
 

 

The Effects of Social Media Advertising on 
Consumers’ Brand Loyalty: with Special 

Reference to the Apparel Retailers 
 
 

Abstract: The apparel industry faces increased competition from newcomers and imports, making it 

crucial for local companies to maintain brand loyalty. This research aimed to determine the most 

significant features of social media advertising (informativeness, entertainment, irritation, credibility) 

that influence apparel consumers' brand loyalty. The findings showed that social media advertising 

significantly impacts consumer brand loyalty in the Sri Lankan apparel retail industry. There was no 

significant relationship between informativeness and brand loyalty, but there were significant 

relationships between entertainment, irritation, and credibility. The data did not support a positive 

relationship between informativeness and brand loyalty, but entertainment had the greatest impact. 

The researcher has notified the Sri Lankan apparel retail industry to act on the findings and suggests 

future research in another industry to determine if these dimensions are correlated with the dependable 

variable. 

Keywords: Social media advertising;Brand loyalty;Apparel retailers; Consumer 

behavior;Competition;Informativeness; Entertainment; Irritation; Credibility; Brand loyalty 

 

  



 

 

1. INTRODUCTION 

In a society based on superior values, individuals are free to choose the things that are most beneficial 

and valuable for them. This preference can translate into repeat purchases, resulting in loyalty. Brand 

loyalty is related to a customer's taste and bonding to a brand. The apparel retail industry in Sri Lanka 

is one of the fastest-growing industries, with an increase in new sales by 2021 and 74.82 million by 

2020. The industry faces competition from newcomers and imports of various apparel products, 

making finding new ways to make loyal customers more important. 

To maintain strong brands, businesses must create a unique position in consumers' minds and create 

their own business uniqueness among customers. This uniqueness directly supports the 

communication between the brand and consumers, creating higher consumer brand loyalty. Social 

media has become a popular communication channel for organizations in Sri Lanka, with 10.9 million 

(50.8%) of people being internet users and 7.9 million (72.47%) active social media users. 

The pandemic in 2020 led to a rise in social media usage in Sri Lanka, with a 1.5 million (+23%) 

increase between 2020 and 2021. This has allowed businesses and brands to re-evaluate their current 

and future advertising methods. Social media advertising is a digital marketing communication tool 

that supports customer communications, collaborations, and interactions with organizations, brands, 

and other customers. 

However, few studies have observed the impact of social media as a whole on consumers' brand 

loyalty. Further empirical research is needed to generalize the research findings on social media 

advertising and brand loyalty across various industries. This study aims to fill a gap in this research. 

1.1 Social Media Advertising  

Sri Lanka faces a knowledge gap in social media, leading to the proliferation of myths and hindering 

businesses. The apparel industry, particularly in Sri Lanka, is one of the fastest-growing sectors, with 

revenue reaching US$1.54 billion in 2022. This growth is attributed to a significant increase of 

US$0.23 billion compared to 2021. The market is projected to sustain a yearly growth rate of 3.52%, 

highlighting the surge in apparel consumption and attracting newcomers to the already crowded 

industry. 

This surge has also attracted a considerable number of newcomers to an already crowded clothing 

industry, including various brands. 

Table 1: illustrates the revenue forecast for the Sri Lankan apparel market 

Year Children’s Apparel (in 

billion USD) 

Men’s Apparel (in 

billion USD) 

Women’s Apparel (in 

billion USD) 

Total (in billion 

USD) 

2017 0.29 0.53 0.72 1.55 

2018 0.29 0.53 0.75 1.58 

2019 0.28 0.51 0.74 1.53 

2020 0.24 0.43 0.64 1.31 

2021 0.23 0.42 0.63 1.28 

2022 0.28 0.50 0.77 1.54 



 

 

2023 0.30 0.54 0.84 1.65 

2024 0.30 0.56 0.86 1.71 

Source: Apparel - Sri Lanka | Statista Market Forecast 

The apparel industry is facing intensified competition due to new entrants and diverse apparel 

products. Local manufacturers and retailers must prioritize customer loyalty to maintain a distinct 

position in their customers' hearts and establish a unique identity within the market. Social media is a 

prominent communication channel for businesses, with 8.20 million internet users in Sri Lanka as of 

2022, representing 38.1% of the total population. Between 2021 and 2022, the number of individuals 

using social media in Sri Lanka increased by 3.8%, showcasing the upward trend in usage.This 

upward trend in social media usage is evident in Table 2 below: 

Table 2: Increase in Social Media Users in Sri Lanka 

Year Increment of Social Media Users in Sri Lanka Increment as a Percentage 

2018 - 2019 200,000 +3.3% 

2019 - 2020 91,000 +8.3% 

2020 - 2021 1,500,000 +23% 

2021 - 2022 300,000 +3.8% 

Source: Digital: Sri Lanka — Data Reportal – Global Digital Insights 

This surge in social media usage provides businesses and brands with an opportunity to reassess their 

current and future advertising strategies. Understanding the connection between social media 

advertising and consumer brand loyalty may offer valuable insights for numerous apparel retail outlets 

to attract and retain more loyal customers than their competitors. 

1.2 Aim of the study 

This research aims to examine the impact of social media advertisements (informativeness, irritation, 

entertainment, and credibility) on brand loyalty in the apparel retail industry in two selected provinces 

of Sri Lanka. The study aims to determine which aspect of social media advertising has the greatest 

impact on consumer brand loyalty. 

The study focuses on the relationship between informativeness, entertainment, irritation, and 

credibility of social media advertising and consumers' brand loyalty. The rapid adoption of social 

media has changed how businesses respond to customer needs and desires, and it is essential for new 

apparel retailers to understand how these technologies can be used to build consumer brand loyalty. 

Since there are 8200 million social media users in Sri Lanka, the number of social media users in the 

country is 38.1%. This indicates the usability of social media in today's world. Social media 

advertising is considered a favorable form of advertising for companies, as it is free and allows for 

personalized targeting. 

Targeted advertising is essential for reaching consumers' minds, as it allows advertisers to access 

various data about their customers and interests. Traditional advertising media has been shifted to 

social media platforms, leading to advertisers searching for new ways to reach consumers who spend 

more time online. 



 

 

Organizations need to consider the validity of traditional advertising channels when investigating 

marketing communication channels. Traditional media advertising, which is covered with clutter, does 

not provide as much opportunity to target customers more effectively. Social media advertising 

methods allow firms to understand consumers and their expectations, trace market needs, and develop 

products or services based on consumer observations and referrals. 

2. LITERATURE REVIEW 

Social media advertising refers to various types of online advertising targeting social media users, 

which has significantly changed consumer behaviors in the apparel retail industry. Brand loyalty is the 

commitment to purchasing a company's products and services repeatedly, regardless of competitors, 

and commitment to becoming a regular customer in the future. Brand loyalty is a repurchasing action 

that is deliberate and given full attention, and it is a significant non-material asset for business 

organizations. 

2.1 Brand Loyalty 

Brand loyalty, a cornerstone of marketing, was introduced by Howard and Sheth (1969) as a concept 

that develops as consumers develop a preference for a particular brand. Over time, this preference 

transforms into brand loyalty (Elliott et al., 2011). Brand loyalty signifies consumers' unwavering 

commitment to purchasing a brand's products and services regardless of competitors' offerings (Dick 

& Basu, 2017). It entails consumers becoming repeat customers and developing an enduring 

relationship with the brand (Solomon, 2011). 

Loyal customers are less sensitive to price changes and are willing to pay a premium for a brand they 

trust (Chaudhuri & Holbrook, 2001). Satisfaction and trust are key pillars of brand loyalty, with 

satisfaction driving repeated purchases (Ingemansson et al., 2015) and trust developing through 

satisfaction (Rajah & Marshall, 2008). Thus, brand loyalty is a valuable intangible asset for businesses 

(Jiang & Zhang, 2016; Moisescu, 2014). 

2.2 Social Media Advertising 

In today's technology-driven world, social media platforms serve as more than just channels for 

interpersonal communication; they are also potent advertising platforms (Elhadidi & City, 2018). 

Advertising, as defined by Kotler (2003), is any non-personal presentation or promotion of ideas, 

products, or services by a known sponsor. Social media advertising, therefore, refers to advertising 

methods delivered through these online platforms, primarily focused on digital interactions (Elatrachi 

& Oukarfi, 2020). 

Social media advertising encompasses various forms, including direct display advertisements, self-

serve advertising through internal ad networks, and ad serving within social media applications 

(Laudon & Traver, 2017). It offers businesses the opportunity to expand their marketing reach beyond 

traditional methods (Paquette, 2013) and build lasting relationships with their customer base 

(Gunelius, 2011). Research has suggested that using various social media platforms can positively 

impact consumer brand loyalty (Erdoğmuş & Çiçek, 2012). 

To understand the impact of social media advertising on brand loyalty, it's crucial to consider how 

consumers evaluate the value of advertising. Ducoffe's advertising value model (1996) identified three 

dimensions— informativeness, irritation, and entertainment—as critical aspects in assessing 

advertising value. Later, Brackett and Carr (2001) added credibility as a fourth dimension to measure 

advertising value. In the context of social media advertising, Wang & Sun (2010) expanded on this 



 

 

framework, identifying informativeness, entertainment, irritation, and source credibility as dimensions 

influencing the value of social media advertising. 

2.2.1 Informativeness of Social Media Advertising 

Informativeness refers to the effective communication of relevant information to consumers (Oh & 

Xu, 2003). It serves as the primary function of advertising, providing consumers with valuable product 

and service information to facilitate informed purchasing decisions (Murillo et al., 2016). Social media 

advertising platforms, such as WhatsApp, Twitter, Facebook, and Instagram, vary in their usefulness 

based on the quantity and quality of information they convey (Zernigah & Sohail, 2012; Saadeghvaziri 

& Hosseini, 2011). Effective informativeness signifies the ability to communicate information 

effectively and capture consumers' attention (Rubin, 2002). Social media advertising, due to its 

adaptability and ability to tailor content to consumer needs, serves as an ideal platform for 

disseminating critical information (Hutter et al., 2013). 

Consumers' perception of the informativeness of social media advertisements is a crucial factor 

influencing the value they assign to such advertising (Ducoffe, 1996; Wang & Sun, 2010). Unlike 

traditional advertising, online advertisements offer the capacity to convey rich information, making 

them effective in attracting and retaining consumer attention (Wang & Sun, 2010). Studies, including 

Kioko (2010), have shown that highly informative social media advertisements are effective in 

increasing brand awareness and loyalty. Consequently, we hypothesize: 

2.2.2 Entertainment of Social Media Advertising 

Entertainment within the context of social media advertising involves delighting consumers through 

text, images, and videos shared on these platforms (Siddique & Rashidi, 2015). It is characterized by 

the ability to create enjoyment and positive attitudes among consumers (Elliott & Speck, 1998; 

Shavitt, 1998). Businesses incorporate entertainment elements into social media advertisements to 

cater to consumers' desire for engaging content (de Vries & Carlson, 2014). This engaging content not 

only draws consumers in but also enhances their overall experience (Dehghani et al., 2016). 

Social media advertising's interactive nature and the incorporation of entertaining elements contribute 

to favorable reviews of social media sites and encourage repeat visits (Raney et al., 2003; Hausman & 

Siekpe, 2009). These enjoyable ads add positive value to consumer loyalty to the brand through social 

media advertising (Moorman & Smit, 2011). Therefore, we hypothesize: 

2.2.3 Irritation of Social Media Advertising 

Irritation in the context of social media advertising refers to the creation of negative feelings of 

annoyance, displeasure, and impatience (Thota, 2012). These negative sentiments can arise from 

various sources, including broken links, improper image use, or disorganized websites, which can 

disrupt the user experience (Hausman & Siekpe, 2009b; Eighmey & McCord, 1998). Social media 

users may find certain aspects of social media advertisements irritating (Ducoffe, 1996), potentially 

diminishing the effectiveness and perceived value of the advertisements (Aaker & Bruzzone, 2018; 

Hasan, 2016; Luo, 2013). 

Recognizing this, it is imperative that social media advertisements avoid causing irritation to viewers 

(Ali et al., 2012). Non-irritating messages in social media advertisements play a pivotal role in 

creating brand recognition and fostering loyalty (Rukuni et al., 2020a). It is crucial for businesses to 

gauge consumers' perspectives on the level of irritation conveyed through their social media messages. 

Thus, we hypothesize: 



 

 

2.2.4 Credibility of Social Media Advertising 

Credibility is an essential aspect of social media advertising, as consumers assess the trustworthiness 

and reliability of the information source when encountering social media messages (Yasin & Zahari, 

2011). The credibility of the information source plays a critical role in shaping consumers' perceptions 

of social media advertising (Yasin & Zahari, 2011). To enhance the credibility of social media posts, 

factors such as a company's reputation, image, and years in operation are essential considerations 

(Ghane et al., 2014). 

Greater credibility in social media advertising has a positive impact on brand awareness and loyalty 

(Blanco et al., 2010). Conversely, low credibility levels associated with social media advertisements 

can deter consumers, who may view such advertisements as spam or perceive the advertisers as 

untrustworthy (Kelly et al., 2010). Consequently, consumers often ignore or show reluctance in 

providing personal information to these advertisers (Kelly et al., 2010). Credibility, therefore, plays a 

significant role in influencing consumers' brand loyalty. Hence, we hypothesize: 

The Sri Lankan context, in particular, lacks comprehensive research on the influence of social media 

advertising on consumer brand loyalty, especially in the apparel retail industry. Thus, this study aims 

to shed light on the specific impact of social media advertising's features—namely, informativeness, 

irritation, entertainment, and credibility—on consumer brand loyalty within selected Sri Lankan 

provinces, with a special focus on the apparel retail sector. 

3. METHODOLOGY 

This study utilizes a deductive research approach to determine the impact of social media 

advertisement attributes (informativeness, entertainment, irritation, and credibility) on consumers' 

brand loyalty. The deductive approach is used to form hypotheses based on a model and test them 

across many sample entities. The explanatory research design is used to explain the cause-and-effect 

linkages between the independent variables and dependent variables in the hypothesis. 

The research design is a survey method, as it allows researchers to gather quantitative data from a 

large number of people on various research questions. The conceptual framework of the study is 

presented in Figure 1, which specifies the components that aid in representing independent and 

dependent variables. The researcher investigated the relationship between independent and dependent 

variables and tried to find the most significantly influential dimension toward brand loyalty among 

four dimensions: Informativeness, Entertainment, Irritation, and Credibility. 

The research hypotheses are based on the research questions and relevant literature discussed in the 

previous chapter. The associated hypothesis can be definite as follows: 

H1 - There is a positive relationship between the informativeness of social media advertising 

and brand loyalty. 

H2 - There is a positive relationship between the entertainment of social media advertising and 

brand loyalty. 

H3 - There is a negative relationship between the irritation of social media advertising and 

brand loyalty. 

H4 - There is a negative relationship between the credibility of social media advertising and 

brand loyalty. 



 

 

The operationalization section of the study demonstrates how to measure the independent variables 

(informativeness, entertainment, irritation, and credibility) and dependent variables. The measurement 

items for each variable must be identified before the hypotheses can be tested. 

The study also examines the impact of social media advertising on consumer behavior, such as brand 

loyalty, recommendation, and brand loyalty. The findings suggest that social media advertising can 

have a significant impact on consumer behavior, and that the most influential dimension towards 

brand loyalty is social media advertising. 

This study focuses on social media users in the Western and Southern provinces of Sri Lanka, which 

have the highest population. The Western province has the largest percentage of 28.7%, while the 

Southern province has the third-largest percentage of 12.2%. In January 2021, there were 7,900,000 

people using social media in Sri Lanka. The researcher chose a sample size of 368 using the 

convenience sampling method, with 268 and 100 non-randomly selected from the Western and 

Southern provinces, respectively. 

The data collection method involved creating a structured questionnaire using a Google Form with 17 

items, with a five-point Likert scale. The researcher shared the Google Form link to a non-randomly 

selected sample via Messenger, email, or WhatsApp media. The questionnaires were collected, 

resulting in a 100% respondent rate. The selected sample was given unlimited time to complete the 

questionnaires, and the researchers used data analysis methods to determine the impact of social media 

advertising on consumer brand loyalty. 

The data was analyzed using frequency analysis, testing the goodness of data, and multiple regression 

analysis. The researcher used SPSS software version 21.0 to analyze the data, measuring internal 

consistency using reliability analysis at a significant level of 0.7, correlation analysis to ensure 100% 

validity of measurement items, and regression analysis to assess the interaction between independent 

and dependent variables at a significant level of 0.05. 

The study aims to meet study objectives successfully by determining whether social media 

advertisements affect the brand loyalty of selected consumers. The results of statistical tools will help 

determine the impact of social media advertisements on brand loyalty among selected consumers. 

4. DATA ANALYSIS AND FINDINGS 

This research aimed to test the hypothesis of using SPSS 29.0 version to analyze data from Sri Lankan 

apparel customers. The main survey involved 368 customers with social media accounts, and a 100% 

response rate was obtained. The respondents were categorized based on gender, social media platform 

used, and province. The majority of respondents were female (70.4%), while 29.6% were male. 75% 

of respondents used Facebook, 63.6% used Instagram, 54.3% used YouTube, 12.8% used Twitter, and 

2.8% used other social media platforms. Additionally, 27.2% of respondents were from the southern 

province, while 72.8% were from the western province. The results of correlation, regression analysis, 

and relevancy were presented in the final section. 

4.1 FactorAnalysis 

Factor analysis was utilized to assess whether the measurement items accurately corresponded to their 

respective variables. The analysis included two key metrics: the Kaiser-Meyer-Oklin (KMO) measure 

and Bartlett's significance value. These metrics determine the suitability of the data and sample size 

for factor analysis. Adequate sample adequacy is indicated by a KMO value above 0.05 and a 

Bartlett's significance value below 0.05. 



 

 

The pattern matrix reveals that the five variables are loaded onto four distinct components. 

Consequently, separate factor analyses were conducted for each variable due to their differing 

associations with the components. 

Additionally, AVE values were calculated to evaluate convergent validity. AVE values exceeding 0.50 

generally indicate that the measurement items are valid. The results showed that the AVE values 

exceeded this threshold, affirming the data's suitability for further investigation. 

4.2 ReliabilityTest 

Reliability analysis is a method for assessing whether or not the items on the scale fit well 

together.Thatexemplifiesinternalconsistency.Whenthereliabilityofallfivedimensions is calculated, the 

independent variable dimensions (informativeness, entertainment, irritability, and credibility) and 

dependent variable dimension (credibility) have high reliability (brand loyalty). Table 3 demonstrates 

the reliability of every variable separately. 

 
Table 3: Reliability of the variables 

 Cronbach's 

Alpha 

Cronbach's Alpha Based 

on Standardized Items 

Number of 

Items 

Informativeness .908 .914 3 

Entertainment .847 .860 3 

Irritation .881 .883 3 

Credibility .592 .570 3 

Brand Loyalty .933 .937 5 

 

When Cronbach’s alpha value exceeds the threshold of 0.70, there is high reliability or consistency in 

each dimension. It reveals that the indicators of each dimension used in the questionnaire match with 

each other, and those indicators can use to describe each dimension without any doubt. The results in 

Table 3 showed that the alpha values were greater than the cut-off values, indicating adequate 

reliability. 

4.3 Mean ValueCalculation 

The mean and standard deviation values in Table 4 show that among all the dimensions, 

credibilitydimensionrecordedthehighestmeanvalue,andtheirritationdimensionhadthe smallest mean 

value. The mean value of brand loyalty was close to4.60. 



 

 

Table 4: Mean and Standard Deviations 

Variable Mean Std. Deviation 

Informativeness 4.5507 0.73934 

Entertainment 4.5924 0.61560 

Irritation 4.4728 0.78888 

Credibility 4.6458 0.50416 

Brand Loyalty 4.6272 0.59674 

 

The majority of respondents agreed with the researcher's statements about the various variables, as 

indicated by mean values close to 5. 

4.4 CorrelationAnalysis 

The strength of the relationship between independent variables was investigated using a correlation 

analysis. The correlations between the variables are shown in Table 5. 

 
Table 5: Correlation Matrix 

 IN BL IR CR EN 

Informativeness 0.729     

Brand Loyalty 0.517 0.636    

Irritation 0.636 0.500 0.703   

Credibility 0.518 0.498 0.698 0.847  

Entertainment 0.607 0.571 0.654 0.583 0.611 

 

The result in Table 5 shows correlations between informativeness, irritation, credibility, entertainment, 

and brand loyalty. Further Table 5 helps to identify the discriminant validity. The discriminant validity 

of the measurement model was assessed by comparing AVE and construct correlations. 

The extracted average variance (AVE) is higher than all corresponding construct correlations, 

indicating that the constructs have discriminant validity (Fornell & Larcker, 1981). 

4.5 Multiple RegressionAnalysis 

The key objective of this research is to identify the effects of social media advertising on consumers’ 

brand loyalty with special reference to the apparel retail industry. The dependent variable is brand 

loyalty, and the four independent variables are informativeness, irritation, credibility, and 

entertainment. 

Since none of the correlation coefficients mentioned above in Table 5 is greater than 0.85, multiple 



 

 

regression analysis can be used to determine whether the informativeness, irritation, credibility, and 

entertainment of social media advertisements significantly influence consumers' brand loyalty. 

Tables 6, 7, 8 show the results of the regression analysis. 

 
Table 6:Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

Durbin- 

Watson 

1 .608
6
 .370 .363 .47638 1.385 

 
Table 7: ANOVA 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 Regression 48.309 4 12.077 53.218 <.001
7
 

Residual 82.379 363 .227   

Total 130.688 367    

 

 

The R2 value was 0.370 (F = 53.218, p < 0.001), which implies that 37% of the variation 

inbrandloyaltycanbeexplainedbytheinformativeness,irritation,andcredibilityofsocial media 

advertisements. Furthermore, since the Sig value was less than 0.05, the model is 

statisticallysignificant. 

 
Table 8: Coefficients 

Model Unstand. 

Coefficients 

Stand. 

Coefficients 

t Sig. Collinearity 

Statistics 

B Std. 

Error 

Beta Tolerance VIF 

Constant 1.471 .247  5.964 <.001   

IN .041 .070 .051 .590 .556 .229 4.370 

EN .319 .087 .329 3.663 <.001 .216 4.640 

IR .103 .047 .136 2.168 .031 .442 2.261 

CR .225 .066 .190 3.420 <.001 .563 1.775 

 

 
  



 

 

The coefficient table provides insights into how independent variables affect the dependent variable 

and their level of significance. When the Sig value of each independent variable is less than 0.05, it 

signifies that every independent variable has a significant impact on the dependent variable. 

In this analysis, the Sig values for entertainment, credibility, and irritation were all found to be less 

than 0.05. This indicates that these factors play a crucial role in influencing consumer brand loyalty, 

supporting Hypotheses 2, 3, and 4. 

However, the Sig value for informativeness was higher than 0.05, suggesting that this factor does not 

significantly determine customer brand loyalty, and therefore, it does not support Hypothesis 1. 

Among the statistically significant factors, entertainment had the highest beta value (beta = 0.329), 

indicating it has the strongest influence on consumers' brand loyalty. Credibility followed with the 

second-highest beta value (beta = 0.190), signifying its considerable influence. 

Conversely, informativeness recorded the lowest beta value (beta = 0.051), indicating its minimal 

impact on consumers' brand loyalty.Informativeness recorded the lowest beta value (beta = 0.051). 

Therefore,informativeness has the lowest influence on consumers' brand loyalty. 

 
Table 9: Hypotheses Result 

H1 - There is a positive relationship between the informativeness of 

social media advertising and brand loyalty. 

Not Supported 

H2 - There is a positive relationship between the entertainment of 

social media advertising and brand loyalty. 

Supported 

H3 - There is a negative relationship between the irritation of social 

media advertising and brand loyalty. 

Supported 

H4-Thereisanegativerelationshipbetweenthecredibilityofsocial 

media advertising and brand loyalty. 

Supported 

 

 

The results of multiple regression analysis revealed that three of the features constructs in 

thisstudy'smodelhaveasignificantinfluenceonthebrandloyaltyofapparelretailindustry 

consumers,whiletherestofthefeature constructsinthisstudyhasnosignificantinfluence on the brand 

loyalty of apparel retail industry consumers. Among the features construct, 

entertainmentandcredibilityhavethehighestimpactonconsumerbrandloyalty.Irritation and 

informativeness make the most minor effects on consumer brandloyalty. 

5. DISCUSSION 

The study focuses on the impact of social media advertising on brand loyalty and awareness in the 

South African small business consultancy firm industry. Rukuni et al (2020) found that the 

entertainment feature of social media advertising contributed the most to consumers' brand loyalty and 

awareness, while irritation contributed the least. This study contributes to the findings of Bilgin 

(2018), who found that customization and entertainment are the most important social media 

marketing activities that impact brand awareness, image, and loyalty. 



 

 

Social media advertising has become a growing trend among marketing professionals and the business 

world, with the increasing competition in the apparel market. Brand loyalty is crucial for survival in 

this highly competitive market, as customers have inelastic demand. This study focuses on the 

determinants of apparel customers' brand loyalty using the Ducoffe advertising value model (1996). 

The results show that the entertainment feature of social media advertising has the greatest influence 

on consumer brand loyalty in the apparel industry. The credibility of social media advertising is the 

second most important factor, and irritation and informativeness features have the least influence. 

The results of this research are derived from information gathered from apparel customers in Sri 

Lanka's Western and Southern provinces. Previous empirical studies have also shown that the 

entertainment feature of social media advertising contributes the most to consumers' brand loyalty and 

awareness in the South African small business consultancy firm industry. This study contributes to the 

findings of Bilgin (2018), who found that customization and entertainment are the most important 

social media marketing activities that impact brand awareness, image, and loyalty. 

Sharshikala & Mahapatro (2015) and Saadeghvaziri & Hosseini (2011) also found that social media 

advertisements have an impact on customer behavior. Entertainment is the most primary feature of 

social media, as it impresses customers through statements, photos, and videos through a social media 

platform. This makes entertainment a vital tool for businesses to ensure the effectiveness of their 

social media advertising. 

However, this study suggests that the informativeness features of social media advertisements are not 

a significant determinant of brand loyalty of apparel customers and have the least impact on their 

brand loyalty. The level of information carried by social media advertisements to customers is known 

as informativeness. Organizational differences in both countries may influence the conclusions, as the 

manner in which organizations share information about their products and services on social media 

sites can change the informativeness of social media advertisements. 

In the Sri Lankan context, managers must improve the informativeness features of social media 

advertisements to advance consumers' everyday life in relation to their products and services. 

Companies should use social media advertisements to provide a direct source of communication for 

customers to ask questions, praise, or grievances, and address concerns and questions promptly. This 

effort will make social media advertisements more useful and effective in attracting and retaining loyal 

customers. 

The credibility of social media advertisements has been found to have a significant impact on the 

brand loyalty of apparel customers, as demonstrated by studies by Rukuni et al (2020) and Aydoğan et 

al (2016). The credibility of social media posts is influenced by factors such as the business brand and 

the number of years in operation. The greater the message's credibility, the greater its impact on 

increasing brand loyalty and awareness. 

The study also found a significant relationship between the irritation feature of social media and brand 

loyalty of consumers in Small Business Consultancy Firms in South Africa and Arli (2017), who 

discovered that irritation negatively influenced consumers' attitudes toward brand promotion via social 

media advertisements in Australia. The intensity of social media advertisement usage appears to 

irritate consumers more in the context of social media, and businesses can experiment with posting 

frequency and track the count of "likes," which can indicate how consumers feel about the posting. 

Based on the findings of this study and the current situation in Sri Lanka, the following 

recommendations are made to improve consumer brand loyalty in the Sri Lankan apparel industry 

through the use of social media advertising. The researcher suggests using social media advertisements 



 

 

with content entertainment features to increase the brand loyalty of apparel consumers. However, the 

informativeness features of social media advertisements are not a significant determinant of the brand 

loyalty of apparel customers. The Apparel industry can use entertainment more than informativeness 

to enhance brand loyalty, as humans are captivated by interesting advertisements. 

To avoid irritating and less credible advertisements, the researcher recommends not using more 

irritating and less credible advertisements, as those dimensions negatively correlate with brand loyalty. 

Organizations should be more careful when using social network advertisements to the Apparel 

industry, as more irritating and untrustworthy advertisements can reduce brand loyalty. 

Sincerely addressing customer feedback is crucial for ensuring that social media advertisements do not 

irritate customers. Companies should also be sincere about their advertisements and follow policies 

and procedures when responding to customer inquiries. Responding to customer queries within 24 

hours demonstrates that the clothing retailer cares about their customers and demonstrates a lack of 

focus on customer relationships. 

Social media advertising must be used to build relationships with customers, requiring active 

consumer visits in advertisements and active customer collaboration. Personalization is required when 

interrelating with customers through social media. Organizations can form a social media monitoring 

team to interact with customers regularly and keep social media advertisement content up to date and 

relevant. These recommendations can help the Apparel industry increase consumer brand loyalty and 

retain long-term customers. 

6. CONCLUSION 

In today's rapidly evolving landscape, businesses must exhibit flexibility and adaptability to 

effectively respond to changing environments. To remain competitive in the dynamic apparel retail 

industry in Sri Lanka, a robust marketing communication strategy is essential. Unlike traditional one-

way advertising, social media advertising empowers consumers to actively engage and provide viable 

solutions, a crucial factor for survival in this highly competitive market. Notably, one of the significant 

advantages of this advertising approach is its ability to leverage demographic information from users 

to target ads precisely. 

While there have been limited studies examining the impact of social media advertising on brand 

loyalty, especially within the apparel industry, there is a scarcity of research investigating the effects 

of Ducoffe's advertising value model (1996) on consumers' brand loyalty, with a specific focus on the 

apparel sector. 

The primary aim of this research was to assess the influence of four dimensions of social media 

advertising (informativeness, credibility, irritation, and entertainment) on consumers' brand loyalty, 

with a particular emphasis on apparel retailers. Primary data were collected through a Google form 

distributed to consumers in the Western and Southern provinces who maintain social media accounts. 

The data underwent rigorous analysis using the statistical tool SPSS (Software Package for Social 

Science). The results of the SPSS analysis lead to the following conclusions: 

Each dimension exhibited a high level of reliability, confirming the research's strong internal 

consistency. Regression analysis was employed to ascertain the relationship between independent and 

dependent dimensions. The findings regarding the relationship between independent and dependent 

dimensions are as follows: 

 



 

 

Hypothesis 1, which posited a positive relationship between the informativeness of social 

media advertising and brand loyalty, was not supported at the p > 0.001 significant level. 

Hypothesis 2, suggesting a positive relationship between the entertainment of social media 

advertising and brand loyalty, received support at the p < 0.001 significant level. 

Hypothesis 3, proposing a negative relationship between the irritation caused by social media 

advertising and brand loyalty, was supported at the p < 0.001 significant level. 

Hypothesis 4, indicating a negative relationship between the credibility of social media 

advertising and brand loyalty, was supported at the p < 0.001 significant level. 

Among the two positively correlated dimensions, entertainment exerted a more significant impact than 

informativeness, while among the two negatively correlated dimensions, untrustworthiness had a 

greater influence than irritation. In summary, three of the hypotheses based on our framework received 

support, while one did not. Therefore, we can conclude that social media advertising indeed has a 

significant impact on brand loyalty. 

7. FURTHER RESEARCH SUGGESTIONS 

This study focused on the Apparel industry, allowing future researchers to explore the impact of social 

media advertising on brand loyalty. Future research should employ a different framework to assess the 

effects of social media advertising on brand loyalty and analyze data using different statistical tools. 

Researchers should also evaluate the independent variable in conjunction with dependent variables 

like brand awareness, customer buying behavior, intention, and customer attitudes. This will help 

measure how brand loyalty changes in response to demographic variables, such as gender, age group, 

income level, and educational status. The study investigated both male and female customers in the 

Apparel retail market in Sri Lanka, paving the way for future research to consider both markets 

separately. This study has opened new ideas for future researchers to consider the effects of social 

media advertising on brand loyalty and marketing efforts. 

  



 

 

8. REFERENCES 

 

Statista - The Statistics Portal for Market Data, Market Research and Market Studies. 

(n.d.). Retrieved June 14, 2022, from https://www.statista.com/ 

Aaker, D. A., & Bruzzone, D. E. (2018). Causes of Irritation in Advertising. 

Https://Doi.Org/10.1177/002224298504900204, 49(2), 47–57. 

https://doi.org/10.1177/002224298504900204 

 
AbdulAzeemandZiaulHaq. (2012). PerceptiontowardsInternetAdvertising:A 

StudyWithReferencetoThreeDifferentDemographicGroups (Vol. 4, Issue 1). 

AnInternationalJournal. 

Ali, M., Jinnah, F., & Marketing, M. &. (2012). CONSUMERS’ATTITUDE 

TOWARDS VIRAL MARKETING IN PAKISTAN Kiani Irshad ZERNIGAH 

Kamran SOHAIL. In Challenges for the Knowledge Society (Vol. 7, Issue 4). 

 
AnEmpiricalExaminationoftheStructuralAntecedentsofAttitudetowardtheAdin an 

Advertising Pretesting Context - Scott B. MacKenzie, Richard J. Lutz, 1989. 

(n.d.). Retrieved December 10, 2021, from 

https://journals.sagepub.com/doi/abs/10.1177/002224298905300204 

Apparel - Sri Lanka | Statista Market Forecast. (n.d.). Retrieved December 6, 2022, 

from https://www.statista.com/outlook/cmo/apparel/sri-lanka 

Arli,D.(2017a).DoesSocialMediaMatter?InvestigatingtheEffectofSocialMedia 

FeaturesonConsumerAttitudes.JournalofPromotionManagement,23(4),521– 

539.https://doi.org/10.1080/10496491.2017.1297974 

Arli,D.(2017b).DoesSocialMediaMatter?InvestigatingtheEffectofSocialMedia 

FeaturesonConsumerAttitudes.JournalofPromotionManagement,23(4),521– 

539.https://doi.org/10.1080/10496491.2017.1297974 

Aydoğan, S., Aktan, M., Üniversitesi, M., Aysuna, C., &Aydogan, S. (2016a). Web 

Advertising Value and Students’ Attitude Towards Web Advertising. In 

http://www.statista.com/
http://www.statista.com/outlook/cmo/apparel/sri-lanka


 

 

European Journal of Business and Management www.iiste.org ISSN (Vol. 8, 

Issue 9). Online.https://www.researchgate.net/publication/311767855 

Aydoğan, S., Aktan, M., Üniversitesi, M., Aysuna, C., &Aydogan, S. (2016b). Web 

Advertising Value and Students’ Attitude Towards Web Advertising. In 

European Journal of Business and Management www.iiste.org ISSN (Vol. 8, 

Issue 9). Online.https://www.researchgate.net/publication/311767855 

Aydoğan, S., Aktan, M., Üniversitesi, M., Aysuna, C., &Aydogan, S. (2016c). Web 

Advertising Value and Students’ Attitude Towards Web Advertising. In 

European Journal of Business and Management www.iiste.org ISSN (Vol. 8, 

Issue 9). Online.https://www.researchgate.net/publication/311767855 

BİLGİN, Y. (2018). THE EFFECT OF SOCIAL MEDIA MARKETING 

ACTIVITIES ON BRAND AWARENESS, BRAND IMAGE AND BRAND 

LOYALTY. Business & Management Studies: An International Journal, 6(1), 

128–148. https://doi.org/10.15295/bmij.v6i1.229 

Brackett, L. K., & Carr, B. N. (2001). Cyberspace Advertising vs. Other Media: 

Consumer vs. Mature Student Attitudes. Undefined, 41(5), 23–32. 

https://doi.org/10.2501/JAR-41-5-23-32 

Bryant, J., & Zillmann, D. (n.d.). Media Effects: Advances in Theory and Research, 

Second Edition. www.erlbaum.com. 

Budiman, S. (2021). The Effect of Social Media on Brand Image and Brand Loyalty 

inGenerationY.JournalofAsianFinance,EconomicsandBusiness,8(3),1339– 

1347.https://doi.org/10.13106/jafeb.2021.vol8.no3.1339 

Causes of Irritation in Advertising - David A. Aaker, Donald E. Bruzzone, 1985. 

(n.d.). Retrieved December 9, 2021, from 

https://journals.sagepub.com/doi/abs/10.1177/002224298504900204 

Census of Population and Housing Sri Lanka 2012. (n.d.). 

http://www.iiste.org/
http://www.researchgate.net/publication/311767855
http://www.researchgate.net/publication/311767855
http://www.iiste.org/
http://www.researchgate.net/publication/311767855
http://www.researchgate.net/publication/311767855
http://www.iiste.org/
http://www.researchgate.net/publication/311767855
http://www.researchgate.net/publication/311767855
http://www.erlbaum.com/


 

 

Chaturvedi Thota, S. (n.d.). A Resolution Model of Consumer Irritation 

Consequences and Company Strategies: Social Networking and Strategy 

Implications. 

Chaudhuri,A.,&Holbrook,M.B.(2001).TheRoleofBrandLoyalty/81TheChain of 

Effects from Brand Trust and Brand Affect to Brand Performance: The Role of 

Brand Loyalty. In Journal of Marketing (Vol.65). 

Content Marketing For Dummies - Susan Gunelius - Google Books. (n.d.).Retrieved 

January 11, 2022, from https://books.google.lk/books?hl=en&lr=&id=AW- 

pB5YPV8oC&oi=fnd&pg=PA1&dq=Gunelius,+2011&ots=rRirkND1mJ&sig= 

Y4e0KvmGl2_c92bHOMbeYz6Yvo8&redir_esc=y#v=onepage&q=Gunelius% 

2C%202011&f=false 

Customer Loyalty: Toward an Integrated Conceptual Framework - Alan S. Dick, 

Kunal Basu, 1994. (n.d.). Retrieved December 8, 2021, from 

https://journals.sagepub.com/doi/abs/10.1177/0092070394222001 

de Vries, N. J., & Carlson, J. (2014). Examining the drivers and brand performance 

implications of customer engagement with brands in the social media 

environment. Journal of Brand Management 2014 21:6, 21(6), 495–515. 

https://doi.org/10.1057/BM.2014.18 

Dehghani, M., Khorram Niaki, M., Ramezani, I., & Sali, R. (2016). Evaluating the 

influence of YouTube advertising for attraction of young customers. 

https://doi.org/10.1016/j.chb.2016.01.037 

Digital 2021: Global Overview Report — DataReportal – Global Digital Insights. 

(n.d.). Retrieved December 2, 2021, from 

https://datareportal.com/reports/digital-2021-global-overview-report 

Digital 2022: Sri Lanka — DataReportal – Global Digital Insights. (n.d.). Retrieved 

December 7, 2022, from https://datareportal.com/reports/digital-2022-sri-lanka 

Drennan, J., & Kelly, L. (2010). Avoidance of Advertising in Social Networking Sites. 



 

 

DUCOFFE,R.H.(1996).ADVERTISINGVALUEANDADVERTISINGONTHE 

WEB. Journal of Advertising Research, 36(5), 21–21. 

https://go.gale.com/ps/i.do?p=AONE&sw=w&issn=00218499&v=2.1&it=r&id 

=GALE%7CA76914157&sid=googleScholar&linkaccess=fulltext 

 
Elatrachi, M., &Oukarfi, S. (2020). Determinants of ICT Integration by Teachers in 

HigherEducationinMorocco(pp.289–299).https://doi.org/10.1007/978-3-030- 

36126-6_32 

Elliott,M.T.,&Speck,P.S.(1998).Consumerperceptionsofadvertisingclutterand its 

impact across various media. Journal of Advertising Research, 38(1), 29–30. 

https://go.gale.com/ps/i.do?p=AONE&sw=w&issn=00218499&v=2.1&it=r&id 

=GALE%7CA54376730&sid=googleScholar&linkaccess=fulltext 

 
Erdoğmuş,İ.E.,&Çiçek,M.(2012).TheImpactofSocialMediaMarketingonBrand 

Loyalty. Procedia - Social and Behavioral Sciences, 58, 1353–1360. 

https://doi.org/10.1016/j.sbspro.2012.09.1119 

FadlElhadidi,M.,&loalJurnaMohamedFadlElhadidiA,G.M.(2018).TheGlobal 

Network of Communication Scholars Voting in the Light of Attention to 

Counter-Attitudinal Content in Journalism Coverage of Egyptian Presidential 

Election Campaign View project The Global Network of Communication 

Scholars. 16, 108.http://www.globalmediajournal.com 

Flanagin, A. J., & Metzger, M. J. (2008). The credibility of volunteered geographic 

information. In GeoJournal (Vol. 72, Issues 3–4, pp. 137–148). 

https://doi.org/10.1007/s10708-008-9188-y 

Flavián Blanco, C., Blasco, M. G., &Azorín, I. I. (2010a). Entertainment and 

Informativeness as Precursory Factors of Successful Mobile Advertising 

Messages. 2010, 11. 

http://www.ibimapublishing.com/journals/CIBIMA/cibima.html 

 
Flavián Blanco, C., Blasco, M. G., &Azorín, I. I. (2010b). Entertainment and 

Informativeness as Precursory Factors of Successful Mobile Advertising 

http://www.globalmediajournal.com/
http://www.ibimapublishing.com/journals/CIBIMA/cibima.html


 

 

Messages (Vol. 2010). 

http://www.ibimapublishing.com/journals/CIBIMA/cibima.html fol.(n.d.). 

Ghane, N., Shokrizadeh, H. R., Omidvar, M., &Comyab, H. (2014a). Investigating 

theeffectivefactorsonelectronictradebyviralmarketing.ManagementScience 

Letters, 4, 713–720.https://doi.org/10.5267/j.msl.2014.2.020 

Ghane, N., Shokrizadeh, H. R., Omidvar, M., &Comyab, H. (2014b). Investigating 

theeffectivefactorsonelectronictradebyviralmarketing.ManagementScience 

Letters, 4, 713–720.https://doi.org/10.5267/j.msl.2014.2.020 

Hasan, B. (2016a). Perceived irritation in online shopping: The impact of website 

design characteristics. Computers in Human Behavior, 54, 224–230. 

https://doi.org/10.1016/J.CHB.2015.07.056 

Hasan, B. (2016b). Perceived irritation in online shopping: The impact of website 

design characteristics. Computers in Human Behavior, 54, 224–230. 

https://doi.org/10.1016/J.CHB.2015.07.056 

Hausman, A. v., &Siekpe, J. S. (2009a). The effect of web interface features on 

consumeronlinepurchaseintentions.JournalofBusinessResearch,62(1),5–13. 

https://doi.org/10.1016/j.jbusres.2008.01.018 

Hausman, A. v., &Siekpe, J. S. (2009b). The effect of web interface features on 

consumeronlinepurchaseintentions.JournalofBusinessResearch,62(1),5–13. 

https://doi.org/10.1016/j.jbusres.2008.01.018 

He, H., Li, Y., & Harris, L. (2012). Social identity perspective on brand loyalty. 

Journal of Business Research, 65(5), 648–657. 

https://doi.org/10.1016/j.jbusres.2011.03.007 

Heding, T., Knudtzen, C. F., & Bjerre, M. (n.d.). Brand Management: Research, 

theory and practice. 

Hutter, K., Hautz, J., Dennhardt, S., & Füller, J. (2013). Journal of Product & Brand 

Management The impact of user int eract ions in social media on brand 

awareness and purchase int ent ion: t he case of MINI on Facebook Article 

http://www.ibimapublishing.com/journals/CIBIMA/cibima.html


 

 

information:),"The impact of user interactions in social media on brand 

awareness and purchase intention: the case of MINI on Facebook". Journal of 

Product & Brand Management, 22, 342–351. https://doi.org/10.1108/JPBM-05- 

2013-0299 

Ingemansson, V., Nilsson, I., &Vllasalija, D. (n.d.). _. 

 
Ishak, F., Hasmini, N., & Ghani, A. (n.d.). A Review of the Literature on Brand 

Loyalty and Customer Loyalty. 

Jiang, H., & Zhang, Y. (2016). An investigation of service quality, customer 

satisfaction and loyalty in China’s airline market. 

https://doi.org/10.1016/j.jairtraman.2016.07.008 

Kabiraj, S., & Shanmugan, J. (2010). Development of a conceptual framework for 

brandloyalty:AEuro-Mediterraneanperspective.JournalofBrandManagement 

2010 18:4, 18(4), 285–299.https://doi.org/10.1057/BM.2010.42 

Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance customer 

equity? An empirical study of luxury fashion brand. Journal of Business 

Research, 65(10), 1480–1486. https://doi.org/10.1016/j.jbusres.2011.10.014 

Laudon, K. C., & Traver, C. G. (n.d.). E-commerce 2017 : business, technology, 

society. 

Luo, X. (2013a). Uses and Gratifications Theory and E-Consumer Behaviors. 

Http://Dx.Doi.Org/10.1080/15252019.2002.10722060, 2(2), 34–41. 

https://doi.org/10.1080/15252019.2002.10722060 

 
Luo, X. (2013b). Uses and Gratifications Theory and E-Consumer Behaviors. 

Http://Dx.Doi.Org/10.1080/15252019.2002.10722060, 2(2), 34–41. 

https://doi.org/10.1080/15252019.2002.10722060 

 
Mattison Thompson, F., Newman, A., & Liu, M. (2014). The moderating effect of 

individual level collectivist values on brand loyalty. Journal of Business 

Research, 67(11), 2437–2446. https://doi.org/10.1016/j.jbusres.2014.02.011 

http://dx.doi.org/10.1080/15252019.2002.10722060
http://dx.doi.org/10.1080/15252019.2002.10722060


 

 

Mellens,M.,Dei<impe’,M.G.,&Steeniump,J.-B.E.M.(1996).AReviewofBrand- 

Loyalty Measures in Marketing: Vol.XLI. 

Moisescu, O. I. (2014). Munich Personal RePEc Archive Assessing Customer 

Loyalty: A Literature Review Assessing Customer Loyalty: A Literature 

Review. 

Moorman, M., & Smit, E. G. (2011). Packaging design and consumers’ product 

inferences View project Multiscreening& Advertising Effectiveness View 

project Daan Muntinga XXS Amsterdam. Introducing COBRAs Article in 

International Journal of Advertising. https://doi.org/10.2501/IJA-30-1-013-046 

Murillo, E., Merino, M., & Núñez, A. (2016). O valor propagandístico dos anúncios 

(Ads) no Twitter: Um estudo entre a geração do milêniomexicana. Revista 

Brasileira de Gestao de Negocios, 18(61), 436–456. 

https://doi.org/10.7819/rbgn.v18i61.2471 

Oh, L.-B., & Xu, H. (2003). Association for Information Systems Effects of 

Multimedia on Mobile Consumer Behavior: An Empirical Study of Location- 

Aware Advertising Recommended Citation EFFECTS OF MULTIMEDIA ON 

MOBILE CONSUMER BEHAVIOR: AN EMPIRICAL STUDY OF 

LOCATION-AWARE ADVERTISING. http://aisel.aisnet.org/icis2003/56 

 
Paquette, H. (n.d.). DigitalCommons@URI Major Papers by Master of Science 

Students Textiles, Fashion Merchandising and Design 2013 Social Media as a 

Marketing Tool: A Literature Review Social Media as a Marketing Tool: A 

Literature Review. http://digitalcommons.uri.edu/tmd_major_papers/2 

Rajah, E., & Marshall, R. (2008). Relationship Glue: Customers and Marketers Co- 

Creating a Purchase Experience (Vol. 35). Association for Consumer Research. 

http://www.acrwebsite.org/volumes/13297/volumes/v35/NA35http://www.cop 

yright.com/. 

Raney, A. A., Arpan, L. M., PashuPati, K., & Brill, D. A. (2003). At the movies, on 

the web: An investigation of the effects of entertaining and interactive web 

http://aisel.aisnet.org/icis2003/56
http://digitalcommons.uri.edu/tmd_major_papers/2


 

 

content on site and brand evaluations. Journal of Interactive Marketing, 17(4), 

38–53. https://doi.org/10.1002/dir.10064 

Ringold,D.J.(2007).TheAmericanMarketingAssociationDefinitionofMarketing: 

Moving from Lagging to Leading Indicator. 

https://doi.org/10.1509/jppm.26.2.251 

Rukuni,T.F.,Maziriri,E.T.,&Mofoka,T.(2020a).Paper—SocialMediaStrategies on 

Brand Awareness at a Small Business Consultancy Firm in South … Social 

Media Strategies on Brand Awareness at a Small Business Consultancy Firm in 

South Africa. International Journal of Interactive Mobile Technologies, 14(20), 

4–22.https://doi.org/10.3991/IJIM.V14I20.14831 

Rukuni,T.F.,Maziriri,E.T.,&Mofoka,T.(2020b).Paper—SocialMediaStrategies on 

Brand Awareness at a Small Business Consultancy Firm in South … Social 

Media Strategies on Brand Awareness at a Small Business Consultancy Firm in 

South Africa. International Journal of Interactive Mobile Technologies, 14(20), 

4–22.https://doi.org/10.3991/IJIM.V14I20.14831 

Rukuni,T.F.,Maziriri,E.T.,&Mofoka,T.(2020c).Paper—SocialMediaStrategies on 

Brand Awareness at a Small Business Consultancy Firm in South … Social 

Media Strategies on Brand Awareness at a Small Business Consultancy Firm in 

South Africa. International Journal of Interactive Mobile Technologies, 14(20), 

4–22.https://doi.org/10.3991/IJIM.V14I20.14831 

Rukuni, T. F., Shaw, G., Chetty, Y., Kgama, P., Kekana, P., & Rogers, K. (2017). 

Viral Marketing Strategies and Customer Buying Behavioural Intentions at 

Retail Store in Johannesburg. Business Management and Strategy, 8(1), 59. 

https://doi.org/10.5296/bms.v8i1.10676 

Saadeghvaziri, F., & Hosseini, H. K. (2011). Mobile advertising: An investigation of 

factors creating positive attitude in Iranian customers. African Journal of 

Business Management, 5(2), 394–404. https://doi.org/10.5897/AJBM10.431 



 

 

Scholarlycommons, S., Hu, W.-Y., & Scott, J. S. (2007). Behavioral Obstacles to the 

Annuity Market. https://repository.upenn.edu/prc_papers/562 

Shavitt, S. (1998). Public Attitudes Toward Advertising: More Favorable Than You 

Might Think. In Article in Journal of Advertising Research. 

https://www.researchgate.net/publication/247294509 

Sohail, M. S., Hasan, M., & Sohail, A. F. (2019). The Impact of Social Media 

Marketing on Brand Trust and Brand Loyalty. International Journal of Online 

Marketing, 10(1), 15–31. https://doi.org/10.4018/ijom.2020010102 

Stewart, D. (2002). From Consumer Response to Active Consumer: Measuring the 

Effectiveness of Interactive Media. https://doi.org/10.1177/009207002236912 

Strategic Brand Management - Richard H. Elliott, Richard Rosenbaum-Elliott, Larry 

Percy, Simon Pervan - Google Books. (n.d.). Retrieved December 8, 2021, from 

https://books.google.lk/books?hl=en&lr=&id=KYUlCgAAQBAJ&oi=fnd&pg= 

PP1&dq=Rosenbaum- 

Elliott,+R.+(2011).+Strategic+Brand+Management.+2nd+Edition.+Oxford+Un 

iversity+Press&ots=uYGNzQvOZN&sig=SwBAY4bnzZCDXcJXUkNHbOY 

Q2XE&redir_esc=y#v=onepage&q=Rosenbaum- 

Elliott%2C%20R.%20(2011).%20Strategic%20Brand%20Management.%202n 

d%20Edition.%20Oxford%20University%20Press&f=false 

Vukasović,T.,&Vukasovič,T.(n.d.).SOCIALMEDIAANDITSIMPLICATIONS 

FOR BUILDING BRAND RELATIONSHIP. XVIII, 179–193. 

https://doi.org/10.7862/rz.2013.mmr.38 

 
Wang, Y., & Sun, S. (2010). Examining the role of beliefs and attitudes in online 

advertising: A comparison between the USA and Romania. International 

Marketing Review, 27(1), 87–107. 

https://doi.org/10.1108/02651331011020410/FULL/XML 

Wu, M. (n.d.). A Study of Brand Loyalty. 

http://www.researchgate.net/publication/247294509
http://www.researchgate.net/publication/247294509


 

 

Yadav, M., & Rahman, Z. (2017). Measuring consumer perception of social media 

marketing activities in e-commerce industry: Scale development & validation. 

Telematics and Informatics, 34(7), 1294–1307. 

https://doi.org/10.1016/j.tele.2017.06.001 

Peneycad, M. (2014). Increase purchase intent through social media responsiveness. 

Retrieved from http://www.business2community.com/social-media/increase-

purchase-intent-socialmedia-responsiveness-0864033. 

MacKenzie, S. B., & Lutz, R. J. (1989). An empirical examination of the structural 

antecedents of attitude toward the ad in an advertising pretesting context. The 

Journal of Marketing, 53(2), 48–65. 

Gunelius, S. (2011). 30 minutes social media marketing: step by step techniques to 

spread the words about your business. City, abbreviated state name: McGraw- 

Hill 

Saadeghvaziri, F., & Hosseini, H. K. (2011). Mobile advertising: An investigation of 

factors creating positive attitude in Iranian customers. African journal of 

business management, 5(2), 394-404 

Shashikala, R., &Mahapatro, P. (2015). A study on analysing the effectiveness of 

social media in the era of mobile messenger apps with special reference to 

WhatsApp.InternationalJournalofResearchinManagement,SocialSciences& 

Technology, 10(10),2320–793 

Yasin, N., & Zahari, A. (2011). Does family and viral marketing have any effect on 

brand equity? Contemporary Marketing Review, 1(8), 1-13 

Fornell, C., and Larcker, D. F. 1981. Structural equation models with unobservable 

 
variables and measurement error: Algebra and statistics. Journal of Marketing 

Research 18 (1): 382-388. 

Blanco, C.F., Blasco, M.G &Azorin I.I. (2010). Entertainment and informativeness 

as precursory factors of successful mobile advertising messages. 

https://doi.org/10.1016/j.tele.2017.06.001
http://www.business2community.com/social-media/increase-purchase-intent-socialmedia-responsiveness-0864033
http://www.business2community.com/social-media/increase-purchase-intent-socialmedia-responsiveness-0864033
http://www.business2community.com/social-media/increase-purchase-intent-socialmedia-responsiveness-0864033


 

 

Communications of the IBIMA, 1(1), 1–

11. https://doi.org/10.5171/2010.130147 

Zernigah, K. I., & Sohail, K. (2012). Consumers' attitude towards viral marketing in 

Pakistan. Management & Marketing, 7(4), 645–662. 

Kioko, K.M. (2010). Use of social media to create awareness: a case of Kenyan banks. 

MA dissertation, University of Nairobi. Nairobi. Kenya 

 
Eighmey, J. & McCord, L. (1998). Adding value in the information age: Uses and 

gratifications of sites on the World Wide Web. Journal of Business Research, 

41(3), 187–194 

Kotler, P. (2003). Marketing insights from A to Z: 80 concepts every manager 

needs to know. 

Casalo,LuisV.,CarlosFlavian,andMiguelGuinaliu."TheInfluenceofSatisfaction, 

Perceived Reputation and Trust on a Consumer's Commitment to a Website." 

Journal of Marketing Communications 13.1 (2007): 1-17.Print 

 

https://doi.org/10.5171/2010.130147

