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The Role of Social Media Content in Consumer
Brand Engagement: A Study on Egyptian Brands

Dr. Sarah Mahmoud Ahmed Al-Saeed Khater”
Abstract

This study aims at identifying customer engagement behaviors (CEBS)
on social media platforms, and describing the content of two Egyptian
brands of home appliances (Elaraby Group & Fresh) through a
netnographic study from December 2021 to March 2022.
Findings show the resemblance between both brands in content type
and format, except the content category that focuses on corporate
social responsibility which was used only on the official Facebook
page of “Elaraby”. Findings also indicate the excessive use of contests
on the official Facebook page of “Fresh”, while “Elaraby” used their
Facebook page only to announce contests and encourage followers to
participate.

Keywords: engagement — customer — content — social media —
netnography

* Lecturer in the Department of Public Relations and Advertising, Faculty of Mass
Communication, Cairo University
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