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ABSTRACT
Social Commerce networks are a powerful platform for spreading positive and negative emotional contagion, which is affecting users from different perspectives, i.e., psychology, attitude, buying decision. Emotional contagion is the phenomenon of having a person's emotions and behaviours directly trigger similar emotions or behaviour in other people. This research proposes a model to analyze the factors influencing emotional contagion that, in turn, impact consumer's attitudes, trust, and brand engagement. This study used a survey approach using a structured questionnaire. Primary data was collected from 174 social media users who shop online. The proposed model was tested using multiple regression analysis. The results demonstrated that effective content, visual or text, triggers customers' emotional contagion, influencing customer attitude and trust leading to brand engagement. The research study's findings can be used for deciding on content strategies of advertisements pertaining to social commerce.

Keywords: Emotional Contagion, Social Media Content, Emotion Contagion, Attitude, Trust, Brand engagement


1. INTRODUCTION
The evolution of technology and the internet have transformed the way of buying and selling a product rapidly from brick and mortar to online techniques in a blink. E-commerce is the new billion-dollar innovation that brings up rapid changes to how people shop. Following the path of evolution, every object gets replaced by a better substitute as time progresses. The viable replacement for E-commerce is turning out to be Social media (Social Commerce), which inherits the traits of the E-commerce websites like product description ideas and shapes them into a more user-friendly manner. The duality factor (socializing, commercial activities) gives social media an extra advantage over E-commerce websites. The buyer or the consumer finds social commerce more trustworthy than E-commerce websites. This is because social commerce websites offer more transparency than E-commerce websites. Selling through social media platforms allows a seller to create a good brand image and trust, provided the product has good quality, and it also helps the seller to monitor the brand easily. Electronic word of mouth (eWOM) is the number one attribute to spread information in the social community. Reviews, recommendations, online ratings, unboxing experience all create a reputation for the seller [1]. Social media helps sellers interact directly with their customers and help them evaluate their potential buyers' social habits to interact with them, thus providing their social community a genuine insight and, in turn, increasing sales. Social media is a potential ground for mining emotion, which helps the seller design the content required to attract potential buyers [2]. Although there are prior studies on social commerce and customer behaviour, there is a lack of extant literature highlighting the link between the seller-generated digital content and the emotional contagion of the customer. This study helps further explore the possible research question: What are the most effective forms of content (Visual, Audio, Word) that trigger emotional contagion? Whether there is an impact of emotional contagion on customer attitude, trust, and brand engagement? An extensive literature review was conducted to identify the constructs related to emotional contagion, customer attitude, trust, and brand engagement. 
1.1 Research Objectives 
· To determine the impact of social media content on emotional contagion.
· To identify the influence of emotional contagion on customer attitude and trust
· To deduce the relationship between emotional contagion and brand effectiveness
· To analyze the impact of customer attitude and trust on brand effectiveness


2. LITERATURE REVIEW 
Social Commerce:
Social commerce concepts came into existence by combining the traits of both social media and e-commerce websites and are gaining popularity rapidly. The number of social media users is 3.48 billion as of 2019, and the number is growing day by day. Social media can be classified into seven different types: Social networking sites, forums, blogs, podcasts, wikis, content, communities, and micro-blogs. Blogs are journals containing visual, audio, and word media owned by bloggers. Bloggers used the platform to express their ideas and concepts and encourage the reader's involvement to enable a discussion. Forums are used for discussions similar to the blog but are not owned by anyone. The community member can initiate a conversion or discussion termed as threads. Twitter, Instagram, and Facebook are examples of social networking websites that allow users to form a community and socialize[3-4]. 
Social media turns out to be the most popular activity on the internet. The popularity of social commerce platforms is increasing due to people's increasing usage of social media. Social commerce indicates the use of social media to support users' participation in online business. Social commerce may be broadly categorized into two classes, social media with commercial features and e-commerce websites with provisions for social networking [5]. Social commerce is an innovative approach to customer-to-customer communications. Social commerce facilitates the exchange of consumer-generated content to help the buyers make more informed purchase decisions [6]. Emotional contagion is an essential aspect of social commerce, and they are intertwined together towards the study of customer engagement. In the present study, the indicators of emotional contagion are studied through three types of content, as discussed below.
Type of Content:
The type of content circulated creates a significant difference in the attention level of the consumers or social commerce platform users. The primary focus of the study is on three types, such as visual, audio, word type contents. 
Content and Emotional contagion:
The consumers share their emotions and mood through the content shared on social commerce sites. Previous studies have contributed to the body of knowledge enhancing the understanding of sound and visual interferences. More studies on various contents and their roles in affecting emotion through multiple modes can be probed [7]. Such states of emotions can be transferred from person to person. This phenomenon is called emotional contagion, which affects the trust and attitude of internet users, resulting in actions [8]. Emotional contagion is primarily tested in a laboratory setting with people transferring all the positive and negative emotions to others [9]. Emotional contagion can be triggered by facial expressions, indirect human interactions, and observing other people's behavior in direct and indirect interactions.
Furthermore, emotional contagion can be triggered physiologically by synchronizing with the emotional state of others during human interactions. The present study can become the basis of research that further refines and compares the various techniques and tools' efficacy. The study identifies guidelines for research on consumer attitude through emotional contagion that can be especially interesting for academia and marketing practitioners. The findings are essential for field marketers interested in developing new individualized approaches in their commercial strategies and marketing in general [10]. Evidence shows that people share their emotions on social media. People are highly motivated to post emotional content during a time of crisis. Emotional contagion theory demonstrates how one person's emotions can provoke similar emotions and behaviors in other individuals [11]. An emotional climate results from emotional contagion that was because of emotion sharing via social media [12]. Based on these findings from previous literature, we hypothesized,
H1: There is a significant relationship between content and emotional contagion
Visual Content:
Visual content refers to the advertisement or posts in a social commerce platform containing graphical representations or videos with the main content embedded in them [13]. Visual imagery is one of the prime mechanisms in inducing emotions. This paper recognized five additional mechanisms with visual content. Research studies also tested the effects of visual inputs and listeners' experience of music [14]. Visual effect with music triggers myriad emotions [15-16]. Emotion-related studies are already existing in the present context, and not sufficient studies have been conducted in the area of emotional contagion [17-18]. The visual content gained attraction rapidly because of websites like Facebook, Instagram, Twitter, Tumblr, Pinterest, etc. Photo-centric websites like these are the root cause of the popularity of visual content. Facebook leads the other website regarding the number of users, but Instagram and Pinterest occupy second and third positions. Even though they are not the leader in terms of usage, both Instagram and Pinterest are narrowly focused on aspirational imagery associated with impulsive buying due to the pictured product. Domain-specific videos appeared to trigger more strong emotions. They further found that general pictures that are not connected to the music will not stimulate the emotions in an individual [19]. Research also found the relationship between validation of visual imagery and emotions as complex [20]. Content marketing highlights more engaging content to influence consumers [21].
H1c: There is a significant relationship between visual content and emotional contagion.
Audio Content:
Audio contents can be of different forms ranging from direct vocal promotional advertisements to particular music, which triggers the brand image onto the customer's mind. Previous studies have collected evidence of music's relationship with emotions [22 – 24]. The audio content stimulates good brand recollection than the word type as listening to a particular message will be more pleasing than reading a hefty paragraph of description of the product [25] (Iyengar, 2010). Social commerce apps like Spotify allow the seller to advertise on their platform as it has millions of users worldwide. Music impact and role in emotion development needs to be probed. The advertisements are purely based on geography, and the advertisers use special music to make it sound pleasing to the listeners. Repetitive listening will engrave that brand into the customer's mind [26]. Mimicry triggers emotions in humans as well as non-humans [27]. 
H1a: There is a significant relationship between audio content and emotional contagion.
Text Content:
Irrespective of what the content is, text content is the one that has to be accessed first in most of the websites to date. An attractive title refers to a product or a popular hashtag used to tag a particular specification all comes under the text content. Words used by instructors can influence the emotions of students. The study found students developed an emotional attachment. In many social media websites like Instagram, hashtags are used to tag the picture of products for easy identification. So even though the most popular method is the visual content type, the word content backs it up to make it more attractive, thus playing a significant role [28]. A study on emotional contagion using social media found that words were based on individuals' emotions as many individuals would like to put their point that is expected to impact [29]. Corporates to trigger emotions using linguistic style in words [30]. Hence we hypothesized,
H1b: There is a significant relationship between text content and emotional contagion.
Emotional Contagion leading to Attitude:
Attitude is one of the value functions that motivates the potential buyer to the buying process [31]. The behavior intentions and beliefs are the major constituents of a consumer's attitude. The social support theory clarifies how social relations in a community react when they receive data and how it impacts them to turn out to be. Many research studies have linked social support as the social value in an online community [32]. The customers' attitude is an attribute that contributes a lot to brand awareness and quick and impulsive buying.The Social support theory is used to back up the link between the customers' attitude and buying intention. Social support is considered an intangible source, but combining it with social media platforms adds strong value to it and, in turn, results in a change in consumers' attitude.
Consumers are becoming more aware and active in attitude-based actions towards brands. Attitude is being disturbed by emotional contagion effects prompting actions. The purchase decision could be the effect of rational thinking or the attitude change facilitated by the information exchange through the social community [33]. The Tri-component model and Social Support theory provide a better picture of linking attitude and customer buying intention. Strong customer engagement creates a favorable perception of the product and brand [34]. This finding was supported by previous studies also [35]. Customer attitude is a vital factor in understanding market behaviour [36]. Emotion development was consistently related to the attitude in the previous literature [37]. Previous studies linked emotional contagion to the attitude in an employee-based survey [38]. Hallinan & Brubaker, in their research, have linked emotional disturbances in Facebook users resulting in attitude development [39]. Hence, we hypothesized
H2: There is a significant relationship between emotional contagion and customer attitude.
Emotional contagion and Trust:
Emotional connection with a brand of an individual leads to the development of trust [40], et al. (2012). Trust is essential for a brand to be known as credible. Emotional contagion at higher levels in familiar groups compared to non-familiar groups [41-42]. Du et al. (2014). Emotional disturbances were evident in familiar groups due to identical behaviours and opinions. This emotional bonding was bridged by trust. This association is also supported by previous studies [43]. 
Trust plays a vital role in stimulating online purchases by customers. Customers can get necessary information through ratings, reviews, and feedback that in turn builds trust [44]. Trust is one of the key attributes which will lead to purchase. The effect of trust on purchase intention has been proven using studies, which is reflected in the social commerce websites as most of the social commerce transactions are made through online transactions. Trust reduces the uncertainty among the customer on how the whole purchase process will be and initiates more social commerce transactions [45]. Trust is one of the significant factors to establish successful long-term relationships. Customers share content and seek information on social media because they trust social media platforms. Customers will be more engaged in media to find satisfaction [46]. The trust factor can be linked to the relationship marketing theory, which explains the importance of reinforcing the relationship between the seller and buyer [47]. Previous studies linked product recommendation performance with trust development, leading to positive emotions [48 - 49]. Therefore, we hypothesized.
H3: There is a significant relationship between emotional contagion and customer trust.
Emotional contagion leading to Brand Engagement:
Customer engagement in social commerce is a concept expected to provide power over consumer behavioural outcomes and brand loyalty. In general, customer engagement enhances the reaction between the consumer and the seller. Social media offers a sustainable and credible platform for doing so. Prior studies have indicated that customer involvement indicates the motivation level for the customer to remain loyal to the brand. Social media platforms like Instagram allow the customer to contact the seller directly. This enhances the involvement of customers with the brand resulting in loyalty. The seller's content and transparency on their brand ensure more customer engagement. The social media presence of customers can be a potential area that brands can explore to make customers engage with the brand. Brands can target a specific group of customers who can share the brand advocacy through social media. Studies also observed changes in emotions in social media users due to brand engagement-based campaigns [50]. In a research study, it was found that, people started developing engagement towards the brands that were giving a competitive advantage for companies [51]. Not all social media behaviours of customers are meaningful. Marketers should devise social media strategies that may result in meaningful engagement and behaviours with the brand [52]. Brand engagement as a marketing campaign concept is being used to create emotional attachment towards brands [53]. Previous literature also linked consumers' emotional responses based on brand success or failures [54]. Linkages of emotions, attitude and trust with brand engagement were adequately traced in previous literature. Therefore, we hypothesized
H4: There is a significant relationship between emotional contagion and brand engagement.
H5: There is a significant relationship between customer attitude and brand engagement.
H6: There is a significant relationship between customer trust and brand engagement.
3. RESEARCH METHODOLOGY
3.1 Instrument Development
This research study has seven constructs: audio content, text content, visual content, emotional contagion, attitude, trust, brand effectiveness. A structured questionnaire was used to measure the above constructs, and the items included under those constructs were measured by using a five-point Likert scale. The questionnaire was developed from the modified scale used for measuring social commerce constructs [55]. The revised scales designed to measure the above constructs for emotional contagion, attitude, trust, and engagement were adopted from emotional contagion, attitude, trust, and engagement [36], [56-58]. The constructs were mainly focused on the richness and quality of audio, video, and text-based content.
3.2 Data Collection
Since the targeted respondents are social commerce users and it is more efficient to reach them online, an online survey was conducted for primary data collection [1]. The respondents were users of Facebook and Instagram who purchase online. The study is not confined to any specific brand or product category. A convenience sampling technique was used. The questionnaire was made in the google form, and the link was shared through e-mail and social media platforms. Researchers gathered 174 valid responses. 


4. DATA ANALYSIS
4.1 Measurement Model
Researchers analysed a measurement model using an exploratory factor analysis (EFA) to identify the constructs. The exploratory factor analysis resulted in seven latent factors. The reliability of the constructs was tested using Cronbach alpha. KMO and Bartlett's test scores were used to assess internal consistency. Cronbach alpha values were under the acceptable threshold of 0.9, KMO, and Bartlett's test score exceeded 0.6. The model fitness was ascertained using multiple regression analysis. 
4.2 Demographics
Several demographic cues are considered control variables to reduce exogenous threats to the research model. First, age is controlled because research shows that younger users are more susceptible to interpersonal influence than older users. Second, income deserves attention because the availability of disposable income should influence a person's impulsive consumption. Third, gender is included because the literature suggests that men and women often act differently regarding online social networking activities and impulsive purchase behaviors. Fourth, occupation may also prove to be an influential factor. 
In a research study conducted by Nielsen in 2012, Most respondents were male representing 63.4% of the sample. 79.4% of respondents represent the age category of 17 – 25 years. Even though people older than 34 years are underrepresented in this research, the age distribution reveals that social media presence and engagement are driven mainly by 18–34. 55% of respondents were in the income category of 9 lacs per annum (family income) at the survey time. The majority of respondents are students representing 62.9% of total responses, followed by 26.9% are employees.
Further, 45.7% of the survey respondents spent 1 to 3 hours a day on social media. Significantly, 77.7% of the respondents were using social media for Entertainment. 75.4 % of the respondents made purchases seeing posts on Instagram. 
4.3 Statistical Tests
The statistical measure used to analyse the data was Pearson's Chi-Square test, the most commonly used type of Chi-Square significance test to know if frequencies of cases possessing some quality vary among levels of a given factor. The main goal of the Chi-Square test is to show whether there are significant differences between the populations being tested. In the present study context, it was evident from the study results that an association exists between brand engagement and gender. The brands have always tried various brand engagement techniques, and from the study, it has been highlighted that males and females engage with brands of different levels. The strategies must therefore be specifically designed for each group. The age groups also showed significant differences while engaging with the brand. The brand engagement strategies must consequently be inclined according to the age groups. Younger age groups have shown more engagement with the brand than the older age groups. Emotional contagion also varies with the different age groups. The study has highlighted other groups' attitudes towards the indicators of emotional contagion (visual, audio, and word content).  Education does not play an essential role as emotional contagion comprises visual and text content, and it's more than sufficient for the development of emotional contagion.
    The cosmetic side of website design is where content layout, typeface, colour, and other design elements appeal to web users and instil a behavioural intention to use the website for online transactions. Multiple elements have an impact on how well a website works. A retail website should provide accurate information on products and services. Poor clarity of web information resulted in several customer complaints or product returns [28]. The search effectiveness of a retail website is another important component in functionality [29-30]. People shop online for various reasons, one of which is convenience. As a result, online customers expect a retailer's website to provide quick access to information. An Internet shop's excellent order procurement quality indicates that their online order procurement procedure satisfies clients in terms of cosmetic and functional criteria.
    In contrast to order procurement, the goal of order fulfillment is the timely delivery of an ordered item to the customer. Order fulfillment entails the actual delivery of the object through pre-organized supply chains. This offline process is entirely separate from online procurement, and high order procurement quality cannot guarantee tall order fulfillment quality. One significant order fulfillment quality factor is on-time delivery [4], [31-33]. After placing an order online, customers want to receive the order promptly. Delayed delivery increases their anxiety which leads to dissatisfaction. One way to lessen the anxiety is an order tracking service which is another service factor in the order fulfillment process [30]. More fundamentally, on-time delivery requires product availability. Retailers showcase their products using their websites. The delivery delay is inevitable if specific merchandise on the website is unavailable when customers order the product. In this regard, product availability is an essential factor related to order fulfillment quality.
Table 1. Chi Square Hypotheses Testing
	Sl. No.
	Chi Square Hypotheses
	P value
(Chi Square)
	Accepted/Rejected

	1
	There is significant association between Brand Engagement and Gender
	0.001
	Accepted

	2
	There is significant association between Brand Engagement and Age.
	0.048
	Accepted

	3
	There is significant association between Emotional Contagion and Age
	0.008
	Accepted

	4
	There is significant association between Emotional Contagion and Education
	0.880
	Rejected



The present study attempts to analyse the influence of emotional contagion on customer attitude and brand engagement. Audio content, visual content, and text content are major antecedents of emotional contagion, and the regression analysis was done to analyze the data.


Table 2. Results of Hypotheses Testing – Regression
	Alternate Hypothesis
	Effect
	R square
	Sig.
	Decision

	H1a: There is a significant relation between Audio content and Emotional contagion.
	AC-->EC
	0.7
	0.118
	Rejected

	H1b: There is a significant relation between Word content and Emotional contagion.
	WC-->EC
	0.094
	0.223
	Rejected

	H1c: There is a significant relation between Visual content and Emotional contagion.
	VC-->EC
	0.275
	0.000
	Accepted

	H2:There is a significant relation between Emotional contagion and Attitude.
	EC-->A
	0.209
	0.000
	Accepted

	H3: There is a significant relation between Emotional contagion and Trust.
	EC-->T
	0.226
	0.000
	Accepted

	H4: There is a significant relation between Emotional contagion and Brand Engagement.
	EC-->BE
	0.15
	0.043
	Accepted

	H5: There is a significant relation between Attitude and Brand Engagement.
	A-->BE
	0.37
	0.000
	Accepted

	H6: There is a significant relationship between Trust and Brand Engagement.
	T-->BE
	0.254
	0.000
	Accepted


[image: ]
Figure 1. Model showing the impact of emotional contagion on attitude, trust and brand engagement


4.4 Regression Equation
    The following equations were derived after the regression analysis that helped create predictive models for understanding the various relationships in terms of hypothesis developed and strength of the variables towards the development of the overall model.
Emotional contagion= 0.265 Audio Content + 0.524 Visual Content
    The Regression equation shows that Visual content has a major impact on Emotional contagion, with a Beta value of 0.524. Respondents prefer Visual content as it proves to be most attractive and pleasing in terms of information shared. 
Attitude =0.209 Emotional contagion
    Emotional contagion highly affects the attitude of an individual towards Brands. Positive contagion towards a brand would make the peer-to-peer influence positive.  
Trust= 0.226 Emotional contagion
    Emotional contagion also impacts an individual's trust towards the Brand content from the positive or negative experience.
Brand Engagement = 0.37 Attitude + 0.254 Trust
    Attitude majorly impacts Brand effectiveness, one's positive or negative attitude towards a particular Brand content would lead to Brand effectiveness. The predictive models have clearly stated that the emotional contagion directly impacts trust and attitude by indirectly influencing brand engagement. The direct impact was, however insignificant.
5. FINDINGS AND DISCUSSION
The results of the study highlight that emotional contagion is largely influenced by visual content than audio and video content. This is in line with the study's findings conducted on emotional contagion and audio-visual communication [59]. The audio content and the text content follow, respectively and the significant presence of audio content is due to social media websites like Spotify, YouTube Music, etc. Even though the text type is far behind the visual and audio texts, its dependency cannot be excluded as the content creation and popularity are spread through the text types only. Therefore, a mixture of different content types with the right platform enhances people's engagement with the brand. Emotional mining may help the advertiser to cluster the viewers into other groups and provide custom-tailored content. Repetitive and targeted advertisements or content for the targeted group increases brand engagement. The popular campaigns and content strategy have text types included in them, including the hashtag campaigns. The emotional factor has a great influence on the effectiveness of the content circulated. Custom categorized viewer-based contents provide better effectiveness, and the platform on which the content to be presented is also a deciding factor.  The ultimate aim of improving the brand image or providing better brand effectiveness is achieved through the mentioned strategies. Understanding the value of the content created has a significant impact on the planning and designing of the content in the future. The effectiveness of the content is measured by the perceived image of the brand in the customers' minds. The initial analysis of the emotion generated by the content helps the sellers understand which type of content can trigger customer buying. Improper planning and content generation diminishes brand image. So, the proper analysis and balance of the content between text, audio, and visual have to be used to trigger positive emotion in the viewer, resulting in emotional contagion. The results also emphasize that emotional contagion impacts both customer attitude and trust. Customer trust is highly affected by emotional contagion. Because of collaborative information sharing in social media content, trust is developed among the customers resulting in collaborative buying decisions. The findings are similar to the study conducted on decision-making in social commerce platforms [60]. Proper scheduling and patterning of the content help the seller bring out the best possible outcome for the brand. The results showcased no direct relationship between emotional contagion and brand engagement, whereas emotional contagion indirectly impacts brand engagement by influencing the customer attitude and trust. The customer engagement factor encourages a commitment between the customer and seller, which results in a better association with the brand, adding to repeat purchases and a loyal customer base.
6. MANAGERIAL IMPLICATIONS, LIMITATIONS AND FUTURE SCOPE OF RESEARCH
6.1. Managerial Implications:
The study proved that visual audio and video content trigger the emotions inside an individual. Similar findings were observed by[61]. The study results clearly state that visual content has the most effect on contributing to emotional contagion. The emotional mining techniques help the content creator understand the type of content to be created to promote the brand image. The study cannot entirely rely on a single type of content in a practical situation. The content used should be a mix of different categories, namely visual, audio, and text. The effectiveness relies entirely on hitting the emotional spot of the viewer; the type of social media used by the viewer at the time also has a great impact on the kind of content the advertiser or seller uses. Entirely relying on the visual content for websites like Spotify is a wrong decision and will affect the efficiency of the content. So custom targeted advertisements or content have to cover both the customer or viewer and the platform as an attribute.
6.2 Limitations:
Emotional contagion is a social transmission in which a group's emotions and behaviour spread spontaneously. The present study focuses on social commerce platforms and their effect on emotion contagion behaviour. This study thus investigates a particular niche area through which communication occurs. The study is further limited in exploring the influence of emotional contagion on only customer attitude and trust.
Although the literature has revealed that these two factors are of prime importance, future studies can be encouraged to include elements like individual and interpersonal factors influencing group behaviour. Social commerce platforms have made it easier to see others' purchasing patterns, raising the chances of commencing herd behaviour. This topic was not explored in this study and could be investigated in future research.
6.3 Future scope of research:
More emotional contagion related studies can be conducted in different sectors and sector-specific marketing communications and campaigns. The intervention of more contextual variables like high involvement purchases, product life cycle stages can be inspected. All paths can also be checked for moderation by demographic variables. Small experiments on mediation models can also be planned. Emotional contagion is an exciting term and is being explored in the domains of cognitive psychology, philosophy. Visual imagery can also be explored in many ways, such as memory. Does more emotional involvement lead to stronger memory can also be probed. More emphasis can also be provided to explore the area of episodic memory.	
    Studies can also link music in retail atmospherics, sensory elements, and emotional involvement. Also, the soothing effect on clinical patients by music triggering emotions can also be probed in the healthcare sector. Previous research argues that we need not test the linkage of visual imagery with emotional contagion. It further stated that audio content could also trigger visual imagery leading to emotion development and later emotional attachment [62]. More studies can also be conducted validating cross-sectoral applications and findings.
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