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Abstract

he purpose of this research is to study the relation of Facebook and Facebook Brand
T Page usage behavior in the aspects of number of times and duration. The relation
follows the theory of Uses & Gratifications that affect customer engagement in the digital age,
which can be divided in 4 aspects: involvement, interaction, intimacy, and influence. The
study is based on quantitative research and survey research using questionnaire with 400 non-
probability sampling and purposive sampling to the group of 18 years old or over, starting
from Millennials (aged 18-34 years old) who are marketer’s primary target. The result is as
follows: 1. Facebook and Facebook Brand Page usage behavior in terms of duration per day
has positive relation with customer engagement in the involvement aspect. This means the
more users spend their time on Facebook and Brand Page, the higher involvement is likely to
be. Conversely, the less users spend their time on Facebook and Brand Page, the less
involvement is likely to be. 2. Facebook and Facebook Brand Page usage behavior in terms of
duration and number of times per day is positively related to customer engagement in the
interaction aspect. This means the users that spend more time and have more number of
times per day using Facebook and Facebook Page brand tend to have higher interaction. On
the contrary, the users that spend less time and have less number of times per day using
Facebook and Facebook Brand Page tend to have less interaction. 3. Facebook and Facebook
Brand Page usage behavior in terms of duration and number of times per day has no relation
with customer engagement in the intimacy aspect. 4. Facebook and Facebook Brand Page
usage behavior in terms of duration per day has positive relation with customer engagement in
the influence aspect. This means the users that use Facebook and Facebook Page brand in
longer duration are more likely to be influenced. Contrarily, the users that use Facebook and

Facebook Brand Page in shorter duration are less likely to be influenced.

Keywords: Facebook Brand Page usage , Customer Engagement
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