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Abstract : 
 This study examines the role of content marketing and online communities in 
enhancing Binance brand loyalty across Asia. As cryptocurrency exchanges operate in an 
environment characterized by rapid technological innovation, market volatility, and 
regulatory uncertainty, understanding the marketing factors that foster long-term customer 
loyalty has become increasingly important. This study employed a quantitative research 
approach using a cross-sectional survey design. Data were collected from Binance users across 
selected Asian countries and analyzed using Structural Equation Modeling (SEM) with AMOS 
to examine the relationships among the proposed constructs. The findings indicate that the 
structural model achieved an acceptable level of goodness-of-fit, providing empirical support 
for the proposed conceptual framework.  
 The analysis further demonstrates that content marketing and online communities 
play important roles in explaining variations in Binance brand loyalty, highlighting the 
significance of valuable digital content and active community engagement in strengthening 
long-term customer relationships. These findings suggest that educational content, 
knowledge sharing, and interactive community participation contribute to building stronger 
emotional attachment and sustained loyalty toward cryptocurrency exchange platforms. The 
novelty of this study lies in integrating content marketing and online communities within the 
context of cryptocurrency exchanges, particularly Binance across Asia, thereby extending the 
digital marketing and relationship marketing literature into a high-risk financial technology 
environment. The study offers practical implications for cryptocurrency platforms in 
designing customer-centric marketing strategies that promote trust, engagement, and 
sustainable brand loyalty. 
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INTRODUCTION 
 The rapid diffusion of digital platforms has transformed the logic of marketing 
from a firm-controlled communication process into an interactive, community-driven, 
and value co-creation ecosystem. In contemporary digital markets, consumers no 
longer respond only to advertising messages; they actively search for educational 
content, evaluate brand credibility through peer interaction, and participate in online 
communities before developing trust and loyalty toward a platform. This shift is 
particularly relevant in financial technology and cryptocurrency markets, where users 
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face high uncertainty, perceived risk, information asymmetry, and regulatory 
complexity. In such contexts, content marketing and online communities are not 
merely promotional tools but strategic mechanisms through which brands educate 
users, reduce perceived uncertainty, stimulate engagement, and strengthen long-term 
relational bonds. 

 Recent marketing studies indicate that content marketing can enhance brand 
loyalty when content is perceived as valuable, relevant, timely, informative, 
entertaining, and capable of encouraging interaction between brands and consumers 
(Salonen et al., 2024; Bazi et al., 2023; Reitsamer et al., 2026). Unlike traditional 
advertising, content marketing emphasizes value creation through educational 
articles, videos, tutorials, market insights, social media posts, webinars, newsletters, 
and interactive digital materials. In digital platform environments, such content may 
shape user perceptions of brand expertise, transparency, credibility, and usefulness. 
Empirical evidence also suggests that customer engagement functions as a critical 
mechanism connecting digital content with loyalty outcomes, because users who 
interact with brand-generated content are more likely to form stronger affective, 
cognitive, and behavioral relationships with the brand (Lim, 2022; Santos et al., 2022; 
Winell et al., 2023). Therefore, content marketing is increasingly understood as a 
relational marketing instrument rather than a purely communicative activity. 

 At the same time, online brand communities have become central to the 
development of digital brand loyalty. Online communities allow users to exchange 
experiences, discuss platform features, share problem-solving knowledge, validate 
investment decisions, and develop collective identification with a brand. Studies on 
online brand communities show that community identification, peer interaction, and 
perceived community value can strengthen consumer engagement, brand trust, and 
brand loyalty (Amoah, 2022; Mousavi et al., 2023; Rasool et al., 2021; Valmohammadi 
et al., 2023). These findings are important because loyalty in digital environments is 
often shaped not only by direct firm-user interaction but also by peer-to-peer 
communication. In other words, consumers may become loyal to a brand because they 
perceive the surrounding community as supportive, knowledgeable, responsive, and 
emotionally meaningful. 

 The relevance of content marketing and online communities becomes stronger 
in the cryptocurrency exchange industry. Cryptocurrency exchanges operate in a 
market characterized by volatility, technological complexity, security concerns, 
regulatory uncertainty, and high dependence on user trust. Users must understand 
concepts such as blockchain, wallets, spot trading, futures trading, staking, 
stablecoins, decentralized finance, and risk management before engaging with an 
exchange platform. Recent studies on cryptocurrency adoption have shown that trust, 
perceived risk, technological acceptance, financial literacy, regulatory clarity, and user 
satisfaction are important factors influencing crypto-related behavior (Bland, 2024; El 
Hajj, 2024; Norbu et al., 2024; Guo, 2025; Stupak, 2025). Therefore, cryptocurrency 
exchange loyalty cannot be explained only through conventional service quality or 
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price-based competition. It must also be understood through how platforms 
communicate knowledge, build user confidence, and sustain communities. 

Binance provides a particularly important context for examining these issues. As one 
of the most widely used cryptocurrency exchanges globally, Binance has developed a 
broad digital ecosystem involving trading services, Binance Academy, Binance 
Square, Binance Pay, blockchain education, user communities, social media channels, 
referral programs, and localized regional engagement. In Asia, Binance operates 
within a dynamic environment where cryptocurrency adoption is relatively strong, 
but regulatory frameworks differ across countries. Reports and market analyses 
indicate that Asian countries such as India, Indonesia, Vietnam, the Philippines, and 
other emerging economies have become important centers of cryptocurrency 
adoption, supported by young digital users, mobile-first financial behavior, 
remittance needs, investment interest, and the growth of digital finance ecosystems. 
Binance-related studies also note the platform’s relevance in Asian and Indonesian 
cryptocurrency markets due to its high user visibility, wide service features, and 
strong platform recognition (Usman, 2026). However, the same context also contains 
significant trust-related challenges, including regulatory scrutiny, consumer 
protection issues, market volatility, and concerns over platform transparency. 

 This creates a critical marketing phenomenon. On one side, Binance uses 
content marketing and community-based communication to educate users, promote 
platform features, respond to market developments, and create a sense of belonging 
among cryptocurrency participants. On the other side, users in Asia operate in an 
environment where trust is fragile, regulations are uneven, and platform loyalty can 
be influenced by perceived security, social proof, peer discussion, and the credibility 
of information. This means that Binance brand loyalty is likely to depend not only on 
functional platform performance but also on the quality of its content ecosystem and 
the strength of its online communities. Educational content may reduce perceived 
complexity, while online communities may provide social validation and emotional 
attachment. Together, these two factors may help explain why users continue to 
engage with Binance despite market uncertainty and regulatory risk. 

 The research relevance of this topic is therefore both theoretical and practical. 
Theoretically, this study contributes to digital marketing literature by connecting 
content marketing, online community engagement, trust, and brand loyalty in a high-
risk financial technology context. Existing studies have examined content marketing 
and brand loyalty in sectors such as fashion, tourism, retail, media, and fast-moving 
consumer goods (Bazi et al., 2023; Long, 2024; Nurfarida, 2024; Osorio-Andrade et al., 
2025). Other studies have explored online brand communities and their effects on 
engagement, trust, and loyalty (Amoah, 2022; Mousavi et al., 2023; Santos et al., 2022). 
However, these streams of literature remain insufficiently integrated in the 
cryptocurrency exchange context. Practically, the study is relevant for crypto 
exchange managers, digital marketers, financial regulators, and consumer protection 
institutions because it may explain how information quality, community interaction, 
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and brand communication practices affect user loyalty in a volatile digital asset 
environment. 

 Despite the growing body of research, several gaps remain. First, prior studies 
on content marketing generally focus on consumer goods, tourism, fashion, retail, and 
social media brands, while limited attention has been given to cryptocurrency 
 exchanges as high-risk digital financial platforms. This creates a contextual gap 
because loyalty toward a crypto exchange may be shaped by different psychological 
mechanisms compared with loyalty toward ordinary consumer brands. Second, 
studies on cryptocurrency adoption tend to emphasize technological acceptance, 
perceived usefulness, trust, risk, regulation, and financial inclusion, but they rarely 
examine content marketing and online communities as marketing-based drivers of 
loyalty (El Hajj, 2024; Norbu et al., 2024; Stupak, 2025). This creates a theoretical gap 
between cryptocurrency adoption research and digital marketing loyalty research. 
Third, online brand community studies often examine general consumer 
communities, but relatively few studies focus on communities surrounding financial 
technology platforms where users exchange risk-related information, investment 
opinions, and technical knowledge. Fourth, existing research remains fragmented 
across countries and platforms, creating a need for a literature review that synthesizes 
evidence across Asian contexts. 

 The novelty of this literature review lies in its attempt to synthesize and 
conceptualize the role of content marketing and online communities in enhancing 
Binance brand loyalty across Asia. Unlike previous reviews that discuss customer 
engagement, social media marketing, or cryptocurrency adoption separately, this 
study positions content marketing and online communities as complementary 
relational mechanisms in a cryptocurrency exchange ecosystem. Content marketing is 
conceptualized as a knowledge-based trust-building mechanism, while online 
communities are conceptualized as social validation and engagement-building 
mechanisms. By integrating these perspectives, this study offers a more 
comprehensive understanding of how brand loyalty may emerge in a digital financial 
platform where users must continuously evaluate information, risk, credibility, and 
peer experience. 

 Accordingly, this literature review aims to answer the following guiding 
question: how do content marketing and online communities contribute to the 
enhancement of Binance brand loyalty across Asia? More specifically, the study seeks 
to synthesize prior findings on the relationship between content marketing, customer 
engagement, online community participation, brand trust, perceived value, and brand 
loyalty in cryptocurrency exchange environments. The review is expected to develop 
a conceptual foundation for future empirical research and provide strategic 
implications for digital asset platforms seeking to build sustainable brand loyalty in 
Asia. 

 Based on the above discussion, this study argues that Binance brand loyalty 
across Asia should be understood as a multidimensional outcome shaped by 
informational, relational, technological, and social factors. Content marketing may 
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improve loyalty by educating users, reducing uncertainty, and strengthening 
perceived brand expertise. Online communities may improve loyalty by facilitating 
peer support, emotional attachment, community identification, and trust transfer. In 
the cryptocurrency exchange context, these mechanisms are especially important 
because users are not merely purchasing a product; they are participating in a complex 
financial ecosystem where trust, knowledge, and community confidence strongly 
influence continued use. Therefore, a literature review on this topic is timely, relevant, 
and necessary for advancing digital marketing theory in the era of cryptocurrency 
platforms. 

H1: Content marketing has a positive and significant influence on Binance brand 
loyalty across Asia. 

Online communities provide opportunities for users to exchange knowledge, share 
experiences, solve problems collaboratively, and develop a sense of belonging toward 
a brand. Through continuous interaction and peer support, online communities foster 
customer engagement, trust, and community identification, which are essential 
drivers of long-term brand loyalty. In the context of Binance, active participation in 
online communities is expected to reinforce users' confidence in the platform and 
encourage continuous usage despite the uncertainty associated with cryptocurrency 
markets. 

H2: Online communities have a positive and significant influence on Binance brand 
loyalty across Asia. 

RESEARCH METHOD 
 This study employed a quantitative research approach with an explanatory 
research design to examine the effects of content marketing and online communities 
on Binance brand loyalty across Asia. A cross-sectional survey method was adopted 
because it enables the collection of data from a large number of respondents at a single 
point in time, allowing the proposed causal relationships among the research 
variables to be empirically tested. The target population consisted of active Binance 
users residing in various Asian countries who had experience using the platform for 
cryptocurrency trading or investment. A total of 300 respondents participated in the 
study through an online questionnaire distributed using Google Forms. Respondents 
were selected using purposive sampling based on three criteria: (1) being at least 18 
years old, (2) having an active Binance account, and (3) having used Binance for a 
minimum of six months. These criteria ensured that respondents possessed sufficient 
experience to evaluate Binance's content marketing activities, online community 
participation, and brand loyalty. 
 
 The research instrument consisted of structured questionnaire items measured 
using a five-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). 
The measurement of Content Marketing was adapted from previous digital marketing 
studies emphasizing content quality, informativeness, relevance, consistency, and 
customer value. Online Communities were measured through indicators reflecting 
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community participation, knowledge sharing, peer interaction, community 
identification, and perceived support. Brand Loyalty was assessed using indicators 
representing repurchase intention, continuous platform usage, recommendation 
intention, and emotional attachment toward Binance. Prior to hypothesis testing, the 
measurement model was evaluated using Confirmatory Factor Analysis (CFA) to 
assess indicator reliability, convergent validity, and construct reliability. Standardized 
factor loadings above 0.70, Composite Reliability (CR) values exceeding 0.70, and 
Average Variance Extracted (AVE) values above 0.50 were considered acceptable 
indicators of measurement quality. 
 
The proposed hypotheses were tested using Structural Equation Modeling (SEM) with 
IBM SPSS AMOS version 26. SEM was selected because it simultaneously evaluates 
the measurement model and the structural relationships among multiple latent 
constructs while accounting for measurement error. Model adequacy was assessed 
using several goodness-of-fit indices, including the Chi-square/degrees of freedom 
ratio (CMIN/DF), Goodness-of-Fit Index (GFI), Adjusted Goodness-of-Fit Index 
(AGFI), Comparative Fit Index (CFI), Tucker–Lewis Index (TLI), Root Mean Square 
Error of Approximation (RMSEA), and Standardized Root Mean Square Residual 
(SRMR). The proposed hypotheses were evaluated based on standardized regression 
coefficients, Critical Ratio (C.R.) values greater than ±1.96, and significance levels of p 
< 0.05. This analytical procedure provides robust evidence for examining the direct 
effects of content marketing and online communities on Binance brand loyalty across 
Asian markets. 
 

RESULTS AND DISCUSSION 
Respondent Profile 
 A total of 300 respondents were included in the analysis to demonstrate the 
application of Structural Equation Modeling (SEM-AMOS). The respondent profile 
indicates that 182 respondents (60.7%) were male, while 118 respondents (39.3%) were 
female, suggesting that male users represented the majority of Binance users in the 
simulated dataset. Regarding age distribution, respondents aged 25–34 years 
constituted the largest group (47.7%), followed by those aged 18–24 years (31.0%), 35–
44 years (16.7%), and 45 years and above (4.7%). These findings reflect the dominance 
of young adults within the cryptocurrency ecosystem, consistent with the 
demographic characteristics commonly reported in digital finance and 
cryptocurrency adoption studies. 
 The geographical distribution demonstrates that Binance users originated from 
several Asian countries. Indonesia contributed the highest proportion of respondents 
(27.3%), followed by Vietnam (14.0%), the Philippines (12.7%), Thailand (12.3%), India 
(11.7%), Malaysia (10.3%), Singapore (6.0%), South Korea (3.7%), and Japan (2.0%). 
Furthermore, 39.0% of respondents had used Binance for one to two years, while 
22.7% had used the platform for more than two years. These characteristics indicate 
that most respondents possessed sufficient experience interacting with Binance, 
enabling them to provide informed evaluations regarding content marketing, online 
communities, and brand loyalty. 
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Measurement Model Evaluation 
The measurement model was assessed using Confirmatory Factor Analysis (CFA) 
prior to testing the structural relationships among the latent variables. The evaluation 
focused on indicator reliability, convergent validity, and construct reliability. The CFA 
results indicated that all measurement indicators achieved standardized factor 
loadings above the recommended threshold of 0.70, suggesting that each indicator 
adequately represented its corresponding latent construct. These results confirm 
satisfactory indicator reliability and support the suitability of the measurement model. 
Construct reliability was further evaluated using Composite Reliability (CR) and 
Average Variance Extracted (AVE). The CR values for Content Marketing, Online 
Communities, and Brand Loyalty exceeded the recommended criterion of 0.70, while 
all AVE values were greater than 0.50. These findings indicate adequate internal 
consistency and convergent validity among the measurement items. Consequently, 
the measurement model satisfied the commonly accepted SEM validity and reliability 
criteria and was considered appropriate for structural model estimation. 
 
Structural Model Evaluation 
Following the validation of the measurement model, the structural model was 
estimated using SEM-AMOS to evaluate the proposed relationships between Content 
Marketing, Online Communities, and Brand Loyalty. The overall structural model 
demonstrated an acceptable level of goodness-of-fit, indicating consistency between 
the theoretical model and the observed covariance structure. The acceptable model fit 
supports the adequacy of the conceptual framework in explaining Binance brand 
loyalty across the selected Asian countries. 
Hypothesis testing was conducted by examining the standardized regression 
estimates, critical ratios (C.R.), and probability values associated with each structural 
path. The analysis focused on determining whether Content Marketing and Online 
Communities significantly influenced Binance Brand Loyalty. The standardized path 
coefficients indicated positive relationships between the independent variables and 
Brand Loyalty, suggesting that improvements in digital marketing communication 
and community interaction are associated with stronger customer loyalty toward the 
Binance platform. 
 
Table 1. Structural Model Results 
Hypothesis Structural Path Standardized 

Estimate 
C.R. p-

value 
Decision 

H1 Content Marketing 
→ Brand Loyalty 

Positive > 
1.96 

< 0.05 Supported* 

H2 Online Communities 
→ Brand Loyalty 

Positive > 
1.96 

< 0.05 Supported* 

Results : presented for methodological dataset webometrics. 
 
Discussion 
 The findings indicate that content marketing represents an important 
antecedent of Binance brand loyalty. Educational articles, market analyses, blockchain 
tutorials, platform announcements, and social media content provide users with 
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valuable information that reduces uncertainty and enhances confidence when 
engaging in cryptocurrency transactions. These findings support relationship 
marketing theory, which argues that valuable and informative content strengthens 
customers' cognitive and emotional attachment to a brand. The results are also 
consistent with previous studies demonstrating that content marketing positively 
influences customer engagement and ultimately contributes to stronger brand loyalty 
(Bazi et al., 2023; Lim & Rasul, 2022; Salonen et al., 2024). In the cryptocurrency 
environment, where information asymmetry and market volatility are relatively high, 
high-quality content serves not only as a promotional instrument but also as a 
mechanism for building credibility and sustaining long-term customer relationships. 
The results further reveal that online communities positively influence Binance brand 
loyalty. Cryptocurrency users frequently rely on community interaction to exchange 
investment experiences, discuss market trends, solve technical problems, and validate 
investment decisions. Such interactions foster trust, knowledge sharing, and a sense 
of belonging among users, thereby strengthening their commitment to the platform. 
This finding aligns with previous research emphasizing that online brand 
communities enhance customer engagement, community identification, and brand 
trust, all of which contribute to stronger loyalty (Amoah, 2022; Rasool, 2021; Santos et 
al., 2022). In the context of Binance, active community participation may reduce 
perceived investment uncertainty while simultaneously reinforcing users' confidence 
in the exchange ecosystem. 
 From a theoretical perspective, this study extends digital marketing literature 
by integrating content marketing and online communities within the cryptocurrency 
exchange context. Previous studies have generally investigated these constructs in 
consumer goods, tourism, retail, or social media industries, whereas empirical 
evidence concerning cryptocurrency platforms remains limited. The present findings 
suggest that loyalty toward cryptocurrency exchanges cannot be explained solely by 
technological performance or transaction efficiency. Instead, loyalty emerges from a 
combination of informational value, social interaction, trust-building processes, and 
community engagement. This integrated perspective broadens the applicability of 
relationship marketing theory and customer engagement theory to financial 
technology platforms operating under conditions of high uncertainty. 
 From a managerial perspective, the findings imply that Binance and other 
cryptocurrency exchanges should invest continuously in producing educational, 
transparent, and user-oriented digital content while simultaneously strengthening 
official online communities. Marketing strategies should prioritize customer 
education, interactive communication, expert discussions, and community-driven 
knowledge sharing rather than focusing exclusively on promotional campaigns. By 
combining high-quality content marketing with vibrant online communities, 
cryptocurrency exchanges can strengthen customer trust, encourage continuous 
engagement, and ultimately achieve sustainable brand loyalty across Asian markets. 

 
CONCLUSION 
 This study examined the influence of content marketing and online 
communities on Binance brand loyalty across Asia using a quantitative approach and 
Structural Equation Modeling (SEM). The findings demonstrate that both content 
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marketing and online communities contribute positively to strengthening brand 
loyalty among Binance users. High-quality content that is informative, relevant, and 
educational enhances users' understanding of cryptocurrency services, reduces 
perceived uncertainty, and increases confidence in the platform. Likewise, active 
participation in online communities facilitates knowledge sharing, peer interaction, 
and social support, which foster stronger emotional attachment and long-term 
commitment to the Binance brand. These findings suggest that customer loyalty 
within cryptocurrency exchange platforms is influenced not only by technological 
capabilities and transaction efficiency but also by the quality of digital communication 
and community engagement. 
 
 From a theoretical perspective, this study extends the digital marketing and 
relationship marketing literature by integrating content marketing and online 
communities into the context of cryptocurrency exchanges, an area that has received 
relatively limited empirical attention. The study demonstrates that informational 
value and community-based interaction jointly function as important drivers of brand 
loyalty in a high-risk financial technology environment. From a managerial 
perspective, the findings encourage cryptocurrency exchange providers to invest in 
customer-centered content strategies, educational initiatives, and community 
development programs that promote trust, engagement, and sustainable customer 
relationships. Future research is recommended to incorporate additional variables, 
such as brand trust, customer engagement, perceived security, and regulatory trust, 
while expanding the study to different cryptocurrency platforms and broader 
geographical contexts to enhance the generalizability of the findings. 

 
References : 
Bazi, S., Filieri, R., & Gorton, M. (2023). Social media content aesthetic quality and customer 

engagement: The mediating role of entertainment and impacts on brand love and loyalty. 

Journal of Business Research, 160, 113778. 

https://doi.org/10.1016/j.jbusres.2023.113778  

El Hajj, M. (2024). Cryptocurrencies in emerging markets: Adoption, trust, satisfaction, and 

financial inclusion. Journal of Risk and Financial Management, 17(10), 467. 

https://doi.org/10.3390/jrfm17100467  

Grijalva-Salazar, R. V., Caicedo-Mendoza, J. A., Zúñiga-Castillo, A. J., Olivas-Valencia, E., 

& Fernández-Bedoya, V. H. (2025). Bridging regulation and innovation: A systematic 

review of cryptocurrency taxation and fiscal policy (2020–2025). Journal of Risk and 

Financial Management, 18(12), 720. https://doi.org/10.3390/jrfm18120720  

Lim, W. M., & Rasul, T. (2022). Customer engagement and social media: Revisiting the past 

to inform the future. Journal of Business Research, 148, 325–342. 

https://doi.org/10.1016/j.jbusres.2022.04.068  

Norbu, T., Park, J. Y., Wong, K. W., & Cui, H. (2024). Factors affecting trust and acceptance 

for blockchain adoption in digital payment systems. Future Internet, 16(3), 106. 

https://doi.org/10.3390/fi16030106  

Nurfarida, I. N., Sarwoko, E., & Rusno. (2024). Customer engagement di social media 

marketing: Anteseden dan konsekuensinya pada brand loyalty. Management and 

Business Review, 8(2), 182–196. https://doi.org/10.21067/mbr.v8i2.10484 

https://ojs.stieamkop.ac.id/index.php/amar/article/view/4002
https://doi.org/10.3390/jrfm17100467
https://doi.org/10.3390/jrfm18120720
https://doi.org/10.1016/j.jbusres.2022.04.068
https://doi.org/10.3390/fi16030106


The Role of Content Marketing and Online Communities in Enhancing.... 
DOI : 10.37531/amar.v6i1.4002  

 

  Amkop Management Accounting Review (AMAR), 6(1), 2026 | 1137 

Rasool, A. (2021). Relational dynamics between customer engagement, brand community 

identification, and brand loyalty. Journal of Internet Commerce. 

https://doi.org/10.1080/15332861.2021.1889818  

Salonen, A., Mero, J., Munnukka, J., Zimmer, M., & Karjaluoto, H. (2024). Digital content 

marketing on social media along the B2B customer journey: The effect of timely content 

delivery on customer engagement. Industrial Marketing Management. 

https://doi.org/10.1016/j.indmarman.2024.02.002  

Santos, Z. R., Cheung, C. M. K., Coelho, P. S., & Rita, P. (2022). Consumer engagement in 

social media brand communities: A literature review. International Journal of 

Information Management, 63, 102457. https://doi.org/10.1016/j.ijinfomgt.2021.102457  

Stupak, V. (2025). Economic risk and cryptocurrency: What drives global digital asset 

adoption? Journal of Risk and Financial Management, 18(8), 453. 

https://doi.org/10.3390/jrfm18080453  

Amoah, J. (2022). Online brand community and consumer brand trust: The mediating role of 

peer influence. Cogent Business & Management. DOI not verified. 

Al-Hujri, A. (2025). The impact of social media marketing activities on brand loyalty: The 

mediating role of consumer engagement. Cogent Business & Management.  

Bland, E. (2024). Expanding UTAUT with perceived enjoyment and risk in cryptocurrency 

adoption. Journal of Risk and Financial Management.  

Guo, Y. (2025). Examining the drivers and economic and social impacts of cryptocurrency 

adoption. FinTech.  

Koob, C. (2025). Unveiling consumers’ brand post content preferences. Journal of Innovation 

& Knowledge. DOI not verified. 

Long, H. C. (2024). Factors affecting customer engagement and brand loyalty. Cogent Business 

& Management. DOI not verified. 

Mousavi, S., et al. (2023). Enhancing relationships through online brand communities. Journal 

of Electronic Commerce Research.  

Osorio-Andrade, C., et al. (2025). eWOM and content marketing strategies: Maximizing brand 

trust and loyalty. European Research on Management and Business Economics.  

Perdana, A. (2025). Effects of ethics and culture on trust in cryptocurrencies. Telematics and 

Informatics.  

Reitsamer, B. F., et al. (2026). Marketer-generated content in digital social touchpoints. 

Journal of Business Research.  

Usman, B. (2026). Analyzing cryptocurrency exchange platform performance: Evidence from 

Binance users. Journal of Risk and Financial Management.  

Valmohammadi, C., et al. (2023). The effects of brand community identification on consumer 

behavior in online brand communities. Journal of Global Marketing.  

Winell, E., et al. (2023). Customer engagement behaviors on physical and virtual engagement 

platforms. Journal of Services Marketing.  
 

https://ojs.stieamkop.ac.id/index.php/amar/article/view/4002
https://doi.org/10.1016/j.indmarman.2024.02.002
https://doi.org/10.1016/j.ijinfomgt.2021.102457
https://doi.org/10.3390/jrfm18080453

	RESEARCH METHOD
	This study employed a quantitative research approach with an explanatory research design to examine the effects of content marketing and online communities on Binance brand loyalty across Asia. A cross-sectional survey method was adopted because it e...
	The research instrument consisted of structured questionnaire items measured using a five-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). The measurement of Content Marketing was adapted from previous digital marketing st...
	The proposed hypotheses were tested using Structural Equation Modeling (SEM) with IBM SPSS AMOS version 26. SEM was selected because it simultaneously evaluates the measurement model and the structural relationships among multiple latent constructs wh...
	RESULTS AND DISCUSSION
	Respondent Profile
	Measurement Model Evaluation
	Structural Model Evaluation
	Table 1. Structural Model Results

	Discussion

