factor is the lack of research which includes an evaluation of a greater background roll, simultaneously – a major reason that motivated the decision to combine the constructs of these two models already tested and validated.
[image: image7.png]Consumer
involvement

Consumer
participation

Slfoxprossive
brand

Modia
rchnoss.

Gontent
trustworthiness.

(=]
(=]
=]
(=)
=3

Cognitive
processing





Figure 2 - Research model
When it comes to establishing relationships between consumer and brand, involvement via social media has proven to be highly impactful. Past research even reveals the existence of positive effects on brand awareness, loyalty and perceived quality (Algharabat et al., 2020).
A reinforcement of the bond and involvement in the three dimensions – cognitive, affective and activation – was demonstrated, which was proven in different brand contexts, since the existing literature fits into this context.

The pandemic opens a window of research, making it pertinent to investigate whether the same conclusions are transversal to this reality. The impact of Covid-19 on social media is undeniable, as with major topics on the media agenda.
It is a challenge to assess the extent to which consumer involvement is reflected in the three dimensions, reflecting on SME, as well as verifying its possible positivity, negativity or neutrality.
6. Methodology
“Methodical procedure produces the observations that count as scientific, but at the same time it is the repository of explicit and implicit theoretical assumptions and theory” (Danziger, 1985, pp. 1-13). 
As the author points out, there is a lot of work involved, in addition to previously formulated assumptions and theories – as, indeed, occurs in other studies. Following the hypotheses presented, it is necessary to choose a methodology to be adopted, namely the collection and research methods. Danziger (1985) emphasizes the importance of reflection at this stage of the research, as it will be the decisions taken at this stage that may or may not validate the theories put forward. We can state that the methodology assesses the kind of relationship between observation, theory, hypotheses and research methods (Gelo et al., 2008).
“Quantitative approaches tend to explain, i.e. to verify if observed phenomena and their systematic relationship confirm the prediction made by a theory. Qualitative approaches, in turn, tend to comprehend, i.e. aspire to reconstruct the personal perspectives, experiences and understandings of the individual actors” (Gelo et al., 2008, pp. 271-272).
The present study, considering the questions which are to be addressed, will be guided by quantitative methods. As discussed by Onwuegbuzie and Leech (2005), “the research objective in quantitative studies can be classified as falling on a continuum from exploratory to confirmatory” (p. 277).
The questions cover aspects pertaining to quantitative methods, since exploratory studies apply “if the goal of the study is to examine patterns from data collected by the investigator or the researcher” (p. 277). Beyond that, it also has a confirmatory line, which, according to Onwuegbuzie and Leech (2005), aims to use “the underlying data collected to test hypotheses of interest” (p. 277).
Having established the alignment of this approach with this dissertation, and following an exploratory and confirmatory outlook, the following research questions will be addressed: What are the antecedents of Social Media Engagement, in the context of the Covid-19 Pandemic? as well as Have the intensity levels of the antecedents of Social Media Engagement changed, in the context of Pandemic?
6.1 Research Methods

To answer the research questions, a study was carried out through an online survey (Appendix 1). The choice of the questionnaire, as data collection method, was based on the possibility of collecting information from large groups representative of the study population. As previously mentioned, the scales have already been tested and validated in the literature by authors from the areas under study. Through the scales it is possible to measure behaviours, attitudes and hypothetical scenarios that we expect to exist as result of theoretical understanding of the world, but we cannot directly evaluate (DeVellis, 2012). Therefore, the decision to combine elements from different studies may strengthen the research and reduce the margin of error.
Since the scales were originally prepared in English and the respondents were Portuguese, they were translated. After a pre-test with 10 participants, the comments were considered, and some inaccuracies corrected. In total, 319 respondents answered the final questionnaire.
An initial screening was carried out so that the responses received would only belong to the target population. The first question of the survey aimed to assess which of the respondents had some type of relationship with the social media of healthcare services. If the answer was negative, the questionnaire would end. If they answered affirmatively or had doubts, they would continue to the next section.

The second part was intended to segment the population according to age, gender, education, number of hours spent on social media and which social media each respondent uses. This was followed by a set of questions centred on the social media of healthcare services to assess the levels of engagement. They were then asked to specify the type of interaction practiced and, furthermore, a group of statements was launched using the 7-point Likert scales. In this case, each statement is related to the engagement level – Cognitive Processing, Affection or Activation – or to one of the antecedents of SME - Media Richness, Content Trustworthiness, Consumer Involvement, Consumer Participation or Self-Expressive Brand.
For each question, the degree of agreement should be indicated on a scale from (1) = strongly disagree to (7) = strongly agree. 
For the Content Trustworthiness construct, 7-point Likert scales were created separately, as can be seen in Appendix 1. This is because the base study (Cao et al., 2021) does not have statements associated with each item to indicate an agreement degree, so each item had an individual scale – six in total, namely: undependable vs. dependable, dishonest vs. honest, unreliable vs. reliable, insincere vs. sincere and untrustworthy vs. trustworthy. All of them were preceded by the statement “I consider the content presented in the healthcare services social media”.
The last section was designed to learn more about each respondent’s experience. The first question is a short answer one, with the purpose of leading the respondent to reflect on the relationship with the social media of “their” healthcare services. The following are focused on interactions, using 7-point Likert scales, to individually assess the emotions aroused in the relationship and how they impact the user's identity and performance.
The survey was developed with Google Forms and shared through social media. The SMART-PLS 4 software, where the results were crossed, was used afterwards.
6.2. Data Collection and Sample Characterization

As far as the sample is concerned, it can be described it as users engaged in social media. In fact, age, or gender, not being a critical factor for the study, turns out to be intrinsic that users are included in a wide age range and both genders. Likewise, population groups that do not have contact with social media are excluded, such as some elderly people and children, in whom, obviously, no engagement is observed.

Therefore, it is important to obtain a sample that covers diversity. The different age groups have very different presences in the universe of social media. If this was the case before the Covid-19 pandemic, both in the type of use and participation, naturally the impact of Covid-19 – whether positive, negative, or neutral – must also be divergent between age groups.
	Age
	F (n)
	f (%)

	15 – 29
	154
	64,4

	30 – 39
	39
	16,3

	40 – 49
	24
	10

	50 – 59
	16
	6,7

	60 – 69
	6
	2,5


Table 3 - Frequencies (sample age)
As we can see (table 3), most respondents (64.4%) are aged between 15 and 29 years old. Young adults are the main slice of the sample, followed by the group between 30 and 39 years old (16.3%), and between 40 and 49 years old (10%). The group of respondents between 50 and 59 years old, and 60 and 69 years old comprise the minority of responses with 6.7% and 2.5%, respectively. It should be noted that most responses belong to the female gender - 82.4% - against 17.6% of the male gender (table 4).
	Gender
	F (n)
	f (%)

	Female
	197
	82,4

	Male
	42
	17,6

	Other
	0
	0


Table 4 - Frequencies (sample gender)
Lastly, the demographic report reveals that more than half of the respondents have a university/higher education (85.4%). The majority have a bachelor's degree (43.5%), but a high percentage also have a master’s degree (38.1%). The remainder have secondary education (13.4%), a doctorate (3.8%) and, a small minority – 3 people (1.3%) –, basic education (table 5).
	Education
	F (n)
	f (%)

	Basic education
	3
	1,3

	Secondary education
	32
	13,4

	Bachelor’s degree
	104
	43,5

	Master’s degree
	91
	38,1

	Doctoral
	9
	3,8


Table 5 - Frequencies (sample education)
The weekly hours of use of the social media pages showed a balanced distribution among the five options presented (table 6). There was thus a clear plurality of answers among the respondents.

	Usage Time (h)
	F (n)
	f (%)

	1 – 3
	34
	14,2

	4 – 6
	56
	23,4

	7 – 9
	61
	25,5

	10 – 12
	46
	19,2

	≥ 13
	42
	17,6


Table 6 - Frequencies (sample usage time)
Even so, there is a greater number of respondents (25.5%) who admit to spending between seven and nine hours on social media. Immediately following these we find those whose period of use is between four and six hours (23.4%). With smaller percentages, but still significant, are those whose periods of weekly use vary between 10 and 12 hours, and 13 hours or more hours, with 19.2% and 17.6% of the answers, respectively. Finally, a smaller number of users claims to spend only between one and three hours a week on social media (14.2%).
	Interaction 
	F (n)
	f (%)

	Research about health services
	196
	82%

	Read/view publications/images about Health
	191
	80%

	Follow health services pages
	113
	47%

	Recommend health services
	30
	13%

	Watch videos about Health
	117
	49%

	Post pictures of health services
	13
	5%

	None of the above
	5
	2%


Table 7 - Uses of social media (statistical results)
When analysing the types of interaction with social media of healthcare services (table 7), it is possible to ascertain that most respondents claim to report interactions via “Research about health services” (82%), in addition to “Read/view publications/images about Health” (80%). Statistics also show a considerable number of users who “Watch videos about Health” (49%) and “Follow health services pages” (47%). It is understood, therefore, that consumers choose, above all, to establish an active relationship with services, namely by carrying out online research on them.
Graph 1 demonstrates that there is still a share of consumers of healthcare services to conquer. Although the majority admit to interacting with social media of healthcare services (54.5%), there is a percentage of 25.1% of users who admit not to do so. As the questionnaire was only disseminated online, we can admit that a high number of potential users of this type of page will be involved.
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Graph 1 – Social media pages interaction
In addition, 65 respondents (20.4%) doubted, based on an initial analysis (graph 1), whether they actually interact with social media pages, although, later on, all of them revealed using social networks. Thus, I understand that the vast majority of these interact in an unconscious/passive way, since only 5 people admit that they do not interact with the social media of healthcare services in any kind of the modes exposed in the presented options. The remaining 60 were related to at least one type of interaction presented (table 7).
Crossing the results allowed for the establishment of a connection between the type of platforms used and the type of content conveyed therein. When considering table 8, there is a strong presence of users on the social media Instagram (91.6%) as well as on WhatsApp (90.4%). Immediately after, Facebook and YouTube stand out, with 74.1% and 69.5%, respectively. An eMarketer survey predicted an increase of US$ 14.9 billion in investment in “social video” between 2019 and 2021, justified, essentially, by the tendency to reach younger audiences, who are also those who spend more time on networks such as YouTube, Facebook, Instagram and Twitter (eMarketer, 2019).

The least chosen options are, both, interactions that demand a great involvement and proactivity from the consumer (table 7). Thus, it is expected that a smaller number of users are predisposed to “Recommend health services” (12.6%) or “Post photos of health services” (5.4%), as it requires loyalty to the service for the long-awaited Activation – SME.
	Social Media
	F (n)
	f (%)

	Facebook
	177
	74,1

	Instagram
	219
	91,6

	YouTube
	166
	69,5

	Pinterest
	67
	28

	Twitter
	51
	21,3

	Snapchat
	12
	5

	Tumblr
	3
	1,3

	Reddit
	15
	6,3

	LinkedIn
	98
	41

	Google+
	24
	10

	WhatsApp
	216
	90,4

	TikTok
	15
	6,3

	Telegram
	2
	0,84

	Messenger
	1
	0,42

	BeReal
	2
	0,84


Table 8 - Types of social media
Moving on to LinkedIn (41%), Pinterest (28%) and Twitter (21.3%), these platforms have a profile with potential for the generation of SME (table 8). LinkedIn, for example, from the professional side, can confer validity to the contents and possibly constitute an interesting differential for the service.

On the contrary, the social networks Messenger, Tumblr, Telegram and BeReal, presented values inferior to 2%, and Google +, Tik-Tok, Snapchat and Reddit, below 10% (table 8). However, despite being little used, their models and purposes, with the exception of Tik-Tok, which is on the rise, do not represent great potential for creating engagement in the service landscape.

7. Results and Discussion
Structural equation modeling (SEM) is a theory-based data analytic procedure for the evaluation of certain reasoned hypotheses about causal relations, among measured and/or latent variables (Mueller & Hancock, 2019).
After the study population was found, as well as its emerging patterns were known, a Confirmatory Factor Analysis (CFA) was performed. As a SEM technique, it allows assessing the fit between the observed data and a previously conceptualized and theoretically based model, which specifies the hypothetical causal relationships between latent factors and their observed indicator variables (Mueller & Hancock, 2004).
7.1 Model Validation
Ultimately, the reliability and validity of the measures was verified, and the bootstrapping process was applied with 2000 samples to test the research hypothesis, as well as to structure confidence intervals. In this sense, the indicators loadings, internal consistency reliability (Cronbach’s alpha and Composite Reliability) and Average Variance Extracted (AVE) were then considered. 
	AC_1 
	0,802

	AC_2 
	0,871

	AC_3
	0,813

	AF_1
	0,658

	AF_2
	0,796

	AF_3
	0,840

	AF_4
	0,835

	CI_1
	0,585

	CI_2
	0,764

	CI_3
	0,811

	CI_4
	0,779

	CI_5
	0,738


	MR_1
	0,715

	MR_2
	0,820

	MR_3
	0,786

	SEB_1
	0,759

	SEB_2
	0,868

	SEB_3
	0,860

	SEB_4
	0,867

	SEB_5
	0,869


	COGP_1
	0,782

	COGP_2
	0,832

	COGP_3
	0,759

	CP_1
	0,663

	CP_2
	0,775

	CP_3
	0,832

	CP_4
	0,752

	CT_1
	0,708

	CT_2
	0,923

	CT_3
	0,946

	CT_4
	0,948

	CT_5
	0,946


Table 9 - Loadings
Bagozzi & Yi (1988) consider that factor loads below 0,5 are very small, so they must be eliminated for all of them to be considered validated. In this sense, all constructs were maintained since the values exceed 0.5 (table 9).

The same happens with the Average Variance Extracted (table 10), which denotes sufficient convergent validity (Hair et al., 2011), since it lies within a range of values greater than 0.5.
	
	Cronbach's Alpha 

(⍺)
	Composite Reliability

(CR)
	Average Variance

Extracted (AVE)

	Activation
	0,772
	0,868
	0,687

	Affection
	0,790
	0,865
	0,617

	Cognitive Processing
	0,703
	0,834
	0,627

	Consumer Involvement
	0,789
	0,857
	0,547

	Consumer Participation
	0,749
	0,843
	0,574

	Content Trustworthiness
	0,940
	0,954
	0,808

	Media Richness
	0,677
	0,818
	0,601

	Self-Expressive Brand
	0,900
	0,926
	0,716


Table 10 – Validity and Reliability
Furthermore, in terms of reliability, Cronbach’s Alpha is required to be, at least 0.7, - something that was verifiable. Still within the scope of reliability, we can observe that the Composite Reliability (CR), which considers the different loads that the indicators have for all items, is greater than 0.7, as required (Hair et al., 2011). In the table 10, it is possible to notice that the values vary between 0.818 and 0.954. Reliability is thus validated (Hair et al., 2013).
	
	AC
	AF
	COGP
	CI
	CP
	CT
	MR
	SEB

	AC
	0,829
	
	
	
	
	
	
	

	AF
	0,672
	0,786
	
	
	
	
	
	

	COGP
	0,722
	0,726
	0,792
	
	
	
	
	

	CI
	0,764
	0,707
	0,780
	0,740
	
	
	
	

	CP
	0,624
	0,677
	0,685
	0,636
	0,758
	
	
	

	CT
	0,191
	0,047
	0,141
	0,175
	0,162
	0,899
	
	

	MR
	0,335
	0,369
	0,431
	0,337
	0,303
	0,165
	0,775
	

	SEB
	0,668
	0,794
	0,705
	0,669
	0,737
	0,058
	0,310
	0,846


Table 11 – Fornell-Larcker
Finally, the discriminant validity is analysed through the data and respective correlations in Fornell-Larcker (FL) criterion. The FL criterion is based on the comparison between the squared construct correlations and the AVE. According to Fornell and Larcker (1981), the values present in the diagonal should be greater than the values found in the same row and column.
	AC_1 
	0,801

	AC_2 
	0,873

	AC_3
	0,811

	AF_2
	0,816

	AF_3
	0,860

	AF_4
	0,871

	CI_2
	0,733

	CI_3
	0,836

	CI_4
	0,807

	CI_5
	0,777


	CT_4
	0,948

	CT_5
	0,946

	MR_1
	0,712

	MR_2
	0,815

	MR_3
	0,793

	SEB_1
	0,755

	SEB_2
	0,868

	SEB_3
	0,862

	SEB_4
	0,868

	SEB_5
	0,871


	COGP_1
	0,771

	COGP_2
	0,837

	COGP_3
	0,766

	CP_1
	0,655

	CP_2
	0,775

	CP_3
	0,835

	CP_4
	0,756

	CT_1
	0,707

	CT_2
	0,922

	CT_3
	0,947


Table 12 - Loadings (modified)
In this case, the discriminant validity was not confirmed (table 11), which led to some changes in the analysed items. It was therefore necessary to remove two items whose loadings were closer to 0.5, namely CI_1 and AF_1, with 0.585 and 0.658, respectively (table 9 and 12). 
	
	AC
	AF
	COGP
	CI
	CP
	CT
	MR
	SEB

	AC
	0,829
	
	
	
	
	
	
	

	AF
	0,652
	0,850
	
	
	
	
	
	

	COGP
	0,721
	0,693
	0,792
	
	
	
	
	

	CI
	0,763
	0,675
	0,757
	0,789
	
	
	
	

	CP
	0,623
	0,642
	0,685
	0,636
	0,758
	
	
	

	CT
	0,190
	0,054
	0,141
	0,153
	0,162
	0,899
	
	

	MR
	0,336
	0,339
	0,428
	0,297
	0,302
	0,164
	0,775
	

	SEB
	0,668
	0,765
	0,708
	0,658
	0,736
	0,059
	0,310
	0,846


Table 13 - Fornell-Larcker (modified)
As it is possible to observe in the comparatives tables, the withdrawal resulted in an improvement of the Fornell-Larcker (tables 11 and 13) and, therefore, in the reach of the discriminant validity (tables 10 and 14).

	
	Cronbach's Alpha 

(⍺)
	Composite Reliability

(CR)
	Average Variance 

Extracted (AVE)

	Activation
	0,772
	0,868
	0,687

	Affection
	0,807
	0,886
	0,722

	Cognitive Processing
	0,703
	0,834
	0,627

	Consumer Involvement
	0,798
	0,868
	0,623

	Consumer Participation
	0,749
	0,843
	0,575

	Content Trustworthiness
	0,940
	0,954
	0,808

	Media Richness
	0,677
	0,818
	0,601

	Self-Expressive Brand
	0,900
	0,926
	0,716


Table 14 - Validity and reliability (modified)
Looking over the results of the hypotheses tested, it’s possible to identify heterogeneity. However, despite variations between the five determinants analysed, validity and reliability were ensured.
7.2 Hypotheses Tested
Based on the hypotheses formulated, the results available in the following table (table 15) will now be analysed, from which conclusions about their validity will be drawn. Evaluating the results, we can conclude that hypotheses 3 and 5 are fully supported. That is, both Consumer Involvement (CI) and Self-Expressive Brand (SEB) have a positive impact on each of the considered determinants – Cognitive Processing (COGP), Affection (AF) and Activation (AC). This means that, consequently, they positively impact Social Media Engagement (SME).
This is justified, since the impact was significant in all CI hypotheses (H3a, H3b, H3c) and SEB (H5a, H5b and H5c). The path coefficients (β) of CI are 0.436 (H3a), 0.211 (H3b) and 0.494 (H3c). In SEB, the values are 0.233 (H5a), 0.468 (H5b) and 0.185 (H5c). It should be noted that H3c (β=0.494) and H5b (β=0.468) have the highest values. Therefore, the impact of AC on Consumer Involvement and AF on Self-Expressive Brand seems to be especially significant.
Apart from that, only hypotheses with p values ≤ 0.05 are considered validated, as well as with t values ≥ 1.96. Such results reinforce the validity of H3 and H5, whose t values are between 6.959 (H3a) and 2.481 (H3b), and 5.683 (H5b) and 2.123 (H5c), respectively. In p values, all are less than 0.05, with H3a, H3c and H5b even being 0.000.

	Hypotheses
	Β
	M
	SD
	T values
	P values

	H1a
	MR -> COGP
	0.170
	0.168
	0.049
	3.482
	0.001

	H1b
	MR -> AF
	0.060
	0.062
	0.040
	1.488
	0.137

	H1c
	MR -> AC
	0.061
	0.061
	0.046
	1.335
	0.182

	H2a
	CT -> COGP
	0.003
	0.003
	0.038
	0.077
	0.939

	H2b
	CT -> AF
	-0.044
	-0.047
	0.043
	1.042
	0.297

	H2c
	CT -> AC
	0.076
	0.079
	0.040
	1.893
	0.058

	H3a
	CI -> COGP
	0.436
	0.438
	0.063
	6.959
	0.000

	H3b
	CI -> AF
	0.211
	0.213
	0.085
	2.481
	0.013

	H3c
	CI -> AC
	0.494
	0.499
	0.074
	6.636
	0.000

	H4a
	CP -> COGP
	0.184
	0.184
	0.065
	2.822
	0.005

	H4b
	CP-> AF
	0.051
	0.048
	0.079
	0.640
	0.522

	H4c
	CP-> AC
	0.075
	0.075
	0.064
	1.167
	0.243

	H5a
	SEB -> COGP
	0.233
	0.233
	0.068
	3.409
	0.001

	H5b
	SEB -> AF
	0.468
	0.469
	0.082
	5.683
	0.000

	H5c
	SEB -> AC
	0.185
	0.177
	0.087
	2.123
	0.034


Table 15 - Hypotheses testing
Turning to H1, whose focus was to assess the impact of Media Richness (MR) on the SME, a positive contribution was confirmed. By noting H1a there are data proving a considerable influence of MR in the construction of COGP (β=0.170, t=3.482, p=0.001). However, only this determinant is significantly impacted by MR.

In the case of H1b and H1c there is a more modest impact of Media Richness on AF (β=0.060) and AC (β=0.061). Neither hypothesis is supported, although there is evidence that MR influences pre-engagement – COGP. However, there is not enough influence on the next two levels – AF and then AC – as SME itself. For this reason, H1 is not validated, as would be expected, based on past studies (Cao et al., 2021), where MR had been highlighted in the context of brand communication (BC). This indicates disparities in the contexts of BC and healthcare services.
A similar scenario is perceived in H4, whose hypotheses were also not validated. Although Consumer Participation (CP) is positive for the three pre(engagement) levels, they are not relevant to corroborate H4. Again, only COGP (H4a) seems to have a real influence (β=0.184). Moreover, the results of H4b and H4c were insufficient: β=0.051, t=0.640 and p=0.522, in the case of AF, and β=0.075, t=1.167 and p=0.243, in AC.
Finally, H2 is not supported.  This hypothesis even presents the only relationship between antecedent and determinant with negative impact (H2b). Despite the opposite being proven in studies focused on other type of services, it was found that Content Trustworthiness (CT) negatively impacts AF (β=-0.044) – at least in the context of a pandemic – which represents an added challenge for the management of healthcare services. On the other hand, H1a (β=0.003) and H1c (β=0.076) presented positive numbers but are still not representative to support an influence of CT as an antecedent with a positive impact on the SME.
It is concluded that Consumer Involvement (H3) and Self-Expressive Brand (H5) are the only supported hypotheses. Table 15 shows each positive and relevant relationships between determinants and antecedents.

Hair et al. (2011) & Hair et al. (2013) argue that R Square values of 0.75, 0.50 and 0.25 for latent endogenous variables can generally be described as substantial, moderate, or weak. With all values greater than 0.650, it’s considered that the variables are influenced by the dimensions of SME at least, by 65%. As the maximum R Square value is about 0.70 (70%), it’s considered that the values for variables range from substantial to moderate (table 16).
	R-square

	AC
	0,650

	AF
	0,654

	COGP
	0,694


Table 16 - R-square
The F-square, on the other hand, implies that values ≥ 0.02 are small, ≥ 0.15 are medium and ≥ 0.35 are large (Cohen, 1988). Translating the results shown in table 17, we can see that CI has a median influence on the R-square of COGP, as well as AC. The SEB moderately influences AF.
	F-square
	AC
	AF
	COGP

	CI
	0,318
	0,050
	0,315

	CP
	0,006
	0,003
	0,045

	CT
	0,015
	0,005
	0,000

	MR
	0,009
	0,008
	0,082

	SEB
	0,030
	0,229
	0,069


Table 17 - F-square
Consumer Participation and Media Richness only influence the COGP R-square. However, it is a very light impact. CT, in turn, doesn’t have any influence on the R-square of the three dimensions under analysis.
7.3 Discussion
Social media, like the digital transition, have been impacting society massively and exponentially (Hassounah et al., 2020). In crisis situations, such as the one experienced during the Covid-19 pandemic, there seems to be an increase in the speed and intensity of migration to digital. According to eMarketer (2019), in the US, 90% of users over the age of 15 admit to watching videos on Youtube, making this the most popular platform for video, ahead of Facebook and Instagram, which scored 60% and 35%, respectively. Research carried out by Audience Project, on the streaming market, reveals that video outperforms traditional outlets such as CNN, Fox News, BBC, MSNBC and The New York Times.
In this sequence, some of the antecedents of Social Media Engagement (SME) recently studied (Cao et al., 2021; Algharabat et al., 2020) were gathered, but their validation was confirmed in contexts totally different from those in which we saw ourselves with the coronavirus. Thus, an attempt was made to unravel the determinants of the SME in a pandemic context. The quantitative study intended to answer the questions: “What are the antecedents of Social Media Engagement, in the context of the Covid-19 Pandemic?” and “Has the intensity of Social Media Engagement changed in the context of the Pandemic?”.

The formulation of hypotheses was carried out according to what had already been tested, seeking to assess whether each of the five antecedents had a significant impact on the SME. After launching and analysing the questionnaires, a great disparity was noticeable between the different determinants regarding the intensity and relevance of the impact. In addition to the fact that a positive relationship between the determinants and the SME is not always established, even when verified, engagement itself – here represented through Activation – doesn’t always occur, but rather some pre-engagement interactions (Cognitive Processing and/or Affection).

Media Richness (MR) had been highlighted as a strong predictor of consumer engagement, particularly in the context of brand communication (Cao et al., 2021). In this study, the authors recognized MR as a contextual factor of social media, which positively affects various levels of consumer engagement – consumption, contribution and creation behaviours. However, the present research has shown that, in the context of the pandemic, there is no significant influence (H1), except at the primary level of pre-engagement (Cognitive Processing).
The same author recognized Content Trustworthiness (CT) as an antecedent with a positive influence on consumption behavior and consumer contribution (Cao. et al., 2021). In addition, it has proved to be important in the service sector. However, reliability is already considered by several authors (Zhang & Gupta, 2018; Gefen, 2002; Kim & Kim, 2014; Ayeh, 2015), as a relevant contribution, for example, to building a positive image in the consumer’s mind. Apart from that, the same didn’t happen in the research carried out for this dissertation (H2). On the contrary, there was a negative influence on Affection and an insignificant impact on SME (Activation).
Involvement is one of the most frequently considered phenomena (Hollebeek et al., 2014; Leckie et al., 2016; Algharabat et al., 2018), so it was to be expected that, in this context, the same thing would happen. The consumer’s call to co-creation implies sharing their experiences on social media. It is in this way, by being an active part of content production, that consumer engagement is provided (Algharabat et al., 2020; Muniz & O’guinn, 2001). After the emotional component in the creation of involvement proved to be relevant, it was possible to verify that the scope of these conclusions extends to the scope of services. In fact, it was tested that there were effects in all the three analysed dimensions. 

Furthermore, while in the two levels of pre-engagement (Cognitive Processing and Affection) the results were satisfactory, in the case of Activation the numbers proved to be even more robust. Thus, a relationship was established between Consumer Involvement and Social Media Engagement (H3). 
Turning now to the outputs referring to the possible impact of Consumer Participation (CP) on the presented dimensions, as well as its scope in a pandemic context, we realize that they were not satisfactory for the validation of H4. In the past, difficulties had already been pointed out, namely in the inclusion of consumer opinions by services (Algharabat et al., 2020; Leckie et al. 2016; Bacile et al., 2014), especially in balancing CP and the interests of the company itself. In fact, it’s important that there are no negative consequences of participation and that benefits arise (Algharabat et al., 2020).
Finally, the last hypotheses assumed that the Self-expressive Brand (SEB) resulted in engagement, since the consumer provided an extension of himself (Algharabat et al., 2020), which induced a great attachment to the brand. Previously, a positive relationship had been established between this expression of personal values, in a group context, and SME. 
During the research, the results confirmed H5, both regarding COGP and AF, as well as AC. It was noted that the values were particularly significant in the last (and most advanced) two levels, demonstrating the notorious impact on the creation of favourable conditions for engagement. Therefore, the theory that management efforts to encourage this antecedent can be beneficial was corroborated (Algharabat, 2017; Leckie et al., 2016; Algharabat, et al., 2020).
Although the probabilities of manifesting one of the three reactions – Cognitive Processing, Affection and Activation – are similar, the COGP is likelier from the consumer side, with a 69.4% probability that the consumer will think about the service, as well as develop attention and absorption. There is no guarantee that there will be an evolution of these behaviours, but it was confirmed that 65.4% of consumers develop AF – a state of pre-activation and pre-engagement. The affective bond depends on the individuality of each consumer and is something deeper in terms of communication. It involves emotions, different intensities and durations. It is more likely to have pre-engagement (COGP and AF) than SME, i.e., AC (65%). 
In fact, engagement depends on several factors, but it is known that co-creation behaviours are essential for it to occur. This unity in the production and sharing of content between consumers and services deeply attracts the customer and, ultimately, engages him.
8. Conclusion 
Most studies related to Social Media Engagement (SME) focus on the latter’s consequences. Even research into the antecedents of engagement does not cover the reality of the pandemic experienced by society. Thus, it is important to reassess and reinforce results in light of to either their current nature or their uniqueness. Possibly, the Covid-19 pandemic triggered changes in the SME antecedents and in the impact of its users.

When including multiple social networks, the different purposes of each one – informative, social, entertainment, etc. – must be recognized, as well as in terms of use and co-creation behaviours. This means that the SME antecedents depend on the user’s objective when using a certain social network.

8.1 Theoretical and Practical Implications
To answer the research questions “What are the antecedents of Social Media Engagement, in the context of the Covid-19 Pandemic?” and “Has the intensity of Social Media Engagement changed in the context of the Pandemic?”, a quantitative methodology was applied and an online questionnaire distributed. In this way, it was sought to assess the validity of the hypotheses formulated based on the literature review.

Taking into consideration variables that had been evaluated, separately, in previous studies, the option was made to combine them to add value to the research. By testing them together, more SME antecedents were analysed at once, seeking to reinforce the results and offer insights of the context of the pandemic. The purpose of this dissertation for the Academy was thus fulfilled by adding innovation and novelty.
The influence of these antecedents on users of social media of healthcare services has been proven. However, only Consumer Involvement (CI) and Self-Expressive Brand (SEB) showed satisfactory results to corroborate what had already been stated in past research. The results showed a disparity between determinants. Going back to the question “What led to engagement in social media, in the context of the Covid-19 Pandemic?”, it is clear that different contexts lead to different outputs. Whether due to differences between brand communication and healthcare services, or due to changes in post-pandemic reality, it is understood that what leads to SME, in both realities, will not be the same.
Media richness (MR), previously highlighted as a strong predictor of consumer engagement in the context of brand communication, didn’t prove to be a SME generator in this context. A significant impact was only noticed on the consumer’s Cognitive Processing (COGP) – attention and focus – in relation to healthcare services, but not exactly engagement itself. The same happened with Content Trustworthiness (CT), which had even been highlighted in the services sector. However, the research showed that the CT does not play a relevant role in the SME. Finally, there was a devaluation of Consumer Participation (CP) which, although it has shown some influence, was not enough to support the theory that CP leads consumers to engage with a service.

This research concludes that Consumer Involvement (CI), one of the most studied and consolidated phenomena in the literature, leads to SME. The study of proactivity and sharing experiences on social media by consumers is related to their connection to a certain healthcare service and to the SME. In this case, the positive relationship of CI with the three levels – COGP, AF and AC – corroborated previous research.
The Self-Expressive Brand (SEB) translates into user generated content as an extension of the user himself. Their influence on the SME means that interactions often occur in the form of sharing information about themselves, their preferences, and motivations. There was an impact on the three SME dimensions analysed – COGP, AF and AC. 
It is also important to mention the positive effects on the relationship with the healthcare services, but also the expression of negative opinions that represent risks or benefits. The focus is on managing them to maximize benefits through segmentation and targeting. CI and SEB impact healthcare services social media in the post-pandemic era, being SME drivers. To differentiate themselves from the competition and attract new users, companies should consider integrating their values, such as co-creation/co-production in their actions and communications on social media. These two predictors clearly stood out from the rest.
The reality seen in the population’s use of social media turns out to be in line with previous research that reveal the growing need for consumer participation in content production. In fact, SME manifestations can be diverse, but they have in common the fact that they result from motivational drivers. In fact, these behaviours stem from the will of the consumer himself, being behavioural responses. This activation occurs, for example, through purposeful consumption and active search for content by users, but also through acts like follow, like, comment or share, which are active manifestations of engagement.
The results turn out to agree with the interaction trend of healthcare services, that is, “Research about health services” (82%). This type of interaction can easily be applied to three of the most popular social networks, namely Instagram, Facebook and Youtube. All of them, through a variety of formats (video, images, text, etc.), provide content compatible with the SME generation.
The same applies to the second most voted option: “Read/view publications/images about Health”. In this case, WhatsApp could also be an important sharing channel between users of health services, namely in the dissemination of content, since 80% of respondents admit to interacting with them by reading and viewing publications and images about health.

Still of significance to the research, 49% of respondents revealed “Watching videos about Health” and 47% “Follow health services pages”. In recent years, audiovisual formats such as video have taken on a prominent role in content marketing. One of the main reasons is the greater ease of emotionally connecting with consumers, as they stimulate the senses due to the presence of visual and auditory cues, encouraging systematic and heuristic information processing capabilities. In fact, the growth of video on social media has stood out among other platforms. Thus, percentages can be seen as opportunities convertible that can become strengths.
9. Limitations and Further Research 
Even though this dissertation attempts to respond to challenges proposed by Academy and Management, it is important to highlight the existence of the limitations identified.
The questionnaire mainly obtained responses from users aged between 15 and 29 years old (64.4%), and 30 and 39 years old (16.3%). Although consistent with the average age of social media users, it is a reality that can be seen as limitative of the study. The truth is that the sample relating to more advanced generations is not very representative as there are generational gaps that can, naturally, be dissipated over time. Younger people are particularly familiar with technology, almost naturally, which, for the rest, was and still is something learned.
It could be of added value to seek answers from the older generations, since they are the ones whose reach and possible engagement are most lacking. In this way, relevant inputs could be identified for managers’ challenges. A large portion of the target population for health services are precisely the elderly. It would be interesting for this online audience to be converted to physically looking for the service.
This conversion to social media in healthcare services is noted, especially with regard to interaction and the development of the social structure, which therefore impacts society itself (Aral et al., 2013; Zeng & Wei, 2012). According to eMarketer analysts (2019), messages are potentially amplified when younger viewers share video clips on social media, further expanding the reach of the campaign. This fact can be very positive when it comes to users' organic advertising for healthcare services, but it can also be very dangerous for them if the shares are negative.
However, it is understood that knowledge and interactions, often unconscious, end up not generating the expected engagement. Cognitive and affective interactions are more prevalent than active SME behaviours. There is also room for improvement on the part of the services regarding their online presence. As reinforced in the hypotheses, most interactions fit into pre-engagement (COGP and AF), so it would be interesting to put measures into action aimed at the expected conversion. 
According to eMarketer’s report “video has taken center stage on social platforms that were once text – or photo-centric – including Facebook, Instagram, Twitter, Snapchat, even Pinterest” (eMarketer, 2019). The focus should be on creating a need for users, who are looking for added value in their increasingly reduced time. Awakening the FoMO (Fear of Missing Out) of following healthcare service social media is a challenge for Management, in a time when competition for consumer attention is increasingly fierce. Additionally, the strong correlation between FoMO and internet use was corroborated in the pandemic (Akbari et al., 2021), becoming a trend throughout the internet and social media. The attempt to compensate for what is inaccessible is a topic that could be explored in future research.
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“Obrigatorio

As questdes seguidamente apresentadas pretendem avaliar a experiéncia com a

pagina das redes sociais de um servigo de satide que "goste"/interaja.

‘Assim sendo, devera pensar numa dessas paginas, bem como ter em conta a experiéncia
‘com esse servico de saide em particular.

Identifique o servico de sade em que esté a pensar.

[Exemplos de servigos de saude: laboratérios de andlises, hospitais, clinicas,
farmécias, fisioterapia, nutrigo, satde mental, saude dentria, etc]

Sua resposta

Responda a cada afirmagéo segundo o seu grau de concordancia, sendo 1 *
“Discordo Totalmente” e 7 “Concordo Totalmente”.

Considere ‘meu servigo de saiide’, 0 servio de saide mencionado na resposta
anterior.
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Totalmente Totalmente
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‘muito importante
para mim.
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