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CHAPTER V 

CLOSING 

 

This last chapter contains a summary of the conclusions of the results of the 

research that has been done, accompanied by relevant suggestions for future 

research development. Thus, readers will be given a comprehensive overview of 

the implications of the research findings as well as the direction that can be taken 

for future research. Contains closing such as conclusions, managerial implications, 

research weaknesses, future research suggestions, and bibliography. 

 

5.1 Conclusion 

1. The number of respondents who have been collected is 226 people and 

respondents who meet the criteria are 178 people. 

2. Most respondents who are customers and followers of H &M on Instagram are 

women as many as 97 people or 54.5%. 

3. The age range of the most respondents was 36 years and over with a total of 74 

people or 41.6%. 

4. Most respondents have an income of more than Rp 4,000,001 with a total of 78 

people or 43.8%. 

5. Social Media Marketing Efforts (SMME) have positive and significant effect on 

brand equity (H1 is accepted). 

6. Brand equity have positive and significant effect on consumer response (H2 is 

accepted). 

7. Consumer response have positive and significant effect on Social Media 

Marketing Efforts (SMME) (H3 is accepted). 

8. Brand equity has a mediating influence between Social Media Marketing Efforts 

(SMME) toward consumer response (H4 is accepted). 
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5.2 Implications Managerial 

1. Social Media Marketing Effort (SMME) toward Brand Equity 

Social Media Marketing Effort has a positive and significant effect toward 

Brand Equity. According to the SMME highest mean, mentioned that 

Content Shown on H&M Company’s Social Media is the Newest 

Information, H&M can regularly update social media with the latest news, 

product launches, and trends to keep the audience informed and engaged. 

2. Brand Equity toward Consumer Response 

Brand Equity has a positive and significant effect toward Consumer 

Response. According to Brand Equity highest mean, mentioned that What 

H&M Brand Offers is a Leading Company. Reinforce H&M's position as 

a market leader through strategic messaging and proof points, showcase 

industry awards, leadership in sustainability, and innovative product lines 

in marketing communications. 

3. Consumer Response toward Social Media Marketing Effort (SMME) 

Consumer Response has a positive and significant effect toward Social 

Media Marketing Efforts. According to Consumer Response highest mean, 

mentioned that I Am Satisfied with H&M Brand. H&M can ensure high 

customer satisfaction to foster loyalty and repeat purchases and 

continuously gather customer feedback, improve products and services 

based on this feedback, and communicate improvements effectively. 

 

5.3 Research Limitations 

The research only focuses on one specific social media of H&M, not using all 

social media that H&M have. H&M focuses on social media efforts on sites 

such as Instagram, Facebook, and TikTok, investing a major percentage of its 

resources and content creation to these channels. However, its presence on sites 

like X and Snapchat is noticeably less dynamic and engaging. 

 

5.4 Future Research Suggestions 

Future research should aim to conduct a comprehensive analysis of H&M's 

entire social media portfolio, including platforms such as Instagram, Facebook, 
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TikTok, X, Snapchat, and any other relevant channels. This approach would 

provide a more holistic understanding of the impact of social media marketing 

efforts on brand equity and consumer response across all platforms utilized by 

H&M. 
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ATTACHMENT 

 

 

Research Questionnaire 

Variables  Research Indicators 

Social Media Marketing 

Efforts 

1. Using H&M company’s social media is fun. 

2. Content shown on H&M company’s social media 

seems interesting 

3. H&M Company’s social media enables 

information sharing with others. 

4. Conversation or opinion exchange with others 

is possible through H&M company’s social media. 

5. It is easy to deliver my opinion through 

H&M company’s social media. 

6. Content shown on H&M company’s social media is 

the newest information. 
7. Using H&M company’s social media is very trendy. 

H&M Company’s social media offers customized 

information search. 

8. H&M Company’s social media provides customized 

service. 

9. I would like to pass on the information on brand, 

product, or service from H&M company’s social media 

to my friends. 

10. I would like to upload content from H&M company’s 

social media on to my blog or microblog. 
11. I would like to upload content from H&M company’s 

social media on to my blog or microblog 
 

Brand Equity 1. I am always aware of H&M brand. 

2. What H&M brand offers is a high-tech company. 

3. What H&M brand offers is a leading company. 

4. What H&M brand offers has long experience. 

5. What H&M brand offers is a customer-oriented 

company. 

6. The quality of H&M brand is credible. 

7. H&M brand must be of very good quality. 

8. The high quality of H&M brand is consistent. 
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9. H&M brand has higher quality than other brands. 

Consumer Response 1. I am willing to pay a higher price for products 

of H&M brand than for other brands. 

2. I am willing to pay a lot more for H&M brand than 

other brands in this category. 

3. I am satisfied with H&M brand. 

4. H&M is my favorite brand. 

5. I have confidence in H&M brand 

 

 

 

 

 

 

 

 

 

Section 1 

Halo, teman-teman! 

Perkenalkan, saya Vivienne Thearesya Meidyani dari Fakultas Bisnis dan Ekonomika, 

Program Studi Manajemen Internasional, Universitas Atma Jaya Yogyakarta. Saya 

sedang melakukan pengumpulan data untuk Skripsi saya dengan judul “The Effects of 

Social Media Marketing Efforts in H&M Brand on Brand Equity and Consumer 

Response” 

 

Dalam kuisioner ini, saya membutuhkan responden dengan kriteria : 

1. Pernah setidaknya 1 kali membeli produk dari brand H&M 

2. Merupakan pengikut (followers) brand H&M di Instagram 

 

Saya memohon kesediaan teman-teman semua untuk mengisi kuisioner yang ada di 

bawah ini dengan benar dan sebaik mungkin.  

Seluruh data dan informasi yang telah di berikan saya jamin kerahasiaannya dan hanya 

digunakan untuk kepentingan penelitian. Sekian dari saya, terima kasih! God Bless!  

Apakah anda pernah setidaknya 1 kali membeli produk dari brand H&M? 

Ya/Tidak 

 

Section 2 

Apakah anda merupakan pengikut (followers) brand H&M di Instagram? 

Ya/Tidak 
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Section 3 

1. Jenis Kelamin 

a. Laki-laki 

b. Perempuan 

2. Usia 

a. 15-20 tahun 

b. 21-25 tahun 

c. 26-30 tahun 

d. 31-35 tahun 

e. > 36 tahun 

 

3. Penghasilan Perbulan 

a. < Rp 1.000.000 

b. Rp 1.000.001 - Rp 2.000.000 

c. Rp 2.000.001 - Rp 3.000.000 

d. Rp 3.000.001 - Rp 4.000.000 

e. > Rp 4.000.001 

 

Section 4 

Berikut ini adalah keterangan yang akan membantu anda untuk menjawab 

pertanyaan-pertanyaan dibawah 

1=sangat tidak setuju 

2=tidak setuju 

3=netral 

4=setuju 

5=sangat setuju  

 

No Research Indicator Scale 

1 Menggunakan media sosial 

perusahaan H&M menyenangkan. 

1 2 3 4 5 

2 Konten yang ditampilkan di media 

sosial H&M tampaknya menarik 

1 2 3 4 5 
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3 Media sosial H&M memungkinkan 

berbagi informasi dengan orang lain 

1 2 3 4 5 

4 Percakapan atau pertukaran pendapat 

dengan orang lain dimungkinkan 

melalui media sosial H&M 

1 2 3 4 5 

5 Sangat mudah untuk menyampaikan 

pendapat saya melalui media sosial 

H&M 

1 2 3 4 5 

6 Konten yang ditampilkan di media 

sosia H&M adalah informasi terbaru 

1 2 3 4 5 

7 Menggunakan media sosial H&M 

sangat modern 

1 2 3 4 5 

8 Media sosial H&M menawarkan 

pencarian informasi yang dapat  

disesuaikan 

1 2 3 4 5 

9 Media sosial H&M menyediakan 

layanan yang dapat disesuaikan 

1 2 3 4 5 

10 Saya ingin menyampaikan informasi 

tentang merek, produk, atau layanan 

dari media sosial H&M kepada 

teman-teman saya 

1 2 3 4 5 

11 Saya ingin mengunggah konten dari 

media sosial H&M ke blog atau 

microblog saya 

1 2 3 4 5 

 

 

Section 5 

Berikut ini adalah keterangan yang akan membantu anda untuk menjawab 

pertanyaan-pertanyaan dibawah 

1=sangat tidak setuju 

2=tidak setuju 

3=netral 

4=setuju 
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5=sangat setuju  

 

No Research Indicator Scale 

1 Saya selalu mengetahui merek H&M 1 2 3 4 5 

2 H&M adalah perusahaan teknologi 

tinggi 

1 2 3 4 5 

3 H&M adalah perusahaan terkemuka 1 2 3 4 5 

4 H&M memiliki pengalaman Panjang 1 2 3 4 5 

5 H&M adalah perusahaan yang 

berorientasi pada pelanggan 

1 2 3 4 5 

6 Kualitas merek H&M kredibel 1 2 3 4 5 

7 Merek H&M harus berkualitas sangat 

baik 

1 2 3 4 5 

8 Kualitas tinggi merek H&M 

konsisten 

1 2 3 4 5 

9 Merek H&M memiliki kualitas yang 

lebih tinggi dari merek lain 

1 2 3 4 5 

 

Section 6 

Berikut ini adalah keterangan yang akan membantu anda untuk menjawab 

pertanyaan-pertanyaan dibawah 

1=sangat tidak setuju 

2=tidak setuju 

3=netral 

4=setuju 

5=sangat setuju  

 

No Research Indicator Scale 

1 Saya bersedia membayar harga yang 

lebih tinggi untuk produk merek 

H&M daripada merek lain 

1 2 3 4 5 

2 Saya bersedia membayar lebih 

banyak untuk merek H&M daripada 

1 2 3 4 5 
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merek lain dalam kategori ini 

3 Saya puas dengan merek H&M 1 2 3 4 5 

4 H&M adalah merek favorit saya 1 2 3 4 5 

5 Saya memiliki kepercayaan diri pada 

merek H&M 

1 2 3 4 5 
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The Influence of Social Media’s Marketing 
Efforts on Brand Equity 
and Consumer Response 

 

 
Rida Sehar*, Sarfraz Ashraf** 

and Faisal Azam*** 

This study investigated the impact of Social Media’s Marketing Efforts (SMME) on 

the brand equity of the consumers and their behaviors towards the brand. The relationship 

of these variables is explored by analyzing three different brands (Outfitters, Khaadi and 

Junaid Jamshed) in Pakistan. For data collection, a structured questionnaire was used 

with five elements of SMME, three dimensions of Brand Equity (BE), and three dimensions 

of Consumer Response (CR). The results of this study show that there is a positive and 

significant link between SMME and consumer behavior and brand equity. The results of 

the study also show that brands can improve their relationship with the customers by 

using social media sites. This study has addressed the gaps in the earlier studies of SMME 

of a brand through the structural equation model. 
 

 

Introduction 

According to Mangold and Faulds (2009), there has been a huge transformation in 

social media in the last one decade. Due to the change in technology, changes in social media 

websites are evident. And, according to the Internet World Stats (2013), 34% population of 

the world is using these sites with the help of the Internet. Companies and brands are 

trying to find new ways through which they can easily reach their 

customers, make interactions and engage them with the brands (Gallaugher and 

Ransbotham, 2010; and Kozinets et al., 2010). Nowadays, social media websites have 

great influence on the consumers’ response to a brand or a product. The marketing 

efforts on the social media sites of the brands are the main reason to create brand equity and 

change the response. The customers of the brands are the followers of the brands on these 

social media sites and follow the latest information. These sites enhance awareness among 

the consumers and create a brand image. Consumers search these social media sites for 

information regarding a specific brand. Therefore, these sites have a great influence on 

consumers’ buying intention. 
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This study is a contribution to the prior studies on the marketing efforts of the 

brands on social media sites and how they create their image in the mind of their customers. 

Previous studies have focused on social media’s marketing effort of several brands by 

utilizing their online resource. This study aims to focus on how the consumers’ buying 

intentions are influenced by these social media sites’ marketing efforts. The prior studies 

focused on luxury brands, that is, how the marketing activities on social media influence 

consumers’ response by creating brand equity, whereas this study examines the national 

brands of Pakistan and as to how the marketing efforts of these brands have an impact on 

consumer response. 

The purpose of this study is to examine the influence of the marketing activities of social 

media on consumer buying behavior and brand equity. Only two dimensions of brand equity 

were studied in the previous research (brand awareness and brand image), but the current 

study has incorporated brand quality as a third dimension of brand equity. 

Literature Review and Formulation of Hypotheses 

Social Media Marketing Efforts 

Social media is explained by Safko and Brake (2009, s.6) as “activities, practices, and 

behaviors among communities of people who gather online to share information, knowledge, 

and opinions using conversational media”. In the last decade, a lot of changes have occurred 

in the media and it has experienced a lot of transformation (Mangold and Faulds, 2009). 

The forecasting process completed by The Boston Consulting Group (2014) had indicated 

that by 2016 there would be a growth in the Internet economy by 

$4.2 tn. According to the Internet World Stats (2014), the Internet users have been 

increasing day-by-day and cover 40.7% of the world’s total population. 

Social media is basically a place where marketers can communicate with their consumers 

or potential customers and through which they can create a relationship with strong 

association (Kelly et al., 2010). Social media provides a platform for both the brands 

and the customers for interaction and sharing information with each other (Richter and 

Koch, 2007). These applications and platforms include social blogs, podcasts, weblogs, 

microblogging, wikis, pictures, videos and social bookmarking. The use of these applications 

are on the rise for the sake of communication as the business firms are using these as tools 

for communicating with their customers. 

Social media plays a very important role in the success of a brand (Phan et al., 

2011). Kapferer (2012) pointed out that catwalk presentation videos are posted by Louis 

Vuitton (LV) on its Facebook page which gives an opportunity for the fans of LV to view 

the latest fashion and enjoy the activities of the show. An online chat system has been 

introduced by Burberry that provides 24-hour customer service. The Chinese customers of 

Burberry can make online purchase and can give feedback through the online customer 

service. The popular social media networking sites in China are kaixin001.com and 

douban.com that are used for online shopping. The local celebrity 
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followers of Burberry on Weibo (a microblogging service) rose from 90,000 to 180,000 from 

early 2011 to January 2012 (Spillecke and Perrey, 2012). 

The five dimensions of social media marketing efforts of a brand are explained by 

Kim and Ko (2012) as: interaction, entertainment, customization, Word-of-Mouth (WOM), 

and trendiness. The social media marketing efforts are examined through the five 

perspectives of Kim and Ko’s (2012) as follows: 

Interaction 

The interaction on social media is basically a mode of communication in which the exchange 

of information takes place (Gallaugher and Ransbotham, 2010; and Kaplan and 

Haenlein, 2010). According to Daugherty et al. (2008), social interaction works as a 

motivator because it helps to create the content according to the users’ point of view. Social 

media provides a place for the customers where they can discuss and share their ideas with 

others. Muntinga et al. (2011) described social media interaction as a platform where the 

users interact with each other, contribute to the discussion, give suggestions on specific 

products or services and likeminded people meet to express their views on specific issues. 

The objective of this shared information is basically to connect the media users with the 

information and keep them up to date. The integration with the user is encouraged because 

the focus is on the user who is beyond the profile (such as on WhatsApp, Facebook, 

Instagram, and Twitter). 

The contents include the discussion topics and the comments of the user on that specific 

topic (e.g., on YouTube, Pinterest, Instagram). The unique information should be there 

on the social media sites related to the brands, the reflection of the members’ profile and the 

discussions must be helpful for the users shared by the members. The relationship between 

the brands and the users can make a cause for increasing the affinity and credibility 

(Manthiou et al., 2013). 

Entertainment 

According to Agichtein et al. (2008), enjoyment and play, which are caused by experiencing 

social media activities, result in entertainment. The users who are having fun and 

entertainment and experiencing a lot of enjoyment are basically the pleasure seekers on 

social media sites (Manthiou et al., 2013). A person who is entertained will participate in 

social networks (Park et al., 2009). Social media networks are used for the purpose of 

entertainment to some extent. The social media users consume their time on social networks 

for the sake of enjoyment. The contents which are related to brand on social media networks 

are also consumed by the users for refreshment and enjoyment purpose (Muntinga et al., 

2011). 

Customization 

Customization is an activity in which the customers’ point of view is more important to 

prepare the services. The main motive of customization is customer satisfaction (Schmenner, 

1986). The social media sites of a brand can be customized according to 
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the customers’ requirements and should express individuality. This will lead to building loyal 

customers of the brand (Martin and Todorov, 2010). Zhu and Chen (2015) described 

that the customization level of the messages that are posted on the social media site of 

any brand are of two types: a broadcast and a customized message. The target audience 

for a broadcast message is anyone on the social media site who is interested and for the 

audience in general (e.g., twitters tweets). But a message which in customized form is 

usually for a small group of people or for a particular person (e.g., Facebook posts). 

For example, Burberry and Gucci use their online sites to increase their customer base and 

to satisfy their customers. They create personalized messages for their consumers and make 

products or deliver services according to the customer’s requirements (Sangar, 2012). The 

definition of the customization is the extent to which customized information, as well as 

customized service, is provided by the social media channel. 

Word-of-Mouth (WOM) 

The consumers’ interaction with eWOM about a specific brand is possible due to social 

media. It associates the online interaction of the consumer to the consumer with eWOM 

(Muntinga et al., 2011). It is a known fact that more information regarding branding is 

in the form of opinions, discussions, and comments that are generated through consumer 

posts. Chu and Kim (2011) explain that the three perspectives of the use of eWOM examined 

by the researchers on social media are: opinion seeking, opinion giving, and opinion passing. 

The consumers who search for information regarding the brands and take advice from 

experienced consumers are basically the opinion seeker. They want to get the opinion 

from other consumers before using the brand. Opinion-giving behavior includes the persons 

having an influence on consumer behaviors and their attitudes. They are also called 

opinion leaders. Finally, the opinion-passing behavior consists of consumers having the 

characteristics of eWOM. The online flow of information is facilitated by the persons 

having opinion-passing behavior characteristics. 

Trendiness 

The latest news regarding specific brand and discussion topics are provided by the 

social media. Social media provides all the latest information related to the brands to 

the consumers (Naaman et al., 2011). Consumers consider the information which is 

given on the social media more trustworthy than the information which is provided by 

the traditional sponsor of the brand (Vollmer and Precourt, 2008; and Mangold and Faulds, 

2009). Muntinga et al. (2011) explain that the four sub-motivations covered by the trendy 

information which is provided on social media are: knowledge, inspiration, surveillance and 

pre-purchase information. Knowledge is all about the information which is related to the 

brand that is obtained by the consumer from another consumer’s expertise. The purpose of 

acquiring information related to a brand or product is to gain profit through other's 

knowledge. In pre-purchase information, the buyer reads all the related information which 

includes the reviews of the product and the drawbacks of that product from the social 

communities of that particular brand. Surveillance means that the 
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observation of a brand’s social environment. The consumer wants to be up-to-date about all 

the factors on which the social environment depends on. Finally, inspiration is related to 

the person who gets the whole information associated with the brand given to the community 

on social media and obtains the innovative ideas from that information. The person 

becomes a source of inspiration to others who acquire that given information and generates 

ideas from that. 

Why are there only five dimensions of marketing efforts of social media? Social media is 

a broader concept and this study includes only the five dimensions of the marketing efforts 

of social media. According to Stokburger-Sauer et al. (2012), brands provides the 

opportunities for the consumers to connect with each other on social media websites, 

thus leading to the creation of brand engagement, which could be a dimension of it. 

Brand identification could also be enhanced due to the marketing efforts of social media. 

The five dimensions of the marketing activities of social media are included in this study. 

There could be other dimensions of social media activities associated with the marketing of 

a brand. There is very limited research on these variables in Pakistan. These variables 

could be studied in more detail in further research. 

Brand Equity 

Brand equity is defined by Aaker (1991, p. 15) as “a set of brand assets and liabilities 

linked to a brand, its name, and symbol that add to or subtract from the value provided 

by a product or service to a firm and/or to that firm’s customers”. Keller (1993) defines 

it as “the differential effect of brand knowledge on consumer response to the marketing 

of the brand”. 

Brands create a sense of differentiation from others and build their own image in the 

mind of customers that there is something special which is different from others (Keller, 

1998). Brand equity normally depends on three key criteria which are: the attitude of 

the consumer regarding that brand, brand awareness, and finally the corporate ethics 

(Lemon et al., 2001; and Ashraf et al., 2018a). 

There are mainly two reasons for which a person purchases a luxury brand: the first, 

is for his or her personal satisfaction and the second is that the luxury brands represent 

a symbol of success. This is further supported by Kapferer and Bastien (2009). A balance 

between these two motivations is required for the better future of the luxury brands. 

The balance between these motivations may vary from place to place (e.g., geographical 

boundaries). For example, the countries where the luxury products and brands are just 

a new experience for the consumers, and on the other hand, the countries where the 

production and consumption of the luxury brands take place traditionally (Kapferer and 

Bastien, 2009). According to Godey et al. (2016), brands are the basic platform where 

they can connect with their consumers and become aware of their needs and wants, 

irrespective of the purchase motivation. The brands have a great influence on consumer 

behavior and attitudes. There are several ways through which a brand can influence a 

consumer such as the perception regarding the image of the brand, brand 
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awareness, and the consumers’ preferences about that specific brand. The model of 

brand equity as defined by Keller (1993) consists of two dimensions: brand image and brand 

awareness. The third dimension which is added in this study is brand quality. 

Brand Awareness 

“Brand awareness refers to the strength of the brand node or tracing brand consumer’s mind, 

which states consumer’s ability to identify the brand under different conditions” (Rossiter 

and Percy, 1987). Brand awareness is basically the condition in which a consumer can easily 

identify the brand among other competitive brands. Brand awareness further consists of 

brand recall and brand recognition. Brand recall is defined as how easily and quickly a 

consumer can recall it from one’s memory. Brand recognition is defined as how quickly a 

consumer can identify the brand and differentiate it from other brands if a cue related to 

that specific brand is given to the consumer for the identified purpose. 

Brand Image 

Keller (1993) explains brand image as the impression of the brand which is reflected in 

the customer’s memory. It takes time to develop a brand image in the customer’s mind. 

According to Aaker (2003), brand image is basically how a consumer thinks about the brand 

and how it will be recognized by the consumer. Brand image is established by the symbolic 

elements or through the experimental and functional elements. According to Keller (1998), 

brand image is like the image of the brand which is associated with the consciousness of the 

consumer’s mind. 

Brand Quality 

According to Bruks et al. (2000) and Pappu et al. (2006), quality dimensions are established 

to measure and determine the quality level of any brand’s product or services. Lee et al. (2011) 

explain that when the brand’s excellence is analyzed collectively it is referred to as brand 

quality. It consists of all the attributes of the brand, whether they are tangible or 

intangible. According to Cole and Flynn (2009), “Perceived quality can affect a willingness 

to buy, and the price that customers will pay”. 

This study is limited to the investigation of the three dimensions of brand equity. 

There should be other dimensions of brand equity, such as the re-evaluation of the creation 

process of brand equity and brand association. Future research could incorporate these 

dimensions also. 

Consumer Response 

Kim and Ko (2012) explain that the settings of social media are creating brand equity 

in the customers’ mind and the marketing activities of these social media sites are the 

main source to generate the need in consumers and potential customers to purchase the 

brand. These marketing activities help the brands create a positive intention in the 

consumers to purchase the brand, and then consumers respond positively to these marketing 

tactics. According to Aaker (1991), Keller (1993 and 2013), and Keller and 
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Lehmann (2006), the brand having stronger brand equity will lead to increase in brand 

preference among the customers; the customer will be willing to pay a premium price, 

and finally the customer will be loyal to that brand. 

Brand Preference 

Keller (2013) defines brand preference as there are several competing brands in the market, 

a consumer prefers a brand on the basis of the information available to the consumer related 

to the brand and due to the emotional attachment with that brand. Consumers are being 

asked to select a brand among several brands in the category to measure brand preference. 

Price Premium 

Netemayer et al. (2004) described that the price premium is the price which the customers 

are willing to pay for the specific brand over other brands. The customers are willing to 

pay a higher price to a brand which they are loyal to, even if it is much higher than the price 

of other brands. 

Brand Loyalty 

Brand loyalty is a condition in which the consumer is willing to purchase the brand in 

the future (Ashraf et al., 2017 and 2018a). Lam et al. (2010) explain the concept of 

brand loyalty as “a deeply held commitment to rebuy or repatronize a preferred product/ 

service consistently in the future, causing a repetitive same brand or same brand-set 

purchasing, despite situational influences and marketing efforts having the potential to 

cause switching behavior.” 

This survey depends on the three main dimensions of consumer response. There are 

many dimensions of consumer response which could be used for future research work. There 

is very limited research work on price premium and brand preferences in Pakistan. These 

dimensions have very huge potential, which could be explored in further research. 

Marketing Efforts on Social Media and Consumer Behavior 

Godey et al. (2016) presented the findings of a study in which the efforts of marketing 

of a brand on social media are treated as an independent variable and consumer response as 

a dependent variable. In this survey, the data is collected by the consumers quantitatively 

from four selected countries. This study proves that social media’s efforts in marketing a 

brand has a direct and positive influence on consumer behavior. 

Kim and Ko (2010) explain the relationship of the marketing activities of social 

media and purchase intentions of the consumer, which could reflect in consumer 

response as well. This study proves that social media marketing positively and 

significantly influences the purchase intentions of the consumers. The data was collected 

through a questionnaire. In this survey, the respondents (150) were the consumers of 

the luxur y brand in the Seoul area. The research was conducted randomly on 211 

Internet users. 
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The research work of Hung et al. (2011) explains that there are three independent 

variables: social influence is one of them which influence the purchase intention. This survey 

has 1,380 valid responses from 1,750 respondents in Taiwan and proves the variables are 

positively linked. Bruhn et al. (2012) also explain the positive and significant link of social 

media communication and purchase intentions by conducting an online survey of 393 

participants. 

Kim and Ko (2012) conducted a survey with 400 respondents to explain the positive and 

significant relationship of variables on how the marketing activities of social media have an 

impact on consumer response, which is directly affected by a mediating variable (brand 

equity). Zhang and Kim (2013) prove that social comparison positively influences the 

attitude of the consumers towards the purchase of luxury brands; the mediating variable 

further has a positive influence on purchase intentions of the luxury brands. Hence, this 

study reveals that there is a positive and significant link between social media and 

consumers’ purchase intentions. 

Wang et al. (2012) define the relationship by conducting an online survey of 935 

participants. Peer communication on social media has an influence on the product attitude, 

which in turn is a cause to enhance the purchasing intentions of the consumers towards a 

brand. The findings of the research prove that peer communication on social media 

positively influences online consumers. Another research survey proved that social customer 

relationship management capabilities are positively influenced by the use of technology on 

social media. The data was collected randomly from 1,200 firms in the US. The 

participants included the top management team members of the firms. The use of 

technology enables the firms to serve their customers in a better way which will affect 

consumer behavior (Trainor et al., 2014; and Iftikhar et al., 2017). 

The marketing efforts of social media have a great influence on consumer behavior while 

purchasing any product or service. The marketers of the brands should be aware of these 

marketing activities on social media because through these activities they can influence their 

potential customers to buy their product. This concept has been worked upon negligibly in 

Pakistan; the researchers should define the relationship between these two in detail, which 

will be informative for the marketers. 

H1: Marketing efforts on social media have a positive and direct influence on consumer 

response, i.e., consumer preference, brand loyalty and willingness to pay a premium 

price. 

Social Media’s Marketing Efforts and Brand Equity 

Kim and Ko (2012) conducted a survey of 400 consumers to prove the relationship between 

the variables, and the survey proves that the perceived marketing activities of social media 

have a positive impact on brand equity. Social media activities have a positive and 

significant relationship with brand equity. 
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Godey et al. (2016) describe the positive and significant relationship of the marketing 

activities of social media with brand equity. The marketing activities of social media are 

treated as an independent variable which influences brand equity of the consumers, 

which in turn affects consumer behavior. The study was conducted on the consumers of four 

different countries (China, France, India, and Italy). 845 respondents were selected to 

analyze the data, and the results prove that there is a positive and significant relationship 

between them. Schivinski and Dabrowski (2016) explain that there are two types of 

social media: the first type is the social media which is created by the firm and the second 

one is user-generated. Both types of social media are treated as an independent variable 

which has a positive influence on brand equity, which is treated as a mediating variable 

in this study. This survey proves that social media has a positive and significant relationship 

with brand equity. Annie Jin (2012) further describes the relationship between a brand’s 

marketing on its social media pages such as Facebook. This research proves that the 

marketing activities on Facebook create a sense of awareness in consumers and then they 

want to explore the brand and want to revisit it. This study proves the positive and 

significant impact of social media in the creation of brand equity in the consumers’ 

mind. 

The relationship between the marketing activities of a brand on social media and 

brand equity has the greatest influence on the consumer market. The research regarding the 

relationship of these variables is very limited in Pakistan. These variables should be explored 

to briefly understand the consumer needs. 

H2: The marketing efforts of a brand on social media have a positive and significant 

effect on consumer-based brand equity. 

Brand Equity and Consumer Response 

Bruhn et al. (2012) tested the link between consumer-based brand equity and consumer 

response by conducting an online survey. Double mediation technique is used in this 

research work. The dimensions of brand equity tested in this research survey are brand 

awareness and hedonic brand image, and their relationship with consumer purchase 

intention. The results show a positive relationship between the variables. Kim and Ko (2012) 

also conducted a research survey to prove brand equity’s positive relationship with 

consumer purchase intention. Godey et al. (2016) explain the positive and significant 

link between social media marketing efforts with the consumer behavior, which is 

affected by the mediating impact of brand equity. 

Schivinski and Dabrowski (2016) chose three categories of products to examine the 

impact of brand equity on consumer behavior. The product categories included mobile 

network operators, clothing, and non-alcoholic beverages. This research proves the positive 

and significant influence of brand equity on consumer purchase intentions. There is limited 

research on the relationship between consumer behavior and brand equity. These should be 

explained in detail in Pakistan to enhance consumers’ response to this research. 

H3: Brand equity has a positive and direct impact on consumer response. 
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Mediation of Brand Equity 

Styles and Ambler (1995) treated brand equity as a marketing asset, the asset which 

helps in creating a bond between the customers and the firm. This marketing asset 

establishes a long-term relationship and generates a buying behavior among the public 

(Keller, 2013). According to Keller (1993), the companies or brands can attract customers 

and potential customers towards their brands or products by influencing their brand equity. 

And companies influence their customers by creating an emotional connect by which they 

strengthen their association with brands or products (Keller, 1993). The companies use 

social media in their marketing campaigns to influence the customers. 

Further, the previous studies by Godey et al. (2016) had claimed that the marketing 

activities through social media positively influence brand equity. Schivinski and Dabrowski 

(2016) also examined the relationship between both and proved that communication of the 

firms with their customers through social media has a direct and positive relationship. This 

concept has also been proved by numerous scholars that the social media marketing 

activities of a brand or product have a positive and significant relationship with brand 

equity and its dimensions, such as brand awareness, brand image, etc. (Bruhn et al., 

2012; and Kim and Ko, 2012). 

Firms attract customers by influencing their brand equity with the help of social 

media marketing efforts. These marketing activities bring positive change in consumer’s 

buying intention. When the brand equity of a specific brand is generated, the consumer will 

pay more for that brand, prefer the brand over the other brands and become a loyal 

customer of the brand (Aaker, 1991; Keller, 1993 and 2013; and Keller and Lehmann, 

2006). This concept of brand equity and purchase intention relationship has also been 

investigated by Kim and Ko (2012). When the purchase intention of the consumers 

changes, then their response towards the brand will also change (Kim and Ko, 2012). 

Kim and Ko (2012) revealed that brand equity is also studied as a mediating variable 

between the marketing efforts of social media and purchase intention which results in 

consumer response. Schivinski and Dabrowski (2016) also explored the positive link between 

the marketing efforts of social media and consumer purchase intentions by using brand 

attitude as a mediating variable. Another research work by Bruhn et al. (2012) showed 

the relationship of social media communication and consumer behavior by using the 

dimensions of brand equity as mediating variables. 

Kim and Ko (2012) and Schivinski and Dabrowski (2016) used brand equity as a 

mediating variable in their research studies. Bruhn et al. (2012) also investigated the 

relationship variables by using the dimensions of brand equity as a mediating variable. 

Brand equity is used and recommended by Godey et al. (2016) as a mediating variable 

in their research studies. 

H4: Brand equity has a mediating effect between the marketing efforts of a brand on 

social media and consumer response. 

The Influence of Social Media’s Marketing Efforts on Brand Equity and Consumer Response 39 

 
 

 

 

 



  

 
 

 

Data and Methodology 

Sampling Procedure 

This is a cross-sectional study and quantitative in nature. This study used a convenient 

sampling technique to approach the target audience. Data was collected during the 

period of May 2, 2018 to June 7, 2018. A questionnaire (see Appendix) was designed to 

conduct the survey and the data was collected from 360 respondents, out of which only 200 

were valid responses. The data also included the responses of online respondents too. 

The respondents were social media users of the brands and follow the brand on social media 

websites. The brands selected for the research survey are: Junaid Jamshed, Khaadi and 

Outfitters. Quantitative techniques have been used in this research study. The target 

audience in this research study is the students who are the followers of the selected brands. 

Measurements 

To measure all the constructs, a five-point Likert scale was used to evaluate the perceptions 

of the consumers. All scales were adapted from the previous research studies. The scale 

of social media marketing efforts was adapted from the study by Kim and Ko (2012), 

who had stated that SMME possess five dimensions, viz., entertainment, interaction, 

trendiness, customization and word-of-mouth (Figure 1). So, this study also used all 

five dimensions of SMME. The scale of brand equity was adopted from Kim and Hyun (2011); 

they include brand awareness, brand image and brand quality as the sub- 
 

Figure 1: Theoretical Framework 
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constructs of brand equity. And this study also used all these three scales as the sub-scales of 

brand equity. Consumer response is based on its three dimensions, viz., brand preference, 

willing to pay a premium price and brand loyalty. Thus, the scale of brand preference was 

adapted from the study of Kim and Hyun (2011), the scale of willing to pay from the 

study of Netemeyer et al. (2004), and the scale of brand loyalty from the study of Yoo et 

al. (2000). The sample consists of 55% males and 45% females (Table 1). About 56% of 

the respondents were graduates, 37.5% had Masters degree and 6.5% were PhDs. The 

respondents were asked to express their opinions with regard to the selected brands. 
 

Table 1: Demographics 

Demographic Sector Demographic Feature Frequency Percentage 

Age 

(in years) 

18-22 107 53.5 

23-27 73 36.5 

28-32 11 5.5 

32+ 9 4.5 

Gender Male 110 55 

Female 90 45 

Education Bachelor 112 56 

Master 75 37.5 

Ph.D/Other 13 6.5 

Income (Pakistani Rupee) 0-5,000 109 54.5 

5,000-10,000 37 18.5 

10,000-15,000 10 5 

15,000+ 44 22 

X-Brand Junaid Jamshed 46 23 

Khaadi 60 30 

Outfitters 94 47 

Results and Discussion 

Reliability Test 

Reliability test (Table 2) was employed to 

ascertain the reliability of the used scales. 

Nunnally and Bernstein (1994) 

recommended that the value of reliability 

must be greater than 0.70. However, the 
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Table 2: Reliability Test 

Variable Reliability 

SMME 0.75 

BE 0.71 

CR 0.81 

 

 

 



  
 
 
 

 
reliability values of SMME, BE and CR are 0.75, 0.71 and 0.81 respectively, which 

shows that the scales are reliable for further analysis. 

Descriptive Statistics and Pearson Correlation 

Table 3 shows the values of the mean and standard deviation of the variables, i.e., 

SMMEs, Brand Equity (BE), and Consumer Response (CR). The mean value of SMMEs 

is 2.57 with 0.679 standard deviation which showed 68% variation in the responses. 

The values depict that the marketing efforts on social media are correlated positively 

and significantly with (r = 0.673, 0.685) BE and CR at p < 0.01. BE’s mean value is 

2.41 with 0.77 standard deviation; the values of standard deviation portrayed 77% 

variation in the responses. The values show that BE is positively and significantly correlated 

with (r = 0.685) CR at p < 0.01 respectively. The results depict that most of the 

respondents agreed. Finally, the mean value of CR is 2.52 with 0.653 standard deviation. 

The values showed that there is a 65% variation in the responses. 
 

Table 3: Mean and Standard Deviation and Correlation 

Variable Mean SD SMME BE CR 

SMME 2.57 0.679 1   

BE 2.41 0.77 0.673** 1  

CR 2.52 0.653 0.610** 0.685** 1 

Note: **P < 0.01; two-tailed; SD = Standard Deviation; SMMEs = Social Media Marketing 
Efforts; BE = Brand Equity; CR = Consumer Response. 

The table shows the correlation between the variables under study. The results show that 

there is a positive and significant relationship between the SMMEs, BE, and CR. The 

initial hypotheses are supported by these results. 

Regression Analysis 

Table 4 shows the positive and significant relationship between SMMEs and CR. Moreover, 

R2 = 0.483 indicated that 48% of the total variation in the CR is due to SMME. The 

table also shows that F = 193.255 and P < 0.01 which indicates that the results are 

statistically significant. These results support H2, that there is a positive and significant 

relationship between the SMME of a brand and CR (Table 4). 
 

Table 4: SMME and CR 

Variable B SE B t Sig 

Constant 0.745 0.135  5.518 0.000 

CR 0.722 0.052 0.697 13.90 0.000 

R Square = 0.483      

F = 193.255      

P = 0.000      
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Mediating Analysis 

Mediation (Table 5) was carried out by using AMOS 23.0 in two parts. In the first part, 

the study uses the entire mediation model and the second part was run to ascertain the direct 

effect. Model fit indices for both direct and indirect effects portrayed good fit as the 

values of Goodness Fit Indices (GFI) and Comparative Fit Indices (CFI) must be greater 

than 0.9. The values of root mean residuals and root mean square error of approximation 

must be less than 0.08. The mediation is in four structural paths, as suggested by Baron 

and Kenny (1986). Path (a) represents the effect of SMME on brand equity. Path (b) 

shows the effect of brand equity on consumer response. In path (c), the effect of SMME 

on consumer response has been checked with the presence of mediating variable, i.e., brand 

equity and the path also known as an indirect effect. Path (c) represents the effect of 

SMME on consumer response in the absence of the mediating variable, and it is known as 

direct effect. The table portrays that all paths are significant. As suggested by Baron and 

Kenny (1986), if the value of the indirect effect is greater than the value of the direct 

effect, it means that mediation exists. And when the direct effect is significant, it means 

partial mediation exists, and when the direct effect is insignificant, it means full mediation 

exists. The table shows that the value of direct effect is greater than the value of indirect 

effect and it is also significant, which means in our model partial mediation exists. 
 

Table 5: Mediation Analysis 

Model Fit CMIN/DF GFI CFI RMR RMSEA 

Indirect Effect 3.22 0.94 0.99 0.06 0.04 

Direct Effect 3.71 0.91 0.94 0.03 0.05 

Structural Relationship  Coefficients p-Value 

SMMEBE (a)  0.27 0.000 

BECR (b)  0.46 0.001 

SMMECR (c)  0.51 0.000 

SMMECR (c’)  0.39 0.003 

Conclusion 

This study investigates the influence of SMME on consumer-based brand equity and 

consumer response. The study is a contribution to the existing literature on the impact 

of SMME on brand equity as well as consumer response. SMME consists of five elements, 

viz., entertainment, trendiness, customization, interaction, and word-of-mouth. There 

are three dimensions of BE, which are brand awareness, brand image, and brand quality. 

And CR also consists of three dimensions which are premium price, customer preferences, 

and loyalty. The results of the study are statistically significant. SMME help to engage 

the customers with the brands by creating brand equity. 

The Influence of Social Media’s Marketing Efforts on Brand Equity and Consumer Response 43 

 
 

 

 

 



  
 
 
 

 

H1 proved that the SMME have a positive and direct influence on consumer response. The 

results of the hypothesis are positive and significant. Godey et al. (2016) also used SMME as 

an independent variable and consumer response as a dependent variable in a 

study. The results of their study proved that SMME have a positive and significant 

impact on consumer response. Kim and Ko (2010) also considered the relationship of SMME 

as an independent variable and consumer response as a dependent variable and proved that 

there is a positive and significant relationship between them. 

H2 proved that SMME are positively and significantly related to the consumer-based 

brand equity. Kim and Ko (2012) also proved this relationship in their study, that 

SMME and BE are positively and significantly related. Godey et al. (2016) proved that SMME 

positively and significantly influence brand equity. Hudson et al. (2016) tested the 

relationship of these two variables in a research survey and proved that the interaction 

of the consumers with brands on social media sites helps to improve the consumer brand 

relationship. 

H3 proved in this study is that there is a positive and direct influence of brand equity 

on consumer response. Bruhn et al. (2012) tested the relationship of brand equity and 

consumer response and the results confirm the findings of the previous researchers. 

Another research study by Schivinski and Dabrowski (2016) proved that there is a 

positive and significant relationship between the variables. The study by Kim and Ko (2012) 

also supports the findings, i.e., brand equity is positively and significantly related to 

consumer response. 

H4 proved that brand equity positively and significantly mediates the relationship 

between SMME and consumer response. Schivinski and Dabrowski (2016) and Kim and 

Ko (2012) also use brand equity as a mediator between SMME and CR and prove that 

there is a positive and significant relationship among the variables. In another study, 

Godey et al. (2016) used brand equity as a mediator between SMME and CR, and the 

results reveal that BE positively and significantly mediates the relationship between the 

independent and dependent variable. 

The results of the study reveal that the brands can improve their relationship with 

the customer by using social media sites. The relationship of brands with customers 

helps to convince the customer to prefer their brand and become loyal. And when the 

customers become loyal to the brand, they will be willing to pay a premium price. 

This study includes five dimensions of SMME which are entertainment, interaction, 

customization, trendiness, and WOM. It includes the dimensions of brand equity, namely, 

brand image, brand awareness, and brand quality. Consumer behavior also depends on three 

dimensions, namely, premium price, preference, and loyalty. Prior research has been 

conducted on penetrating luxuries brands and such findings were similar to the findings of 

other industries. These findings for the industries in Pakistan in creating brand equity 

would be useful in the customers’ minds. Social media sites are used for 
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entertainment and interaction. The industries can influence their customers by using social 

media sites to market their brands. Positive word-of-mouth has great influence on a 

customer’s mind while purchasing a brand. 

Limitations and Future Scope: The first limitation of this study is the socio-demographic 

factor which includes age, gender, income, and education. It should be included as a 

moderating variable in future studies to thoroughly understand the studied phenomenon. 

Second, this study has taken into consideration the three dimensions of brand equity 

—brand image, brand awareness, and brand quality. Other dimensions of brand equity, such 

as brand association and re-evaluating brand equity creation process should be incorporated 

in future studies. 

Third, the findings of this study are restricted to Pakistan’s cultural context. Future 

research could be conducted on other cultures for an indepth understanding of the concepts.J 
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This survey requires your feedback that will support us in our research work regarding 

Social Media Marketing Efforts. So, you are requested to spare your 5 to 10 minutes to fill 

this questionnaire. The feedback shall be kept confidential and anonymous and shall be 

used only for academic purpose. 

I 

Please read the statements and show your level of agreement or disagreement with 

each of these statements regarding this institute. Choose neutral if you think you do 

not agree or disagree with the statement. 1. Strongly Disagree, 2. Disagree, 3. Neutral, 

4. Agree, 5. Strongly Agree 

Questionnaire 

  

 
 

 

Appendix 

 
 
 
 
 
 
 
 
 
 

Gender: Male Female  

Age Group: 18 to 22 23 to 27 

 28 to 32 Above 32 

Education: Graduate Masters PhD/Others 

Income : 

(Pakistani 

Rupee) 

0 to 5,000 

Above 15,000 

5,000 to 10,000 10,000 to 15000 

X-Brand: Junaid Jamshed Khaadi Outfitter 

  
Section-II 

 

 
 
 
 
 

 

S. No. Item 1 2 3 4 5 

SMME 

E1 Using company’s social media is fun.      

E2 Content shown on company’s social media seems 
interesting. 

     

I3 Company’s social media enables information 
sharing with others. 

     

I4 Conversation or opinion exchange with others is 
possible through company’s social media. 

     

I5 It is easy to deliver my opinion through company’s 
social media. 

     

 

 



  

 
 

 
Appendix (Cont.) 

 

S. No. 

T6 
 

 
T7 

C8 

 
C9 

 

 
WOM10 

 
 

 
WOM11 

 
 
 

 
BA1 

BA2 

 
BA3 

 

 
BI4 

BI5 

BI6 

BI7 

 
BI8 

 

 
Q9 

Q10 

Q11 

Q12 

Item 1 2 

Content shown on company’s social media is the 
newest information. 

 
Using company’s social media is very trendy. 

 
Company’s social media offers customized 
information search. 

 
Company’s social media provides customized service. 

 
I would like to pass on the information on brand, 
product, or services from company’s social media 

to my friends. 

 
I would like to upload content from company’s social 
media on to my blog or microblog. 

 
Brand Equity 

 
I am always aware of this brand. 

 
Characteristics of this brand come to my mind 
quickly. 

 
I can quickly recall the symbol or logo of this 
brand. 

 
What offers this brand is a high-tech company. 

What offers this brand is a leading company. 

What offers this brand has long experience. 

What offers this brand is a representative of the 
IT software industry. 

 
What offers this brand is a customer-oriented 
company. 

 
The quality of this brand is credible. 

This brand must be of very good quality. 

The high quality of this brand is consistent. 

This brand has higher quality than other brands. 

3 4 5 
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Appendix (Cont.) 

 

S. No. Item 1 2 3 4 5 

Customer Response 

PP1 I am willing to pay a higher price for products of 
this brand than for other brands. 

     

PP2 I am willing to pay a lot more for this brand than 
other brands in this category. 

     

L3 I am satisfied with this brand. 
     

L4 This is my favorite brand. 
     

L5 I have confidence in this brand. 
     

 
Comments (if any): 

     

 

Reference # 03J-2019-05-02-01 
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