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Abstract

Purpose — This empirical paper is an endeavor to explore the relationship between social media advertising
(SMA) and customers’ purchase intention (CPI) in three South Asian countries. SMA was further divided into
three relevant dimensions: perceived relevance (PR), perceived informativeness (PI) and perceived credibility
(PC). Furthermore, the authors incorporated a single mediator: customers’ brand consciousness (CBC) to test
the mediating effects on the direct relationships.

Design/methodology/approach — The authors purposively selected 1937 fashion-conscious individuals
based on a cross-sectional survey design. The authors applied SPSS 25 for explanatory statistics and structural
equation modeling (SEM) (through AMOS 25) for testing the hypothesized relationships.

Findings — Based on the responses and the application of statistical measures, the authors revealed that all of
the three dimensions of SMA have significant positive relationships with CPL. CBC is also significantly and
positively related to CPIL Regarding the mediating effects, CBC was identified to have full mediation effects on
the relationships between PR and CPI and PI and CPI. On the contrary, the same variable was found to have
partial mediation on the relationship between PC and CPL

Originality/value — South Asia is a growing business hub and the largest consumer market in terms of
population. This empirical study was undertaken to reveal the role of SMA on CPI in the three highly populated
South Asian countries, which is rare in academia. The outcomes of this empirical study are expected to be
useful for further research attempts regarding SMA and consumer behavior. Businesses and policymakers are
also expected to benefit from formulating SMA-related strategies to retain present buyers as well as attract the
prospective ones.

Keywords Social media marketing, Social networking sites, Customers’ purchase intention,
Customers’ brand consciousness, Fashion brands
Paper type Research paper

1. Introduction
Social media (SM) influences everything from purchasing to entertainment. More and more
people from all backgrounds are joining these online social sites in recent years. “SM” refers to
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WEB 2.0 applications facilitating information exchange, user-generated content and SMA and CPI
association (Elefant, 2011). In 2021, there were over 2.7 billion Facebook users, 370 million
Twitter users and 350 million LinkedIn users, according to a study (WebsiteSetup.org). User
postings, comments, likes and other shared contents on such an SM platform give a wealth of

information.
SM is rapidly influencing enterprises. In reality, all the organizations—bigger or smaller,
profit-seeking or charitable, local or international—use the vast consumer base to boost 85

reachability. Due to such a dramatic development, every firm seeks to manage a promising SM
platform. The target audiences are the users on popular social networking sites (SNSs) and
engaging with their favorite businesses on multiple levels. Social media advertising (SMA) may
help a company to increase sales and improve client relations simplifying digital marketing. If
the customers like SMAs, 71 % of them will promote a brand, according to Infographic (2021).

Several companies leverage this large user base to promote, market and sell their products
online. Since 2015, many major and minor, local and worldwide companies have been
developing their presence on SM platforms, including Facebook, LinkedIn, Google+,
YouTube, Twitter, WeChat and others. Professional and corporate groups can connect with
clients using social media. Most SNSs allow firms to publicly promote their products/services
or link to their sales website. These prospective one-to-one relationships make it easy to
expand a business’s reach. SMAs support many small firms and entrepreneurs with
promising business concepts for free.

India has the second largest population base in the world just after China while South Asia
has the highest population density. Southern Asia’s population as of Wednesday, June 29,
2022, was 1,984,245,743, according to UN estimations (Worldometers.info). Southern Asia’s
median age is 27.6 years, accounting for 24.89% of the world’s population
(Worldometers.info). Nonetheless, South Asia has the most Internet and social media users
and it is multiplying (WebsiteSetup.org). Every firm would want such a broad customer
market, especially young individuals. Academics and scholars haven’t studied SMA'’s impact
on South Asian fashion customers’ buying intentions. Our extended empirical examination
may lessen such research gap and encourage additional research.

This empirical work investigates how three SMA components—perceived relevance (PR),
perceived informativeness (PI) and perceived credibility (PC)—affect the customers’
purchase intention (CPI) of 20 online fashion firms from India, Pakistan and Bangladesh.
Customers’ brand consciousness (CBC) was the only mediator used to test the mediating role
over the direct connections. This study proposes to answer the subsequent questions:

RQI. What is the association between the components of SMA and CPI of South Asian
fashion brands?

RQ2. What is the mediating role of CBC on the relations between the components of SMA
and CPI?

2. Literature review

2.1 SMA and CPI

SMAs can increase general CPI by increasing brand engagement, brand loyalty and positive
feedback (Hosain, Jamil, & Rasel, 2022; Tajvidi & Karami, 2021; Ndung'u, Kinyanjui, &
Abayo, 2020; Khan, Yang, Shafi, & Yang, 2019a, Khan, Fatima, & Matlloob, 2019b; Alalwan,
2018; Alalwan, Rana, Dwivedi, & Algharabad, 2017; Yao, Shanoyan, Peterson, Boyer, &
Baker, 2017). SM-based ads may help a company meet its sales goals, boost conversions and
boost ROL. SMAs have been suggested to be more dynamic, practical and effective in saving
customers’ time and effort (Mustafi & Hosain, 2020; Shareef, Baabdullah, Dutta, Kumar, &
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B AJ Dwivedi, 2018; Alalwan, Rana, Dwivedi, & Algharabad, 2017; Dwidevi et al., 2017; Venkatesh,
44.9 Thong, & Xu, 2012; Venkatesh, Morris, Davis, & Davis, 2003).
’ SMAs are more likely to engage customers emotionally if they think the customized ads
are helpful and practical (Rana, Dwivedi, Lal, Williams, & Clement, 2017; Chang, Yu, & Lu,
2015). Practically, Chang, Yu, and Lu (2015) validated convenience as a parallel element of
performance expectations on consumer tastes and preferences such as intent and sharing
86 intent. An additional study found that Internet-based advertising’s usefulness primarily
influences customers’ online purchasing intentions (Ahn, Ryu, & Han, 2005). Lin and Kim
(2016) established further proof that perceived utility affects customers’ attitudes and
purchase intention. Shareef, Mukerji, Dwivedi, Rana, and Islam (2019) found that
advertisement value strongly affects SMA-based purchasing intention.
SMAS’ ingenuity and appeal usually draw customers (Dwidevi, Rana, Tajvidi, Lal, Sahu,
& Gupta, 2017; Wamba, Bhattacharya, Trinchera, & Ngai, 2017; Jung, Shim, Jin, & Khang,
2016; Lee & Hong, 2016). SMAs allow customers to manage, add and engage with each other,
which lead to larger purchases. SMAs may also capture targeted leads for businesses. As per
Marketing Promotion Online (2017), a social blog dedicated to SMA, social proof, also known
as informational social influence, is a psychosomatic phenomenon where people assume the
behaviors of others show appropriate conduct for a specific context. People follow others.
They like to follow the majority. Social proof works by reassuring business prospects and
promoting the product’s benefits. Social evidence is abundant on SM (Jawad, Parvin, &
Hosain, 2022). Others might mention a Facebook post praising a brand. The brand/company
can leverage tweets on how the product/service transformed someone’s life. A cheerful
Instagram photo of a customer enjoying the service is also excellent feedback. SMA contents
must be outstanding. Instead of the firm, fans should produce these contents. The company’s
SM profile might display positive comments from SMA followers. The corporation may
design it by urging individuals to share certain content to be characterized to bigger viewers.
Even a firm has a decent number of followers; most SM users would love to share it. SMAs
may boost sales and conversions in several ways. The organization must first understand
social media’s business value and take action.

2.2 SMA and CPI in fashion industry

Clothing brands have occupied a large share of SMAs from their establishment.
M2PressWIRE (2018) reports that fashion’s hottest trend is the SM platform. Digital
Research (Digitalresearch.biz), a digital marketing business, reports that fashion merchants’
social media presence has grown more than any other industry. Fashion firms, designers and
merchants build brand personalities using Facebook, Twitter and blogs. SMAs let designers
talk to customers. They release movies, ads, behind-the-scenes and off-screen material and
fashion exhibitions to make consumers feel like part of the brand family. Users’ interactions
on the brand’s SM platforms can spread fashion and trend information through word-of-
mouth (Dewi & Adine, 2022; Sikrant, 2020).

Luxury fashion brands’ SMA initiatives emphasize hedonic and experiential values that
may be obtained through indirect brand experience rather than product or service value.
According to Killian and McManus (2015), fashion retail showroom managers divide SM
platforms into 4 major segregations— news gathering, creative, entertainment and
relationship management. They employ the 4 C's— consistency, commitment, caution and
customization, to develop a brand personality across all four channels. SMAs significantly
affect brand awareness and image, according to Godey et al. (2016). Respondents said they
would pay a premium for their preferred brand after seeing its SM messaging. SMAs help
consumers modify their behaviors and views of high-street fashion businesses, according to
Nash (2019).
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South Asian countries such as India, Bangladesh and Pakistan experience this frequently  SMA and CPI
(Wang, Ahmed, Deng, & Wang, 2019). Many small businesses and entrepreneurs are active on
SNSs, especially Facebook and LinkedIn. Ahmed, Salman, and Ashiq (2015) examined SMA’s
influence on Pakistan’s fashion sector. SMAs can increase sales by 20% in South Asian
fashion business by 1% increase in advertisements. Kumari (2019) showed that Indian buyers
increasingly use SM-based online purchases, particularly young individuals. She also
observed that the Indian online SMA business is growing 50% annually and is expected to 87
reach a thousand corers (1 crore = 10 million) in 2022. According to studies, Pakistani clothing
manufacturers are rapidly generating new patterns and designs, making it difficult for
marketers to build brands and attract potential buyers (Abrar, Bashir, Safeer, Shabbir, &
Baig, 2019; Nasir, Vel, & Mateen, 2012). Most previous studies showed how Pakistan’s
garment and textile businesses use SMAs to attract clients (Husnain & Toor, 2017). Wang
et al. (2019) found that Bangladeshi fashion sector SMA techniques successfully develop
customer connection and preference.

2.2.1 PR and CPI. With SM platforms, advertisers may better customize messages and
contents based on customer preferences (Jawad et al.,, 2022; Zhu & Chang, 2016). According to
Laroche, Habibi, and Richard (2013), Liang, Chen, Du, Turban, and Li (2012), Ball, Coelho, and
Vilares (2006), personalization keeps customers loyal and satisfied. As per Celsi and Olsen
(1988), relevance may be defined as “the degree to which consumers perceive an object to be
self related or in some way instrumental to achieving their personal goals and values”
(Alalwan, 2018). For PR of SMAs, this paper adopted the definition provided by Zhu and
Chang (2016), “the extent to which consumers perceive a personalized advertisement to be
self-relevant or in some way influential in achieving their individual goals and values”.

Zhu and Chang (2016), Campbell and Wright (2008), Drossos and Giaglis (2005), Pavlou
and Stewart (2000) have shown that consumers’ perception of posted advertising information
asrelevant and tailored to their needs and preferences is essential. As an example, Pavlou and
Stewart (2000) found that personalization affects consumers’ trust, contentment and buying
propensity. According to Pechmann and Stewart (1990), customers are more possibly to be
fascinated in advertising if they consider it is more relevant to their tastes. PR affects
customers’ frequent usage intentions through self-awareness (Zhu & Chang, 2016). According
to the conversations so far, customers would favorably evaluate SMAs and be more likely to
rely on them while making purchase decisions if they believe such adverts are relevant to their
aims and preferences. Consequently, we suggest testing the following research hypothesis:

HI1. PR has a positive relationship with CPL

2.2.2 Pl and CPI. The term “Informativeness (PI)” was first expressed by Rotzoll and Haefner
(1990) as “the extent to which a firm can offer sufficient information based on which
customers can make better purchasing decisions”. PI is a perceptual concept assessed by a
self-reported scale, according to Pavlou, Linag, and Xue (2007). This concept helps the sender
(advertiser) attract potential consumers by allowing them to cognitively analyze the
information and messages offered (Lee & Hong, 2016). In e-commerce, Gao and Koufaris
(2006) noted the significance of PI on customer views.

Taylor, Lewin, and Strutton (2011) found that PI improves customers’ attitudes toward
SM. Phau and Teah (2009) found that PI affects customer views toward mobile SMS ads. Lee
and Hong (2016) found that PI positively affects customers’ SMA feedback and desire to buy
SMA-advertised items. Kim and Niehm (2009) found a clear correlation between corporate
website information quality and e-loyalty intention. SMAs’ PI can promote brand loyalty and
purchasing intention. Ott, Vafeiadis, Kumble, and Waddell (2016) found that high and
medium SMA interactions boost PI, product and brand likeability and CPI (Mustafi & Hosain,
2020; Wang & Wen, 2017). Thus, we propose testing the subsequent hypothesis:
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BAJ H2. Plhas a positive relationship with CPL

44,2 2.2.3 PCand CPI This research also examined SMA’s credibility or trustworthiness. Ducoffe
(1996) described credibility as reliable, persuading, compelling and offering trustworthy
product information (Wang & Wen, 2017). E-advertising trust is influenced by PR, PI and
perceived trustworthiness (Gao & Wu, 2010; Chowdhury, Parvin, Weitenberner, & Becker,
2010). Wang and Wen (2017) say advertising source trustworthiness affects effectiveness.

88 When trust is poor, mobile-based SNS advertising is less successful (Wang & Wen, 2017),

presumably owing to the ambiguity of not being requested to “opt-in” while getting the SMS.

An opt-in option might give it legitimacy and boost its efficacy (Mustafi & Hosain, 2020).

Muzaffar and Kamran (2011) found that believability significantly affects young consumers’

views of SM-based advertising. Sponsored links worry consumers more than other

advertising strategies (Mustafi & Hosain, 2020). Thus, we recommend investigating the
following research hypothesis:

H3. PC has a positive relationship with CPL

2.3 SMA and CBC

Brand consciousness can be defined as “the individual and indescribable assessment of the
customers’ product over on top of its objective implication” (Lemon, White, & Winer, 2002).
Each brand has three essentials. First, it attracts purchasers. Second, it fosters client loyalty.
Lastly, it bonds customers emotionally (Ou, de Vries, Wiesel, & Verhoef, 2014; Vogel,
Evanschitzky, & Ramaseshan, 2008; Lemon et al., 2002). Brands typically reflect consumers’
tastes and attitudes (Manrai, Lascu, Manrai, & Babb, 2001). Brand-conscious customers want
premium brands (Liao & Wang, 2009; Sprotles & Kendall, 1986). Brands signify prestige and
class (Escalas & Bettman, 2005; Jamal & Goode, 2001). However, CBC is yet to be tested in
SMA activities, despite its importance.

Customers strive to understand a brand’s strengths, quirks and suitability while
assessing it (Verhoef, Langerak, & Donkers, 2007). They create a good picture of a brand that
matches their preferences and images, which raises the chance of their brand selection over
competitors. Bolton, Lemon, and Verhoef (2004) claim that good product views can boost
customers’ emotional involvement. According to Rust, Lemon, and Zeithaml (2004), brand
consciousness influences customers’ inclination to buy and brand recommendations. TV,
radio and newspapers have been shown to improve brand loyalty, association and
recognition (Yoo, Donthu, & Lee, 2000). As they trust SM platforms more than traditional
marketing communication channels, consumers use them more to find information (Hosain
et al., 2022; Mustafi & Hosain, 2020; Mangold & Faulds, 2009). Hence, SMA actions improve
CBC. Consumer brand preference (CBC) is subjective (Lal & Sharma, 2021). Therefore, we
propose to test the following hypotheses:

H4. PR has a positive relationship with CBC.
Hb5. PI has a positive relationship with CBC.
H6. PC has a positive relationship with CBC.

2.4 CBC and CPI

Brand-conscious shoppers choose their preferred brands. Dresses or accessories with their
favorite brand/logo catch their attention. Brand-conscious people only buy clothes and
accessories with familiar brand names because they believe certain brands offer higher
quality and comfort (Clark, Black, & Judson, 2017). Fashion-conscious shoppers who become
loyal even pay a premium price for their favorite brand items since they gain joy from
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wearing their expected branded clothes. Brands are attracting their target audience, giving  SMA and CPI
fashion marketers a new edge. Many customers think wearing a brand shows their

personality, while others think it brings them mental pleasure (Shafaat, Shareef, Kishwar, &

Aleem, 2020). Brands are emblems of prestige and trust among brand-conscious customers

(Rageh, 2017). Many people worldwide are enamored with local and international fashion

brands, buying them at a premium and recommending them to family, friends and coworkers.

SMA is increasing brand awareness. Customers who want their favorite companies’ newest 89
fashion and accessories select brands to express their uniqueness and social position (Shah
et al, 2012). SMAs are raising fashion awareness and purchasing intent. Most apparel
businesses have daily-updated SM sites. Followers of such pages may immediately learn
about new designs, collections and discounts. Clothing brands with consumer-known tags
and SM pages attract more customers (Shafaat et al.,, 2020). Thus, the study proposes to test
the subsequent hypothesis:

H7 CBC has a positive relationship with CPIL.

2.5 SMA, CBC and CPI
Fashion brand fans focus on clothing quality, design and fit (Kaiser, 1997). Jamal and Goode
(2001) found that brand-conscious consumers value brand names. Bello and Holbrook (1995)
claim that customers will pay more for branded items of equivalent quality. Globalization,
SMAs and effective distribution networks have made many well-known local and
multinational brands popular worldwide, giving great buy potential (Hosain ef al, 2022).
According to this, brand-conscious SMA followers are more likely to buy their favored brands.
Liu and Lopez (2016) define brand consciousness as customers’ psychological direction of
brand names before making a purchase. Ou et al. (2014) noted that brand consciousness goes
beyond familiarity with a brand or selecting it over others to encompass the brand’s value,
image, quality and features that distinguish it from other brands. According to Giovannini,
Xu, & Thomas (2015), well-known brands provide customers a sense of familiarity and
emotional attachment, which motivates them to buy such brands. This empirical study
should evaluate the following hypotheses:

HS8. CBC can mediate the positive relationship between PR and CPL
H9. CBC can mediate the positive relationship between PI and CPL
HI10. CBC can mediate the positive relationship between PC and CPL

2.6 Conceptual model

This empirical study included three dimensions of the independent variable (SMA): PR, PI
and PC with a single dependent variable, CPI. Additionally, the study included a single
mediator, CBC. The conceptual model of our empirical study has been illustrated in Figure 1.

3. Research method

3.1 Nature of data sample respondents

This study utilized primary data since secondary data were inapplicable to the perception-
based quantitative scale dimension. We used a standardized questionnaire to obtain primary
data. We purposively selected 1837 fashion-conscious individuals having three essential
features: (1) those who have at least one SNS account (Facebook, Twitter or Instagram), (2)
those who regularly follow SMAs; and (3) those who frequently/occasionally purchase
clothing/accessories products. Those respondents were selected from three South Asian
countries: India, Pakistan and Bangladesh.
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Figure 1. (Independent)

Conceptual model .
Source(s): Authors’ elaboration

3.2 Measurement tool
As a component of measuring instrument, we employed a structured survey instrument with
22 items having a “Five-point Likert Scale” that ranged from 1 “Strongly Disagree” to 5
“Strongly Agree”. Before sending out the questionnaire, the respondents were properly
informed about the survey items to prevent misunderstandings and decrease the possibility
of non-response bias.

3.3 Sampling procedure and sample size

We preferred purposive sampling technique for selecting the respondents. Purposive
sampling can be used to choose respondents who can supply the exact information needed for
the study, either because they are the only ones who know or because they match many of the
researchers’ requirements (Sekaran & Bougie, 2010). This sampling strategy lets
investigators match specified criteria (Blumberg, Cooper, & Schindler, 2011). Pre-selected
SM users who frequently follow SMAs and know fashion-related SMAs were sampled using
purposive sampling.

We distributed 2000 online survey instruments to respondents in those three nations and
1870 instruments (93.5%) were returned to us. Out of those, 33 instruments were found
incomplete, biased and oddly filled; and therefore, rejected. Eventually, 1837 samples (n) were
taken for consideration.

4. Analysis and explanation
4.1 Respondents’ profile
As noted earlier, this empirical study’s respondents were chosen to form a sample cluster that
accurately represents the fashion customer market base having at least one active SNS
account. Table 1 shows the respondents’ demographics, including age, gender, education,
occupation, daily SNS login and monthly purchase frequency.

According to Table 1, female responses (64.13%) outnumbered male respondents. 46.10%
of responders were 18-27 years old, followed by 28-37 years (42.41%). 58.85% of our
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SMA and CPI

Absolute
Demographic factors Group number Proportion
Gender Male 659 35.87
Female 1,178 64.13
Total (n) 1,837 100
Age range (in year) 1827 847 46.10
2837 779 4241 91
38-47 211 11.49
Total (n) 1,837 100
Educational level Undergraduate 1,081 58.85
Master 506 2754
PhD 250 1361
Total (n) 1,837 100
Profession Self-employed 510 27.76
Jobholder 1,131 61.57
Businessmen(Women) 196 10.67
Total (n) 1,837 100
Frequency of SNS login (Daily) Once 601 32.72
Twice 933 50.79
Multiple times 303 16.49
Total (n) 1,837 100
Frequency of clothing/accessories items purchased 1 1,203 65.49
(Monthly) in number 1-3 578 31.46
More than 3 56 3.05
Total (n) 1,837 100 Table 1.
Source(s): Questionnaire survey Respondents’ profile

respondents held a Bachelor’s degree. 61.57% of our respondents were doing different jobs.
Half (50.79%) of those respondents checked into SNSs twice a day while two-thirds (65.49%)
of them bought at least one fashion-related item in a month.

4.2 Reliability and validity

We used “composite reliability (CR)” and “average variance extracted (AVE)” to assess data
dependability (Table 4). It can be observed that no CR value is below 0.70 as advised by
Henseler, Ringle, and Sinkovics (2009), MacKinnon (2008), Hair, Anderson, Tatham, and
Black (1998), Fornell and Larcker (1981).

We used Fornell and Larcker’s (1981) criteria for discriminant validity, which compares
AVE value with other variables’ corresponding correlation values. They require AVE'’s
square root value to exceed other variables’ correlation values (Hair, Black, Babin, &
Anderson, 2014). Table 2 shows the factor’s discriminant validity.

Factor/Variable CPI PR PI PC

CPI 0.92

PR 0.060 0.81

PI 0.301 %% 0.418%#* 0.78

PC 0.445%#* 0.113¢} 03717 0.77

Note(s): Significance of Correlations: {p < 0.100, *p < 0.050, **p < 0.010, ***p < 0.001 Table 2.
Source(s): SPSS 25 Discriminant validity
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BA] 4.3 Data normality

44.9 Tabachnick and Fidell (2001) recommend skewness and kurtosis values between —4
’ and +4. Table 3 shows that all values are inside the permitted range, showing overall
normalcy.

Nevertheless, one of the independent variables’ two indicators (PI3 and PI5) showed a little

deviation in kurtosis (PI). The kurtosis values varied from —1.20 to 1.26. Sposito, Hand and

92 Skarpness (1983) offer 3.3 to —3.3 as the upper and lower thresholds for normalcy, which
allows us to consider those values as the relaxed rule for normality.

4.4 Model assessment

4.4.1 Measurement model “Exploratory factor analysis (EFA)” is evaluated using four
universal assumptions (Field, 2000; Hair ef al., 1998): (1) sampling adequacy (Kaiser—Mayer
Olkin [KMO)]) greater than 0.5; (2) the minimum Eigen value for each factor; (3) factor loading
of 0.50 for each item was considered the threshold for retaining items to make sure superior
confidence; and (4) varimax rotation was used because it is an excellent common approach
that simplifies factor analysis (Field, 2000).

Table 4 indicates the EFA outcomes. Hair, Black, Babin, and Anderson (2010)
recommended that factor analysis can be proper when the KMO Test and Bartlett’s Test
of Sphericity were significant. Kaiser’s sample adequacy index (Overall MSA = 0.828) and
Bartlett’s Test of Sphericity 5° () = 0.000) indicate that this study’s factor analysis was
suitable for additional research. The EFA pattern matrix shows that all items had factor
loading values greater than 0.50 (Table 4).

The first independent factor (PR) can explain 24.54% of the overall variance with four
items, the second one (PI) 16.6% with five items, the third one (PC) 10.6% with four items, the
fourth one (mediator) 8.71% with four items; and the fifth and only dependent factor (CPI)
explained 9.13% of the overall variance with five items. All factors’ reliability values
(Cronbach’s Alpha) above 70%, meeting Nunnally and Bernstein (1994) criterion value.
Finally, CFA and SEM were suitable for all 22 items (SEM).

Statistics show that the factor analysis was correct. After validating study components,
“Maximum Likelihood (ML)” and the “Promax Method (PM)” were used to extract factors
from all the 22 items. Hair et al (2010) advised that significant item factors should have
loading values greater than 0.50. A five-factor model with Eigen Value greater than 1
explained 69.58% of the dataset’s variation. Eigen Value categorized all 22 elements into five
components. EFA indicated factor loadings of 0.716 and 0.922. All factors were suitable for
further study after factor analysis (Table 4).

4.4.2 Measurement model outcomes (CFA). CFA confirms the factor structure of
observable variables. It lets researchers to verify that variables are linked to associated
factors. The measurement model’s relative Chi-Square was 2.016, lower than Marsh and
Hocevar (1985)’s 5.0; and other fit indicators indicated a proper fit. The model’s GFI was 0.921,
higher than Joreskog and Sorbom’s (1993) recommended value (0.90). Table 5 shows the CFA
outcomes. The fit indices show a superior model-data fit.

The current study’s “Adjusted Goodness of Fit Index (AGFI)” was 0.871, greater
than Anderson and Gerbing (1984)’s suggested value of (>0.85), indicating a good fit. The
non-incremental fit index Comparative Fit Index (CFI) was 0.908, above the proposed cut-
off threshold of 0.90. (Bentler, 1990). In the CFA, the Root Mean Residual (RMR) was
0.077, below 0.08 and considered acceptable (Hu and Bentler, 1999). The Root Means
Square Error of Approximation (RMSEA) was 0.076, lower than the recommended
excellent fit to the data (Browne & Cudeck, 1993). Finally, the “Standardized Means
Square Residual (SRMR)” was 0.077, below Browne and Cudeck’s (1993) recommendation
of 0.08.
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SMA and CPI

Descriptive statistics

Std.

N Mean Deviation ~ Skewness Kurtosis
Items Statistic ~ Statistic Statistic Statistic ~ Statistic
PRI: SMAs should be relevant to messages the 1,837 349 1.06 —-0.23 -1.10
advertisers intend to send
PR2: A non-relevant SMA makes me irritated 1,837 3.09 1.05 —0.97 —0.21 93
PR3: I follow SMAs as I think that such adverts 1,837 3.66 1.01 —0.50 -0.77
meet my taste and preferences
PR4: SMAs should be short, specific, relevant 1,837 2.16 1.07 —0.08 097
and target oriented
PI1: SMAs are a fine source of product 1,837 312 1.04 -0.31 -0.77
information and innovative product offerings
PI2: SMAs provide timely and updated product 1,837 2.78 1.10 0.19 —0.87
information
PI3: SMAs are the convenient sources of 1,837 252 121 —0.31 -1.20
product information
PI4: 1 prefer SMAs and follow such adverts as I 1,837 351 1.28 —0.38 -1.16

can access to my SNS account more easily with

my own convenience

PI5: 1 can inquire about my preferred product 1,837 347 127 —0.29 1.26
through SNS-based adverts as I can comment,

ask questions, answer and like such adverts

PCI:1believe in SNS-based advertisements 1,837 3.88 1.04 —0.78 —055
PC2: SMAs are more credible sources than 1,837 394 113 —0.88 —0.69
other adverts as I can directly contact the

advertiser once [ am connected to the

advertiser’s SM page

PC3: SMAs are gaining the credibility of the 1,837 3.88 1.09 -0.87 —0.55
audiences

PC4: 1 usually recommend my friends and 1,837 381 1.05 —0.76 —0.59

colleagues to follow their intended brands’
SMAs as the credible sources of information

CBCI: 1 consider myself as a fashion brand- 1,837 299 1.10 —0.33 —0.13
conscious customer

CBC2: Fashion brand-conscious customers 1,837 2.61 211 —-0.31 -0.71
usually follow SMAs

CBC3: SMAs are particularly suitable for 1,837 3.37 1.23 -0.77 -0.99

brand-conscious customers for getting

pertinent information about new product

features and offers

CBC4: Advertisers should devise their SMA 1,837 401 211 —0.87 —0.11
strategies to retain existing customers and

attract new ones

CPI1: SMAs are relevant, informative and 1,837 381 1.07 —0.76 —0.46
credible source for fashion oriented products

CPI2: 1 expect that fashion-conscious people 1,837 391 1.09 —0.81 -0.39
will make their purchase decisions based on

SMAs

CPI3: Buyers trust SMAs as fast and 1,837 3.88 0.10 —0.93 0.45

convenient sources of information and make
their buying decisions based on the quality and
timeliness of product oriented information
Table 3.
(continued) Data normality
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Descriptive statistics
442 Std.
N Mean Deviation  Skewness Kurtosis
Items Statistic ~ Statistic Statistic Statistic ~ Statistic
CPI4: 1t is easy to make purchase decisions 1,837 312 0.79 —0.59 041
based on SMAS as the tentative buyers can see
94 the reviews and comments made by other
buyers who previously bought the same
product
CPI5: 1 follow SMAs and purchase products 1,837 3.04 0.80 —0.44 —0.29
based on such adverts
Table 3. Source(s): SPSS 24

4.5 Collinearity assessment
This study calculated variance inflation factors to determine multicollinearity (VIF). VIFs can
be 1-10 or higher. The VIF number shows each coefficient’s variance inflation percentage. In
general, the VIF values range from 1 to 5, with 1 representing no correlation and 5
representing a strong correlation (Hair et al, 1998).

To confirm the impact of multicollinearity among the listed factors, the VIFs were
calculated (Table 6) and identified to have a highest value of 2.111 as indicated on the table
that is within the allowable limit as recommended by Hair ef al (1998).

4.6 Common method bias (CMB)
“Harman’s single-factor test” can determine if one component explains the most variance. If a
single component cannot explain the greater part of variation, we can assume that CMB did
not take place (Aguirre-Urreta & Hu, 2019).

As per the outcomes presented in Table 7, a single factor can only explain 17.538%
variance of this study demonstrating that CMB did not occur in our study.

4.7 Structural model

A covariance-based SEM was utilized in this study to identify the impact of three
independent factors and a mediator on CPI. The statistical outcomes have been illustrated in
Table 8 and Figure 2 with the structural parameter estimates and hypotheses testing
outcomes.

Table 8 indicates that PR, P and PC positively and significantly can explain 53% variance
of the CPI in the three South Asian nations, validating the first three hypotheses (H1, H2 and
H3) and suggesting positive linkages among the variables. Those three independent
components also exhibit a strong and positive link with the mediator (CBC), confirming the
subsequent three hypotheses (H4, H5 and H6) and demonstrating three positive indirect
relationships. Further, the study found that CBC positively correlates with CPL, supporting
hypothesis H7. Statistical analysis validated all three direct and four indirect hypotheses.
Table 8 and Figure 2 exhibit structural equation model findings.

4.8 Mediation effects
The impacts of the mediating variable on the relationships among the dependent variable and
independent factors have been presented in Table 9.
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SMA and CPI

Factor/ Factor
Variable EV PV CV  Items loading CR AVE Alpha
PR 765 2454 2454 PRI: SMAs should be relevant to 0.881 081 081 0.897
messages the advertisers intend to
send
PR2: A non-relevant SMA makes me 0.822
irritated 95

PR3: T follow SMAs as I think that 0.814
such adverts meet my taste and
preferences
PR4: 1 prefer SMAs and follow such 0.867
adverts as I can access to my SNS
account more easily with my own
convenience
PI 483 1660 4114 PII: SMAs are a fine source of 0922 086 082 0911
product information and innovative
product offerings

PI2: SMAs provide timely and 0.814
updated product information
PI3: SMAs are the convenient 0.834

sources of product information

PI4: 1 prefer SMAs and follow such 0.815
adverts as I can access to my SNS

account more easily with my own
convenience

PI5: 1 can inquire about my preferred 0.741
product through SNS-based adverts

as | can comment, ask questions,

answer and like such adverts

PC 377 1060 51.74 PCI:1believe SNS-based 0803 088 067 0864
advertisements
PC2: SMAs are more credible 0.729

sources than other adverts as I can

directly contact the advertiser once I

am connected to the advertiser's SM

page

PC3: SMAs gaining the credibility of ~ 0.776
the audiences

PC4: T usually recommend my 0.779
friends and colleagues to follow their

intended brands’ SMAs as the

credible sources of information

CBC 411 871 6045 CBCI:1consider myself as a fashion 0.781 077 071 0817
brand-conscious customer
CBC2: Fashion brand-conscious 0.890
customers usually follow SMAs
CBC3: SMAs are particularly 0.763

suitable for brand-conscious
customers for getting pertinent
information about new product
features and offers
CBC4: Advertisers should devise 0.765
their SMA strategies to retain
existing consumers and attract new
ones
Table 4.
(continued) EFA outcomes
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44.9 Factor/ Factor
y Variable EV PV CV  Items loading CR AVE Alpha
CPI 374 913 6958 CPI1: SMAs are relevant, 0815 08 071 0857

informative and credible source for
fashion oriented products
CPI2: 1 expect that fashion-conscious 0.736
96 people will make their buying
purchase decisions based on SMAs
CPI3: Buyers trust SMAs as the fast 0.899
and convenient sources of
information and make their buying
decisions based on the quality and
timeliness of product oriented
information
CPI4: 1t is easy to make purchase 0.723
decisions based on SMAs as the
tentative buyers can see the reviews
and comments made by other buyers
who previously bought the same
product
CPI5: 1 follow SMAs and purchase 0.716
products based on such adverts

Note(s): EV = Eigen value; PV=Percent of variance; CV=Cumulative variance; KMO = 0.828, DF = 251,
Significance = 0.000

Table 4. Source(s): SPSS 24
Level of
Goodness of fit indices Value acceptance Reference
Chi-square/df 2016 <5.0 Marsh and Hocevar (1985)
Comparative Fit Index (CFI) 0.908 >0.90 Bentler (1990)
Root Mean Residual (RMR) 0.077 <0.08 Hu and Bentler (1999)
Goodness of Fit Index (GFI) 0.921 >0.90 Joreskog and Sorbom
(1993)
Adjusted Goodness of Fit Index (AGFI) 0.871 >0.85 Anderson and Gerbing
(1984)
Root Means Square Error of Approximation 0.076 <0.08 Browne and Cudeck (1993)
Table 5. (RMSEA)
Model fit indices with ~ Standardized Means Square Residual (SRMR) 0.077 <0.08
acceptable limits Source(s): AMOS 25 and literature sources
Tolerance 0.715 0913 0.730 0.695 0471 0.542
Table 6.
VIFs and tolerance in ~ VIF 1.478 1.846 1.307 1.322 2111 1.653
multicollinearity Source(s): SPSS 25

CBC can fully mediate two direct relationships (PR-CPI and PI-CPI) while it can only partially
mediate the interaction between PC-CPI (Table 9 and Figure 2). These results supported all
mediating related hypotheses: H8, H9 and H10.
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5. Discussion SMA and CPI
According to the statistical analysis, PR has a significant positive relationship with CPI
(B = 0.17; CR. = 2.292; P < 0.05) which is consistent with the previous arguments and
findings reported by Alalwan (2018), Zhu and Chang (2016), Laroche ef al. (2013), Liang et al.
(2012). PI had been identified to have a significant positive relationship with CPI ( = 0.21;
CR. = 0.308; P < 0.05) which is supported by Mustafi and Hosain (2020), Wang and Wen
(2017), Lee and Hong (2016), Ott et al. (2016) who empirically identified a positive association 97
between the influence of PR on consumers’ feedback toward SMA. Regarding PC, it was
Total variance explained
Initial Eigen values Extraction sums of squared loadings
Component Total % of variance Cumulative % Total % of variance Cumulative %
1 5213 25,004 25,004 4916 17538 17538 Table 7.
Source(s): SPSS 25 CMB test
Relationship Hypothesis Estimate SE. CR. P Label R?
CPI<PR H1 0.17 0.075 2.292 0.022 Supported 0.22
CPI«PI H2 0.21 0.064 0.308 0.030 Supported 0.12
CPI<PC H3 0.11 0.079 2736 0.005 Supported 0.19
CBC<PR H4 0.19 0.067 2.956 0.003 Supported
CBC«PI H5 0.14 0.101 1.430 0.011 Supported _
CBC«PC H6 1.10 0.99 0.301 0.009 Supported _— Table 8
CPI—CBC H7 211 0.1 L1139 0007  Supported  ———  Regression weights:
CPI (Dependent) 0.43 (Group number 1:
Source(s): AMOS 25 Default model)
CBC
(Mediator)
2.11(0.007)
PR
(Independent)
CPI
(Dependent)
PI
(Independent)
PC Figurq 2.
(Independent) Hypotheses testl?tg
results

Source(s): AMOS 25
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BA] found that the factor has also a significant positive relationship with CPI (3 = 0.11;
44.9 CR. = 2.736; P < 0.05) duly supported by Mustafi and Hosain (2020), Wang and Wen (2017),

’ Muzaffar and Kamran (2011).

On the other hand, the analysis exposed that all the three components of SMA are

significantly and positively related to the single mediator, CBC (8 = 0.19; CR. = 2.956;

P<0.05); (5 =0.14;C.R. = 1.430; P < 0.05); (8 = 1.10; C.R. = 0.301; P < 0.5). Such outcomes are

98 consistent with the findings previously reported by a number of scholars such as Mustafi and

Hosain (2020), Lal and Sharma (2021), Ou et al. (2014). According to them, consumers try their

best to be conscious or knowledgeable regarding their particular preferred brand and they do

it mostly by following SMAs. Additionally, CBC was identified to have a significant and

positive relationship with CPI (6 = 2.11; CR. = 1.139; P < 0.05) which is supportive to the

earlier findings reported by Shafaat et al (2020), Clark et al. (2017), Rageh (2017) who argued

that SMAs are playing its role in escalating fashion consciousness and purchase intention
based on their empirical investigations.

Finally, concerning the mediating role of CBC over the three direct relationships, the study
identified that CBC can fully mediate the first two direct relationships: PR and CPI (3 = 2.016;
P < 0.05); and PI and CPI ( = 1.011; P < 0.05). However, the same variable can partially
mediate the third one: PC and CBC (8 = 2.002; P < 0.05). Such outcomes have been supported
by a number of scholars such as Hosain ef al (2022), Liu and Lopez (2016), Giovannini et al.
(2015), Ou et al (2014). According to them, with the growing influence of globalization and
increasing activities of SMAs and efficient distribution channels, many reputed local and
international fashion brands have become admired in any part of the world offering high
prospective of purchase. Brand conscious consumers who follow SMAs will have higher
purchase intention of their preferred branded products.

6. Implications
6.1 Implications for theory
This study investigates how SMAs affect fashion-conscious customers in three South Asian
nations. Once the fashion industry structure changed and businesses searched for low-cost
marketing tactics, SM-based marketing and advertising became more popular. While several
recent studies have examined the role of SMAs on sales performance (Yao, Shanoyan,
Peterson, Boyer, & Baker, 2017), firm performance (Tajvidi & Karami, 2021), brand
consciousness/loyalty (Jawaid & Rajadurai, 2021; Rrustemi & Baca, 2021); customer retention
(Khan et al, 2019a, b; Wang et al., 2019); fashion consumption (Chu & Seock, 2020; Shafaat
etal., 2020; Hsiao et al.,, 2019); and purchase intention/decision (Alatawy, 2022; Dewi & Adine,
2022); This study uses original data from a fashion consumer survey in three South Asian
nations with roughly 25% of the world’s population.

The proposed study model has provided a significant theoretical contribution to researchers
inrelevant fields by capturing several vital elements. This research adds constructs. This study
also evaluated how perceived informativeness affect brand consciousness-driven purchasing

95% confidence

level
Hypotheses Parameters Estimate Lower Upper P value Comment
Table 9 H8 CPI~CBC+ PR 2016 —0.014 0.058 0.003 Full mediation
Mediation effect of cc H9 CPI—CBC+ PI 1.011 —0.006 0.019 0.009 Full mediation
(@t 95% H10 CPI—CBC+ PC 2.002 —0.011 0.021 0.046 Partial mediation

confidence level) Source(s): Structural equation modeling (AMOS 25)
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intention. The results demonstrate such relationships. The current study explained SMAs”  SMA and CPI
primary features and how they affect customers’ perceptions and intentions. So, this study

based on such a vast quantity of consumer data will be a torch-bearer for empirical examination

of SM-related fashion sector marketing and advertising activities.

6.2 Implications for practice

The results of this study suggest that marketers using SM-based marketing and advertising 99
should focus on crucial factors. The study suggested that marketers could encourage
customers to engage with SM ads by soliciting feedback and comments (Jiang, Chan, Tan, &
Chua, 2010). Instead of merely putting ads from marketers and disregarding customer
complaints, SMAs should be two-way communication. Marketing and advertising teams can
also monitor SMA-related consumer comments, questions and feedback. SMAs help
advertisers grow their fan and following bases (Liu, Lee, Liu, & Chen, 2018). Marketers and
advertisers must maintain the online interaction between businesses and customers or
between/among consumers (Jiang ef al, 2010). Hence, SMAs can provide existing and
tentative customers with a vast volume of high-quality material (Liu et al, 2018). Mohammed,
Fisher, Jaworski, and Paddison (2003) suggest using live online chat and chat rooms to
increase customer interaction (Alalwan, 2018).

This study also found that SMA is informative. Marketers and advertisers must improve
information quality and quantity. Indented SMAs should offer inclusive, relevant, timely and
updated product information on features, pricing, discounts, delivery and availability
(Alalwan, 2018; Mohammed et al, 2003). SMAs should emphasize product value. Advertising
should cognitively and emotionally engage people (Shareef et al, 2019; Logan, Bright, &
Gangadharbatla, 2012). Cognitive elements include cheaper cost, greater quality, guarantee
or warranty and product availability. In contrast, emotional features include customer
sentiments linked to the targeted brands (such as friendliness, innovativeness, originality and
humor) (Mohammed ef al., 2003). SMAs can provide important information using various
media communication techniques, including video, audio, graphics, photos and text.

Perceived relevance also predicted to have a positive relationship with purchase intention.
Marketers may tailor SMAs to customer interests. Marketers may track fans and followers’
activities and profiles via cookies. It will assist marketers/advertisers in forecasting consumer
tastes, preferences and interests. Advertisers can also personalize SMAs based on consumers’
past experiences with ads or the experiences of friends/users with comparable interests and
attributes (Zhu & Chang, 2016). Marketers must construct SMAs creatively and innovatively to
increase perceived inherent utility (Alalwan, 2018). A multimedia combination of visuals,
music, movies and audio may help emotionally engage customers and boost brand awareness
and motivation. Increased interest in relevance, informativeness and credibility will increase
brand consciousness and fashion product buying intention through social media marketing.

7. Limitations and further scope
Although this study established the essential SMA elements that might influence consumers, it
has shortcomings that could be termed “research gaps” for future research. This research did
not include an image, technology preparedness, advertising inventiveness, community, or
privacy issue. Hence, future research that considers such aspects can include these issues. This
study also did not evaluate the moderating effect of demographic characteristics such as age,
gender, income and education. Future investigations can address demographic variables.
This study relied solely on structured survey questionnaire data. Future studies can
qualitatively examine SM-based contents and consumer behaviors. Future researchers need
SMA-based data collecting and content analysis methods. Future research can use such
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BA]J approaches and strategies to examine customers’ perceptions, engagement and behavior
44.9 toward SMAs. This study analyzed SMAs on Facebook, Twitter and Instagram without
’ considering how these platforms affect the study model (Shareef, Dwivedi, & Kumar, 2016).
Alalwan (2018) and Alalwan et al (2017) suggest that future academics explore how these

parameters vary by platform.

100 8. Conclusion

Academics and marketing policymakers are increasingly focusing on SMA concerns. This
study expanded our knowledge of SMAs and their predictive effect on customers’ buying
intentions. Informativeness, relevance, trust and brand consciousness are significant
determinants of purchase intention. This study acquired primary data from 1837 South
Asian respondents using a structured questionnaire survey. The study model predicted a
53% variance in CPI, which is a notable performance. Three independent and one mediator
factors in the four-factor model affected customers’ purchasing intentions.

This study’s statistical results showed that SMA components are positively correlated with
CPI. CBC had a substantial positive connection with the dependent variable, according to the
research (CPI). CBC also had complete mediating effects on the first two direct associations and
modest mediation on the third. The results were analyzed in light of rational reasoning and past
SMA investigations. The final paragraph examined this study’s primary shortcomings and
future research prospects. SMA, a rising advertising tool, require additional research on the
issues like customer preference, brand consciousness and purchase intention.

References

Abrar, M,, Bashir, M., Safeer, A. A., Shabbir, R.,, & Baig, S. A. (2019). Pakistani ready-made garments
industry export competitiveness: Evaluation in the context of Porter’s Diamond Theory. Revista
Publicando, 5, 228-246.

Aguirre-Urreta, M. I, & Hu, J. (2019). Detecting common method bias: Performance of the Harman’s
single-factor test. The Data Base for Advances in Information Systems, 50(2), 45-70.

Ahmed, N., Salman, A., & Ashiq, R. (2015). The impact of social media on fashion industry: Empirical
investigation from Karachi. Journal of Resources Development and Management, 7, 1-12.

Ahn, T, Ryu, S, & Han, 1. (2005). The impact of the online offline features on the user acceptance of
Internet shopping malls. Electronic Commerce Research and Applications, 3(4), 405-420.

Alalwan, A. A. (2018). Investigating the impact of social media advertising features on customer
purchase intention. International Journal of Information Management, 42, 65-77.

Alalwan, A. A, Rana, N. P, Dwivedi, Y. K., & Algharabad, R. (2017). Social media in marketing:
A review and analysis of the existing literature. Telematics and Informatics, 34(7), 1177-1190.

Alatawy, K. S. (2022). The role social media marketing plays in customers’ purchase decisions in the

context of the fashion industry in Saudi Arabia. International Journal of Business and
Management, 17(1), 117-129.

Anderson, J. C,, & Gerbing, D. W. (1984). The effect of sampling error on convergence, improper
solutions, and goodness-of-fit indices for maximum likelihood confirmatory factor analysis.
Psychometrika, 49(2), 155-173.

Ball, D., Coelho, P. S., & Vilares, M. ]. (2006). Service personalization and loyalty. Journal of Services
Marketing, 20(6), 391-403.

Bello, D. C., & Holbrook, M. B. (1995). Does an absence of brand equity generalize across product
classes?. Journal of Business Research, 34(2), 125-131.

Bentler, P. M. (1990). Comparative fit indexes in structural models. Psychological Bulletin, 107(2),
238-246.

Downl oaded from http://ftp. nowublishers.con baj/article-pdf/44/2/84/ 110263/ baj - 06- 2023- 0053. pdf by guest on 01 June 2026



Blumberg, B., Cooper, D. R., & Schindler, P. S. (2011). Business research methods (11th Eds.). New SMA and CPI
York: McGraw Hill.

Bolton, R. N, Lemon, K. N., & Verhoef, P. C. (2004). The theoretical underpinnings of customer asset
management: A framework and propositions for future research. Journal of the Academy of
Marketing Science, 32(3), 271-292.

Browne, M. W., & Cudeck, R. (1993). Alternative ways of assessing model fit (Vol. 154, pp. 126-136).
London: Sage Focuses Editions. 101

Campbell, D. E., & Wright, R. T. (2008). Shut-up I don’t care: Understanding the role of relevance and
interactivity on consumer attitudes toward repetitive online advertising. Journal of Electronic
Commerce Research, 9(1), 62-76.

Celsi, R. L., & Olsen, J. C. (1988). The role of involvement in attention and comprehension process.
Journal of Consumer Research, 15(2), 210-224.

Chang, Y. T, Yu, H, & Lu, H. P. (2015). Persuasive messages, popularity cohesion and message
diffusion in social media marketing. Journal of Business Research, 68(4), 777-782.

Chowdhury, H. K., Parvin, N., Weitenberner, C., & Becker, M. (2010). Consumer attitude toward mobile
advertising in an emerging market: An empirical study. Marketing, 12, 206-216.

Chy, S. -C., & Seock, Y. -K. (2020). The power of social media in fashion industry. Journal of Interactive
Advertising, 20(2), 131-140.

Clark, M., Black, H. G., & Judson, K. (2017). Brand community integration and satisfaction with social
media sites: A comparative study. Journal of Research in Interactive Marketing, 11(1), 39-55.

Dewi, M. G. H,, & Adine, E. M. B. B. (2022). The effect of social media marketing on purchase intention
in fashion industry. International Journal of Data and Network Science, 6(4), 355-362.

Digitalresearch.biz Social media marketing. Available from: http:/digitalresearch.biz/ (accessed 22 June 2022).

Drossos, D., & Giaglis, G. M. (2005). Factors that influence the effectiveness of mobile advertising: The
case of SMS. Panhellenic conference on informatics, (pp. 278-285). Berlin, Heidelberg: Springer.

Ducoffe, R. (1996). Advertising value and advertising on the web. Journal of Advertising Research,
36(5), 21-35.

Dwidevi, Y. K, Rana, N. P, Tajvidi, M., Lal, B,, Sahu, G. P., & Gupta, A. (2017). Examining the role of
social media in e-environment: An analysis of emerging literature. Proceedings of the 10th
International Conference on Theory and practice of Electronic Governance, (pp. 97-106).

Elefant, C. (2011). The ‘power’ of social media: Legal issues and best practices for utilities engaging
social media. Energy Law Journal, 32(1), 1-56.

Escalas, ]. E., & Bettman, ]. R. (2005). Self-construal, reference groups and brand meaning. Journal of
Consumer Research, 32(3), 378-389.

Field, A. (2000). Discovering statistics using SPSS for Windows: Advanced techniques for beginners.
New Delhi: Thousand Oaks, London and Sage publications.

Fornell, C., & Larcker, D. F. (1981). Structural equation models with unobservable variables and
measurement error: Algebra and statistics. Journal of Marketing Research, 12, 382-388.

Gao, Y., & Koufaris, M. (2006). Perceptual antecedents of user attitude in electronic commerce. ACM
Sigmis Database, 37, 42-50.

Gao, Y., & Wy, X. (2010). A cognitive model of trust in e-commerce: Evidence from a field study in
China. Journal of Applied Business Research, 26, 37-44.

Giovannini, S., Xu, Y., & Thomas, J. (2015). Luxury fashion consumption and generation Y consumers:
Self, brand consciousness and consumption motivations. Journal of Fashion Marketing and
Management: An International Journal, 19(1), 102-119.

Godey, B., Manthiou, A., Pederzoli, D., Rokka, ]J., Aiello, G., Donvito, R., & Singh, R. (2016). Social
media marketing efforts of luxury brands: Influence on brand equity and consumer behavior.
Journal of Business Research, 69(12), 5833-5841.

Downl oaded from http://ftp. nowublishers.con baj/article-pdf/44/2/84/ 110263/ baj - 06- 2023- 0053. pdf by guest on 01 June 2026


http://digitalresearch.biz/

B AJ Hair, J. F., Anderson, R. E,, Tatham, R. L., & Black, W. C. (1998). Multivariate data analysis (5th Eds.).
449 Upper Saddle River, NJ: Prentice Hall.
b

Hair, J. F. Jr, Black, W. C,, Babin, B. J., & Anderson, R. E. (2010). Multivariate data analysis: AGlobal
perspective (7th Eds.). New Jersey: Pearson Prentice Hall.

Hair, J. F,, Black, W. C,, Babin, B. ]J., & Anderson, R. E. (2014). Multivariate data analysis. California:
Pearson Education.

102 Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The use of partial least squares path modeling in
international marketing. Advances in International Marketing, 20, 277-319.

Hosain, M. S., Jamil, N. S., & Rasel, M. N. (2022). Utilization of social media for different business
purposes: A social media age?. Journal of Social Media for Learning, 32), 41-55.

Hsiao, S. -H.,, Wang, Y. -Y.,, Wang, T., & Kao, T. W. (2019). How social media shapes the fashion
industry: The spillover effects between private labels and national brands. Industrial Marketing
Management, 86, 40-51.

Hu, L. T.,, & Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure analysis:
Conventional criteria versus new alternatives. Structural Equation Modeling:
A Multidisciplinary Journal, 6(1), 1-55.

Husnain, M., & Toor, A. (2017). The impact of social network marketing on consumer purchase
intention in Pakistan: Consumer engagement as a mediator. Asian Journal of Business and
Accounting, 10, 167-199.

Infographic (2021). Social media in business. Available from: https:/www.socialmediatoday.com/
news/the-demographics-of-social-media-in-2021-infographic/559894/ (accessed 25 June 2022).

Jamal, A., & Goode, M. M. (2001). Consumers and brands: A study of the impact of self-image
congruence on brand preference and satisfaction. Marketing Intelligence and Planning, 19(7),
482-492.

Jawad, A. I, Parvin, T., & Hosain, M. S. (2022). Intention to adopt mobile-based online financial
platforms in three Asian countries: An application of the expended Technology Acceptance
Model. Journal of Contemporary Marketing Science, 5(1), 92-113.

Jawaid, M,, & Rajadurai, K. G. (2021). The effect of social media on consumer loyalty amongst
university students: Evidence from the fashion industry in Kuala Lampur. Journal of Content,
Community and Communication, 13(7), 66-81, Amity School of Communication.

Jiang, Z., Chan, J., Tan, B. C,, & Chua, W. S. (2010). Effects of interactivity on website involvement and
purchase intention. Journal of the Association for Information Systems, 11(1), 18-34.

Joreskog, K., & Sorbom, D. (1993). LISREL 8: Users’ reference guide. lllinois: Scientific Software International.

Jung, S, Shim, S. W., Jin, H. S., & Khang, H. (2016). Factors affecting attitudes and behavioral intention
towards social networking advertising: A case of Facebook users in South Korea. Infernational
Journal of Advertising, 35(2), 248-265.

Kaiser, S. B. (1997). The social psychology of clothing (2nd Eds.). New York: Fairchild Publications.
Khan, ], Yang, Y., Shafi, M., & Yang, R. (2019a). Role of social media marketing activities (SMMAs) in
apparel brands customer response: A moderated mediation analysis. Sustainability, 11(19), 5767.

Khan, M. A. H, Fatima, A., & Matlloob, A. (2019b). The effect of social media marketing in online
fashion apparel with the mediating role of fashion consciousness, brand Consciousness and value
consciousness. International Journal of Recent Innovations in Academic Research, 9(3), 65-83.

Killian, G., & McManus, K. (2015). A marketing communications approach for the digital era:
Managerial guidelines for social media integration. Business Horizons, 58(5), 539-549.

Kim, H,, & Niehm, L. S. (2009). The impact of website quality on information quality, value and loyalty
intentions in apparel retailing. Journal of Interactive Marketing, 23(3), 221-233.

Kumari, A. (2019). Digital marketing in Indian fashion industry. International Journal of Innovative
Science and Research Technology, 5(4), 1055-1059.

Downl oaded from http://ftp. nowublishers.con baj/article-pdf/44/2/84/ 110263/ baj - 06- 2023- 0053. pdf by guest on 01 June 2026


https://www.socialmediatoday.com/news/the-demographics-of-social-media-in-2021-infographic/559894/
https://www.socialmediatoday.com/news/the-demographics-of-social-media-in-2021-infographic/559894/

Lal, R, & Sharma, G. (2021). Social media influencers for online purchase behavior: Mediation by SMA and CPI
brand consciousness. Journal of Content, Community and Communication, 13(7), 82-94, Amity
School of Communication.

Laroche, M., Habibi, M. R., & Richard, M. O. (2013). To be or not to be in social media: How brand

loyalty id affected by social media?. International Journal of Information Management, 33(1),
76-82.

Lee, J., & Hong, 1. B. (2016). Predicting positive user responses to social media advertising: The roles of 103
emotional appeal, informativeness and creativity. Infernational Journal of Information
Management, 36(3), 360-373.

Lemon, K. N, White, T. B, & Winer, R. S. (2002). Dynamic customer relationship management: Incorporating
future considerations into the service retention decision. Journal of Marketing, 66(1), 1-14.

Liang, T. P., Chen, H. Y., Du, T, Turban, E., & Li, Y. (2012). Effect of personalization on the perceived
usefulness of online customer services: A dual-core theory. Journal of Electronic Commerce
Research, 13(4), 275-288.

Liao, J., & Wang, L. (2009). Face as a mediator of the relationship between material value and brand
consciousness. Psychology and Marketing, 26(11), 987—-1001.

Lin, C. A., & Kim, T. (2016). Predicting user response to sponsored advertising on social media via the
technology acceptance model. Computers in Human Behavior, 64, 710-718.

Liy, Y., & Lopez, R. A. (2016). The impact of social media conversations on consumer brand choices.
Marketing Letters, 27(1), 1-13.

Liy, L., Lee, M. K,, Liu, R., & Chen, M. (2018). Trust transfer in social media branded communities: The
role of consumer engagement. International Journal of Information Management, 41, 1-13.

Logan, K., Bright, L. F., & Gangadharbatla, H. (2012). Facebook versus television: Advertising value
perceptions among females. Journal of Research in Interactive Marketing, 6(3), 164-179.

MacKinnon, D. P. (2008). Research designs: Quantitative, qualitative, neuropsychological and biological
(5th Eds.). Washington DC: American Psychological Association.

Mangold, W. G., & Faulds, D. ]J. (2009). Social media: The new hybrid element of the promotion mix.
Business Horizons, 52(4), 357-365.

Manrai, L. A., Lascu, D. N,, Manrai, A. K., & Babb, H. W. (2001). A cross-cultural comparison of style
in Eastern European emerging markets. International Marketing Review, 18(3), 270-285.
Marketing Promotion Web (2017). Social media marketing. Available from: https://
marketingpromotionweb.wordpress.com/2017/09/19/the-importance-of-social-media-in-

business/ (accessed 17 June 2022).

Marsh, H. W., & Hocevar, D. (1985). Application of confirmatory factor analysis to the study of self-
concept: First-and higher order factor models and their invariance across groups. Psychological
Bulletin, 97(3), 562-582.

Mohammed, R., Fisher, R. ], Jaworski, B. J., & Paddison, G. (2003). Internet marketing: Building
advantage in a networked economy. New York: McGraw-Hill.

Mustafi, M. A. A., & Hosain, M. S. (2020). The role of online advertising on purchase intention of
smartphones: Mediating effects of flow experience and advertising value. Journal of
Contemporary Marketing Science, 3(3), 385-410.

Muzaffar, F., & Kamran, S. (2011). SMS advertising: Youth attitude towards perceivedinformativeness,
irritation and credibility. Interdisciplinary Journal of Contemporary Research in Business, 3, 218-230.

M2PressWIRE (2018). Retailers more than double their following on social media sites. Available
from: https://m2presswire/retailers-more-than-double-their-followings-on-social-media-sires/
(accessed 25 October 2021).

Nash, J. (2019). Exploring how social media platforms influence fashion consumer decisions in the UK

retail sector. Journal of Fashion Marketing and Management: An International Journal, 23(1),
82-103.

Downl oaded from http://ftp. nowublishers.con baj/article-pdf/44/2/84/ 110263/ baj - 06- 2023- 0053. pdf by guest on 01 June 2026


https://marketingpromotionweb.wordpress.com/2017/09/19/the-importance-of-social-media-in-business/
https://marketingpromotionweb.wordpress.com/2017/09/19/the-importance-of-social-media-in-business/
https://marketingpromotionweb.wordpress.com/2017/09/19/the-importance-of-social-media-in-business/
https://m2presswire/retailers-more-than-double-their-followings-on-social-media-sires/

B AJ Nasir, S, Vel, P, & Mateen, H. (2012). Social media and buying behavior of women in Pakistan
449 towards the purchase of textile garments. Business Management Dynamics, 2, 61—69.
b

Ndung'y, E. N, Kinyanjui, W. N, & Abayo, R. (2020). Effects of the type and rate of usage of social
network marketing on sales performance of the real estate in Nairobi. International Academic
Journal of Human Resource and Business Admunistration, 3(8), 143-158.

Nunnally, J. C., & Bernstein, 1. H. (1994). The assessment of reliability. Psychometric Theory, 3(1), 248-292.

104 Ott, H. K., Vafeiadis, M., Kumble, S., & Waddell, T. F. (2016). Effect of message interactivity on
product attitudes and purchase intentions. Journal of Promotional Management, 22, 89-106.

Ou, Y. C, de Vries, L., Wiesel, T., & Verhoef, P. C. (2014). The role of consumer confidence in creating
customer loyalty. Journal of Service Research, 17(3), 339-354.

Pavlou, P. A, & Stewart, D. W. (2000). Measuring the effects and effectiveness of interactive
advertising: A research agenda. Journal of Interactive Advertising, 1(1), 61-77.

Pavlou, P. A, Linag, H., & Xue, Y. (2007). Understanding and mitigating uncertainty in online
exchange relationships: A principal-agent perspective. MIS Quarterly, 31(1), 105-131.

Pechmann, C., & Stewart, D. W. (1990). Advertising repetition: A critical review of wear in wear out.
Current Issues and Research in Advertising, 11(1-2), 285-329.

Phau, I, & Teah, M. (2009). Young consumers’ motives for SMS and perceptions towards SMS
advertising. Direct Marketing: An International Journal, 32), 97-108.

Rageh, A. (2017). The influence of perceived social media marketing activities on brand loyalty: The
mediation effect of brand and value consciousness. Asia Pacific Journal of Marketing and
Logistics, 29(1), 129-144.

Rana, N. P, Dwivedi, Y. K., Lal, B, Williams, M. D., & Clement, M. (2017). Citizens’ adoption of an

electronic government system: Towards a unified view. Information Systems Frontiers, 19(1),
549-368.

Rotzoll, K. B.,, & Haefner, J. E. (1990). Advertising in contemporary society (2nd Eds.). Cincinnati, OH:
South-Western Publishing.

Rrustemi, V., & Baca, G. (2021). The impact of social media activities on raising brand awareness
during the Covid-19 pandemic: The case of fashion industry in Kosovo. Journal of
Contemporary Management Issues, 26(2), 295-310.

Rust, R. T., Lemon, K. N.,, & Zeithaml, V. A. (2004). Return on marketing: Using customer equity to
focus marketing strategy. Journal of Marketing, 68(1), 109-127.

Sekaran, U., & Bougie, R. (2010). Research methods for business: A skill building approach. London:
John Willey & Sons.

Shafaat, Z., Shareef, H. S, Kishwar, F., & Aleem, M. (2020). Social media shaping brand
consciousness and purchase intention of fashion consumers. Academic Journal of Social
Sciences, 4(1), 85-103.

Shah, H.,, Aziz, A., Jaffari, A. R, Waris, S,, Ejaz, W., Fatima, M., & Sherazi, K. (2012). The impact of
brands on consumer purchase intentions. Asian Journal of Business Management, 4(2), 105-110.

Shareef, M. A., Dwivedi, Y. K., & Kumar, V. (2016). Exploring multichannel design: Strategy and
consumer behavior. The Marketing Review, 16(3), 235—-263.

Shareef, M. A., Baabdullah, A., Dutta, S., Kumar, V., & Dwivedi, Y. K. (2018). Consumer adoption of
mobile banking services: An empirical examination of factors according to adoption stages.
Journal of Retailing and Consumer Services, 43, 54—67.

Shareef, M. A., Mukerji, B, Dwivedi, Y. K,, Rana, N. P, & Islam, R. (2019). Social mediamarketing:
Comparative effect of advertisement sources. Journal of Retaiing and Consumer Services, 46, 58-69.

Sikrant, P. (2020). Impact of social media marketing on customer relationships and subsequent
purchase: A case study of high fashion retail. Proceedings of the 7th European Conference on
Social Media, Larnaca, 2-3 July (pp. 271-297).

Downl oaded from http://ftp. nowublishers.con baj/article-pdf/44/2/84/ 110263/ baj - 06- 2023- 0053. pdf by guest on 01 June 2026



Sposito, V. A, Hand, M. L, & Skarpness, B. (1983). On the efficiency of using the sample kurtosis in selecting ~ SMA and CPI
optimal pestimators. Communications in Statistics Simulation and Computation, 123), 265-272.

Sprotles, G. B, & Kendall, E. L. (1986). A methodology for profiling consumers’ decision-making
styles. Journal of Consumer Affairs, 20(2), 267-279.

Tabachnick, B. G., & Fidell, L. S. (2001). Using multivariate statistics. New York: Harper Collins.

Tajvidi, R., & Karami, A. (2021). The effect of social media on firm performance. Computers in Human
Behavior, 115, 105-117. 105

Taylor, D. G., Lewin, J. E.,, & Strutton, D. (2011). Friends, fans and followers: Do ads work on social
networks? How gender and age shape receptivity. Journal of Advertising Research, 51(1), 258-275.

Venkatesh, V., Morris, M., Davis, G., & Davis, F. (2003). User acceptance of information technology:
Toward a unified view. MIS Quarterly, 27(3), 425-478.

Venkatesh, V., Thong, J. Y., & Xu, X. (2012). Consumer acceptance and use of information technology:
Extending the unified theory of acceptance and use of technology. MIS Quarterly, 36(1), 157-178.

Verhoef, P. C., Langerak, F., & Donkers, B. (2007). Understanding brand and dealer retention in the
new car market: The moderating role of brand tier. Journal of Retailing, 83(1), 97-113.

Vogel, V., Evanschitzky, H., & Ramaseshan, B. (2008). Customer equity drivers and future sales.
Journal of Marketing, 72(6), 98-108.

Wamba, S. F., Bhattacharya, M., Trinchera, L., & Ngai, E. W. (2017). Role of intrinsic and extrinsic
factors in user social media acceptance within workspace: Assessing unobserved heterogeneity.
International Journal of Information Management, 37(2), 1-13.

Wang, P., & Wen, M. J. (2017). Personalization, privacy and attitudes towards online advertising.
Decision Science Letters, 22, 1-12.
Wang, Y., Ahmed, S. C, Deng, S., & Wang, H. (2019). Success of social media marketing efforts in

retaining sustainable online consumers: An empirical analysis on the online fashion retail
market. Sustainability, 11(13), 3596.

WebsiteSetup.org Asia has the largest percentage of Internet. Available from: https://websitesetup.
org/news/internet-facts-stats/ (accessed 30 June 2022).

Worldometers.info Population in South Asia. Available from: https://www.worldometers.info/world-
population/southern-asia-population/ (accessed 30 June 2022).

Yao, B, Shanoyan, A., Peterson, H. H,, Boyer, C., & Baker, L. (2017). The use of new-media marketing
in the greenindustry: Analysis of social media use and impact on sales. Agribusiness: An
International Journal, 35(2), 281-297.

Yoo, B, Donthu, N., & Lee, S. (2000). An examination of selected marketing mix elements and brand
equity. Journal of the Academy of Marketing Science, 28(2), 195-211.

Zhy, Y. Q,, & Chang, J. H. (2016). The key role of relevance in personalized advertisement: Examining
its impact on perceptions of privacy invasion, self-awareness and continuous use intentions.
Computers in Human Behavior, 65, 442—-447.

Further reading

WebsiteSetup.org, Internet stats and facts (2021). Available from: https://websitesetup.org/mews/
internet-facts-stats/ (accessed 30 June 2022).

Corresponding author
Md Sajjad Hosain can be contacted at: sajjad_hosain@yahoo.com

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

Downl oaded from http://ftp. nowublishers.con baj/article-pdf/44/2/84/ 110263/ baj - 06- 2023- 0053. pdf by guest on 01 June 2026


https://websitesetup.org/news/internet-facts-stats/
https://websitesetup.org/news/internet-facts-stats/
https://www.worldometers.info/world-population/southern-asia-population/
https://www.worldometers.info/world-population/southern-asia-population/
https://websitesetup.org/news/internet-facts-stats/
https://websitesetup.org/news/internet-facts-stats/
mailto:sajjad_hosain@yahoo.com

	The nexus between social media advertising and customers’ purchase intention with the mediating role of customers’ brand co ...
	Introduction
	Literature review
	SMA and CPI
	SMA and CPI in fashion industry
	PR and CPI
	PI and CPI
	PC and CPI

	SMA and CBC
	CBC and CPI
	SMA, CBC and CPI
	Conceptual model

	Research method
	Nature of data sample respondents
	Measurement tool
	Sampling procedure and sample size

	Analysis and explanation
	Respondents’ profile
	Reliability and validity
	Data normality
	Model assessment
	Measurement model
	Measurement model outcomes (CFA)

	Collinearity assessment
	Common method bias (CMB)
	Structural model
	Mediation effects

	Discussion
	Implications
	Implications for theory
	Implications for practice

	Limitations and further scope
	Conclusion
	References
	Further reading


