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brand. The main theme, according to the authors, of this 
specialised community, is the central focus on the brand. 
According to Cova and Pace (2006), one of the most im-
portant features of this community is brand loyalty. They 
termed the concept as a new style of customer empower-
ment. Bagozz and Dholakia (2006) defined brand commu-
nity as a group of customer who shares a social identity in 
relation to a specific brand. 

Customer engagement, further, refers to many as-
pects of customer’s relationships with an organisation or 
a brand. Definitions of customer engagement presented by 
Brodie et al. (2013) disclosed that this concept combines 
customers’ physical, cognitive and emotional aspects into 
their relationships with the organisation by which they 
motivated to participate in an effective as well interactive 
manner. Gummerus et al. (2012) used the concept of cus-
tomer engagement to refer to customer behaviours related 
to the brand community such as brand community visits 
and using brand community activities. In contrast, this study 
followed a broader definition of customer engagement stated 
by van Doorn et al. (2010) who conceptualise this concept 
as motivation-based behaviours in which a customer go be-
yond purchase intention to participate in different activities 
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Introduction

Despite what has been said about empowerment, whether 
employee empowerment or customer empowerment, this 
concept does not necessarily result in the desired benefits. 
Customers are empowered to make them more involved 
to get their feedback on products (S. Bansal & D. Bansal, 
2018) or to give them control over some aspects of a brand 
(Cova & Pace, 2006). An advanced practice of customer 
empowerment refers to the transfer of brand decisions 
to customers themselves (Pranic & Roehl, 2012). Recent 
evidence on the importance of customer empowerment 
was found by Berraies and Hamouda (2018) who revealed 
a significant impact of customer empowerment on the 
bank’s financial performance. That impact was signifi-
cantly mediated by customer satisfaction. Furthermore, 
the positive effect of customer empowerment on customer 
satisfaction was detected in the literature (Fuchs & Schrei-
er, 2011; O’Cass & Viet Ngo, 2011).

A relatively new concept that found its way in market-
ing thinking is the concept of brand community. Muniz 
and O’guinn (2001) introduced this concept to describe 
social associations among people who admire the same 
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such as online reviewing, brand-oriented recommendations, 
and brand-directed suggestions.  

Given the positive effect of customer engagement on 
customer loyalty (Bowden, 2009; Vivek, Beatty, & Morgan, 
2012), one may ask is there any role that brand communi-
ty play in the relationship between customer engagement 
and customer loyalty? Referring to what was stated above 
on the relationship between customer empowerment and 
customer satisfaction, does brand community take part 
in the relationship between customer empowerment and 
customer satisfaction? To answer these two questions 
and to gain more understanding on the effects among 
customer empowerment, customer satisfaction, brand 
community, customer engagement, and customer loyalty, 
this study was carried out to examine these effects. The 
brand community was assumed to exhibit a meditational 
role in the effect of customer empowerment on customer 
satisfaction and in the effect of customer engagement on 
customer loyalty.

The present study aims to contribute to the understand-
ing of the customer empowerment and customer engage-
ment – marketing performance relationship in the pres-
ence of brand community membership by contributing 
with an additional perspective to the researchers’ debate 
in the literature that claims different views for the relation-
ship (Hoyer et al., 2010). The studies that do quantifiably 
study the effects of customer empowerment provide ten-
tative support for its positive impacts but still leave much 
room for debate. Hence, most researches on the effect of 
customer empowerment and customer engagement on 
marketing performance have so far reported mixed results 
(Fuchs & Schreier, 2011). Since several studies covered the 
relationship between customer empowerment, customer 
engagement and other variables, the researcher couldn’t 
find big focus on the marketing performance as a major 
dependent variable in the literature, and it has received 
relatively little empirical attention in the literature, espe-
cially when introducing brand community membership 
as a mediating variable. Even recent researchers, where 
tackling marketing performance among other outcomes 
with no focus on the direct customer empowerment, cus-
tomer engagement – marketing performance relationship. 
Accordingly, several researchers have voiced the need to 
address these shortcomings in prior research (Hoyer et al., 
2010). This can be considered as a major contribution to 
this research. Study rationale can be justified in terms of 
little research taken place to examine customer empow-
erment, engagement, satisfaction and loyalty in a digital 
brand community context (Tsiotsou, 2016; Hsieh, Tseng, 
& Lee, 2018).

1. Literature review and hypotheses development 

1.1. Customer empowerment and customer 
satisfaction 

Customer empowerment (CE) was defined in the litera-
ture as customer’s feedback, control or transfer of power. 

S. Bansal and D. Bansal (2018) defined CE as a way in 
which customers can provide feedback on the organisa-
tion’s goods or services. Cova and Pace (2006) character-
ised CE as customer’s control over brand-related variables 
just as the meaning of the brand. Giving a customer the 
control in this way means that the organisation selects to 
transfer the power of brand-related decisions from an ex-
ternal party, i.e., employees to the customer of the prod-
ucts (Pranic & Roehl, 2012). Customer satisfaction can 
be increased using information collected on customers’ 
needs and expectations, as well as meeting these needs 
along with introducing new services that add value for 
customers (Öberg, 2011 as cited in Papaioannou et al., 
2018). Therefore, instead of collecting and analysing cus-
tomers’ information to identify and meet their needs, the 
organisation may empower its customers because they are 
the best who able to understand their needs and deter-
mine the best way to meet these needs. In a recent study 
conducted by Berraies and Hamouda (2018), customer 
empowerment was found to be a significant predictor 
of banks’ financial performance through both customer 
satisfaction and innovation. Based on the literature men-
tioned above, the following hypothesis was suggested: 

H1: Customer empowerment exhibits a statistically 
significant impact on customer satisfaction. 

1.2. Customer empowerment and brand community

A key reason behind customer empowerment is to in-
crease customer value by giving him access to express his 
wants (Pires, Stanton, & Rita, 2006). Following Ouschan, 
Sweeney, and Johnson (2006) who studied customer em-
powerment in healthcare settings, customer empower-
ment can be conceptualized using three major dimen-
sions; customer control, customer participation, and or-
ganisation support. For the present study, a customer can 
practice these three dimensions through his identification 
to a brand community. That is, an empowered customer 
is encouraged to participate in the brand community to 
benefit from empowerment-related advantages. Utilising 
their power of empowerment, customer can use social 
media means to create a brand-related content via writ-
ing articles, reviews, publishing weblogs, or contribute 
to the brand through rating brands, participate in brand 
conversations, or provide comments on brand videos or 
other related items (Muntinga, Moorman, & Smit, 2011). 
Therefore, it was hypothesized that: 

H2: Customer empowerment exhibits a statistically 
significant impact on the brand community. 

1.3. Brand community and customer satisfaction

The relationship between brand community and customer 
satisfaction can be explained through customer personal 
and emotional interactions, since these interactions in-
duce significant outcomes such as customer satisfaction 
and loyalty (Bitner, Brown, & Meuter, 2000). It was pre-
sumed in the current study that customer’s participation 
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in community brands will result in an increased level of 
their satisfaction. Customers actually gain different advan-
tages from their participation in brand community just 
like to pursue their purposes to be satisfied. 

H3: Brand community exhibits a statistically signifi-
cant impact on customer satisfaction.

H4: Brand community mediates the effect of customer 
empowerment on customer satisfaction. 

1.4. Customer engagement and customer loyalty

O’Brien and Toms (2010) defined customer engagement 
as a psychological process that results in customer loyalty. 
So et al. (2016) conducted a study to investigate the role 
of customer engagement in customer loyalty. Their results 
indicated that customer engagement could be regarded as 
one of the most valuable predictors of customer loyalty. In 
a study on customer engagement in social media, De Vries 
and Carlson (2014) found a positive relationship between 
customer engagement and customer loyalty. In a frame-
work of customer engagement developed by Pansari and 
Kumar (2017), customer satisfaction and emotions were 
antecedents of customer engagement. Greve (2014) con-
firmed the moderating role played by customer engage-
ment in the relationships between brand image and brand 
loyalty. Hollebeek (2011) illustrated that the enhancement 
of customer loyalty could be achieved through the en-
hancement of customer engagement. Based on these re-
sults, the following hypothesis was proposed:

H5: Customer engagement exhibits a statistically sig-
nificant impact on customer loyalty. 

1.5. Customer engagement and brand community

Brodie et al. (2013) determined five reasons that motivate 
customers to engage in brand communities. These rea-
sons were: learning, sharing, advocating, socialising and 
co-developing. Constantin, Platon, and Orzan (2014) in-
dicated that the first reason for customer engagement in 
a brand community is the need for information on which 
his consumption decisions are building (learning). A cus-
tomer can also contribute to the community through his 
personal information (sharing), or his recommendations 
(advocating).

Furthermore, customer interactions with community 
members (socialising) and his contribution to organisa-
tional performance (co-developing) are two factors that 
call customers to engage in bran community. Therefore, 
the presence of these factors will result in customer en-
gagement in the brand community. In the current study, 
customer engagement refers to a psychological state of a 
customer represented by an emotional bond to a brand. 
This state exists before the formation of the brand com-
munity. The question that the study seeks to answer here: 
does the psychological state of a customer who is engaged 
to brand, either offline or online, induce his participation 
in the brand community? This question can be answered 
after testing the following hypothesis:

H6: Customer engagement exhibits a statistically sig-
nificant impact on the brand community. 

1.6. Brand community and brand loyalty

In a study on brand experience and its effects on customer 
loyalty, Brakus, Schmitt, and Zarantonello (2009) revealed 
that brand experience was significantly associated with 
loyalty. Chan et al. (2014) indicated that customer engage-
ment mediates the relationship between brand community 
characteristics and customer loyalty. In a study conduct-
ed by Tsiotsou (2013) on the role of tribal behaviour on 
brand loyalty, the brand community was positively related 
to customer loyalty. Briefly, the literature supports the sig-
nificant effect of customer’s participation in brand com-
munities on their loyalty to brands (Brodie et al., 2013; 
Tsiotsou, 2016).

H7: brand community exhibits a statistically signifi-
cant impact on customer loyalty. 

H8: Brand community mediates the effect of customer 
engagement on customer loyalty. 

2. Research methodology 

2.1. Research sample

The population of the study contained all the students of 
private universities in Amman (Al-Ahliyya Amman Uni-
versity, Applied Science Private University, Amman Arab 
University, Middle East University, Philadelphia Univer-
sity, Isra University, Petra University, Al-Zaytoonah Uni-
versity of Jordan, Princess Sumaya University for Tech-
nology, and American University of Madaba). The total 
number of students at private universities at the time of 
the research was more than 45000 students. The sample 
size is an essential element of research design that signifi-
cantly affects the validity and significance of the results 
of the study. The calculation of the sample size is neces-
sary to assure the adequacy of the sample size to avoid 
Type II errors. The purposive sample of the study was re-
stricted to 1320 students due to the inclusion criterion of a 
brand community membership. According to Algesheimer, 
Dholakia, and Herrmann (2005), customer brand identifica-
tion can be identified via his membership in the community. 
The questionnaires, with instructions of how to complete 
them, were distributed to respondents by an interviewer. 
Subjects were asked to assess their perceptions of various 
items of different constructs. Assessments were based on 
A Five-point Likert scale ranging from “strongly disagree 
(1) to “strongly agree (5). To minimize possible response 
bias, instructions emphasised that the study focused 
only on their personal opinions. There were no right or 
wrong answers. After completion, the questionnaires were 
checked and collected by the interviewer. A total of 1320 
questionnaires were administered to sample members and 
895 questionnaires were returned complete, with a response 
rate of 67.8%
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2.2. Research instrument

Five items assessed customer empowerment developed 
based on the literature (Shankar, Cherrier, & Canniford, 
2006; Füller et al., 2009; Siano, Vollero, and Palazzo, 2011; 
Hudson & Thal, 2013). Customer engagement was meas-
ured as one factor using five indicators adopted from pre-
vious studies such as customer’s online comments, visits 
and likes on social media pages (Greve, 2014; Sarkar & 
Sreejesh, 2014). Customer satisfaction was measured using 
five items following Al-Hawary and Al-Menhaly (2017) 
and Jaroensrisomboon (2018), Al-Hawary (2013), Al-
Hawary and Al-smeran (2016); Al-Hawary et al. (2017); 
Alolayyan et al. (2018). The brand community was 
evaluated by five items adopted by from McAlexander, 
Schouten, and Koenig (2002) and Brakus et al. (2009). Fi-
nally, customer loyalty was measured by customer repur-
chase intention and word of mouth intention (Chan et al., 
2014; Al-Hawary, 2013; Al-Hawary & Harahsheh, 2014; 
Al-Hawary & Hussien, 2016; Alshurideh et al., 2017).

2.3. Reliability and validity

The hypothesised model of the current study included 
five latent variables: customer empowerment, customer 

satisfaction, brand community, customer engagement, and 
customer loyalty. Twenty-five items were used to measure 
these variables. The measurement model of this study was 
tested by confirmatory factor analysis (CFA). Lavee, Mc-
Cubbin, and Patterson  (1985) stipulated that the aim of the 
measurement model is to specify latent variables regarding 
its observed variables. CFA was utilized to assess factor 
loadings (λ). Moreover, CFA enables to measure instru-
ment validity and reliability through Average Variance Ex-
tracted (AVE), McDonald’s Omega Coefficient (ω), and 
Cronbach’s Alpha (α) according to (Stacciarini & Pace, 
2017; Taber, 2018; Zainudin & Subali, 2019). The results 
of the measurement model in Figure 1 was demonstrated 
in Table 1. Sarkar and Sreejesh (2014) stated that load-
ings should be higher than 0.5. Algesheimer et al. (2005) 
considered estimates of (ω) higher than 0.70, estimates of 
(AVE) higher than 0.50 and (α) higher than 0.80 are ac-
ceptable to support instrument validity and reliability. 

The results shown in Table 1 illustrated that these cri-
teria were met for the current data. All factor loadings 
(λ) were greater than 0.50, ranging from 0.68 to 0.84. Es-
timates McDonald’s Omega Coefficient (ω) were greater 
than 0.70, ranging from 0.85 to 0.89. On the other hand, 
Cronbach’s Alpha (α) were greater than 0.80, ranging from 

Table 1. Results of confirmatory factor analysis

Factors Indicators λ λ2 ε AVE ω α

Customer 
empowerment

CEM1 0.83 0.689 0.311

0.604 0.883 0.877
CEM2 0.81 0.656 0.344
CEM3 0.77 0.593 0.407
CEM4 0.69 0.476 0.524
CEM5 0.78 0.608 0.392

Customer 
engagement

CENG1 0.79 0.624 0.376

0.639 0.898 0.891
CENG2 0.83 0.689 0.311
CENG3 0.84 0.706 0.294
CENG4 0.71 0.504 0.496
CENG5 0.82 0.672 0.328

Customer 
satisfaction

CSAT1 0.77 0.593 0.407

0.593 0.879 0.868
CSAT2 0.81 0.656 0.344
CSAT3 0.83 0.689 0.311
CSAT4 0.75 0.563 0.438
CSAT5 0.68 0.462 0.538

Brand community

BCOM1 0.80 0.640 0.360

0.573 0.870 0.864
BCOM2 0.69 0.476 0.524
BCOM3 0.73 0.533 0.467
BCOM4 0.80 0.640 0.360
BCOM5 0.76 0.578 0.422

Customer loyalty 

CLOY1 0.68 0.462 0.538

0.546 0.857 0.850
CLOY2 0.71 0.504 0.496
CLOY3 0.76 0.578 0.422
CLOY4 0.80 0.640 0.360
CLOY5 0.74 0.548 0.452
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0.85 to 0.89. Moreover, AVE were greater than 0.50, which 
mean that the instrument valid and reliable (Cheung, 
Chiu, & Lee, 2011).

2.4. Model Goodness-of-fit

To test the model’s goodness-of-fit, six indices (Aldousari 
& Elsayed, 2018) were used: the minimum discrepancy 
(Chi-square/degrees of freedom), goodness of fit index 
(GFI), adjusted goodness of fit index (AGFI), root mean 
square residual (RMR), The comparative fit index(CFI), 
and root mean square error of approximation (RMSEA). 
The results shown in Table 2 symbolised that all values 
of goodness-of-fit indices were accepted since the cut-off 
values were achieved.

2.5. Descriptive statistics, correlations and 
multicollinearity

Descriptive statistics (means and standard deviations) in-
dicated that customer satisfaction was moderately ranked 
first (M = 3.57, SD = 1.02) followed by customer engage-
ment (M = 3.48, SD = 3.43), customer empowerment (M = 
3.40, SD = 0.811), brand community (M = 3.39, SD = 0.960) 

and customer loyalty (M = 3.37, SD = 0.589). The results 
showed also that all constructs were significantly correlat-
ed, customer empowerment was significantly correlated to 
customer satisfaction (r = 0.38, P < 0.01) and brand com-
munity (r = 0.41*), customer engagement was significantly 
associated to customer loyalty (r = 0.44, P < 0.05) but not to 
brand community (r = 0.12, P > 0.01). Brand community 
was significantly linked to both customer satisfaction and 
customer loyalty (r = 0.42 and 0.32, P < 0.05) respectively. 
Furthermore, the results in Table 3 showen that independent 
variables are not have of multicollinearity problem through 
VIF which indicated the values less than 5 and tolerance 
which referred the values greater than 0.1 (Walliman, 2017).

Figure 1. Research measurement model

Table 2. Results of Goodness-of-fit indices 

Index Criterion Estimate Result 

CMIN/DF CMIN/DF <2-5 2.510 Sustained
GFI GFI >0.90 0.954 Sustained
AGFI AGFI >0.90 0.934 Sustained
RMR RMR <0.1 0.06 Sustained
CFI CFI >0.90 0.930 Sustained
RMSEA RMSEA <0.08 0.065 Sustained
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Table 3. Results of multicollinearity

Independent Variables VIF Tolerance Result 

Customer Empowerment 1.98 0.85 Sustained

Customer Engagement 2.07 0.72 Sustained

2.6. Hypotheses testing 

Structural equation Modelling (SEM) was conducted in 
order to model errors that might found in the measure-
ments used to assess the observed variables, to construct 

Table 4. Results of hypotheses testing 

Hypotheses ß S.E. T P Results

1 CEM → CSAT 0.190 0.022 6.320 *** P

2 CEM → BCOM 0.20 0.015 4.981 *** P

3 BCOM → CSAT 0.21 0.10 5.160 *** P

4 CSAT → BCOM → CSAT – – – – P

5 CENG → CLOY 0.24 0.09 6.111 *** P

6 CENG → BCOM 0.06 0.24 1.23 0.160 O

7 BCOM → CLOY 0.12 0.10 5.67 *** P

CENG → BCOM → CLOY – – – – O

*** The regression weight for the variable is significantly different from zero at 0.05 level. 

Figure 2. Research structural model

unobserved variables, and to model relationships among 
study variables (Chin, 1998). The mediation effect was 
defined as a link between antecedents and consequences 
(Nitzl et al., 2018). The results of hypotheses testing delin-
eated in Table 4 as well as Figure 2 showed that customer 
empowerment was significantly and positively related to 
customer satisfaction (ß = 0.190, S.E. = 0.022, t-value = 
6.320, P < 0.05) and to brand community (ß = 0.20, S.E. = 
0.015, t-value = 4.981, P < 0.05). Customer engagement 
was significantly and positively related to customer loy-
alty (ß = 0.24, S.E. = 0.09, t-value = 6.111, P < 0.05) but 
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not to brand community (ß = 0.06, S.E. = 0.24, t-value = 
1.230, P > 0.05). Brand community was significantly and 
positively related to customer satisfaction (ß = 0.21, S.E. = 
0.10, t-value = 5.160, P < 0.05) and customer loyalty (ß = 
0.12, S.E. = 0.10, t-value = 5.670, P < 0.05). 

Based on these findings, it was observed that the brand 
community mediated the effect of customer empowerment 
on customer satisfaction, while the brand community has 
no mediating role on the effect of customer engagement 
on customer loyalty.    

Discussion and conclusions

Eight hypotheses were proposed in this study to inves-
tigate the effect of customer empowerment on customer 
satisfaction and brand community as well as the effect 
of customer engagement on customer loyalty. The brand 
community was assumed to affect customer satisfaction 
and customer engagement. Finally, the study suggested 
that the brand community mediates the effect of custom-
er empowerment on customer satisfaction and the effect 
of customer engagement on customer loyalty. The results 
uncovered a significant effect of customer empowerment 
on customer satisfaction and brand community. On the 
other hand, it was revealed that customer engagement has 
a significant effect on customer loyalty and has no sig-
nificant effect on the brand community. Brand community 
when examined with customer satisfaction and customer 
engagement, was found to be significantly and positively 
related to both customer satisfaction and customer loyalty. 
Interestingly, the results illustrated that the same media-
tor, which is a brand community, exhibited a mediating 
role on the effect of customer empowerment on customer 
satisfaction but did not play the same role on the effect of 
customer engagement on customer empowerment.

About the effect of customer empowerment on cus-
tomer satisfaction, Öberg (2011, as cited in Papaioannou 
et al., 2018) indicated that organisations could increase 
customer satisfaction through asking them to show their 
needs and hence collecting the information provided by 
customers to meet their needs. Pires et al. (2006) stated 
that the main purpose of customer empower is to enhance 
customer satisfaction. On the other hand, the empowered 
customer is encouraged to participate in the brand com-
munity (Ouschan et al., 2006) using social media to rate 
brands (Muntinga et al., 2011). According to Bitner et al. 
(2000), the customer’s emotional interactions with a brand 
can be used to explain their satisfaction and loyalty. De 
Vries and Carlson (2014) and So et al. (2016) considered 
customer engagement as a pivotal predictor of custom-
er loyalty. Hollebeek (2011) indicated that an enhanced 
level of customer engagement results in more loyal cus-
tomers. Concerning the non-significant relationship be-
tween customer loyalty and brand community found in 
this study, one can expect that none of the reasons that 
encourage individuals to participate in brand communi-
ties was achieved. For example, they as customers were 
not involved in advocating, learning or socializing using 

the brand community despite that they acknowledged that 
the membership of community brand leads to increased 
loyalty from their perspectives. In line with Constantin 
et  al. (2014), another reason for the non-significant re-
lationship between engagement and brand community is 
that customers have no opportunity to co-develop services 
or products using their thoughts. 

Implications for organisations and researchers 

Managers and researchers should note based on these re-
sults, that variables have different conceptualisations in ac-
cordance with the context in which these variables were 
studied. The brand community in this study has signifi-
cant effects on customer satisfaction and customer loyalty. 
However, its mediating role on the effect of customer em-
powerment on customer satisfaction was supported while 
its mediating role on the effect of customer engagement 
on customer loyalty was rejected. Therefore, even though 
we have close constructs such as customer empowerment, 
customer engagement, customer satisfaction and custom-
er loyalty, the effect of the mediator on the effect among 
these construct might be different. 

Limitations and future research directions

The cross-sectional design of this study was a major limi-
tation. The second limitation encountered was related to 
the variation of brand community membership among 
students. The mediating role of brand community in this 
study was tested between customer empowerment and 
customer satisfaction as well as between customer en-
gagement and customer loyalty in the same model. To 
understand the mediating role of brand community on 
the effect of customer engagement on customer loyalty, 
both customer empowerment and customer satisfaction 
should be removed from the first model. In addition to 
that, the relationship between customer empowerment 
and customer engagement should be explored along with 
the relationship between customer empowerment and 
customer loyalty and the relationship between customer 
engagement and customer satisfaction.
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