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Abstract
Social media platforms like Facebook, Twitter, Instagram, etc., 
help create an additional channel of communication with 
consumers, each offering unique value to the brand and 
consumers. To use the potential of these sites, brands must 
understand consumer psychology and behavior related to 
various social media sites and then devise their strategy. Al-
though there is a rise in the number of users across social 
media platforms, the surge of Instagram users is substantially 
high, making it imperative for brands to be active on Insta-
gram. Thus, our study aims to understand the factors affecting 
the positive behaviors of consumers for a brand and whether 
these behaviors are a result of personality types. Three per-
sonality types were, namely (i) Openness to Experience, (ii) 
Neuroticism, and (iii) Extroversion were considered along with 
two modes of interaction -(i) Broadcasting and (ii) Commu-
nicating. Also, the two relevant behaviors for customer en-
gagement on Instagram were (i) Liking and (ii). Data for the 
study was collected through structured questionnaires from 
respondents between 18 and 28 years through convenience 
sampling. Exploratory Factor Analysis and Regression analysis 
were used to analyze the data. The study revealed that extro-
version and openness to experience personality type engage 
through the broadcasting mode of interaction and neuroti-
cism personality type engage through communicating mode. 
In addition, those who engage through broadcasting mode 
tend to like and comment on the brand post. On the other 
hand, those who use communicating mode just like on the 
brand post on Instagram. This study is important to under-
stand factors affecting consumers’ Instagram behavior, which 
will help the brand manager, formulate a better Instagram 
strategy for consumer engagement. 
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1 Introduction
Social media is a digital platform where individuals 

join non-formal communities to build social relations 
and interact with people who have the same interests, 
jobs, or known each other. It allows users to have con-
versations, create content, and interact with people 
and businesses. Social media altogether have different 
forms, micro-blog, Image and video sharing, instant 
messaging, widgets, podcasts, and more [1]. Accord-
ing to Statista, there is a 3.96 billion active social media 
population worldwide. Facebook is the most popular 
social network worldwide with 2,603 million active us-
ers, followed by YouTube and WhatsApp, which have 
2,000 million users. WeChat has 1,203 million users, 
and Instagram has 1,082 million. TikTok has 800 mil-
lion users [2]. The emergence of social media, espe-
cially social media sites, gave consumers a new way to 
engage and interact with the brands. Consumers now 
research the products and services on various social 
media channels and interact with the brand’s account 
and consumers, who might have insight into the same 
brands. As the world moves towards digitalization and 
billions of people are on social media, it is now critical 
for brands to move away from traditional media and 
communicate through social media. The interactive 
nature of these social networking sites allows consum-
ers to share feedback, reviews, and exchange informa-
tion with the brands.

Over the past few years, brands shift their base 
from Facebook to Instagram - a visual format platform 
to engage with consumers and increase brand aware-
ness [3]. Consumers can engage directly with the 
brand’s Instagram account by liking and commenting 
on their posts, their stories, or direct message them. 
Interaction on Instagram with consumers help brands 
to gain valuable feedback, provide better services, and 
understands customers’ need.

Table 1 clearly states that top brands like Adidas, 
Amazon, BMW, etc., irrespective of their sectors, 
whether in retail, sports, or automobile, are on Ins-
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tagram. Therefore, it is not surprising that Instagram 
marketing is now crucial for brands to include in their 
digital marketing strategies. These brands regularly 
try to innovate ways to engage consumers with their 
brands. They come up with different ideas and con-
cepts to make their post interesting so that consumers 
can engage with their brands and can share views. Ta-
ble 1 show that Adidas has published only 786 posts 
but still manages to get an average of 87,501.90 likes 
and 1212.7 comments per post.

Moreover, on the other hand, Airbnb has published 
2,715 posts but gets only an average of 14, 290.80 likes 
and 255.3 comments. A brand must know what factors 
lead a consumer to like or comment on a brand’s post. 
This study will help brands understand the factors be-
hind consumer engagement on Instagram, which will 
help them boost their Instagram strategy.

Limited research or no research has been conduct-
ed to understand consumer behavior on Instagram in 
the Indian context. Given that brands need to increase 
consumer engagement on the published post related 
to their products or services, this study helps address 
this research gap. Seeing the popularity of Instagram, 
customer re-engagement behaviors, i.e., liking and 
commenting need to be understood. 

When consumers like or comment on a social 
media post, they reflect their own identity by in-
teracting [4]. This relationship between personality 
types and customer engagement behavior has been 
empirically verified. According to past studies done 
in the field, personality traits are a significant fac-
tor in examining consumer behavior on the Internet 
and social networking sites. The following person-
ality types, which are relevant to online consumer 
engagement, are identified through existing litera-
ture. These are (i) Openness to Experience, (ii) Neu-
roticism, and (iii) Extroversion [5] and two modes 

of interaction have been studied - Broadcasting and 
Communicating [6].

2 Literature review

2.1 Consumer engagement
“Behaviours that go beyond simple transactions, 

and maybe specifically defined as a customer’s be-
havioral manifestations that have a brand focus, be-
yond purchase, resulting from motivational drivers” 
are called consumer engagement [7]. Consumer en-
gagement is a sign of loyalty for a brand, which gives 
consumers an interactive experience, enhancing the 
brand value for the consumers, and leads to positive 
interactions between brands and consumers. Now, 
consumers have a major role in developing a new 
product or enhancing the older one by taking part in 
the company’s surveys and providing positive or neg-
ative feedback. Consumers are also brand advocates 
who interact and engage with people who follow the 
same brand or are interested in the brand and give 
them positive and true feedback on its products or 
services. Therefore, a brand needs to understand the 
value of consumers to achieve their company’s growth.

2.2 Instagram - social media behavior
With the growing popularization of social media 

channels, brands constantly seek ways to establish 
themselves on different platforms of their interest. Ta-
ble 2 shows that 73% of Fortune 500 companies have 
an Instagram account (10 points up from last year) [8].
Table 2
Fortune 500 company Instagram uses

Year No. of fortune 500 companies on Instagram
2014 100
2015 165
2016 225
2017 265
2018 315
2019 365

Source: UMass Dartmouth

Recently, consumer engagement grows as a trend 
for marketers and brands in diverse industries to in-
teract and engage with consumers directly. Instagram 
emerged as a growing as well as heavily used social 
media by brands for engaging their consumers. From 
a brand’s perspective, Instagram is used both for ad-
vertising the products and services and a call to action 

Table 1
Brands and their customer engagement on Instagram

Brands Post Followers Average likes 
per post

Average 
comments 
per post

Adidas 786 258,85,118 87,501.90 1212.7
Amazon 2,023 28,07,659 9716.15 1,398.25
BMW 7,226 28, 024,815 1,99,770 919.7
Deloitte 443 1,19,569 1475.85 178
Airbnb 2,715 4, 690,586 14, 290.80 255.3

Source: Data collected from the various source until August 27, 
2020.
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to purchase. Companies can post pictures, videos and 
attach links leading consumers to more information 
and a means of buying, either through direct post or 
share in an Instagram story. Companies can also share 
their product videos or advertisement through IGTV 
or Instagram Reel. In return, consumers interact with 
these companies’ posts/stories by liking and/or com-
menting on them. These behaviors of consumers turn 
them into engaged fans of the brand. That is why a 
brand must make its Instagram strategy, keeping in 
mind the behavior of consumers on Instagram.

There are various ways through which Instagram 
brands account can engage their consumers. However, 
the two most favored consumer interaction methods 
with a brand on Instagram are liking and comment-
ing. Suppose a consumer likes the brand’s post. In that 
case, that post will appear in the explore tab (It is a 
compilation of different posts that you have liked or ac-
count with which you regularly interact) of consumers’ 
friends and on top of their feed. Likes on the brand’s 
post also decide brand visibility on Instagram [9].

Another type of behavior is commenting. Comment-
ing behavior allows consumers to share their views/
feedback on the published post either created by other 
users or brands. If a consumer shares his/her views on 
the brand’s post by commenting, that post appears in the 
consumer’s friend explore tab and their Instagram feed. 
Anyone known to the consumer or unknown, but fol-
lowing the same brand, can see consumers’ comments 
and engage in a conversation with them [9].

These two behaviors allow consumers to casually 
show their affinity towards brand products that the 
brand publishes in images or videos. Through these 
functions of Instagram, consumers can support and 
influence their friends/followers indirectly. However, 
both of these behaviors occur openly on social media, 
liking is more of a private form of behavior, and com-
menting is public. Commenting allows consumers to 
express their emotions, opinions, and thoughts. When 
an individual likes a post on Instagram, it does not 
share details like individual view or feedback on that 
post or individual’s profile; rather, his name appears in 
the list of individuals who have also liked that partic-
ular post. Liking is more of a personal connection be-
tween consumer and brand. Consumers engage with 
a brand in a less revealing form. However, in com-
menting, consumer emotions, opinions, and thoughts 
about the brand/brand’s post are visible to everyone, 
known or unknown to the consumer.

2.3 Modes of Interaction
The main purpose of using social networking sites 

is to interact with friends/followers and with a total 
stranger or acquaintance based on their intention. 
We can know their intention by the type of interac-
tion mode consumer’s use on social media to interact 
with other users. The identification of this interaction 
mode allows us to know how consumers behave on 
social media and help brands understand consumer 
behavior on social media [10].

There are two modes of interaction on social net-
working channels through which users operate- 
• Broadcasting Mode
• Communicating Mode

2.3.1 Broadcasting mode
It is a “one-to-many” interaction mode. It allows 

individuals to interact and engage in a large group. 
People who interact through broadcasting mode tend 
to reflect their personalities while engaging.

Individuals who use broadcasting as a mode of 
interaction indulge in publicly targeted activities and 
seek visibility on social media. That is why; they may 
use both Instagram behavior-liking and comment for 
public consumption and communication. As Insta-
gram gives users full control over their account and 
the type of behavior they want to show, individuals 
who prefer broadcasting mode can plan judiciously in 
selecting what features they want to use of Instagram. 
For example, individuals can like the brand’s post to 
show their support and fondness for the brand or 
brand products. Also, they can comment on a brand 
post, knowing that it will be publically visible. They 
do not mind sharing information, views, and thoughts 
with others, even total strangers, as long as it increas-
es their presence and visibility on Instagram. We can 
say that both types of behavior are suitable for broad-
casters to promote themselves on Instagram and one-
to-many interaction. Hence, the researchers’ purposes 
following hypotheses:-

H1a: Broadcasting mode of interaction is related to 
liking on Instagram

H1b: Broadcasting mode of interaction is also re-
lated to commenting on Instagram

2.3.2 Communicating mode
Communicating mode is related to the “one-to-

one” interaction type or “one-to-few” interaction type. 
Individuals who indulge in communicating mode of 
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interaction prefer private and quality interaction with 
the real-life and known connection. Users who inter-
act through communicating mode prefer to be less 
visible and connect with only known users.

Communicators are not interested in displaying 
their opinions or sharing their personal information 
[11]. Communicators are mainly involved in form-
ing strong and quality relationships with a small 
group of individuals and engage in “one-to-one” or 
“one-to-few” types of interactions with people who 
are close and known to them. When communicators 
comment on a brand post, their views/feelings/emo-
tions are accompanied by their profile picture. Their 
name appears on the brand’s account and will be eas-
ily seen by people who engage with the brand’s Ins-
tagram account. For individuals who prefer commu-
nicating mode and want to have less visibility and a 
private form of interaction in the form of one-to-one 
or one-to-few interactions, commenting on a post is 
excessive public attention. Thus, the communicator is 
more comfortable with liking behavior of social media 
than commenting. Hence, we propose the following 
hypotheses:-

H2a: Communicating mode of interaction is relat-
ed to liking on Instagram

H2b: Communicating mode of interaction is nega-
tively related to commenting on Instagram.

2.4 Personality traits
Earlier, many researchers have chosen five-factor 

models to examine the effect of personality traits on 
Internet usage. In the past, researchers have proven 
that there is a link between personality traits and In-
ternet usage [2]. Extending these findings further, re-
searchers evaluated personality traits as a major factor 
for social media usage. Three (a. Openness to experi-
ence, (b. Neuroticism and (c. Extroversion) out of five 
personality traits came out to be considered for social 
media [12]. In our study, we discuss the effect of per-
sonality traits on the mode of communication, which 
further leads a consumer to like and/or comment on a 
brand’s post on Instagram. 

2.4.1 Openness to experience
An individual with openness to experience type of 

personality traits seeks variety in his/her daily works, 
enjoys artistic creativity, and is flexible. They find pre-
dictability and stability boring; and desire adventure. 
This type of individual interacts in a large group and 

uses different ways on social media to engage. Indi-
viduals who show openness to experience personality 
prefer to be easily seen, and recognizable over private 
engagement thus demonstrate “one-to-many” inter-
action type than “one-to-one” or “one-to-few” inter-
action, One-to-many interaction type allow them to 
interact with people with diverse interest whose sto-
ries/tales give them new experiences. The limited ex-
citements of interacting in a small group with already 
known people through one-to-one mode would bore 
them. Therefore, the researchers finalize the following 
hypotheses:

H3a: Openness to Experience is related to the 
broadcasting mode of interaction

H3b: Openness to Experience is negatively related 
to communicating mode of interaction

2.4.2 Neuroticism
Individuals who have neuroticism personality 

show high distress, mood swings, and anxiety. They 
worry a lot and feel the threat easily. Those individ-
uals, who show neuroticism traits, tend to move to-
wards the internet and social media to avoid loneliness 
and interact only with people close to them. Previous 
studies suggest that neuroticism personality trait’s in-
dividual keeps things private and does not interact in 
large groups. They do not share information like post-
ing a picture depicting their emotional condition or 
sharing their live location publicly [13]. Neurotic peo-
ple get anxious in large social groups, so they try to 
keep their circle small and private. They are conscious 
people, so they avoid doing something, which results 
in public visibility and attention on social media. They 
use social media to gather information and interact 
with only people they know, which is why one would 
expect them to show communicating mode of interac-
tion, in which they have “one-to-one” or “one-to-few” 
type of interaction with people whom they know to 
evade sadness and engage in small groups. Therefore, 
researchers hypothesized that:

H4a: Neuroticism is negatively related to the broad-
casting mode of interaction

H4b: Neuroticism is related to communicating 
mode of interaction.

2.4.3 Extroversion
It is an individual characteristic to interact in a 

large group and has optimistic vibes. An extrovert is an 
open individual who loves to be in a group and craves 
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exhilaration. Introvert, on the other hand, is shy, qui-
et, and does not prefer social gatherings. Extroverted 
individuals take a dominant position in groups. Extro-
verts mainly use social networking sites to share their 
opinions, views, and knowledge with unknown peo-
ple, and are found to have a large number of connec-
tions on different social media channels, and also have 
more followers and following than the introvert on In-
stagram. As extroverts have a huge number of friends 
and a huge size of social network groups, there is a 
possibility that they will interact with a larger audience 
using “one-to-many” interaction mode. Instagram is 
beneficial for extrovert as they can interact and engage 
with friends and contacts they have met offline [14]. 

Extroverted people are more likely to involve in 
activities that are publicly targeted. They mainly in-
volve in a “one-to-many” type of interaction. Their 
desire for public visibility cannot be fulfilled by the 
“one-to-one” mode of interaction, private and limited. 
That is why extroversion individuals prefer broadcast-
ing mode of interaction, which target a larger audi-
ence and self-presentational motives of individual on 
social media. The extroversion level also decides the 
number of social media characteristics an individual 
avail, in the case of Instagram, liking and comment-
ing. Introverts, on the other hand, avail only limited 
characteristics. Furthermore, they like to stay private 
in their interaction and publicly share less and limited 
information, thoughts, or views. Therefore, an intro-
vert may prefer the mode that would provide him/her 
“one-to-one” or “one-to-few” interaction. Hence, the 
researchers propose the following hypotheses:

H5a: Extroversion is related to the broadcasting 
mode of interaction

H5b: Extroversion is negatively related to commu-
nicating mode of interaction

3 Methodologies
A structured questionnaire was used to collect data 

from respondents who were active on Instagram reg-
ularly. A 5-point Likert scale anchored by “strongly 
disagree (1)” and “strongly agree (5)” was used from 
a previous paper –”Customer-brand engagement on 
Facebook: Liking and Commentingbehavior” [15]. 
The constructs are selected and modulated accord-
ing to Instagram. The convenience sampling meth-
od was used, and the questionnaire was circulated 
online through emails to prospective respondents. A 
total of 269 people participated in the survey. Since 

all questions were compulsory, no missing or incom-
plete form was received. Reliability was tested through 
Cronbach’s alpha. Exploratory Factor Analysis was 
conducted, followed by regression analysis to establish 
relationships between the constructs under study. Par-
ticipants were 52% female and 48% male. Participants 
were aged between 18 years to 28 years, a suitable good 
age group for this survey due to their extensive use of 
social media sites. People with Instagram account and 
who also access it daily have been included in the sur-
vey. Among the respondents, on average, each indi-
vidual spends 84.5 minutes per day using Instagram. 
Mobile devices were used by 98% of respondents to 
access Instagram, 1% use computers, and 1% use both 
computers and mobile to access Instagram.

4 Data analysis and results 
Exploratory factor analysis was done, and the re-

sults of the same are mentioned in Tables 3 & Table 4. 
The results revealed that the KMO (Kaiser-Mey-
er-Olkin) Measure of Sampling Adequacy value 
is0.818. The significance level shown by Bartlett’s Test 
is 0.000, demonstrating that the data are valid for Ex-
ploratory Factor Analysis. Results of reliability calcu-
lated with Cronbach’s alpha were between .7 to .95 and 
hence good. Seven factors have emerged from the fac-
tor analysis with eigenvalues greater than 1.
Table 3
KMO and Bartlett’s test

Kaiser-Meyer-Olkin Measure of 
Sampling Adequacy 0.818

Bartlett’s Test of 
Sphericity

Approx. Chi-
Square 3425.06

 Df 231
 Sig. 0

Table 4
Scale items and their loadings

 Loadings
Openness to Experience (Cronbach’s a=0.877)  
I consider myself to be curious about a wide 
range of things .795

I consider myself to be somebody who has 
dynamic imagination .838

I consider myself to be somebody who likes to 
reflect/play with ideas .836

I consider myself to be innovative .839
Neuroticism (Cronbach’s a=0.785)  
I consider myself to be unhappy .636
I consider myself to be somebody who can be 
tense .894
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 Loadings
I consider myself to be somebody who worries a ton .863
Extroversion (Cronbach’s a=0.813)  
I consider myself to be somebody who talks a lot .812
I consider myself to be somebody who creates a 
great deal of enthusiasm .822

I consider myself to be somebody who has an 
assertive character .817

Broadcasting (Cronbach’s a=0.721)  
My Instagram activities are focused on everybody .603
I love to interact with new individuals to make new 
friends on Instagram .773

If I posted something on my Instagram, I prefer it 
to be view by everyone .781

Communicating (Cronbach’s a=0.717)  
On Instagram, I just want to be connected to my 
friends .743

I do not like my Instagram activities to be 
noticeable .855

I use Instagram to build up my connections .708
Liking (Cronbach’s a=0.915)  
I love liking brands on Instagram .853
I frequently like brands on Instagram .862
Liking brands is something that I do regularly 
while on Instagram .821

Commenting (Cronbach’s a=0.927)  
I love commenting on the Instagram account of 
brands .741

I frequently comment on the Instagram account 
of brands .814

Commenting on brands’ Instagram account is 
something that I often do while on Instagram .763

Regression analysis was done in SPSS to test our 
hypotheses. The result supported all the hypothesized 
relationships except H2b, which came out to be in-
significant (Table 5). Here is our detailed analysis of 
hypotheses:-

H1a and H1b:-As standardized coefficient of both 
H1a (0.339) and H1b (0.462) is positive and p<0.01 
for both, thus our hypotheses are true. Broadcasting is 
positively related to both liking and commenting be-
havior on Instagram.

H2a and H2b:- Standardized H2a (0.146) coeffi-
cient is positive with a p-value<0.05. We can say that 
it is significant, and our hypotheses are true. Thus, 
communicating is positively related to liking behav-
ior on Instagram. On the other hand, H2b (-0.056) is 
negative and non-significant. There is no support for 
hypothesis H2b.

H3a and H3b:-Both H3a and H3b are significant 
with a p-value<0.01. H3a has a standardized coeffi-

cient of 0.32, and H3b has -0.245. So, we have sup-
port for both of these hypotheses. We can conclude 
that openness to experience is positively related to 
broadcasting and negatively related to communicating 
mode of interaction for Instagram

H4a and H4b:-As standardized coefficient of H4a 
(-0.137) is negative, and H4b (0.176) is positive and 
significant with p<0.05 and p<0.01, respectively, we 
can conclude that we have support for our hypotheses. 
Thus, our hypotheses are true. Neuroticism is related 
to the communicating mode of interaction and nega-
tively related to the broadcasting mode for Instagram. 

H5a and H5b:-Standardized H5a (0.354) coeffi-
cient, which is positive, and H5b (-0.149), is negative. 
Both of these are significant, with p<0.01 and p<0.05, 
respectively. We can say that we have support for both 
of these hypotheses.

5 Conclusions
Our research findings suggest that individuals with 

extroversion and openness to experience personali-
ty traits engage with brands on Instagram better, i.e., 
they both like and comment on its post. Neuroticism 
personality trait individuals, on the contrary, only like 
on the brand’s post. The findings of this study can 
benefit brand managers in strategizing their brand 

Table 5
Regression analysis results

Hypoth-
eses Correlation

Standard-
ized coef-
ficient(Þ)

t-value p-value

H1a (+) Broadcasting-liking 0.339 5.89 p<0.01

H1b (+) Broadcasting-com-
menting 0.462 8.517 p<0.01

H2a (+) Communicating-lik-
ing 0.146 2.413 p<0.05

H2b (-) Communicat-
ing-commenting -0.056 -0.924 N.S.*

H3a (+) Openness to experi-
ence-broadcasting 0.32 5.519 p<0.01

H3b (-) Openness to experi-
ence-communicating -0.245 -4.122 p<0.01

H4a (-) Neuroticism-broad-
casting -0.137 -2.257 p<0.05

H4b (+) Neuroticism-com-
municating 0.176 2.196 p<0.01

H5a (+) Extroversion-broad-
casting 0.354 6.185 p<0.01

H5b (-) Extroversion-com-
municating -0.149 -2.465 p<0.05

*N.S –Non-Significant 
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presence on Instagram. Some brands measure their 
Instagram success by the average number of likes on 
their posts, and some measure by the average number 
of comments. Our results suggest that a brand manag-
er focusing on consumer engagement through com-
menting should target the extroversion and openness 
to experience personality type individuals only. This 
paper also suggests that individuals use two modes 
of interaction-Broadcasting and Communicating to 
engage with brands on Instagram, which has some 
positive and negative factors using these two modes, 
which affect the sales in consumer products.

6 Limitations of the research 
and future scope

In our study, liking and commenting has been in-
cluded as two social media behavior of consumers with 
brands. Further, future studies can be done on con-
sumer sharing behavior, i.e., through direct message 
(one-to-one or one-to-few) or stories (one-to-many). 
Our hypotheses can be extended and include sharing 
as one of the Instagram behavior. As we agree that 
there is a need for more studies on consumer behavior 
on Instagram, it is also crucial for brands to acknowl-
edge the result of consumer behavior with brands in 
the form of a brand’s financial performance. While it is 
important to know the factor affecting consumer be-
havior on Instagram for brands to implement the Ins-
tagram strategy, it is also crucial for brands to analyze 
the brand’s revenue through consumer engagement on 
Instagram. Brands also want to measure their revenue 
by knowing how many consumers who engage with 
the brand on their Instagram account have purchased 
their products/services. So, the brand can measure the 
success of their Instagram strategy.

We can conclude that our research is beneficial for 
brands to understand the factors affecting consumer be-
havior on Instagram and engagement on social media 
despite its limitation. This study can be beneficial for a 
brand manager to formulate a better Instagram strategy.
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