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ABSTRACT 

The purpose of this study is to develop and test a research model that investigates the moderating role of agile 

interaction on the relationships between social media usage and brand equity. The model also seeks to test the 

impact of entertainment, information sharing, relationship development and self-presentation usage of social 

media and tests the moderating role of agile interaction. A sample of 280 first year students at business school 

was surveyed. This current study implements the two–stage method where this method used the latent variable 

scores of the latent predictor and latent moderator variable from the main effect model. The result indicates that 

agile interaction is not significant in moderating the relationship between social media usage and brand equity. 

In terms of practical contributions, this study offers accurate and comprehensive guidance on the planning and 

rationalization of social media usage in an agile interaction strategy for the branding development of PHEIs but 

somehow the limitation was Most universities in Malaysia adopt a closed-door policy, hindering the public from 

accessing information about their operations. This policy has created some difficulties in approaching the 

respondents and limitations in getting relevant information related to the real issues that are occurring. The results 

of this paper can guide future research about the development of agile interaction during the next decades or 

years and serve as a facilitator for researchers and for managers that want to know more about the topic. The 

main contribution is to extend previous research on the benefits of social media usage and the consequences of 

agile interaction in enhancing brand equity. 

Keywords— Social media usage, customer engagement, agile interaction, brand equity, PHEIs 

INTRODUCTION 

Agile is a set of values and principles and it gives a foundation for teams to make decisions that lead to better 

outcomes. The actual definition of Agile is found in the Agile Manifesto. The Manifesto makes it clear that Agile 

is not a methodology. It is not a specific way of doing software development. It is not a framework or a process. 

In fact, most of the things that are marketed as Agile tend to miss the point of what Agile actually is. 

To our knowledge, there are very few literatures that have attempted to formulate an agile method in engaging 

customers. The most prominent works that focused on agile communication are by [1], [2], [3] on the other hand 

studied how manufacturers applied an agile marketing strategy in their operations while [4] studied on how 

fashion companies applied agility in the design process to respond quickly to consumer requests. Social media 

usage, customer engagement, agile communication and customer-based brand equity have been examined 

separately in several studies, and the four variables have never been examined simultaneously in the educational 

context. The present study aims to fill this gap by examining the relationships between social media usage, 

customer engagement, agile and customer-based brand equity in the context of higher education institutions. 

LITERATURE REVIEW 

Due to the increasing importance of real-time connection with customers in business, the researcher decided to  
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utilize agile communication as a moderating variable. The moderating effect of agile communication is 

postulated to be able to strengthen the relationship between social media usage and customer-based brand equity 

improvement. There is a tendency for potential students to effectively use the social media channels chosen by 

the university. As suggested by [5], customers who are satisfied with their engagement experience while using 

the institution’s social media will develop loyalty in their future action decisions.  Although extensive research 

has been carried out on agility, no single study had adequately examined the employment of the agile method in 

engaging customers so as to enhance the institution’s brand. Therefore, this issue needs to be investigated further 

because it may provide meaningful information for HEIs in the quest of enhancing their customer-based brand 

equity. 

Activating participation is the critical success factor of social media engagement, and it is a significant challenge 

for researchers and practitioners to find ways to engage and direct the participants’ attention to useful purposes 

[6]. The content remains important for attracting people to a site, but interactivity is insufficient. Therefore the 

organisations need to proactively seek to use interactivity as a basis for beneficial communication [7]. On the 

other hand, inadequate customer involvement on these agile projects led to adverse consequences for the self-

organizing agile teams. These include pressure to over-commit, problems in gathering and clarifying 

requirements, problems in prioritizing requirements, problems in securing feedback, loss of productivity, and in 

extreme cases, business loss [8]. The above arguments lay the foundation for our final hypotheses, in which we 

posit that the effect of social media strategic capability due to this finding, practitioners will be able to develop 

a more agile strategy. 

Applied theory 

The philosophy of harnessing loyal customers to become part of the sales and marketing team has increasingly 

become a driver of many industrial firms' marketing and sales efforts [9]. Nowadays, the country has reached an 

economy of attention where a wealth of information produces a lack of attention and a need to effectively 

distribute the knowledge to the overabundance of information and entertainment sources that might consume it. 

By simplifying the systems’ usability, maximizing people’s utility, and giving people multiple controls, agility 

will help people to allot their attention efficiently and thus giving  great gratification [10]. 

Consequently, having an on-line and real-time engagement can serve as a powerful management instrument. 

This system will provide management with a continuously updated database of its customers and continuous 

information about the degree of satisfaction and dissatisfaction among customers [11]. Interaction among users 

can also contribute to the formation of virtual communities, where people gather due to shared interests, 

sociability, identity, and sense of communion. Given that virtual communities are often built around user-

generated contents, responding to content is argued to be an integral part of community development since it can 

be used in their evaluations of customer-based brand equity reinforce dynamic content creation [12]. 

According to [13], Task-Technology Fit is operated as a forecaster of performance. TTF is suitable to explain 

how technology indicates the performance. To have an affirmative effect, the technology must be utilized and 

apt with the tasks. When customers understand the business task plan, it is more likely that the system will fit 

the assignment required. In this way, user involvement influences not only client commitment, but also the 

quality of the system. [14] noted that information technology would be able to assist each individual end user in 

performing their task. This view is supported by [15] who stated that the fit of the technology to the tasks is the 

degree to which the technology features suit to the task requirements. Meanwhile, [16] stated that the task 

characteristics, technology characteristics, task technology fit, and technology utilisation have impacts on 

performance. 

The proposed theory can help analyse a situation in terms of the characteristics of the tasks, technology and 

individual use context and thus provide a starting point to achieve fit, assumingly a pre-condition for system 

success and performance [17]. Global competition is forcing enterprises to become agile. Agile business success 

is a company's ability to compete on constantly evolving, ever-fragmented global markets for high-quality, high-

performance goods and services optimized for customers. In this endeavour, information technology (IT) plays 

an increasingly important role in facilitating the introduction of new products or services, in improving 

operational processes, and in guiding managerial decision making [18]. On the other hand, in the tourism context,  
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the capabilities of social media should match the tourism service provider’s strategies to engage customers. 

Although many studies have established the contribution of the task-technology fit theory in affecting individual 

impact and performance in the use of information systems, not many has actually related this to the possibility 

of affecting customers engagement and how they value the customer-based brand equity. This is where this study 

seeks to contribute as the understanding of agility influence is extended further into customer engagement and 

customer-based brand equity enhancement in PHEIs. Initiatives carried out by PHEIs to engage its customers 

must at least contribute to enhancing its brand. Indeed, for PHEIs the possibility of repeat patronage and the idea 

of sustaining loyal customers is the ultimate aim in the quest of attaining superior competitive abilities. 

Agile Interaction as Moderator 

Moderators are variables that change the size (or direction) of the relationship between the intervention and the 

outcome. A moderator may either have a direct effect on the outcome, or it may interact with the intervention in 

a way that influences the relationship between the intervention and the outcome [19]. 

Customers have requested more prominent action from brands for a long time. In any case, that demand has 

become even louder as customers find their voices through the Internet. This will force organizations to work 

more closely with them. The customers eventually gives impact on the brands they interface with [20]. [2] found 

that agility significantly moderates the effect of cooperation on the efficiency of the supply chain. This finding 

obliges practitioners to develop a more agile supply chain by understanding how agility affects the supply chain 

and accordingly improves the supply chain. In the same vein, [21] found that agility has also shown to moderate 

the influence of cooperation on the efficiency of the supply chain. Agility is therefore an externally focused skill, 

whereas versatility is an inwardly focused skill. Notably, [22] asserted that teamwork can be enhanced, and that 

the efficiency of an agile supply chain has a positive impact. 

Activating participation is the critical success factor of social media engagement, and it is a significant challenge 

for researchers and practitioners to find ways to engage and direct the participants’ attention to useful purposes 

[6]. The content remains important for attracting people to a site, but interactivity is insufficient. Therefore, the 

organisations need to proactively seek to use interactivity as a basis for beneficial interaction [7]. On the other 

hand, inadequate customer involvement on these agile projects led to adverse consequences for the self-

organizing agile teams. These include pressure to over-commit, problems in gathering and clarifying 

requirements, problems in prioritizing requirements, problems in securing feedback, loss of productivity, and in 

extreme cases, business loss [8]. The above arguments lay the foundation for our final hypotheses, in which we 

posit that the effect of social media strategic capability due to this finding, practitioners will be able to develop 

a more agile strategy. Since there is inconsistency in the literature, therefore this research suggests agile 

interaction able to moderate the effect of social media, customer engagement and brand equity. Hence, this study 

proposes that: 

Hypothesis 

H1: Agile interaction significantly moderates the relationship between social media usage and customer-based 

brand equity. 
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METHODOLOGY 

Research design 

The present research also applies the quantitative approach which seeks to quantify the data and typically applies 

some form of statistical analysis method in conducting the research. This enables the researcher to achieve 

precision by focusing on the numerical aspect of the survey data. According to [23], a quantitative research 

design is the best approach to obtain information from people in their natural environment. [24] also proposed 

that quantitative methods are better for testing or checking hypotheses, defining and correlating important 

variables presented by questions or assumptions using validity and reliability criteria and data analysis. 

Therefore, this method helps in examining the respondents’ perceptions on the variables under study namely 

customer-based brand equity, social media usage, customer engagement and agile interaction by using Structural 

Equation Modelling (SEM) statistical analysis. A survey research design using a structured self-administered 

questionnaire is used to investigate the effect of agility on customer engagement and its impact on the customer-

based brand equity of the PHEIs. 

Data analysis used in this study was primarily conducted with the help of Smart PLS version 3.0 which is 

extensively used in Social Science studies. It is a path model that demonstrates the variables’ relationship and 

the hypothesis to be tested [25]. In PLS-SEM, the term construct is used to describe a variable that is not directly 

measured by indicators, and for that reason is referred to as a latent variable. 

Sample 

The sample of respondents for this research was selected based on the location (Klang Valley) to represent the 

student population of Malaysian PHEIs as a whole [26][26][27]. Geographically, the scope of the study was 

confined to the Klang Valley specifically the urban areas. The main reason for selecting this location is because 

the highest numbers of PHEIs are located there. It is important to select established PHEIs as they have already 

branded themselves strategically. The target population entails students of PHEIs who have been registered to 

the respective PHEIs. This field of study was chosen because the researcher wants to get the needed information 

directly from the students or institutional customers about their opinion, observation, and experience using social 

media to interact with the brand page. The judgemental sampling technique was used because of its suitability 

in approaching potential respondents in a short time and its compatibility with the selected survey approach, thus 

permitting the researcher to motivate attention in the research, select prospective respondents, and enable the 

respondents to get further clarification if needed on the questions presented in the instrument. 

Accordingly, a sample size of at least 100 and not exceeding 400 is considered adequate for Structural Equation 

Modelling (SEM) statistical analysis [28]. This is mainly because as the sample size becomes larger (>400), the 

procedure becomes more delicate and almost any difference is discovered, rendering the goodness-of-fit 

measures to indicate a poor fit. [29] further argued that any number above 200 is understood to provide enough 

statistical power for data analysis. As suggested, the sample size required for this study is 250 respondents which 

is also within the range of sample size proposed by [30]. The authors proposed that the ideal sample size ranges 

between 30 and less than 500. Therefore, to overcome the probability of non-response to the face-to-face survey 

method which commonly can be as high as 10 percent, the number of questionnaires or respondent targets should 

be higher than the intended sample needed. However, in this study the researcher able to collect, a total of 278 

questionnaires/respondents [90% x 278 = 250] which is more than suggested by the literature. The individuals 

were chosen as they are eligible as the samples to complete the questionnaire. Nevertheless, during the actual 

data gathering, only 180 responses were usable for analysis. The remaining 98 were found to be invalid and 

incomplete. 

ANALYSIS 

Assessment of Moderating Analysis 

A moderator changes strength on a causal relationship between a predictor and an outcome variable. The 

predictor may: 1) strengthen or weaken the relationship, or 2) may change the sign. In addition, a moderator is 
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not dependent on the predictor. There are two types of moderating variable: 1) Continuous, and 2) Categorical. 

The advantage of testing a moderating effect with SmartPLS is when it allows the inclusion of a formative 

construct, it runs even when the sample size is small and when the data does not possess the attributes of normal 

distribution. Furthermore, it offers three different methods of testing moderation which are: 1) Product indicator, 

2) Two-stage (default), and 3) Orthogonalization. The product indicator uses all possible pairs and has a high 

prediction accuracy [31]. Product indicator is used when the sample size is medium to large. Meanwhile, the 

two-stage method uses the latent variable scores of the latent predictor and latent moderator variable from the 

main effect model. These latent variable scores are saved and used to calculate the product indicator for the 

second stage analysis[32]. The two-stage method has higher statistical power and should be used when 

orthogonalization failed to find significance in a small sample size [31]. The third method is orthogonalization 

which is used when the sample size is small; it uses residual which is calculated by regressing all possible 

pairwise product forms on all the indicators of the latent predictor and the latent moderator variable [33]. In the 

same vein, [31] assert that orthogonalization has a high prediction accuracy. This current study implements the 

two–stage method since the first attempt to use orthogonalization was not significant. 

The moderating analysis then undergoes several steps to confirm the role of the moderating effect in the proposed 

model. Among the steps are: 

Step 1: Assessing the value of R2  

Table 1 shows the value of the R2 change after the moderating effect (agile interaction) takes place in the model 

in the relationship between social media usage and customer-based brand equity. The R2 change of performance 

indicates that no change had happened. This indicates that there is no effect of the moderator construct in the 

relationship between social media usage and customer-based brand equity. 

TABLE 1 

Percentage of R2 Change in Moderator Analysis using PLS Algorithm 

Construct R2 Before R2 After Percentage of Change 

Customer-based Brand Equity 0.63 0.63 0 

Step 2: Assessing the Value of Effect Size F2 

Since there is no change effect of the moderator, there is also no effect of the moderator in the relationship 

between social media usage and customer-based brand equity. 

Step 3: Running Significant Test Using Bootstrapping 

From the result in Table 2, the interaction term social media usage*agile interaction is not significant with a 

value of β = -0.01, and t-value = 0.263. This indicates that there is no significant relationship between social 

media usage and customer-based brand equity with agile interaction. 

TABLE 2 

Effect of Agile Interaction as a Moderator 

Hypothesis Relationship β t-value p-values 

H SMU*AI -> Customer-based Brand Equity -0.01 0.263 0.396 

One tailed; t cut off = 1.645; p= 0.05 
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Step 4: Drawing the Interaction Plot 

Even though there is no moderating effect of agile interaction in the relationship between social media usage 

and customer-based brand equity, it is clear that the interaction differs. This study uses the procedures proposed 

by [34] and [35] to plot the interaction. Figure 1 shows the interaction plot of the moderator analysis which 

indicates that the positive relationship between social media usage and customer-based brand equity will be 

higher if the agile interaction is high. This means that when agile interaction is high, social media usage will also 

be high. Although hypothesis of this study is confirmed to be not significant, it still has an impact. 

 

Figure 1: The Interaction Plot of the Moderating Analysis 

FINDINGS 

This analysis aims to assess the positive role of agile interaction as a moderator in the relationship between social 

media usage and the customer-based brand equity of PHEIs in Selangor, thus deriving hypothesis to respond to 

research question and fulfil the study objectives. To investigate the moderating role of agile interaction in 

hypothesis, several steps are tailed namely: (1) assessing the value of R2 Change, (2) assessing the value of 

effect size (f2), (3) running significant test using bootstrapping, and finally (4) drawing the interaction plot of 

the moderation effect. Table 5.3 demonstrates the outline of the estimation of the moderating role in hypothesis 

H5. 

H: Agile interaction significantly moderates the relationship between social media usage and customer-based 

brand equity. 

As illustrated in Table 2, it is evident that agile interaction does not perform a moderating role in this study. 

Agile interaction as a moderator has an insignificant effect in the relationship between social media usage and 

the customer-based brand equity of PHEIs. The results presented in Table 5.3 suggest that the interaction term 

social media usage*agile interaction is not significant as shown by the value of β =-0.01, t-value = 0.263, p-

value = 0.396, implying that the negative relationship between social media usage and customer-based brand 

equity will not be stronger with a higher agile interaction. The R2 change of customer-based brand equity further 

reveals that there is no change of the R2 with the addition of the interaction term (social media usage*agile 

interaction). 

In addition, absolute effect size refers to the difference between the average and mean outcomes in two different 

intervention groups. [36] and [37] suggested  that f2 = 0.02 denotes a 'small' effect size, 0.15 signifies a 'medium' 
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effect size, and 0.35 indicates a 'large' effect size. Perhaps a minor interaction change can still be significant 

under climatic circumstances; these conditions are critical if the resulting beta changes are significant [38]. 

Figure 5.1 below illustrates that there is no change effect of the moderator. Therefore, there is no effect of the 

moderator in the relationship between social media usage and customer-based brand equity. It is further shown 

that the interaction plot of the moderator analysis indicates that the positive relationship between social media 

usage and customer-based brand equity will be higher if the agile interaction is high. Although hypothesis H5 of 

this study is confirmed to be not significant, it still has an impact. 

In the same vein with the findings above, [39] proved in their study that agile methods may also have detrimental 

consequences on communication as the methods do not provide enough new communication tools. In another 

study by [40], it was found that no significant study had been conducted on agility in relation to marketing. 

Although several studies had explored the topic of agility in business studies, none have integrated the need for 

agile interaction to enhance customer-based equity, especially in the education sector. Thus, this gap prompted 

the current study to empirically evaluate the role of agile interaction in enhancing branding. This study provided 

a contrasting finding that agile interaction has an insignificantly moderate effect in strengthening the relationship 

between social media use and customer-based brand equity. 

In contrast to the findings above, [40] has argued on the efficacy of agile interaction on marketing performance. 

The study has asserted that even though many research have discovered the topic of agile marketing, no 

significant research has been done as a new emerging paradigm in the field of digital marketing has immerged. 

Meeting on a daily basis and removing unnecessary steps and processes should be done by cross-functional 

professionals’ collaboration to achieve common goals. Thus, this gap has spurred the current study to empirically 

consider the role of agile interaction in organizational branding performance. 

A contradictory result has been spawned in this study where it is discovered that agile interaction does not plays 

a role in strengthening the relationship between social media usage and customer-based brand equity. This result 

is also sustained by earlier literature [41] which has asserted that agile interaction can be a valuable resource as 

it facilitates the interactions of suppliers and increase the retail supply chain responsiveness. It is unique and 

imperfectly incomparable, delineation it as an attribute that differentiates one firm from another [42]. 

Furthermore, an agile interaction stimulates the effort of the individual towards achieving a mutual objective. In 

the context of fashion management, [43] has emphasized the significance of engaging in agile efforts in the 

management techniques in order to react to uncertainty and unpredictability of the fashion industry. 

Meanwhile, in software industry using data collected from software-development professionals, [44] they 

discovered a positive relationship between agile project management and employees’ perceptions of job 

characteristics. The finding showed that an essential value proposition of agile methods able to make people 

more motivated and satisfied with their jobs. 

In line with other studies hypothesis H5 is confirmed to answer RQ5 such that a positive significant effect of 

agile interaction as a moderator in the relationship between social media usage and customer-based brand equity 

PHEIs in this research model. This research contributes important new insights concerning the branding strategy. 

Although agile interaction did not significantly moderate the relationship between social media usage and 

customer-based brand equity, the results are informative regarding agile interaction as a construct. 

Agile interaction plays a role in strengthening the relationship between social media usage and customer-based 

brand equity which has been identified as inconsistent in introduction. Although the moderation result was 

insignificant, the result is nonetheless informative.  It means that there is not sufficient evidence in the dataset to 

conclude that there is an effect in the population. Agile interaction was a non-significant moderator in the 

relationship between the two, suggest that the social media usage – customer-based brand equity relationship is 

strong, regardless of any kind of interaction practiced. Although values of a brand may increase as a result of an 

agile interaction, the need for agile interaction in social media usage in general does not. 

A more agile interaction might increase the customer-based brand equity due to social media usage, but less 

agile interaction may still increase the customer-based brand equity due to other factors such as high awareness 
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about the brand. The customer already knows the brand very well through their positive experiences and 

associations. This due to the crowd sourcing (customers to customers interaction) practiced in social media usage 

itself. This includes open comments and review from other customers, where they can share whatever 

information and feedback through the social media usage. 

Customers does not really depend on an agile interaction from the organization because they already fed with 

the information among themselves [45]. They are able to influence one another by creating fan group, forum 

chatroom or fan pages of a certain brand. For example, a potential customer would ask for help from a current 

customer to get more information before they really made a purchase. They also would ask for advice. opinion 

and reviews from another customer about the suitability of a specific product. The extent of customer awareness 

and experience, differentiate of types of interaction might practice by an organization. This could explain the 

finding that agile interaction was not a moderator in the social media usage – customer-based brand equity 

relationship. In accord with the present results, perhaps this relationship is not best explained via moderation. 

IMPLICATION OF THE STUDY 

While agile interaction is a promising concept in service marketing, the results indicate that its impact may not 

be universal across all demographics or contexts from a practical perspective. For first-year students at Malaysian 

PHEIs, social media usage alone may be sufficient to shape brand equity, particularly through peer-generated 

material and interactions. Universities should consequently focus on improving student-led communities and 

content sharing rather than depending too heavily on organizational responsiveness. 

However, agile interaction may still be useful in other situations or with more advanced student cohorts. 

Institutions should review whether their communication agility aligns with the expectations and digital habits of 

their target audience. Future plans could benefit from combining agile principles with better customer insights 

obtained through qualitative feedback channels. 

LIMITATIONS AND FUTURE RESEARCH DIRECTIONS 

There are several limitations to the current study that should be acknowledged. The sample has been restricted 

to first-year business students in the Klang Valley region, hence limiting the generalizability of the findings. 

Subsequent research should incorporate students from diverse academic tiers, multiple fields of study, and wider 

geographic areas to improve external validity. 

 The study utilized solely quantitative methodologies. This facilitated the use of SEM approaches but constrained 

the comprehension of students' perceptions and responses to agile interaction. Utilizing qualitative methods—

such as interviews or open-ended survey questions—may yield more profound contextual insights into the 

absence of a strong moderating influence of agile interaction. 

The study ultimately focused on a single moderating pathway. Future research may investigate additional 

potential moderators (e.g., digital literacy, institutional trust, prior brand awareness) or evaluate alternative 

models that examine the direct effects of agile interactions on brand outcomes. 
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