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Objective: The aim of this study was to identify and propose effective strategies for
transforming media consumers into active participants on the Facebook page of the
Iraqi Shiite Endowments Administration.

Methodology: This research employed a grounded theory qualitative approach
combined with a quantitative descriptive design. In the qualitative phase, 18 media
experts and knowledgeable users of the Facebook page were selected through snowball
sampling and interviewed using semi-structured protocols. Data were analyzed through
open, axial, and selective coding. In the quantitative phase, the statistical population
included 8,000 Facebook subscribers, from which 351 were selected based on
Morgan’s table. A researcher-designed questionnaire served as the primary instrument,
and its reliability was verified using Cronbach’s alpha.

Findings: The findings revealed that strategies for promoting consumers to
participants included intrinsic motivations (interest in religious topics), extrinsic
motivations (social recognition), individual and social factors, spiritual and belief
motivations, and a sense of identity and belonging. Additional strategies involved
transparent, impartial, and need-oriented content, opportunities for two-way
interaction and managerial accountability, trust in page management, and the feeling
of influence and visibility. Interactive campaigns, polls, competitions, and multimedia
content also contributed significantly to enhancing participation and loyalty.
Conclusion: The study concluded that combining personal, social, and spiritual
motivations with appropriate content and active managerial interaction effectively
transforms passive media consumers into engaged participants. Applying these
strategies in social media management, particularly in religious contexts, can foster
greater interaction, collective identity, and media dynamism.
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EXTENDED ABSTRACT
Introduction

In the last decade, social media has transformed into one of the most powerful platforms for
communication, marketing, and consumer interaction, reshaping not only how information is disseminated
but also how consumers engage with content. Facebook, as one of the oldest and most widely used social
networking sites, remains an influential medium for fostering community ties, promoting cultural and
religious discourse, and supporting marketing initiatives. Its role is particularly visible in contexts such as
Iraq, where digital spaces have become an extension of social identity and cultural belonging (Sabouri &
Azargoun, 2012). Scholars of consumer behavior have consistently noted that the rise of social media has
altered the fundamental patterns of consumer engagement. Unlike traditional media, where audiences play
a passive role, social media platforms encourage active participation, which includes creating, sharing,
and responding to content (Samadi, 2017).

This transition from being a “media consumer” to becoming an “active media participant” is
complex, shaped by psychological, technological, and sociocultural determinants. Research has shown
that brand loyalty, consumer empowerment, and identity-building are all amplified through participatory
practices in social media environments (Bakhtiari & Ghobadi, 2021). For instance, belonging to online brand
communities strengthens user identification and can transform followers into active contributors, thereby
sustaining the community’s vitality. Such findings reinforce the need to better understand the strategies
that enable this transformation from passive consumption to active participation.

Several studies have emphasized the role of content design in shaping consumer interaction.
Drossos and colleagues (Drossos et al., 2023) highlighted that multimedia-based, interactive, and well-
timed posts on Facebook pages stimulate significantly higher levels of engagement. Similarly, Rahman
and Chatterjee (Rahman & Chatterjee, 2024) reported that social media marketing not only influences
consumer buying behavior but also reinforces brand relationships and loyalty through interactive
experiences. In Iraq, where cultural and religious institutions use Facebook as a primary medium of
outreach, these principles become particularly important in mobilizing collective participation.

Technology-driven dimensions also play an essential role in amplifying consumer involvement.
Moedeen and colleagues (Moedeen et al., 2024) emphasized that social media marketing empowers
consumers to become winners in the digital age, giving them agency to co-create value with brands. In a
similar vein, Pathak and co-authors (Pathak et al., 2024) underscored the direct impact of social media
marketing on consumer buying behavior, stressing that consumer engagement mediates these effects.
Furthermore, Otto (Otto, 2024) found that consumer trust moderates the relationship between digital
marketing and purchase intention, further highlighting the psychological foundations that underpin active
consumer engagement.

Psychological factors are equally central. For example, Mittal and Rani (Mittal & Rani, 2024)
revealed that mindfulness moderates the relationship between impulsive tendencies and buying behaviors,
suggesting that internal cognitive mechanisms shape how consumers interact with social media messages.
Similarly, Yu and colleagues (Yu et al., 2024) demonstrated how flow experiences and self-expansion in
short-video applications enhance self-concept clarity, thus providing users with both entertainment and
identity-building opportunities. Moghaddar and colleagues (Moghaddar et al., 2024) further confirmed that



influencers exert powerful psychological effects, especially among young consumers, by shaping
attitudes, values, and consumption decisions.

The sociocultural significance of social media also cannot be ignored. As Yazdkhasti and
colleagues (Yazdkhasti et al., 2013) argued, Facebook groups and pages can act as public spheres where
discourse and debate occur, thus strengthening social identity. This is consistent with the work of Sabouri
and Azargoun (Sabouri & Azargoun, 2012), who found that virtual networks have profound effects on
identity formation, especially among students. Dehdashti Shahrokh and Behyar (Dehdashti Shahrokh &
Behyar, 2017) also showed that antecedents of participation in virtual communities are closely tied to social
and individual drivers, with consequences such as enhanced information sharing and reduced reliance on
traditional media.

Parallel to these trends, technological advancements such as artificial intelligence are reshaping
the mechanics of consumer participation. Amin (Amin, 2025) highlighted AI’s role in stimulating impulse
buying behavior, demonstrating its dual potential as both a marketing catalyst and an ethical challenge.
Dunn and Nisbett (Dunn & Nisbett, 2025) also contributed by showing how college athletes’ lifestyle versus
sports-related posts on social media influence consumer perceptions, again pointing to the critical role of
content strategy.

Taken together, the literature demonstrates that consumer participation in social media is not a
single-dimensional phenomenon but rather a multifaceted construct shaped by individual motivations,
sociocultural identities, technological infrastructures, and content strategies. Building on this foundation,
the present study sought to explore effective strategies for converting passive media consumers into active
participants in the context of the Facebook page of the Iraqi Shiite Endowments Administration.

Methods and Materials

This study adopted a mixed-method design combining qualitative and quantitative approaches.
The qualitative phase utilized grounded theory to uncover the latent factors that promote consumer-to-
participant transformation. Semi-structured interviews were conducted with 18 experts and media
practitioners, recruited via snowball sampling until theoretical saturation was achieved. The data were
analyzed using open, axial, and selective coding to extract key categories and strategies.

The quantitative phase targeted the broader population of 8,000 subscribers of the Iraqi Shiite
Endowments Administration’s Facebook page. Based on Morgan’s sampling table, 351 respondents were
selected to complete a researcher-designed questionnaire. The instrument was developed from the
qualitative findings and measured constructs such as intrinsic and extrinsic motivations, trust, sense of
belonging, and perceptions of content. Responses were collected using a five-point Likert scale.
Reliability of the survey was confirmed through Cronbach’s alpha coefficients. Data were analyzed using
descriptive statistics, correlation tests, and structural modeling to identify the relationships among the
identified variables.

Findings

The findings revealed that intrinsic motivations, particularly interest in religious discussions,
significantly influenced the transition from consumption to participation. Extrinsic motivations, such as
social recognition and the desire for visibility, also played an important role. Social and spiritual factors
emerged as central drivers, with participants noting that religious identity and belonging to a like-minded
community motivated them to engage more actively.
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Content-related aspects were equally important. Respondents reported higher levels of
participation when the content was transparent, impartial, and aligned with their needs. The ability to
interact with administrators and receive responses reinforced their willingness to contribute. Trust in page
management was strongly correlated with increased engagement levels.

Technological and managerial strategies were also highlighted. Continuous presence of page
administrators, timely responses, and interactive campaigns (including polls, competitions, and
multimedia content) significantly boosted user involvement. Two-way interaction was perceived as a
critical enabler of participation.

Overall, the model derived from the findings suggested that the transformation from consumer to
participant is best explained through an interplay of intrinsic and extrinsic motivations, social identity
factors, trust in management, and interactive content strategies.

Discussion and Conclusion

The results of this study underscore the idea that media participation is a multidimensional
construct, aligning with previous findings in consumer engagement literature. The emphasis on intrinsic
and extrinsic motivations resonates with earlier works that highlighted the importance of hedonic and
functional needs in shaping participation (Rasti et al., 2023). Likewise, the strong effect of social and
spiritual identity confirms prior research demonstrating the power of social media to reinforce collective
identity (Sabouri & Azargoun, 2012; Yazdkhasti et al., 2013).

The importance of transparent and tailored content echoes the recommendations of Drossos and
colleagues (Drossos et al., 2023), who stressed the role of multimedia and interactive posts in maximizing
engagement. The findings also converge with Rahman and Chatterjee’s (Rahman & Chatterjee, 2024)
insights on how social media fosters stronger brand-consumer relationships through dialogue and
reciprocity. These similarities reinforce the broader conclusion that content strategy is indispensable in
stimulating participation.

Moreover, the recognition of managerial responsiveness and technological facilitation reflects the
arguments of Moedeen et al. (Moedeen et al., 2024) and Pathak et al. (Pathak et al., 2024), who established
that empowerment and interaction are vital for successful digital marketing. The moderating effect of
trust, emphasized by Otto (Otto, 2024), was also validated in this study, as participants noted the necessity
of trusting administrators before actively engaging.

The psychological dimensions of participation, such as the need for identity reinforcement and
self-expression, further align with Mittal and Rani’s (Mittal & Rani, 2024) work on mindfulness and Yu et
al.’s (Yu et al., 2024) findings on self-expansion in digital contexts. These linkages show that media
participation is not merely behavioral but also deeply psychological.

In conclusion, the study demonstrated that converting passive media consumers into active
participants requires a holistic strategy that integrates psychological motivations, sociocultural belonging,
technological interactivity, and content quality. These strategies, when applied to institutional Facebook
pages such as that of the Iraqi Shiite Endowments Administration, can strengthen community ties, enhance
participation, and ultimately increase the effectiveness of digital engagement initiatives.
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