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_ ABSTRACT
Date Submitted: . L . L L
February 21, 2026 The study utilized a descriptive-correlational and predictive quantitative
research methodology to identify whether the degree to which customers
Date Accepted: perceive that various technical characteristic of social media platforms (i.e.,
April 12, 2026 the social media platform itself) will influence how engaged those same
customers will be with regard to a particular food and beverage
Date Published: establishment's use of that social media platform. A total of 299 responses
July 09, 2026 from the sample of 300 participants who had viewed or used Facebook
pages of food and beverage establishments prior to or in conjunction with
DOI: making a decision regarding where they would dine were collected via an
10.5281/zenodo.21277057 on-line survey. The researchers investigated four different technical feature
categories for social media platforms; completeness, flexibility,

evolvability and integration. The researchers assessed customer
engagement across five distinct categories: enthusiasm, attention, absorption, interaction and identification.
Descriptive statistics (means), Cronbach’s Alpha, and multiple linear regression analyses were applied to
investigate the results obtained from the data. Overall, the results indicated that the technical features of the
Facebook pages surveyed by the participants were highly influential to them, but their levels of engagement varied
greatly. The reliability of the survey instrument was found to be extremely reliable based upon Cronbach’s Alpha
(o = .964). Additionally, the regression analysis suggested that there is a statistical relationship between the
technical features of Facebook pages (e.g., completeness, flexibility, evolvability, etc.) and customer engagement
(F[4, 294] = 218.14; p <.001; R = .865; R2 = .748; adj R2 = .745). These findings indicate that approximately
74.8% of the variability in customer engagement can be accounted for by the technical features of the Facebook
pages. Of the technical features identified in this study, three (completeness, evolvability and integration) were
shown to be statistically significant and thus likely to predict customer engagement. Flexibility was not found to
be statistically significant. It was also noted that integration was the most influential factor when predicting
customer engagement. Thus, it appears that customers are more likely to engage with a food and beverage
establishment if its Facebook page has functional uses and connections that allow customers to obtain information
about the organization and assist customers in connecting with one another. Because the study utilized a cross-
sectional survey methodology, caution should be taken when interpreting these results as indicative of causal
relationships between the technical features examined and customer engagement.
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INTRODUCTION

Social media is growing in importance as a means of communication among businesses and customers.
More than ever, social media is being used by consumers to research many things regarding a specific restaurant
including but not limited to what is on the menu, prices for items on the menu, promotions offered by restaurants,
service quality, location(s) of restaurants and service updates before making a decision as to which establishment
to dine at. Ongoing dialogue, referred to as customer engagement between a consumer and/or group of consumers
and a business is considered a multi-point interaction across all aspects of a good/service purchase cycle. There is
also a positive correlation between customer engagement and customer satisfaction. Additionally, there is a
positive correlation between customer engagement and loyalty to a particular brand. A final positive correlation
exists between customer engagement and advocacy for a specific brand. (Lim et al., 2022; Rosado-Pinto &
Loureiro, 2020).

Social media platforms possess technical features which impact upon how consumers utilize them to
obtain information regarding companies' offerings; engage in communication with those same companies; and
interact with others via various forms of social media. Examples of such features include the comprehensiveness
of data available on each respective platform, the extent to which users may employ these platforms in whatever
manner suits their needs best, the ability of each platform to evolve continuously over time; and/or how effectively
each platform integrates into existing processes or services. Studies conducted prior to this current study described
social media platforms as digital spaces wherein interaction and content exchange occur (Fu et al., 2020; Alaimo
et al., 2020); users may personalize their experiences within these digital spaces utilizing social media profiles
and notification systems (Woodcock & Johnson, 2021); and that these features facilitate the delivery of
information in real time. As consumers typically seek out similar types of information when deciding where to
dine, including visual images and text-based posts; the characteristics listed above apply particularly to restaurants
and bars providing food and beverages.

While research examining the interrelationship between social media utilization and customer
engagement has proliferated, there exists a clear need to investigate whether specific technical aspects of social
media usage result in varying levels of customer engagement in specific regional food and beverage markets.
Many newly emerging coffee shops and restaurants in Tangub City currently utilize social media platforms to
connect with potential customers; yet limited or outdated information contained in some social media platforms
may impede potential customers from accessing the information required to assist in making informed decisions
about where to dine. Therefore, this study identifies a local void by investigating if specific technical attributes of
social media platforms significantly predict customer engagement among food and beverage consumers in Tangub
City.

This study draws from two theoretical models. First, the Model of Technology Features developed by
Prahalad and Ramaswamy (2004) indicates that technology features such as the degree of completeness,
flexibility, evolution and integration contribute toward shaping user experience. Second, the Customer
Engagement Model established by So et al. (2014) indicates that enthusiasm, attention, absorption, interaction and
identification represent dimensions of customer engagement. Thus, together these models suggest that effective
design and functionality of social media platforms may increase frequency and depth of customer interaction and
enhance overall customer engagement.

Specifically, this study sought to answer four questions. First, to provide a descriptive summary of the
demographic characteristics of the sample participants based on age, gender and education level. Second, to assess
customers perceptions of the technical characteristics of social media platforms with respect to completeness,
flexibility, evolution and integration. Third, to assess the level of customer engagement displayed by participants
with respect to enthusiasm, attention, absorption, interaction and identification. Finally, fourth, to assess whether
selected technical characteristics of social media platforms serve as significant predictors of customer
engagement.
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METHODS

Research Design

The methodology for this study involved a descriptive-correlation, predictive quantitative approach. The
Descriptive Part of Methodology identified Characteristics of Participant's Profile; How Participants Perceived
the Technology of Social Media Platforms Used by Selected Food and Beverage Establishments in Tangub City,
Misamis Occidental; And Level of Customer Engagement. The predictive portion of the methodology was
concerned with utilizing multiple linear regression to establish which (if any) of the variables; completeness,
flexibility, evolvability, and integration, would predictably contribute to an establishment's ability to achieve
higher levels of customer engagement.

Research Locale

This study sampled customers from select food and beverage businesses in Tangub City, Misamis
Occidental. To qualify for inclusion into this study, the selected business entities were required to have a current
active social media account(s); specifically, Facebook page(s), where menu offerings are posted, along with
promotional offers, event notifications and/or general information related to potential customers. A total of 299
customers participated in this study. These individuals ranged in age from 21-60 years old and had previously
accessed and/or used Facebook pages associated with food and beverage establishments relative to making
decisions regarding dining

Sampling Technique

This study employed a purposive-convenience sampling technique in selecting the respondents. Purposive
sampling was utilized because the participants were chosen based on predetermined inclusion criteria relevant to
the objectives of the study, specifically customers aged 21 to 60 years old who had accessed or used the Facebook
pages of selected food and beverage establishments in Tangub City, Misamis Occidental. Convenience sampling
was also applied since the survey questionnaire was administered electronically through Google Forms and social
media platforms. This approach enabled the researchers to reach qualified respondents who were available,
accessible, and willing to participate in the study. A total of 299 qualified customers served as respondents of the
study.

Research Instrument

Reliability analysis was performed on the questionnaire to determine its internal consistency. The overall
reliability value for the questionnaire was .964 which represents excellent internal consistency. When individual
questions were removed from the questionnaire and reliability analyses were run on those remaining questions,
reliability values continued to remain extremely high. Thus all of the questions were retained and deemed
acceptable for statistical analysis purposes. Reliability values can only be generated at a scale level when the sub-
scale has been calculated individually. Permission was requested prior to conducting the surveys. Respondents
were provided explicit directions to complete the electronic questionnaire. Additionally, respondents were notified
that their participation in the survey was strictly voluntary and that their answers would be treated as anonymous
and confidential after completion of the data collection process. Finally, after the data collection process was
completed, responses were reviewed for completeness and then coded for subsequent statistical analysis.

Frequency and percent distributions were applied in order to assess respondent demographics. To assess
respondent perceptions of technology of social media as well as respondents' degree of customer engagement
mean scores and standard deviations were used. Cronbach's Alpha coefficient was used in order to establish the
reliability of the measuring instrument. A multiple regression analysis was conducted to determine whether or not
specific characteristics of social media platforms (predictor variables) contributed to respondents' degree of
customer engagement. The level of significance for all statistical tests was set at .05. In addition, VIF (variance
inflation factor) and Tolerance values were assessed to determine the presence of significant correlations among
predictor variables. Due to the cross-sectional nature of this study's methodology only predictive/ associative
conclusions regarding regression findings can be established.
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RESULTS AND DISCUSSION

A total of 299 responses were analyzed. Table 1 shows that most respondents were female (58.9%), aged
21-30 years old (77.3%), and college level in educational attainment (59.9%).

Table 1. Demographic profile of respondents (N = 299)

Profile Category Frequency Percentage
Sex Female 176 58.9%
Male 123 41.1%
Age 21-30 231 77.3%
31-40 48 16.1%
41-50 16 5.4%
51-60 4 1.3%
Highest Educational Attainment ~ College Level 179 59.9%
Bachelor's Degree 78 26.1%
Master's Degree 25 8.4%
High School 17 5.7%

Note. Percentages may not total 100 because of rounding.

Reliability analyses indicated an exceptionally high internal consistency for the total survey instrument
Cronbach's alpha was .964. Results from the descriptive statistics are shown in Table 2. Technical characteristics
were generally viewed as having significant influence on customer engagement (M=3.39; SD=.40). Technical
completeness, which is the most important feature within this category (M=3.49; SD=.44) was followed closely
by technical evolvability (M=3.44; SD=.46); technical integration (M=3.34; SD=.46) and technical flexibility
(M=3.29; SD=.55). Customer engagement means totaled to 3.34 (SD = .44) and indicate that customers are
extremely engaged with the firm. With regard to enthusiasm for customer engagement, it was the highest mean
value (M = 3.52; SD = .40).

Table 2. Descriptive results of study variables

Variable Mean SD Verbal Interpretation
Completeness 3.49 0.44 Very Influential
Flexibility 3.29 0.55 Very Influential
Evolvability 3.44 0.46 Very Influential
Integration 3.34 0.46 Very Influential
Overall Technical Features 3.39 0.40 Very Influential
Enthusiasm 3.52 0.40 Very High
Attention 3.33 0.49 Very High
Absorption 3.25 0.56 High
Interaction 3.26 0.56 Very High
Identification 3.34 0.49 Very High
Overall Customer Engagement 3.34 0.44 Very High

Note. Scale: 3.26-4.00 = Strongly Agree/Very High or Very Influential; 2.51-3.25 = Agree/High or Influential.

It was determined that the Multiple Linear Regression Model was statistically significant as evidenced by
F(4,294) =218.14; p<.001. The four technical features explained 74.8% of the variance in customer engagement,
R = .865, R? = 748, adjusted R? = .745. As shown in Table 3, completeness, evolvability, and integration
significantly predicted customer engagement. Flexibility was not a significant predictor. Integration had the
strongest standardized effect ( = .448), followed by completeness (f =.291) and evolvability (B =.192).

340



Y ISSN: 3116-3475
= : International Journal
’ IJERIP

of Education, Research, and Innovation Perspectives
Volume 2 Issue 7 (July 2026)

Table 3. Multiple linear regression predicting customer engagement

Predictor B SE beta t p VIF
Intercept 0.087 0.114 - 0.760 448 -

Completeness 0.291 0.041 291 7.067 <.001 1.98
Flexibility 0.054 0.031 .068 1.740 .083 1.79
Evolvability 0.185 0.039 192 4.742 <.001 1.91
Integration 0.427 0.044 448 9.702 <.001 2.49

Note. Model fit: R = .865, R2 = .748, adjusted R2 = .745, F(4, 294) = 218.14, p < .001. Dependent variable: Customer Engagement. VIF
values below 5 indicate no serious multicollinearity.

Social Media Technical Features Influence Customers' Perceptions of Food Service Providers

Overall, the data suggest that most consumers perceive social media technical attributes of foodservice
providers as very important. As a result, it appears that many consumers find pages that provide full information,
current content, and useful functions to assist in making informed dining decisions important. Also, the high
degree of consumer engagement shown by this study indicates that social media pages for restaurants can create
excitement about their offerings, encourage customers to focus on them, facilitate interactions with each other
regarding these businesses, and foster an identity among customers who frequently dine at those restaurants.

Of the four social media technical attributes we examined in this study, Integration has the largest
association with customer engagement. Thus, the results indicate that customers tend to engage with foodservice
providers when they have an experience using their social media pages that is easy to understand and use, as well
as provides additional helpful features including the ability to communicate with them via messaging, get
directions to their locations, read reviews from other diners, obtain menu information and access other digital
touchpoints. These findings support the idea that social media are more than just sharing places for customers.
They are also service environments where customers expect to have positive experiences when interacting with
the business and having access to all necessary information. (Busalim & Ghabban, 2021; Morgan-Thomas et al.,
2020).

Additionally, Completeness was another attribute which showed a large association with customer
engagement. In the case of foodservice providers, consumers require completeness and reliability of information
within a social media page. Examples of this type of information include items available on a menu, pricing of
menu items, operational hours, location(s) of the restaurant, promotional offers and other types of up-to-date
announcements. If consumers perceive that a provider's social media page is providing them complete and reliable
information, they will feel more confident in evaluating the quality of the establishment and be more inclined to
interact with posts related to the establishment or even consider visiting.

Finally, Evolvability demonstrated significance indicating that consumers responded positively when
social media pages were continuously updated and/or improved over time, as well as responding to changes in
consumer preferences. Flexibility did not demonstrate a significant association with customer engagement when
considering the three previously discussed technical features. This could imply that consumers of local food and
beverage establishments tend to be more concerned with obtaining complete, updated and integrated information
than they are with receiving customizations or options for personalization. Alternatively, flexibility may not be as
evident on Facebook pages for local food and beverage establishments due to various features such as menus,
comments, messaging, reviews, and updates. While this does not preclude establishments from providing
flexibility options for their customers, it would appear to be beneficial if establishments made flexible options
more apparent to their customers through customized responses to their inquiries, segmented promotions based
upon demographics/psychographics etc., varying forms of content, and customer specific service options.
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CONCLUSION

The research found that food and beverage consumers' perceptions of their use of technical functions on
platforms they have for social media directly influence the level of consumer interaction at an establishment's
page. Most of the variation in levels of customer interaction were accounted for by the model of regression.
Therefore, it is likely that technical aspects will play a major role in determining how consumers react to and
interact with the pages of establishments online. While completeness, evolvability, and integration were found to
be statistically significant indicators of the strength of interactions, there was no statistical significance found
regarding flexibility. It appears that integration has the greatest potential to be used as a tool by companies;
therefore, having a connected and simple experience through social media is important. Because this research was
based on survey data collected from one point in time (cross-section) caution should be exercised when
interpreting these results.
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