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A higher-order model of consumer brand engagement and its

impact on loyalty intentions
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5.1. Limitations and future research

A clear limitation is the cross-sectional design, representing a snapshot of consumer-brand dynamics. Consumer brand engage-ment may
evolve time, and so might the weightings of the three dimensions. Future research may investigate this issue using temporal survey designs.
Another limitation is the convenience sampling used in the present research. Future research should be therefore conducted using alternative
sampling designs in order to achieve generalizability across consumer groups. For instance, systematic random sampling of a brand's
customers (enrolled on a brand's product warranty database) can be used to generate a probability sample. Additionally, to further the
understanding of the nomological network of consumer brand engagement, it will be useful to examine relationships of brand engagement
with other relational constructs. An interesting avenue could be to ex-amine how consumer self-construal process fits in the nomologi-cal
network of brand engagement. For instance, the role of brand engagement in self-concept (Sprott et al., 2009) may partly explain brand
engagement. Research questions may also be framed around the role of consumer relational tendencies (e.g., relationship or-ientation), as
predictors of consumer brand engagement. Finally, this research was conducted using a single country and a single product category as
context. Future research should replicate the estimated relationships across different markets using different product categories (and perhaps
conduct cross product category comparisons) to attain a much fuller understanding of the con-sumer brand engagement.
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