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Abstract 

              The study of empowerment in online brand communities allows knowing its influence on 
the relationship between consumer and brand as well as on the strategies implemented by the 

company to achieve its objectives. This article aims to analyze the impact of empowerment on 

consumer satisfaction with the brand while emphasizing the moderating role of responsiveness. The 

results obtained from a study conducted with 300 Tunisian Facebook users "Mabrouk" show that 
there is no significant link between empowerment and satisfaction and that reactivity negatively 

moderates the relationship between these two variables. Managerial implications and avenues for 

research have been proposed. 
. 

Keywords: Online brand community, empowerment, satisfaction, responsiveness, Facebook 

''Mabrouk''. 
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INTRODUCTION  

          In the mid-2000s, successive developments in the media and tools associated with the 

internet strengthened the power of consumers in their relationships with brands (Labrecque et al., 
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2013). Indeed, Thurau et al. (2013) underline that the development of social 

media offers the opportunity to modify consumer expectations and behaviors in terms of information 
acquisition and a wide choice of products and decision support tools (Wathieu et al., 2002). 

For Brodie et al. (2013), the wide diffusion of these new technologies is at the origin of the 

growth of online brand communities, which has attracted the attention of several marketing 
researchers. These means of communication are increasingly becoming an important platform for 

consumers to interact, obtain information, and share their experiences, which will allow them to 

participate in the co-creation of values for the brand (Hsieh et al., 2018). 
           The development of the internet has also changed the nature of the relationship 

between business and consumer (Sawhney et al., 2005). According to Hippel and Katz (2002), 

companies can adapt to this situation by using the strategy of consumer empowerment, which can 

help improve the brand image of companies and act as a driver of innovation and performance 
(Vargo &Lusch, 2004). 

According to Pruche et al. (2015), consumer empowerment is considered to be an essential 

concept for understanding and anticipating changes in purchasing and consumption behaviors, in 
particular in services. This concept is also defined by Anber (2020) as feedback, control or transfer 

of power to the client. It constitutes an important implication because of its impact on the purchasing 

decisions (Wathieu et al., 2002) as well as the strategies and tactics employed in decision-making 

(Pires et al., 2006). 
            For Ramani and Kumar (2008) and O'Cass and Ngo (2012), the rise of customer 

empowerment increases their satisfaction and develops a greater sense of belonging to the company 

(Berraies&Hamouda, 2018). Hsieh et al. (2018) also show that psychological empowerment enables 
individuals to participate in the sharing of information and experiences. For their part, Hunter and 

Garnefeld (2008) studied the impact of the perceived responsiveness of consumers to their service 

providers and showed that this effect strengthens the relationship between consumer empowerment 
and satisfaction. 

                Although several marketing researchers have been interested in the study of 

consumer empowerment, there are gaps in the literature regarding the analysis of this concept in 

online brand communities as well as its repercussions on the consumer's relationship with the brand.    
In fact, based on the marketing literature, several researchers such as Bagozzi and Dholakia (2002), 

Carlson et al. (2008), and Brodie et al. (2013) are interested in studying this concept. However, there 

is a lack of dealing with consumer empowerment and how to grant power and control to customers 
in these virtual platforms.  

In addition, knowing the consequences of this maintenance of power by the consumer on 

his relationship to the brand in his social network is a very important subject of study. In addition, 

the study of the moderating role of the reactivity between consumer empowerment and satisfaction 
brings enrichment to the literature in marketing because it will be treated within the framework of 

an online brand community, and very little research has looked at this relationship, such as Hunter 

and Garnefeld (2008) who have verified this effect by carrying out a face-to-face survey of 
consumers. 

 

            This article aims to study the impact of empowerment on consumer relational 
satisfaction while highlighting the moderating role of responsiveness. Therefore, our problem is as 

follows: What is the effect of consumer empowerment in an online brand community on relationship 

satisfaction? 

An empirical study was carried out with 300 Tunisian users of Facebook "Mabrouk". First, 
we will present the conceptual framework of our research with an emphasis on the concepts of 

consumer empowerment, satisfaction, and responsiveness. Then, we will specify the nature of the 
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relations which exist between these various variables by referring to a 

theoretical basement. Finally, we will present the research methodology and we will expose and 
discuss the results obtained. 

 
LITERATURE REVIEW 

          According to Pitt et al. (2002), the rise of the internet has helped to rectify the power 

imbalance between consumers and businesses. Indeed, the presence of consumers on the internet 

makes it possible to control their own choices (Wathieu et al., 2002) and to disseminate their 
opinions and experiences on products in the community (Ryu & Feick, 2007). In this part, we will 

be interested in first identifying virtual brand communities and then dealing with the concepts of 

empowerment, satisfaction and responsiveness. 
 

Virtual brand communities 

              The effect of empowerment in virtual communities is greater than in traditional sales 

channels (Rezabakhsh et al.,  2005). In this context, we will devote our research to addressing 
empowerment in virtual brand communities. In marketing, this concept has been the object of 

interest of several researchers. Indeed, online brand communities are not only seen as effective 

platforms for brand owners and customers, but they help to strengthen customer engagement with 
the brand and foster their interaction (Munnukka et al., 2015). For their part, Brodie et al. (2013) 

point out that the use of online brand communities by the company can significantly increase 

knowledge about the needs, preferences, and desires (real and potential) of consumers. According 
to Bagozzi and Dholakia (2002), a community is considered as a social space on the internet or as a 

communication interface, namely discussion forums and instant messaging (Murphy &Laferrière, 

2003). For Ponnavolu (2000), online communities are virtual consumer entities with the objective 

of facilitating the exchange of opinions and information concerning the products and services 
offered by the company. 

           Virtual communities are characterized by the existence of a feeling of belonging 

(Muniz &O'guinn, 2001), active participation (Muniz &O'guinn, 2001; De valck et al., 2009), 
''passive participation'' (De valck et al., 2009), a feeling of moral responsibility (Muniz & O 'guinn, 

2001) and common values: rites and traditions (Proulx, 2004). according to Raies and Perret (2006), 

a brand community can be created by consumers who are “fans” of the brand or by the company. It 

is made up of micro-social relationships created by a theme, a product, a service, a brand (Arvidsson 
&Caliandro, 2016). Brand communities strengthen the relationship between the company and 

consumers (Hagel & Armstrong, 1997) and ensure brand loyalty through the development of 

experiential value (Holland & Stacey, 2001). 
Consumer empowerment in marketing 

             Consumer empowerment is driven by the rise of the internet and online communities (Hsieh 

et al., 2018). Indeed, it makes consumers empowered by sharing knowledge and experiences, which 
allows them to participate in the co-creation of values for the brand. The concept of empowerment 

has been widely used in social sciences and management (Pruche et al., 2015). According to Schecter 

(1982), in the field of social sciences, it has been the subject of empirical work on feminist 

movements or on the behavior of the African-American minority during elections in the United 
States (Bobo & Gilliam, 1990). In management, it appeals to the process of delegation of power 

initiated by firms to improve the feeling of autonomy of their employees (Conger & Kanungo, 1988), 

then to a psychological state of the employee following delegation strategies of power (Spreitzer, 
1995). 

Empowerment has also aroused the interest of several marketing researchers. In this context, 

we will devote this part to dealing with consumer empowerment. In the marketing literature, the 
concept of empowerment emerged from the 1990s to designate a gain in consumer power favored 
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by the new skills acquired thanks to the internet (Doctor, 1991). According to 

Wathieu et al. (2002), this concept represents a positive subjective state evoked by increasing control 
and designates the gain in skills, autonomy and control of the consumer. It constitutes a process of 

delegation of power initiated voluntarily by a firm as part of co-creation activities (Fuchs et  al., 

2010). 
  For their part, Rust and Oliver (1994) view consumer empowerment as the way to 

empower them through resources such as more information or better understanding. It is also defined 

as a subjective state caused by perceptions of increasing control (Wathieu et al., 2002).  Hunter and 
Gurnefeld (2008) considered that consumer empowerment is a positive subjective experience 

characterized by increased control. It enables consumers to control and understand their environment 

and be able to play an active role in it (Bonnemaizon et al., 2008). Indeed, the customer has the 

possibility of evaluating an offer and proposing improvements (Fayn, 2017). 
Other authors see empowerment from the perspective of a delegation of power process 

initiated voluntarily by a firm as part of co-creation activities (Fuchs et al., 2010; Fuller et al., 2010). 

Based on the marketing literature, researchers such as Ramani and Kumar (2008) and Pruche et al. 
(2015) focus on the positive effect of empowerment on satisfaction. Indeed, consumer 

empowerment, which is a positive subjective experience accompanied by an increase in control and 

power (Hunter &Garnefeld, 2008), positively influences customer emotions (Hui & Bateson, 1991) 

and satisfaction (Wathieu et al., 2002). Therefore, we will devote the following part to analyze the 
concept of satisfaction. 

 

Brand satisfaction in an online community 
For Churchill and Surprenant (1982), satisfaction is defined as an evaluation judgment that 

concerns a decision to buy. It constitutes a positive psychological state of an individual or a person 

expressing in an explicit or implicit way his contentment (Lehu, 2004). According to Oliver (1993), 
this concept has been widely studied in marketing in the context of an exchange between businesses 

and consumers. It occupies a central role in business strategy (Mittal & Kamakura, 2001). 

There are two types of satisfaction: 

-Transactional satisfaction is a phenomenon not directly observable which must be 
distinguished from its behavioral consequences such as repurchase, word of mouth, and complaints 

(Aurier&Evrard, 1998). It is contingent on a given consumption experience or a specific transaction 

(Oliver, 1997). 
-Relational or cumulative satisfaction represents a general assessment of the total experience of 

buying and consuming an offer over time (Anderson and al., 1994). It is also an emotional state 

resulting from an overall appreciation of the relationship with the company (De Wulf et al., 2001). 

           As part of our research work, we are interested in addressing online consumer 
relational satisfaction. According to Anderson and Srinivasan (2003), online satisfaction is 

considered to be the customer's satisfaction with their previous shopping experience with a brand on 

social media and expressed by measuring the quality of the relationship between customers and 
brands of the company. It is considered as the first step in building consumer loyalty to the brand 

(Agustin & Singh, 2005).  

Langerak et al. (2003) indicate that a high level of satisfaction among members of brand 
communities allows them to make positive comments about the brand and cancel their negative 

behavioral intentions. The more their satisfaction increases, the more their brand loyalty improves. 

To address online brand satisfaction on a social network, Sheeraz et al. (2017) are based on the work 

of Rockwell (2008), Candan and Yıldırım (2012). Online brand satisfaction is the accumulation of 
customer experience and brand expectations (Rockwell, 2008). It is also qualified as a positive 

attitude of a consumer generally resulting from the evaluation of his consumption experience with 
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a certain product (Candan&Yıldırım, 2012). 

A specific factor influencing online satisfaction is the security of personal data (Yingjiao& 
Paulins, 2005). The convenience of shopping online at any time contributes to customer satisfaction 

(Schaupp&Bélanger, 2005). The work of Hunter and Garnefeld (2008) emphasizes the moderating 

effect of reactivity on the relationship between empowerment and satisfaction. In the following, we 
will analyze the concept of responsiveness in an online brand community. 

 

Responsiveness 

 Responsiveness has been addressed by several researchers such as Ha and James (1998) 
and Wu (2005) who have specify that it presents a key element of online interactivity. It is also one 

of the criteria for ensuring a better quality of service (Parasuraman et al., 1985). According to 

Vandemia (2017), responsiveness is one of the characteristics that must be ensured by the company 
in order to conduct effective collaboration with consumers on a social networking site. For his part, 

Li (2013) considers that responsiveness is expressed by way of dealing with customer requests, 

questions, and complaints in a quick and attentive manner. It is also the way in which the online 
business voluntarily provides services (processing customer inquiries, sending sufficient 

information, speed of navigation) (Kim & Lee, 2002). For Meehan and Dawson (2003), it is how to 

respond quickly and provide efficient services with correct information to customers. 

 

HYPOTHESES DEVELOPMENT AND RESEARCH MODEL 

The conceptual model of our research studies the impact of consumer empowerment in an 

online brand community on satisfaction while highlighting the moderating role of responsiveness. 

These relationships are expressed by the following assumptions: 
Consumer empowerment positively affects satisfaction 

                The relationship between empowerment and satisfaction has been discussed by 

several researchers. According to Pruche et al. (2015), buyers who have more power are more 

satisfied with their decision, which contributes to greater satisfaction with the service provider on a 
website. O’Cass and Ngo (2009) are also among the researchers who explained that the 

empowerment of consumers leads to their satisfaction. In the context of social media, Ramani and 

Kumar (2008) clarified that the importance of consumer empowerment lies in how to form links 
between customers and businesses through interactions and develop a great sense of belonging to 

the company. This will give greater satisfaction to customers (Ramani & Kumar (2008). 

            For their part, Hunter and Garnefeld (2008) underline that empowerment is widely 
considered in the literature as a positive phenomenon for the consumer because he becomes 

autonomous in making his purchasing decisions, which will give a better correspondence to his 

expectations and generates greater satisfaction. For Pruche et al. (2015), this positive relationship 

between empowerment and satisfaction is due to an internal attribution "the decision is mine" 
promoted by empowerment through the mechanism of psychological appropriation, which will 

increase satisfaction. Based on this research, we propose the following hypothesis: 

H1: Consumer empowerment has a positive effect on satisfaction 
 Responsiveness moderates the relationship between empowerment and satisfaction 

             To our knowledge, there are gaps in the literature regarding the study of the 

moderating role of responsiveness between empowerment and satisfaction. This relationship has 

been validated by Hunter and Garnefeld (2008), who explained that the presence of reactivity 
enhances the effect of empowerment over satisfaction. This led us to propose the following 

hypothesis 

H2: Responsiveness moderates the relationship between empowerment and satisfaction 
The conceptual model below illustrates these relationships 
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Figure 1: Research Model 

 

MATERIALS AND METHODS 

This part aims to provide an overview of the sample and data collection, measurement of 

variables, and data analysis tools.  

  The sample and data collection 

First of all, we considered it‘s important to submit our questionnaire to a pre-test. Having 
opted for a quantitative study, the final version is distributed to 310 users of Facebook ''Mabrouk ꞌꞌ. 

However, 300 usable questionnaires were recovered. In this case, we consider our sample to be 

representative since most of the population is made up of students. The sampling method used in 
our quantitative study is the snowball method. Indeed, the questionnaire was sent to certain members 

of the Tunisian social network of the ꞌꞌMabroukꞌꞌ brand whichin turn distributed it to their friends. 

The characteristics relating to age, sex, and socio-professional category are presented in the 
following table: 

 

Table 1: The characteristics of the sample 

 

                           Variable 

 

Fréquency 

 

  Percent 

 

 

Age 

Under 20 years 70 23,3% 
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20 and 29 years 

161 53,7% 

Between 30 and 39 years 41 13,7% 

Between 40 and 49 years 11 3,7% 

Between  50 and 59 years 13 4,3% 

Over 60 years 4 1,3% 

Gender   Man         119         39,7% 

  Women          181         60.3% 

 
Socio-Professional 

Students        224        74,7% 

Unemployed          7        2,3% 

Customer 
empowerment 

Satisfaction 

Responsiveness 
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Measurement of variables 

            To measure empowerment, we referred to the Spreitzer scale (1995) adapted by Pruche et al. 

(2015) because it is the reference scale in management research (Choe &Faerman, 2010). This scale 

is constructed from three dimensions (competence, autonomy, impact). Each dimension is made up 
of three items. In order to measure satisfaction, we refer to the Ha and Stoel (2012) scale composed 

of three items. This choice corresponds to our study, which measures customer satisfaction on an 

online social network. The scale of Parasuraman et al. (1991) allowed us to measure reactivity. It is 
made up of four items. Based on the work of Hunter and Gurnefeld (2008) who used this scale to 

measure customer responsiveness when performing a face-to-face survey, we tried to adapt it 

according to our empirical study.Data analysis tools 

              To analyze our results, we started with an exploratory analysis (PCA) aimed at 

purifying the measurement scales. Then, we carried out a confirmatory analysis which makes it 
possible to test the convergent and discriminant validity of the measures. Finally, we tested the 

research hypotheses using the method of structural equations. We used SPSS 21 software for 

exploratory analysis and AMOS 18 for confirmatory analysis. 

 

PRESENTATION OF THE RESULTS First, we will begin by presenting the results from the 
principal component factor analysis. Then, we will study the nature of the relationships between 

variables. 

The results of exploratory and confirmatory factor analysis 

Table 3: Principal components analysis results 

PCA results 

Variables KMO Bartlett test % of variance 

Empowerment 0.726 χ2 = 1063,530, ddl =36, p = 0,000 68,596 % 

Satisfaction 0,693 χ2 = 430,484, ddl = 3, p = 0,000 77,055 % 

Responsiveness 0,652 χ2 = 330,172, ddl = 6, p = 0,000 84,771% 

Reliability and validity of measurementscales 

Dimensions of 
variables 

Cronbach's 
alpha 

Jöreskog's rho Rho of 
convergent 

validity (ρvc) 

Competence  
0,809 

0,759 0,613 

  Autonomy 0,623 0,461 

Impact 0,798 0,664 

Satisfaction        0,850 
 

0,857 0,670 

Responsiveness 0,820 - - 

Category Retirement         11        3,7% 

Housewife          5        1,7% 

Employee/manager         53        17,7% 
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           For satisfaction, the confirmatory factor analysis does not give indications of fit 

because it is a correctly identified model composed of three items. The confirmatory factor analysis 

of reactivity does not also give indications of fit because it is an under-identified model composed 
of two items. 

Before proceeding to a PCA and as shown by the results of the KMO and Bartlett's tests, we 

made sure that the factorization conditions are satisfied for the three variables. The empowerment, 
satisfaction, and responsiveness scales show good internal consistency. For the empowerment, 

factor analysis makes it possible to extract three factors having eigen values respectively greater 

than 1 (3.714; 1.360; 1.100) and offering a good quality of representation of the phenomenon 

studied. Regarding satisfaction and responsiveness, the results of the PCA allowed obtaining one-
dimensional variables, each having an eigen value greater than 1 and whose items of these 

dimensions have a good quality of representation greater than 0.5.  

            The empowerment scale multinormality test has a Mardia coefficient less than │3│ 
(1.588) so it follows the normal law. This normality is significant since the student test has a value 

(cr ˂1.96) equal to 0.977. The results of the confirmatory factor analysis of this scale are acceptable, 

all the relationships are significant. The student's test is well above 1.96 with a probability p = 0.000. 

The internal consistency and convergent validity of the two dimensions are satisfactory. The 
convergent validity for the satisfaction scale is good since it exceeds 0.5. 

 

The structural model and verification of research hypotheses 

Table 3 shows that the structural model exhibits a good fit since the indices generated exceed 

the thresholds generally adopted in research work. 

 

Table 4: The structural model adjustment indices 

 
We hypothesized a significant and positive link between empowerment and satisfaction. 

The structural link between these two variables is 0.4678. It is significant with (c.r. = 0.467˃1.96 

and p˂ 0.05). This hypothesis is confirmed. Regarding the study of the moderating effect of 

reactivity, we analyzed the Chi-square difference test between the free and constrained model. As a 
result, this difference is significant (p = 0.000). So, the moderating effect of reactivity between 

empowerment and satisfaction is verified. 

 

Table 5: Test of the moderating effect of reactivity 

 DF CMIN P NFI 
Delta-1 

 

IFI 
Delta-2 

RFI 
rho-1 

TLI 
rho-2 

Structural 
weights 

8 89,386 0,000 0,064 0,066 0,043 0,045 

 

Index Chi-

square 

GFI AGFI RMR NFI CFI 

Value 95,765 0,931 0,860 0,128 0,918 0,935 



 

22 
 

Next, we looked at the test of multi-group analysis based on optimal 

coding and median. We obtained two groups, the first of which is of low reactivity (number = 136) 
and the second is characterized by high reactivity (number = 164). Then, we will observe the 

standardized regressions of the effect of empowerment on satisfaction in each group. At the level of 

the first group, the effect of empowerment on satisfaction is significant and very significant with a 
critical ratio greater than 1.96 and significantlyless than 0.05 (cr = 4.011˃1.96 and p = 0.000˂ 0.05), 

when reactivity is low. However, for the second group, the link between empowerment and 

satisfaction became weak and not significant, with a critical ratio less than 1.96 and significance 

greater than 0.05 (cr = 0.532˂1.96 and p = 0.595˃ 0.05), when the reactivity is strong. Therefore, 
we can conclude that responsiveness negatively moderates the relationship between empowerment 

and satisfaction. The table below represents the results obtained for the two groups. 

 

Table 6: The values of the standardized regressions and significance of the links 

 Group 1: Low reactivity Group 2: Strong reactivity 

Estimate SE CR P Estimate SE CR P 

Empowerment    
satisfaction 

0,393 0,078 4,011 0,000 0,029 0,031 0,532 0,595 

 

The results obtained make it possible to verify the moderating role of reactivity between 

empowerment and satisfaction. Therefore, this hypothesis is validated 

 

DISCUSSION  
 
Impact of consumer empowerment on satisfaction 

            A review of several works has shown us that empowerment strengthens the effect of 

satisfaction. Indeed, researchers such as Thomas and Tymon (1994) and Chebat and Kolias (2000) 

have pointed out that in the organizational context, employee empowerment has a positive impact 
on job satisfaction. Thus, empirical studies show that a strong correlation exists between 

empowerment and satisfaction (Spreitzer et al., 1997). As part of our research, these results are also 

verified. Several researchers in the literature, including Ramani and Kumar (2008), Hunter and 
Garnefeld (2008), O’Cass and Ngo (2009) have explained that consumer empowerment contributes 

to their satisfaction. For Pruch et al. (2015), this is explained by the fact that the feeling of 

satisfaction resulting from empowerment is due to the mechanism of psychological appropriation, 

which favors an internal attribution "the decision is mine". Therefore, the feeling of satisfaction 
increases. 

   Unlike the results of previous studies, we have found that consumer empowerment has no 

significant effect on satisfaction. In the Tunisian context, this insignificant effect is explained by the 
subjectivity of the responses collected from the Tunisian internet users questioned who are members 

of the online brand community "Mabrouk". It can also be explained by the fact that the competence, 

autonomy and impact of Tunisian Internet users belonging to this virtual community do not 
necessarily express their satisfaction. In other words, the personal efficiency of these Internet users 

in the accomplishment of certain tasks such as, for example, the co-creation of services with this 

company, the ability to influence other members of the community by way of giving their reviews 

with regard to purchasing a few products or giving reviews regarding the content of the online 
community. In addition, this is explained by the fact that the freedom of choice and the feeling of 

control that the members of this community express do not necessarily lead to their satisfaction with 
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the brand and that this feeling is not connected to the maintenance of power by 

the online brand community. 
 

Moderating effect of responsiveness between consumer empowerment and satisfaction 

 

             Based on the work of Hunter and Garnefeld (2008), we expected responsiveness to 

positively moderate the relationship between consumer empowerment and satisfaction. Contrary to 

the results of previous studies, we found that reactivity negatively moderates the relationship 
between these two variables. Indeed, we have found that when there is low responsiveness, the 

relationship between empowerment and satisfaction is strong and significant. However, if 

responsiveness is high, the link between empowerment and satisfaction is not significant. Within the 

framework of our research, we can explain this by the fact that when the page of the social network 
of the company "Mabrouk" ensures a strong reactivity with the members of its online community 

by listening to their needs and expectations also by offering a quick response to their questions and 

good assistance to customers, this has no effect on the way to guarantee the satisfaction of Internet 
users who are the actors of this community.  

From the results we found, we can also say that responsiveness to consumers is not a 

necessary condition for empowering consumers. Companies that practice empowerment strategies 

have less satisfied consumers than those that empower their customers. Ensuring good 
responsiveness on the part of the business by quickly handling customer inquiries, complaints and 

questions as well as providing efficient services with correct information to customers does not 

guarantee the satisfaction of empowered consumers. 
It should also be noted that other factors may be the cause of the results found: the number 

of Internet users who subscribed to the page of the Mabrouk social network, who share publications 

concerning new articles of clothing for men or women or who give their opinions. in the form of 
comments have a lower number than those who consult only the page to see the new trends of the 

Mabrouk brand, these promotional offers as well as the contests organized by the brand community. 

 

THEORETICAL CONTRIBUTIONS 

 

Our research work contributes in different ways to the development of knowledge on the 

subject of online consumer empowerment. The first theoretical contribution consistsofthe proposal 
of an integrative framework of the influence of consumer empowerment on satisfaction in an online 

brand community. In fact, few studies have been interested in addressing the impact of consumer 

empowerment on satisfaction in an online community with the exception of some research carried 

out by Ramani and Kumar (2008), Hunter and Garnefeld (2008), O'Cass and Ngo (2009), Pruch et 
al. (2015), and Berraies and Hamouda (2018).  

The conceptual framework of our research allows us to address on the one hand, the direct 

effect of empowerment on satisfaction and on the other hand, the moderating role of reactivity 
between empowerment and satisfaction. To our knowledge, the works which have been interested 

in the treatment of this relation are very rare. We only recall the research carried out by Hunter and 

Garnefeld (2008), who tested this relationship in the context of a study conducted with a service 
company by carrying out a face-to-face survey of consumers. Our contribution, therefore, consists 

of enriching the literature by addressing this relationship in online brand communities.   

 

 
 

 



 

24 
 

 

METHODOLOGICAL CONTRIBUTIONS 

 

Studies on consumer empowerment such as those carried out by Cova and Pace (2006), 

Pruche (2014) and Katz and Heere (2015) are essentially qualitative. To our knowledge and unlike 
previous studies (Hunter &Garnefeld, 2008, Pruch et al., 2015; Kim & Johnson, 2016; Liu  & 

Mattila, 2017), the number of quantitative research carried out in the Tunisian context is very 

reduced. To this end, our first methodological contribution lies in the adoption of a quantitative 

approach. Having opted for a positivist epistemology based on a hypothetico-deductive approach, 
we studied the impact of consumer empowerment in an online brand community on satisfaction. 

The quantitative analysis shed more light on the theoretical field of online empowerment and its 

effect on consumer satisfaction. In addition, the use of the model of structural equations under 
AMOS 18 constitutes one of the main contributions of this work.       

 

MANAGERIAL IMPLICATIONS   

                                                                                                                                                      

The study of consumer empowerment in virtual brand communities constitutes an important field of 

investigation for companies in order to achieve their objectives. Indeed, for managers, empowerment 

fostered by the internet raises important questions insofar as it suggests a form of consumers' 
emancipation from the influence and control of brands in their decision-making. It is therefore 

recommended to adopt a cooperative approach that promotes consumer empowerment through the 

practice of marketing programs that should provide tools for the consumer to play a more active role 
in their relationship with the brand and the company.                                   

For their part, Barak et al. (2008) suggest that active participation increases feelings of self-

efficacy and self-esteem, which leads to greater personal empowerment. To ensure the satisfaction 

of the members of the virtual community, the company must provide a better support service by 
ensuring a rapid response to their questions and update the information content by putting recent 

publications and new information regarding new offers available in the online community. It must 

ensure the delivery of articles in accordance with what has been described on the social network 
page of her community. This will strengthen the ability of members to be more active and exercise 

more control. 

In order to achieve satisfaction, Fécikova (2004) considers that it is necessary to orient the 
culture of consumers towards the market and to have competent staff, a customer-centric 

organization, an autonomous process, teamwork and collaboration between partners. Satisfaction 

can be increased by using the information gathered on the needs and expectations of customers, as 

well as by responding to these needs and by introducing new value-creating services (Papaioannou 
et al., 2018). O'Cass and Ngo (2012) have pointed out that one of the essential ways to enhance 

customer satisfaction is by empowering them. 

On the other hand, it is also recommended to quickly deal with customer complaints online 
or those sent directly to the company and try to identify the main reasons related to consumer 

dissatisfaction. Therefore, practitioners should invest more resources to improve perceived 

responsiveness. For business-dominated online brand communities, practitioners can improve 
perceptions of member responsiveness by assigning an online customer service agent. Specifically, 

community members who have questions about the products and services can live chat with an 

online customer service agent on the online brand community and the agent should respond to 

members' issues promptly. If the agent is offline, members are allowed to leave messages and the 
agent must respond to members' questions within a specified time. Alternatively, practitioners can 

introduce a system of recommendations to facilitate interaction and responsiveness between 

members. The referral system can match the content of an individual's posts with the content of 
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previous posts of other members and the system will remind and attract 

members' attention to be aware of newly linked posts. In this way, responsiveness within the online 
brand community can be facilitated. 

 

LIMITATIONS OF THE STUDY AND SUGGESTIONS   

In our research work, we limited ourselves to studying consumer empowerment in the context of 

online brand communities while we can broaden the scope of this study to other brands and service 

sectors (example: real estate, financial brokerage or insurance, tourism). The theoretical foundations 
of our work have focused only on business operations in an online community. It is very likely that 

the nature of the results obtained was affected by our sample, which is essentially made up of 

students. 

According to Wathieu et al. (2002), empowerment is of great importance because of its 
impact on the purchasing decisions of consumers as well as on the strategies used to make these 

decisions (Pires et al., 2006). Therefore, it is interesting to study the effect of empowerment on the 

purchasing intention of consumers in online brand communities. Likewise, it would also be relevant 
to test our theoretical model on a larger and more diverse sample of Internet users. In addition, it 

would be interesting to carry out a survey in the brand's actual point of sale and compare the results 

obtained from the survey administered online. 

 
CONCLUSION 

 

The empirical study conducted with a sample of three hundred Tunisian users of the online 
brand community "Mabrouk" shows that empowerment has no effect on satisfaction and that 

reactivity negatively moderates the relationship between empowerment and satisfaction. This 

research has provided theoretical and empirical enrichment and has focused on a set of managerial 
implications in favor of the effect of consumer empowerment in an online community on satisfaction 

and the moderating role of the reactivity 
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