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ABSTRACT 
The increasing number of social media users is a potential area for organizations in the field of 

tourism as organizations interact with their customers in a more efficient way. This technology 

can be used as an effective tool to create interactions between organizations and customers. 

The purpose of this research is to reveal the importance of social media use and customer 

immersion. Therefore, this study is considered an applied and descriptive research study. The 

results show that immersion in social media interactions creates customer value for brands. 

Immersion in interaction has positive effects on creating value for customers. The results of 

this study show the importance of creating social media platforms for brands to maximize 

interactions between customers and organizations. The more organizations increase their 

activities and interactions on social media, the better customer immersion they will get. As a 

population for the study, a sample of (150) customers was selected. 
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INTRODUCTION 
Nowadays, the human race spends more than 33% of its time on social media when it is 

awake (Lange, 2010). The phenomenon of Internet and social media addiction has increased 

marketers' interest in the motivations that influence customer immersion: being active online 

and participating in interactive marketing communications (Petrescu et al., 2018). Hence, social 

media plays an important role in human life nowadays. Social media makes interactions 

between organizations and consumers easier and at a lower cost. Because of this fact, business 

owners can use social media as a potential field to communicate with their customers and gain 

benefits. Social media platforms such as Facebook and Twitter are used to capture value (Adjei 

et al., 2012; Gensler et al., 2013; Hennig-Thurau et al., 2010; Labrecque, 2014; Rishika et al., 

2013; Rohm et al., 2013; Hamilton et al., 2016). There are many ways in which consumers can 

connect with brands through the use of social media platforms which has posed a challenge for 

brand owners and managers to find the best way to use this potential opportunity strategically 

and create content so that their interactions with consumers create value for customers. 

(Schulze et al., 2015). 

 

LITERATURE REVIEW AND HYPOTHESES 

 

Social Media 

The repercussions that the world is experiencing today from the emergence of the latest 

means and devices and the development and increase in speed of the Internet have paved the 

way for the widespread use of the Internet in recent times by all age groups and this is called 
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social communication (Burcu & Eda, 2014: 140), as social networking sites provide their users 

with the opportunity to dialogue, access information with ease, identify the problems they face, 

and try to reach a solution quickly by exchanging opinions and obtaining new ideas (Barry, 

2011: 43). The concept of social media is considered one of the controversial concepts among 

researchers due to overlapping viewpoints on it. The two researchers sought to shed light on 

some of these concepts through the following table: 

 

Table 1: The concept of social media 

Concept Researcher T 

The second or modern web generation, which facilitates the 

spread of information through available social media 

services such as commenting, sharing, following and liking. 

Rose et al., 2011: 

30 

1 

A group of electronic systems that facilitate the subscriber’s 

creation of his own social networking sites, allowing him to 

communicate with members who have the same interest. 

Turban et al., 2016: 

28 

2 

Social media is considered a complement to social 

relationships and is considered a suitable alternative for 

those who find it difficult to communicate face to face. 

Agnihotri, 2016: 44 3 

The total number of channels provided by technology 

facilitates the exchange of information and communication 

between members of society 

Beyari & Abareshi, 

2019: 22 

4 

A social hobby created between members of society and 

productive organizations through social interaction within a 

dynamic framework to achieve social goals. It aims to 

consolidate and expand the circle of relations between the 

organization and members of society. 

Mou & Benyoucef, 

2021: 34 

5 

Source: Prepared by researchers based on the aforementioned literature 

 

Types of social media 

The multiplicity and diversity of social media has opened wide the doors of social 

communication between the classes of society in general and between productive organizations 

and their customers, creating a fundamental development in social communication patterns and 

methods of interaction. Which created a kind of great challenge for these organizations in order 

to use the best means of social communication that enables them to reach their customers 

quickly and continuously. Hence, many researchers agreed on certain means of communication 

that are the most common and easy to use among different groups of society. Klobas (2011: 

124), Watzlawick et al. (2011: 54) and Awad and Eaton (2013) agreed on the influence of three 

global social media and their widespread use (Facebook, Twitter, YouTube). 

• Facebook 

Despite the modernity of this communication network, which is estimated to be 

approximately fifteen years old, it has become more of a means of social communication 

between different classes of society and between business organizations and customers, 

through which customers can learn about the latest products and the ease of obtaining them, 

and they can also express their opinion about them (Hansson et al., 2013: 120). 

• Twitter: 

Despite its short lifespan, as it appeared in 2006, it is considered one of the most 

important and influential means of social media, even from the political aspect (Champoux et 

al., 2012: 25). It is considered a good means of communication, as one can view organizations’ 

advertisements and follow their status. It also enables followers to express their opinions about 
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the organization’s products, and the Twitter page can be linked to the Facebook page, which 

facilitates the organization’s marketing work for its products (Park & Cho, 2012: 405). 

• YouTube: 

The YouTube application was launched in 2005 and is considered older than the previous 

two applications. It is characterized by the feature of lengthening the video time while allowing 

individuals to download videos and save them on their electronic devices (CHAI-LEE GOI, 

2014: 32). The work of the YouTube application is to create a channel through which videos 

are recorded and published. It is a feature that allows organizations the ability to film a video 

to market their goods and publish it to reach millions of individuals who follow or subscribe to 

the channel. Their opinions about the products can also be obtained, as well as customers’ tastes 

can be identified in order to develop Products through the comment feature below the video 

(De Vries et al., 2012: 88). 

 

Customer Immersion 

Concept 

The marketing method for the product and service is considered the most important 

element that generates customer immersion, as the moment that the customer experiences when 

he learns about the product and service advertisement is the first seed of his connection to it 

(Chung & Tan, 2004: 871), and in light of the development taking place In the method and 

methods used in marketing products, as they have entered social networking sites, in addition 

to e-mail and advertising on television, on buildings, and inside shopping centers, all of these 

methods put companies in front of a field of strong competition to get customers to indulge in 

their products and continue their loyalty to them for the longest possible period (Doorn et al., 

2010: 248). Some concepts of customer immersion can be viewed in Table 2 below. 

 

Table 2: The concept of customer immersion prepared by the researchers according to 

the aforementioned sources 

Concept Researcher T 

A psychological feeling that makes the consumer 

feel active and interactive with the product 

Bridget et al., 2015: 13 1 

The process of communication between the 

producing company and customers in knowledge 

exchange relationships to develop the product 

Ketelaar, 2016: 2607 2 

The company's ability to attract the customer's 

attention and make him make a purchasing 

decision 

Tkaczyk, 2017: 690 3 

Source: Prepared by researchers based on the aforementioned literature 

 

The degree of immersion is determined according to the speed of his conviction that 

prompts the customer to purchase the product, and this is reflected in the customer’s continuous 

research about the product and ways to develop it in order to satisfy his evolving and renewable 

needs, as well as searching for alternatives and trying to make a comparison between the 

products he purchases and their alternatives (362) (Mathwick & Rigdo, 2004). 

Types of customer immersion 

The book differed in classifying customer immersion, and some of these classifications 

can be presented as shown in Table 3. 
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Table 3: Customer immersion classification 

Types of customer immersion  Researcher  

High immersion Low immersion O’Cass, 2010: 121 1  

Constant immersion Indulging my situation Raymundo, 2017: 148 2  

Self-indulgence Personal immersion Zhenyu, 2015: 270 3  

Periodic immersion Situational immersion Hepola, 2017: 14 4  

Advertising immersion Purchasing indulgence Ketelaar, 2016: 2609 5  

Purchasing indulgence Productive immersion Hollebeek, 2014: 67 6  
Source: Prepared by researchers based on the aforementioned literature 

 

The researchers agreed with Orcas (2010: 121) and Ketelaar (2016: 2609) in adopting 

the types of customer immersion in this research to fit them into the research application 

community: 

High immersion: This is an immersion that revolves around products that are necessary 

and have a high price, as the decision to purchase them requires a long time due to the 

possibility of bearing risks when purchasing them, such as jewelry, watch brands, perfumes, 

bags, or home appliances... etc. It requires the customer to search for a long time for the product 

to find out its origin, how to use it, the amount of benefit for its price, what its alternatives are, 

and the possibility of its value increasing or decreasing over time. 

Low immersion: It is an immersion based on the decision to purchase products that do 

not require much thought when making the purchase decision because the products are 

consumer essentials with low prices and the customer is not exposed to risks when purchasing 

them, such as clothes, shoes, cosmetics, and food commodities... etc.  

Advertising immersion: This type depends on whether the immersion is high (a high-risk 

purchase decision) or low immersion (a no-risk purchase decision). The higher the immersion, 

the more it pushes the customer to pay attention to the advertisements and its details and to 

look for alternatives to reach to make the right purchasing decision. 

Purchasing immersion: Spending immersion. According to this type of immersion, the 

repetition of the purchasing process and the preference for a particular brand of product over 

its alternatives depend on the extent of benefit from the product and the degree of satisfaction 

that the customer obtained from purchasing it. 

 

Documented Processes 

In this context, we envision the dimensions of the process that describe the interactions 

between social media sites and customer immersion. The current study aims to study the impact 

of social media sites on building customer immersion. Based on this, the following hypotheses 

were formulated: 

H1: Social media sites, customer immersion. 

H2: Social media platforms have positive effects on customer immersion. 

 

METHODOLOGY 

Data for the current study were collected in tourism and travel companies in Karbala. 

The questionnaire was used as a main tool in collecting data and information, and it included 

two elements. 

First, customer immersion and insight were measured on a 5-point Likert scale. The 

study sample consisted of a group of customers traveling to tourism and travel companies in 

Karbala, and the sample size was 150 respondents. After obtaining the approval of the 

companies’ management for the research community, specifically from the managers of those 

companies, the nature and purpose of the questionnaire was explained to the participants. 

(Lindell & Whitney, 2001).  
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Second: A sample of (150) customers who travel continuously for tourist and commercial 

purposes was formed from a number of tourism companies in the holy city of Karbala, by 

selecting (7) companies accredited by the General Authority for Tourism and Travel. (25) 

questionnaire forms were distributed in each company. Their number is (163). When collecting 

the questionnaires, it was found that there were 13 questionnaires that were not suitable for 

statistical analysis. The researchers relied on (150) questionnaires. 

 

CONCEPTUAL FRAMEWORK AND HYPOTHESES DEVELOPMENT 

In this section, hypotheses are proposed taking into account the effects of immersion that 

customers feel in their brand interactions on social media. The conceptual framework of this 

study is presented in (Figure 1). It evaluates the effects of immersion in their social media 

interactions with the brand. (Hamilton et al., 2016). 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: Research model 

 

The correlation between social networking sites and customer immersion is analyzed 

through the use of the correlation coefficient. In order to discover the nature of the relationship 

contained in the first main hypothesis, which states that there is no statistically significant 

correlation between social networking sites and customer immersion. 

 

Table 4: Correlations between social networking sites and customer immersion 

 Dependent 

variable  

 

 

Independent 

variable 

 

Customer immersion y 

Tabular 

(T) value     

Social networking 

sites (x) 
   0.857 2.438 

Calculated (t) 

value 
   9.697 

Degree of 

trust 

Relationship type 
There is a positive and statistically significant 

correlation at the 1% level for customer immersion 
0.99 

Source: Prepared by researchers based on electronic calculator outputs. N=150 

 

It is clear from the results shown in Table 4 that there is a positive, strong and statistically 

significant correlation with an error rate of (1%) between social networking sites as a main 

independent variable and customer immersion as a main dependent variable, as the value of 

 

Customer immersion 

High immersion, low immersion, 

 Advertising indulgence, 

purchasing indulgence 

Social media 

Facebook, Twitter, 

YouTube 
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the simple correlation coefficient between them reached (0.857). This value indicates the 

strength of the relationship between social networking sites and customer immersion. What 

supports this positive correlation is that the calculated value of (t) reached (9.697), which is 

greater than the value of (t). The tabulation value is (2.438) with an error rate of (1%). This 

indicates that the adoption of social networking sites by the researched organization will 

contribute to achieving customer immersion, which confirms the incorrectness of the main 

hypothesis established. 

 

The Impact of Social Networking Sites and Customer Immersion 

The data from Table 5 indicate that (54.8%) of the variance in the respondents’ ability to 

perceive social networking sites is explained by customer immersion, and this is supported by 

the calculated (F) value of (0.986), which is greater than the value The tabularity of (3.84) at a 

degree of freedom (1.166) and a level of significance (0.05), and from monitoring the values 

of (¹β) and the (t) test, it was found that social networking sites There was a significant effect 

on customer immersion by (0.74), and the calculated (t) value was (14.178), which is a 

significant value and greater than its tabular value, and thus the second main hypothesis was 

fulfilled. 

 

Table 5: The impact of social networking sites and customer immersion 

 Dependent variable 

Customer immersion 

 

 

Independent variable 

° β ¹ β ² R  

F 

Calculated Tabulation 

Social media sites 

Calculated t value 

0.831 

(14.178) 

0.74 

(14.184 

54.8% 201.18 3.84 

DF= 1,166 N= 150 P≤ 0.05 

Note that the tabular value of (t) is equal to (1.645). 

 

CONCLUSIONS 

1) Facilitating communication and interaction with friends, family, and society, and provide 

sources of entertainment and amusement. 

2) Promoting social, political and cultural awareness. Providing resources for learning, 

teaching and research. 

3) Enhancing cooperation and interaction between different societies and civilizations. 

Providing opportunities for marketing and promoting products and services. 

4) Promoting health awareness and disseminating medical and health information. 

5) Providing emotional and psychological support for people suffering from psychological 

or social problems. 

6) Promoting social, cultural and recreational activities. 

7) Providing opportunities for employment and developing practical and social skills. 

 

 

 

 

 

 

 

 

 

about:blank


European Journal of Science, Innovation and Technology 

www.ejsit-journal.com 

 

 
327 

REFERENCES 

Agnihotri, R., Dingus, R., Hu, M. Y., & Krush, M. T. (2016). Social media: Influencing 

customer satisfaction in B2B sales. Industrial Marketing Management, 53, 172-180. 

https://doi.org/10.1016/j.indmarman.2015.07.001 

Al-Raamadan, N. S. A., & Hasan, M. F. (2022). Using options futures derivatives weather in 

hedging. Technium Social Sciences Journal, 31, 430-443. 

Awad, A., & Eaton, T. (2013). The media of Iraq ten years on. The problems, the progress. 

Bloomsbury Academic. 

Barry, W. A., & Bouvier, G. (2012). Cross-cultural communication: Arab and Welsh students' 

use of Facebook. Journal of Arab & Muslim Media Research, 4(2-3), 165-184. 

https://doi.org/10.1386/jammr.4.2-3.165_1 

Behe, B. K., Bae, M., Huddleston, P. T., & Sage, L. (2015). The effect of involvement on visual 

attention and product choice. Journal of Retailing and Consumer Services, 24, 10-21. 

https://doi.org/10.1016/j.jretconser.2015.01.002 

Beyari, H., & Abareshi, A. (2019). An empirical study of how social influence impacts 

customer satisfaction with social commerce sites. In A. Khampro, A. Wongittharom, D. 

Roongpibul, & S. Sommai (Eds.), Recent trends in data science and soft computing: 

Proceedings of the 3rd International Conference of Reliable Information and 

Communication Technology (IRICT 2018) (pp. 973-984). Springer International 

Publishing. https://doi.org/10.1007/978-3-030-04840-7_77 

Bhaduri, G., & Stanforth, N. (2016). Evaluation of absolute luxury: Effect of cues, consumers' 

need for uniqueness, product involvement and product knowledge on expected price. 

Journal of Fashion Marketing and Management, 20(4), 471-486. 

https://doi.org/10.1108/JFMM-05-2016-0041 

Champoux, V., Durgee, J., & McGlynn, L. (2012). Corporate Facebook pages: When "fans" 

attack. Journal of Business Strategy, 33(2), 22-30. 

https://doi.org/10.1108/02756661211206717 

Chung, J., & Tan, F. B. (2004). Antecedents of perceived playfulness: An exploratory study on 

user acceptance of general information-searching websites. Information & Management, 

41(7), 869-881. https://doi.org/10.1016/j.im.2003.08.016 

De Vries, L., Gensler, S., & Leeflang, P. S. (2012). Popularity of brand posts on brand fan 

pages: An investigation of the effects of social media marketing. Journal of Interactive 

Marketing, 26(2), 83-91. https://doi.org/10.1016/j.intmar.2012.01.003 

Del Rosario-Raymundo, M. R. (2017). QR codes as mobile learning tools for labor room nurses 

at the San Pablo Colleges Medical Center. Interactive Technology and Smart Education, 

14(2), 138-158. https://doi.org/10.1108/ITSE-08-2017-0038 

Flayyih, H. H., & Hasan, M. F. (2023). Measuring the level of banking performance according 

to the requirements of comprehensive quality management: An application study. 

International Journal of Economics and Business Studies, 4(1), 1-13. 

https://doi.org/10.55270/ijebs.v4i1.15 

Goi, C. L. (2014). The impacts of social media on the local commercial banks in Malaysia. 

Journal of Internet Banking and Commerce, 19(1), 1-10. 

http://www.icommercecentral.com/open-access/the-impacts-of-social-media-on-the-

local-commercial-banks-in-malaysia.php?aid=38177 

Hansson, L., Wrangmo, A., & Solberg Søilen, K. (2013). Optimal ways for companies to use 

Facebook as a marketing channel. Journal of Information, Communication and Ethics in 

Society, 11(2), 112-126. https://doi.org/10.1108/JICES-12-2012-0024 

HASAN, M. F. (2022). Bank mergers and acquisitions trends under recent crises. Iconic 

Research and Engineering Journals, 6(2), 233-238. 

https://doi.org/10.53096/irejxxi06022022m139 

http://www.ejsit-journal.com/


European Journal of Science, Innovation and Technology 

www.ejsit-journal.com 

 

 
328 

Hasan, M. F., & Al-Ramadan, N. S. (2021). Cyber-attacks and cyber security readiness: Iraqi 

private banks case. Social Science and Humanities Journal, 5(8), 2312-2323. 

https://doi.org/10.48020/sshj.v5i8.1916 

Hepola, J., Karjaluoto, H., & Hintikka, A. (2017). The effect of sensory brand experience and 

involvement on brand equity directly and indirectly through consumer brand 

engagement. Journal of Product & Brand Management, 26(3), 282-293. 

https://doi.org/10.1108/JPBM-10-2016-1348 

Hollebeek, L. D., & Chen, T. (2014). Exploring positively-versus negatively-valenced brand 

engagement: A conceptual model. Journal of Product & Brand Management, 23(1), 62-

74. https://doi.org/10.1108/JPBM-06-2013-0332 

Ketelaar, P. E., Janssen, L., Vergeer, M., van Reijmersdal, E. A., Crutzen, R., & van't Riet, J. 

(2016). The success of viral ads: Social and attitudinal predictors of consumer pass-on 

behavior on social network sites. Journal of Business Research, 69(7), 2603-2613. 

https://doi.org/10.1016/j.jbusres.2015.10.151 

Kirkpatrick, D. (2011). The Facebook effect: The inside story of the company that is connecting 

the world. Simon and Schuster. 

Klobas, J. E., & McGill, T. J. (2010). The role of involvement in learning management system 

success. Journal of Computing in Higher Education, 22, 114-134. 

https://doi.org/10.1007/s12528-010-9032-5 

Lindell, M. K., & Whitney, D. J. (2001). Accounting for common method variance in cross-

sectional research designs. Journal of Applied Psychology, 86(1), 114-121. 

https://doi.org/10.1037/0021-9010.86.1.114 

Mathwick, C., & Rigdon, E. (2004). Play, flow, and the online search experience. Journal of 

Consumer Research, 31(2), 324-332. https://doi.org/10.1086/422111 

Mou, J., & Benyoucef, M. (2021). Consumer behavior in social commerce: Results from a 

meta-analysis. Technological Forecasting and Social Change, 167, 120734. 

https://doi.org/10.1016/j.techfore.2021.120734 

Mucan, B., & Özeltürkay, E. Y. (2014). Social media creates competitive advantages: How 

Turkish banks use this power? A content analysis of Turkish banks through their 

webpages. Procedia-Social and Behavioral Sciences, 148, 137-145. 

https://doi.org/10.1016/j.sbspro.2014.07.028 

O'Cass, A., & Carlson, J. (2010). Examining the effects of website‐induced flow in professional 

sporting team websites. Internet Research, 20(2), 115-134. 

https://doi.org/10.1108/10662241011032209 

Park, H., & Cho, H. (2012). Social network online communities: Information sources for 

apparel shopping. Journal of Consumer Marketing, 29(6), 400-411. 

https://doi.org/10.1108/07363761211259214 

Rabea'Hadi, M., Hasan, M. F., Flayyih, H. H., & Hussein, M. K. (2023). Green banking: A 

literature review on profitability and sustainability implications. Ishtar Journal of 

Economics and Business Studies, 4(2), 1-6. https://doi.org/10.55097/2070-8083.4.2.4 

Rose, S., Hair, N., & Clark, M. (2011). Online customer experience: A review of the business-

to-consumer online purchase context. International Journal of Management Reviews, 

13(1), 24-39. https://doi.org/10.1111/j.1468-2370.2010.00280.x 

Sago, B. (2011). The usage level and effectiveness of quick response (QR) codes for integrated 

marketing communication purposes among college students. International Journal of 

Integrated Marketing Communications, 3(2), 7-17. 

Tkaczyk, J. (2017). Consumer involvement in the purchase of food products and the 

willingness to generate feedback through word-of-mouth communication. Journal of 

Agribusiness and Rural Development, 45(3), 685-692. 

https://doi.org/10.17306/J.JARD.2017.00366 

about:blank


European Journal of Science, Innovation and Technology 

www.ejsit-journal.com 

 

 
329 

Turban, E., Strauss, J., & Lai, L. (2016). Supporting theories and concepts for social commerce. 

In E. Turban, J. Strauss, & L. Lai (Eds.), Social commerce: Marketing, technology and 

management (pp. 47-72). Springer International Publishing. https://doi.org/10.1007/978-

3-319-17028-2_3 

Van Doorn, J., Lemon, K. N., Mittal, V., Nass, S., Pick, D., Pirner, P., & Verhoef, P. C. (2010). 

Customer engagement behavior: Theoretical foundations and research directions. 

Journal of Service Research, 13(3), 253-266. 

https://doi.org/10.1177/1094670510375599 

Watzlawick, P., Bavelas, J. B., & Jackson, D. D. (2011). Pragmatics of human communication: 

A study of interactional patterns, pathologies and paradoxes. W. W. Norton & Company. 

Zhang, Z., Peng, Q., & Gu, P. (2015). Improvement of user involvement in product design. 

Procedia CIRP, 36, 267-272. https://doi.org/10.1016/j.procir.2015.01.079 

http://www.ejsit-journal.com/

