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ABSTRACT
The development of digital payment systems in Indonesia has significantly accelerated the adoption of digital
wallets, with GoPay emerging as one of the leading players. Amid intense competition, social media content
strategy has become crucial in driving consumer engagement, which subsequently influences word-of-mouth
(WOM) and customer loyalty. This study aims to examine the effects of content appeal (infotainment,
relational, and remunerative), content vividness, and content interactivity on WOM and customer loyalty,
with consumer engagement serving as a mediating variable. A quantitative approach was employed through
a survey of 230 active GoPay users who follow the official Instagram account @GoPayIndonesia and had
interacted with its content in the past three months. The data were analyzed using Partial Least Squares -
Structural Equation Modeling (PLS-SEM). The results reveal that six out of seven proposed hypotheses are
statistically significant. Infotainment content, remunerative content, content vividness, and content
interactivity all positively influence consumer engagement. Among these, content vividness exerts the
strongest effect on engagement. Furthermore, consumer engagement was found to be a significant mediator
in the relationship between content characteristics and both WOM and customer loyalty. This research
contributes empirical insights to the field of digital marketing literature and offers strategic
recommendations for digital wallet brands to enhance the effectiveness of their social media content
strategies.
Keywords: Content Appeal, Content Vividness, Content Interactivity, Consumer Engagement, Word-of-
Mouth, Consumer Loyalty, E-Wallet, Social Media Marketing.

INTRODUCTION

The rapid digital transformation in the
financial services sector has significantly altered
consumer behavior and payment preferences
globally (Zhang et al., 2024). In Indonesia, the
proliferation of smartphones, increased internet

several key dimensions of content quality—content
appeal, vividness, and interactivity—as critical
drivers of consumer engagement (Kulikovskaja et
al., 2023). These elements are believed to fulfill
users' intrinsic motivations, such as the need for
information, entertainment, emotional connection,

penetration, and evolving consumer expectations
have catalyzed the growth of digital wallets or e-
wallets , with GoPay emerging as a dominant
player in this competitive landscape (Populix,
2024). As traditional banking services face
disruption from fintech innovations, digital wallet
providers increasingly rely on social media
platforms—particularly Instagram—to foster brand
awareness, enhance customer engagement, and
drive long-term loyalty (Matusin et al., 2023).
Instagram, with its visually rich interface
and high user engagement rates, has become a
strategic platform for brands to communicate their
value propositions through compelling content
(Pathak & Kaushik, 2024). Content marketing,
especially on social media, is no longer just about
disseminating information; it has evolved into an
interactive and immersive experience that can
shape consumer perceptions and behaviors
(Annamalai et al., 2021). Scholars have identified

and tangible rewards, aligning with the theoretical
foundation of Uses and Gratifications Theory
(UGT) (Papacharissi & Rubin, 2000).

Content appeal refers to the extent to which
content satisfies users’ diverse needs and interests.
It includes three sub-dimensions: infotainment
(information + entertainment), relational, and
remunerative  content.  Infotainment  content
combines educational and entertaining elements,
making it more engaging and memorable (Agrawal
& Mittal, 2022). Relational content fosters
emotional connections by encouraging interaction
and community building, while remunerative
content offers incentives or rewards, increasing
perceived value and motivation to engage (Dolan
etal., 2019).

Content vividness pertains to the sensory
richness and clarity of presentation, enhancing
message recall and emotional impact (Steuer,
1992). Vivid stimuli, such as high-quality visuals
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and descriptive narratives, create immersive
experiences that capture attention and reduce
psychological resistance to persuasive messages
(Kelley et al., 1989). Meanwhile, content
interactivity allows users to actively participate in
the communication process, whether through likes,
comments, shares, or direct interactions with the
content itself. This participatory nature not only
enhances user satisfaction but also strengthens
brand-consumer relationships (Hennig-Thurau et
al., 2004).

Consumer engagement (CE) has emerged as
a pivotal construct in understanding how
consumers interact with brands on social media. It
encompasses cognitive, affective, and conative
dimensions, reflecting the depth of users’
involvement with brand content (Soares et al.,
2021). CE acts as a precursor to positive
behavioral outcomes such as word-of-mouth
(WOM) and consumer loyalty (Kulikovskaja et al.,
2023). WOM, in particular, plays a crucial role in
influencing purchase decisions, as consumers tend
to trust peer recommendations over traditional
advertising (Hudders et al., 2021). Similarly,
consumer loyalty reflects repeat usage,
commitment, and advocacy toward a brand, which
are essential for sustaining competitive advantage
in the digital economy (Bowden et al., 2015).

Despite the growing body of literature on
social media marketing, a significant research gap
persists in two key areas that this study aims to
address. Most studies have focused on general e-
commerce or retail sectors, leaving the fintech
domain relatively underexplored. Furthermore,
while prior research has examined the effects of
content appeal and engagement separately, few
have integrated vividness and interactivity into a
comprehensive model that explains their combined
impact on consumer behavior.

This study addresses these gaps by
investigating the mediating role of consumer
engagement in the relationship between content
strategies—specifically content appeal
(infotainment, relational, remunerative), content
vividness, and content interactivity—and
marketing  outcomes  (word-of-mouth  and
consumer loyalty). Using Instagram as a case
study, we focus on GoPay, one of Indonesia’s
leading digital wallet platforms, to explore how
content design influences user behavior in a highly
competitive market.

By integrating UGT with concepts from
social media marketing and consumer behavior
theory, this research contributes both theoretically
and practically. Theoretically, it extends the
applicability of UGT in explaining consumer
motivations and gratifications derived from brand-
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generated content. Practically, it offers actionable
insights for digital wallet marketers aiming to
optimize their social media strategies to enhance
engagement, foster loyalty, and stimulate organic
WOM.

LITERATURE REVIEW
Social Media Marketing

Social media marketing has evolved into a
critical component of modern brand strategy,
especially in highly competitive digital markets
(Pathak & Kaushik, 2024). With over 190 million
active social media users in Indonesia alone
(Populix, 2024), platforms such as Instagram have
become essential for brands to connect with
consumers through engaging content. According to
Matusin et al. (2023), the success of a brand on
social media is largely determined by the quality
and relevance of its content, which must align with
user expectations and platform  dynamics.
Instagram, in particular, offers a unique blend of
visual storytelling, real-time interaction, and
algorithm-driven visibility that enables brands to
cultivate relationships with their audiences
(Annamalai et al., 2021). The platform’s emphasis
on multimedia content—such as images, videos,
reels, and stories—has redefined how brands
communicate value propositions, foster emotional
connections, and drive consumer action (Dolan et
al., 2019).
Content Marketing in Social Media

Content marketing within the context of
social media refers to the strategic creation and
distribution of relevant, valuable, and consistent
content to attract and retain a clearly defined
audience (Kotler & Keller, 2016). In the case of
digital wallet brands like GoPay, content serves not
only to inform but also to engage, entertain, and
incentivize users to remain loyal to the brand
(Zhang et al, 2024). Several studies have
identified key characteristics of effective social
media content: content appeal , content vividness ,
and content interactivity (Muntinga et al., 2011;
Pathak & Kaushik, 2024). These elements are
crucial for capturing attention, stimulating interest,
and encouraging participation—all of which
contribute to deeper consumer engagement.
Content Appeal

Content appeal reflects the extent to which
content satisfies users’ diverse needs and interests.
Drawing from Uses and Gratifications Theory
(UGT), scholars have categorized content appeal
into three primary types. Infotainment Content
Combines informational and entertainment
elements to educate while entertaining. This type
of content is particularly effective in sustaining
attention and enhancing memorability (Agrawal &
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Mittal, 2022). Relational Content : Focuses on
building emotional connections between the brand
and its audience through storytelling, community-
building, or personalized interactions.
Remunerative Content : Offers tangible rewards,
discounts, or incentives to encourage specific
behaviors, such as app downloads, referrals, or
transactions. According to Cvijikj and Michahelles
(2013), infotainment content is often the most
effective in generating engagement due to its dual
ability to inform and entertain. However,
remunerative and relational content play
complementary roles in fostering loyalty and
advocacy.
Content Vividness

Content vividness refers to the sensory
richness and clarity of presentation that enhances
message recall and emotional impact (Steuer,
1992). High-vividness content includes dynamic
visuals, animations, high-resolution images, and
descriptive narratives that stimulate multiple
senses simultaneously (Kelley et al., 1989). In
contrast, low-vividness content—such as plain text
or static images—relies primarily on cognitive
processing without engaging other sensory
modalities. Annamalai et al. (2021) argue that
vivid content increases psychological immersion,
making messages more persuasive and memorable.
For instance, animated explainer videos used by
GoPay to demonstrate transaction steps or promote
new features can enhance understanding and
reduce cognitive load. The concept of vividness is
closely linked to telepresence theory, which posits
that rich media environments create a sense of
“being there,” thereby increasing perceived realism
and engagement (Soares et al.,, 2021). In the
context of e-wallets, where trust and ease of use
are paramount, vivid content plays a crucial role in
shaping user perceptions and reducing uncertainty.
Content Interactivity

Interactivity refers to the degree to which
users can actively participate in the communication
process, whether through likes, comments, shares,
polls, or direct responses to content (Liu, 2003).
Interactive content fosters a two-way dialogue
between brands and consumers, transforming
passive viewers into active participants. Highly
interactive content such as quizzes, contests, live
Q&A sessions, or comment prompts encourages
involvement and strengthens brand-consumer
relationships (Hennig-Thurau et al., 2004). Luarn
et al. (2015) found that interactivity significantly
enhances consumer engagement on Facebook
brand pages by creating a sense of co-creation and
personalization. In the context of digital wallets,
interactive content can be used to gather feedback,
test new features, or reward engagement, all of
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which contribute to increased brand affinity and
customer retention (Leckie et al., 2016).
Consumer Engagement

Consumer engagement (CE) has emerged as
a pivotal construct in understanding how
consumers interact with brands on social media. It
encompasses cognitive, affective, and conative
dimensions, reflecting the depth of users’
involvement with brand content (Soares et al.,
2021). CE acts as a precursor to positive
behavioral outcomes such as word-of-mouth
(WOM) and consumer loyalty (Kulikovskaja et al.,
2023). Engagement manifests in various forms

Cognitive Engagement Awareness and
understanding of brand content. Affective
Engagement : Emotional connection or liking

toward the brand. Conative Engagement
Behavioral intention or actual interaction with
content (e.g., sharing, commenting, purchasing).
Kilgour et al. (2015) emphasize that successful
engagement requires an integrated approach that
combines informative, affective, and actionable
elements. Strong et al. (1997) further argue that
information must be valuable, inclusive,
understandable, and provide added value to
customers. For digital wallet brands like GoPay,
fostering engagement means creating content that
is not only visually appealing and informative but
also encourages participation and builds long-term
relationships.

Dimensions of Consumer Engagement

Building on prior research, consumer
engagement can be broken down into several
measurable dimensions Attention : The extent to
which users notice and focus on brand content.
Interaction : The level of active participation with
posts (e.g., likes, comments, shares). Emotional
Connection : The strength of feelings evoked by
the content. Behavioral Intent : The likelihood of
taking future actions such as recommending the
brand or making a purchase. These dimensions
collectively determine the effectiveness of content
strategies in driving brand equity and customer
lifetime value (Leung & Wei, 2000).

Word of Mouth (WOM)

Word of mouth (WOM) remains one of the
most powerful drivers of consumer behavior,
especially in digital environments where peer
recommendations spread rapidly through online
networks (Hudders et al., 2021). Unlike traditional
advertising, WOM is perceived as more authentic
and trustworthy, influencing purchase decisions
and brand reputation (Hennig-Thurau et al., 2004).
Digital wallet brands benefit from WOM when
satisfied users share their experiences, recommend
services, or endorse promotions within their social
circles (Santini et al., 2020). Research shows that
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engaged consumers are more likely to generate
organic WOM, especially when they feel
emotionally connected to the brand (Bowden et al.,
2015).

Consumer Loyalty

Consumer loyalty represents repeat usage,
commitment, and advocacy toward a brand, which
are essential for sustaining competitive advantage
in the digital economy (Bowden et al., 2015).
Loyalty is composed of both attitudinal (emotional
attachment) and behavioral (repeat purchases)
components. In the context of digital wallets,
loyalty is influenced by factors such as ease of use,
security, service quality, and emotional bonding
through content (Zhang et al., 2024). Leckie et al.
(2016) suggest that loyalty is strongly mediated by
consumer engagement, highlighting the importance
of content strategies that build ongoing
relationships rather than one-off transactions.

Uses and Gratification Theory (UGT)

Uses and Gratifications Theory (UGT)
provides a theoretical foundation for understanding
why individuals choose to engage with certain
types of media content. UGT posits that users are
active agents who select media based on their
needs and expectations for gratification
(Papacharissi & Rubin, 2000). In the context of
social media marketing, UGT explains how
content fulfills users' intrinsic motivations, such as
the need for information, entertainment, emotional
connection, and tangible rewards. By applying
UGT, this study conceptualizes content appeal,
vividness, and interactivity as tools to satisfy these
varied user needs. Infotainment content satisfies
informational and entertainment needs, relational
content fulfills emotional and social needs, and
remunerative content caters to utilitarian and
incentive-based motives (Pathak & Kaushik,
2024).

Digital Wallets (E-Wallets)

Digital wallets represent a transformative
innovation in financial technology, enabling users
to store payment information securely and make
seamless transactions via smartphones (Zhang et
al., 2024). In Indonesia, GoPay leads the market
with over 150 million registered users, offering
services ranging from QR-based payments to ride-
hailing, food delivery, and bill payments (Gojek,
2024). Given the intangible nature of digital
products, content marketing becomes a vital tool
for educating users, building trust, and
differentiating the brand from competitors
(Matusin et al., 2023). Instagram serves as a key
channel for GoPay to showcase product benefits,
highlight user testimonials, and run promotional
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campaigns aimed at increasing adoption and
retention.

Previous Studies

Numerous studies have explored the
relationship between content strategies and
consumer behavior across various industries.
Dolan et al. (2019) found that content type
significantly influences engagement levels on
social media, with interactive and visually rich
content performing best. Similarly, Pathak and
Kaushik (2024) demonstrated that combining
content appeal, vividness, and interactivity leads to
higher levels of engagement and subsequent
marketing outcomes.

However, few studies have focused
specifically on digital wallet brands or examined
how these content attributes influence WOM and
loyalty through the mediation of consumer
engagement. By filling this gap, this study
contributes to both academic literature and
practical marketing strategies in the fintech sector.

RESEARCH METHOD

This study employs a quantitative research
design to examine the influence of content appeal
(infotainment, relational, remunerative), content
vividness, and content interactivity on consumer
engagement, and how this engagement
subsequently affects word-of-mouth and consumer
loyalty in the context of digital wallet brands on
Instagram. The research model is grounded in the
theoretical framework of Uses and Gratifications
Theory (UGT), which posits that users actively
seek out media content based on their intrinsic
needs and motivations. In this case, UGT helps
explain how consumers engage with brand-
generated content depending on whether it fulfills
their informational, emotional, or utilitarian
gratifications.

The research model (see Figure 1) outlines a
structural relationship between the independent
variables—content appeal (comprising
infotainment, relational, and remunerative
content), content vividness, and content
interactivity—and  the  dependent variable,
consumer engagement (CE). CE is further
proposed to mediate the relationships between
these content characteristics and the outcome
variables: word-of-mouth (WOM) and consumer
loyalty (CL). This mediation pathway aligns with
prior studies indicating that engaged consumers are
more likely to express positive WOM and
demonstrate long-term commitment to a brand
(Kulikovskaja et al., 2023; Pathak & Kaushik,
2024).
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Figure 1. Research Model

Research Design

An explanatory sequential research design
was adopted to investigate the causal relationships
among the constructs. This approach combines
both descriptive and inferential elements, enabling
the researcher to not only describe current
conditions but also test hypotheses regarding
cause-and-effect dynamics. The primary data
collection method involved a structured online
guestionnaire  distributed via social media
platforms and targeted at active Instagram users
who  follow  GoPay’s  official  account
(@GoPaylIndonesia).

The choice of Instagram as the focal
platform was informed by its dominance in
Indonesia’s digital landscape, where it serves as a
key channel for brand-consumer interaction due to
its visual nature, high user engagement rates, and
broad demographic reach (Populix, 2024).
Furthermore,  Instagram’s  diverse  content
formats—including posts, stories, reels, and live
sessions—provide ample opportunities for brands
like GoPay to experiment with different types of
content appeal, vividness, and interactivity.
Hypotheses Development

Based on the conceptual model and
supported by existing literature, seven hypotheses
were formulated:

H1la : Infotainment content has a positive effect on
consumer engagement.

H1b : Relational content has a positive effect on
consumer engagement.

H1c : Remunerative content has a positive effect
on consumer engagement.

H2 : Content vividness has a positive effect on
consumer engagement.

H3 : Content interactivity has a positive effect on
consumer engagement.

H4 : Consumer engagement has a positive effect
on word-of-mouth.

H5 : Consumer engagement has a positive effect
on consumer loyalty.

These hypotheses were tested using
Structural Equation Modeling (SEM) through
Partial Least Squares (PLS), which is particularly
suitable for predictive modeling and when dealing
with complex models involving multiple latent
variables (Hair et al., 2017).

Population and Sample

The population of this study consisted of
Indonesian Instagram users aged between 18 and
40 years old who regularly interact with GoPay’s
Instagram page. This age range was selected based
on market research indicating that young adults
represent the largest segment of e-wallet users in
Indonesia (DigitalReportal, 2023). A convenience
sampling technique was employed to collect data
from respondents who met the inclusion criteria.

A total of 269 questionnaires were
distributed, and after eliminating incomplete or
inconsistent responses, 230 valid responses were
retained for analysis. This sample size exceeded
the minimum required for PLS-based SEM,
ensuring  sufficient  statistical power and
generalizability of findings (Hair et al., 2019).
Data Collection Method

Data were collected using an online survey
instrument hosted on Google Forms and distributed
via various social media channels, including
WhatsApp groups, Telegram, and direct messages.
Prior to full-scale distribution, a pre-test was
conducted with 30 participants to assess the clarity,
reliability, and face validity of the questionnaire
items.

The questionnaire was divided into two
main sections. The first section gathered
demographic information, including age, gender,
occupation, education level, frequency of
Instagram use, and duration of GoPay usage. The
second section measured respondents’ perceptions
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of GoPay’s Instagram content across the five latent
constructs: content appeal (infotainment, relational,
remunerative),  content  vividness,  content
interactivity, consumer engagement, word-of-
mouth, and consumer loyalty.

All measurement items were adapted from
established scales used in previous studies to
ensure consistency and validity. For example,
content appeal was measured using items
developed by Cvijikj and Michahelles (2013);
content vividness was assessed using a scale from
Oh (2017); and consumer engagement was
evaluated using the scale proposed by Soares et al.
(2021). Each item was rated on a five-point Likert
scale ranging from “Strongly Disagree” (1) to
“Strongly Agree” (5).

Measurement of Variables

Each construct was operationalized as
follows:

Infotainment Content (IC) Refers to
content that blends educational and entertaining
elements. Example items include statements such
as “The content provides useful information while
being enjoyable.”

Relational Content (RC) Focuses on
building emotional connections with consumers.
Items included statements like “The content makes
me feel emotionally connected to the brand.”

Remunerative Content (REC) Content
offering tangible rewards or benefits. An example
item is “The content offers incentives that motivate
me to engage.”

Content Vividness (CV) : Measured by
sensory richness and clarity of presentation.
Statements included “The visuals in the content are
clear and detailed.”

Content Interactivity (Cl) : Assessed based
on the extent of user participation. Items included
“The content encourages me to comment or share
my opinion.”

Consumer Engagement (CE) : Evaluated
through affective, cognitive, and conative
dimensions. Statements included “I often find
myself thinking about this brand’s content.”

Word-of-Mouth (WOM) : Measured by
intention to recommend the brand. Example: “I
would recommend GoPay to others based on its
social media presence.”

Consumer Loyalty (CL) : Reflected by
commitment and repeat usage. Items included “I
intend to continue using GoPay in the future.”
Data Analysis Technique

Partial Least Squares Structural Equation
Modeling (PLS-SEM) was used to analyze the data
due to its suitability for theory testing, especially in
exploratory contexts where the goal is to predict
relationships rather than confirm strict causality
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(Hair et al., 2017). The analysis was conducted in
two stages: measurement model assessment and
structural model evaluation.

In the measurement model phase, internal
consistency reliability (Cronbach’s Alpha and
Composite Reliability), convergent validity (factor
loadings and Average Variance Extracted), and
discriminant validity (Fornell-Larcker criterion and
HTMT ratio) were assessed. All constructs
demonstrated acceptable psychometric properties,
confirming the reliability and validity of the
measurement instrument.

In the structural model phase, path
coefficients were estimated using bootstrapping
with 5,000 subsamples to determine the
significance of hypothesized relationships. The
coefficient of determination (R2) was calculated to
assess the variance explained in the endogenous
constructs. Additionally, predictive relevance (Q?)
was computed using the blindfolding procedure to
evaluate the model’s predictive power.

Goodness-of-fit  indices, including the
Standardized Root Mean Square Residual
(SRMR), were also examined to validate the
overall fit of the model. The results indicated a
good model fit, supporting the robustness of the
proposed relationships.

Ethical Considerations

Ethical standards were strictly adhered to
throughout the research process. Participants were
informed about the purpose of the study, assured of
confidentiality, and provided voluntary consent
before participating. No personal identifiers were
collected, and all data were stored securely.
Participation was entirely voluntary, and
respondents had the right to withdraw at any time
without consequence.

RESULT AND DISCUSSION

This section presents the findings of the
research analyzing the influence of content appeal
(infotainment, relational, remunerative), content
vividness, and content interactivity on consumer
engagement (CE), and how CE mediates the
relationship between these content elements and
marketing outcomes such as word-of-mouth
(WOM) and consumer loyalty (CL). The study
focuses on GoPay’s Instagram account as a
representative case of digital wallet branding in
Indonesia.

Data were collected from 230 respondents
who actively use Instagram and follow
@GoPaylIndonesia. The Partial Least Squares
Structural Equation Modeling (PLS-SEM) method
was employed to test the proposed hypotheses
using SmartPLS version 3.3.9. The analysis was
conducted in two stages: measurement model
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assessment (validity and reliability testing) and
structural model evaluation (hypothesis testing).

The demographic characteristics of the
respondents reflect the typical user base of
Instagram and digital wallet services in Indonesia.
A majority of the respondents are young adults,
with 39.1% aged between 18-24 years and 47.8%
between 25-34 years. Only 13.0% of respondents
are above 35 years old, indicating that the sample
is representative of the primary target audience for
social media-based financial services.

In terms of gender distribution, 55.2% of the
respondents are female, and 44.8% are male,
suggesting a balanced gender representation.
Educational background also shows that the
majority of respondents have completed higher
education, with 56.5% holding a bachelor’s degree
(S1/D4), 26.1% having graduated from high school
or equivalent, and 8.7% possessing a master’s
degree (S2).

Regarding usage behavior, over 89% of
respondents have been using GoPay for more than
two years, indicating a mature and experienced
user base familiar with the brand. This familiarity
enhances the reliability of responses related to
brand perception and loyalty.

Prior to full-scale data collection, a wording
test was conducted involving five initial
respondents to assess the clarity and
comprehension level of the questionnaire items.
Based on feedback, several modifications were
made to improve semantic consistency and
readability. For example, item CI5 was revised
from “I feel I have control over how I interact with
GoPay's Instagram content” to “I can choose and
access various contents on GoPay's Instagram
according to my needs.”

A pre-test was then carried out with 30
respondents to evaluate the instrument’s validity
and reliability. All constructs showed acceptable
Cronbach’s Alpha values (>0.7), composite
reliability (>0.7), and average variance extracted
(AVE > 0.5), meeting standard psychometric
criteria (Hair et al., 2019). These results confirmed
the instrument’s readiness for full-scale data
collection.

Measurement Model Assessment

Convergent validity was assessed using
factor loadings, composite reliability (CR), and
average variance extracted (AVE). All outer
loadings exceeded the threshold of 0.7, confirming
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that each indicator strongly represents its
respective latent construct.

Composite reliability values ranged from
0.791 to 0.949, surpassing the minimum acceptable
value of 0.7 (Hair et al., 2017). Additionally, AVE
values for all constructs were above 0.5, indicating
sufficient convergent validity.

Discriminant Validity

Discriminant validity was verified using the
Fornell-Larcker criterion and heterotrait-monotrait
ratio (HTMT). The square root of AVE for each
construct was higher than its correlations with
other constructs, satisfying the Fornell-Larcker
criterion. Furthermore, HTMT ratios were below
the recommended threshold of 0.90, confirming
adequate discriminant validity (Henseler et al.,
2015; Roemer et al., 2021).

These results support the robustness of the
measurement model and confirm that the indicators
used in this study accurately represent their
respective constructs.

Structural Model Results

After validating the measurement model, the
structural model was assessed to test the
hypothesized relationships. Bootstrapping with
5,000 subsamples was employed to estimate path
coefficients and determine the significance of the
relationships.

The coefficient of determination (R?)
indicated that the model explained:

e 31.2% of the variance in consumer engagement
e 21.1% of the variance in word-of-mouth
o 18.3% of the variance in consumer loyalty

These values suggest moderate explanatory
power, which is reasonable given the complexity
of consumer behavior and the influence of
unobserved external factors.

The predictive relevance (Q?) values
obtained via blindfolding were greater than zero
for all endogenous constructs, confirming the
model’s predictive capability (Hair et al., 2014).
Specifically, Q? values of 0.17 for consumer
engagement, 0.11 for word-of-mouth, and 0.09 for
consumer loyalty indicate small to moderate
predictive relevance, respectively.

Hypothesis Testing

Seven hypotheses were tested in this study.
Six of them were supported at statistically
significant levels (p < 0.05 or p < 0.01), while one
hypothesis—H1b (relational content — consumer
engagement) —was not supported. The detailed
results are summarized below:
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Table 1. Hypothesis Testing

Hypothesis Path Coefficient () t-value t-value Decision
Hla: IC— CE 0.567 11451 0.000 Accepted
Hlb: RC—CE 0.075 1.876 0.061 Rejected
Hlc: REC —CE 0.264 6.775 0.000 Accepted
H2: CV — CE 0.571 11.530 0.000 Accepted
H3: CI — CE 0.260 6.742 0.000 Accepted
H4: CE->WOM 0.457 9.452 0.000 Accepted
H5: CE — CL 0.428 8.981 0.000 Accepted
The findings confirm that infotainment that which fosters emotional bonds. This
content, remunerative content, content vividness, perspective reinforces UGT’s adaptability in

and content interactivity significantly enhance
consumer engagement. Conversely, relational
content shows no significant effect (p = 0.061).
This suggests that GoPay users’ engagement
patterns on Instagram are primarily driven by
utilitarian and informational gratifications rather
than emotional or relational ones. According to
Uses and Gratifications Theory (UGT), individuals
selectively engage with media content that fulfills
specific needs informative, entertainment-based,
social, or incentive-driven (Papacharissi & Rubin,
2000).

In the context of GoPay, users’ motivations
appear to center on functional utility and cognitive
satisfaction. Infotainment content fulfills their dual
need for learning and enjoyment by providing
useful financial insights through entertaining
formats, consistent with Pathak and Kaushik
(2024), who emphasize that informational-
entertainment blends improve attention and recall.
Similarly, the significance of remunerative content
indicates that users are motivated by instrumental
gratifications, where tangible benefits such as
discounts or cashback directly reinforce
engagement. This aligns with UGT’s premise that
users actively pursue content delivering personal
rewards or convenience.

The strong effect of content vividness and
interactivity further supports UGT’s cognitive and
affective dimensions of gratification. Vivid visuals
and interactive elements enhance user immersion,
creating experiences that are not only informative
but stimulating, leading to perceived enjoyment
and competence (Steuer, 1992; Annamalai et al.,
2021). The preference for engaging and dynamic
content demonstrates that GoPay users value active
participation and sensory appeal as part of their
gratification process on social media.

On the other hand, the non-significance of
relational content may reflect a gratification
displacement phenomenon, wherein emotional and
community-oriented needs are already fulfilled
through alternative platforms or interpersonal
channels. Since digital wallets are inherently
transactional tools, users likely prioritize content
that enhances usability and financial literacy over

explaining media choice behavior—users gravitate
toward content that aligns with their dominant
motives and situational contexts rather than
emotional attachment.

Integrating UGT into these findings provides
a more comprehensive understanding of why
certain content types outperform others in
engaging digital wallet users. In GoPay’s case,
informational, vivid, and reward-driven stimuli
serve as the primary gratifications, shaping
engagement behaviors that ultimately drive word-
of-mouth and loyalty. This theoretical linkage
underscores the importance of tailoring content
strategies to the specific gratification patterns of
target audiences, especially in fintech sectors
where functional and utilitarian motivations
dominate.

CONCLUSION

This study examines the role of content
appeal (infotainment, relational, remunerative),
content vividness, and content interactivity in
influencing consumer engagement (CE) on
Instagram, and how CE mediates the relationship
between these content elements and marketing
outcomes—word-of-mouth (WOM) and consumer
loyalty (CL)—in the context of GoPay, a leading
digital wallet brand in Indonesia.

The findings reveal that infotainment
content, remunerative content, content vividness,
and content interactivity have a statistically
significant  positive  effect on  consumer
engagement. However, relational content does not
significantly influence CE. Furthermore, CE is
confirmed to fully mediate the relationships
between content strategies and both WOM and CL.

These results provide valuable insights for
digital wallet marketers aiming to enhance social
media performance by leveraging strategic content
design. The study contributes to the growing body
of literature on social media marketing in fintech
by empirically validating the mediating role of
consumer engagement and highlighting the most
effective content characteristics in driving user
interaction and long-term brand loyalty.
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