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Purpose 

This study examines how interactive social media marketing 

influences brand loyalty, focusing on the mediating roles of Brand 

Awareness, Perceived Value, and Brand Love. 

Methodology 

Structural Equation Modeling with PLS-SEM was employed with 

a sample of 385 respondents, who were administered through 

convenience sampling, to execute this quantitative research with a 

cross-sectional time order. Bootstrapping was applied to assess 

mediation effects. 

Findings 

Results show that social media marketing significantly enhances 

brand awareness and love, but does not strongly influence the 

perceived value. The mediation analysis confirms that social 

media marketing affects brand loyalty indirectly through brand 

awareness and brand love, with brand love as the more powerful 

mediator. Perceived value does not significantly mediate the 

relationship. 

Conclusion 

The research suggests that social media marketing enhances brand 

awareness and emotional involvement, although it exerts no 

influence on perceived value. Brand love is the most potent 

catalyst and mediator of loyalty, signifying that emotional 

connection outweighs logical assessment. Consequently, 

companies should prioritize cultivating authentic emotional 

connections over merely increasing awareness to establish 

enduring customer loyalty. Managers should design social media 

strategies that foster emotional engagement and authentic 

connections, as loyalty is better sustained through brand love than 

through awareness or value perceptions alone. 
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1. Introduction 
In the dynamic digital era, social media has emerged as one of the most powerful tools 

for communication and marketing. The rapid growth of social networking platforms such 

as Facebook, Instagram, and TikTok has redefined how consumers engage with brands 

and make purchasing decisions. Social media marketing (SMM) provides a vibrant 

platform where users not only consume content but also interact, co-create, and share 

experiences, thereby reshaping traditional marketing paradigms (Appel et al., 2020; 

Bilgin, 2018; Weber, 2007). For firms seeking to cultivate brand loyalty in an 

increasingly competitive market, understanding how interactive social media engagement 

translates into long-term consumer loyalty has become a strategic imperative (Blend & 

Ibrahim, 2021; Dwivedi et al., 2020). 

Therefore, the Internet and communication technologies have given rise to social media, 

which has become an essential part of modern life (Weber, 2007; Bilgin, 2018). This 

development enables dynamic and real-time interactions between individuals, brands, 

and communities, fundamentally transforming how organizations build relationships with 

their audiences (Salem, S. F. & Salem, S. O., 2019).Various platforms such as Facebook, 

Instagram, Twitter, and LinkedIn have not only reinvented marketing communication but 

also significantly influenced consumers’ buying decisions, product perceptions, 

emotions, and loyalty toward particular brands (Appel et al., 2020; Dwivedi et al., 2020). 

Despite the immense marketing potential of social media, firms still face challenges in 

converting consumer engagement into sustainable brand loyalty, particularly among 

younger users characterized by varying preferences (Ismail, 2017; Salem & Salem, 

2019). Extant literature suggests that interactive engagement on social media can 

stimulate consumer trust, brand awareness, and emotional attachment—all crucial 

precursors to loyalty (Lu & Hsiao, 2010; Hajli, 2013; Bilgin, 2018). Yet, the underlying 

psychological and relational mechanisms that explain how digital interactions evolve into 

loyalty remain underexplored. As businesses use social media marketing (SMM) to 

strengthen their competitive advantage, it becomes critical to examine how these 

activities contribute to key brand-related outcomes, which in turn lead to product 

preferences (Keller, 2013; Yoo et al., 2000). Moreover, perceived value is a key concept 

that may enhance (or weaken) brand perception and is central to business strategy (Baig 

et al., 2023). In this context, customer satisfaction is key to enhancing loyalty (Fakhr Uz 

Zaman et al., 2025; Irfan & Baig, 2023; Siddiqui & Baig, 2024). 

A growing body of literature has identified several mediating variables that bridge social 

media engagement and brand loyalty, including brand awareness, perceived value, and 

brand love. Brand awareness represents the initial cognitive stage where consumers 

recognize and recall a brand, facilitating purchase consideration (Keller, 2009; Pires & 

Rosenberger, 2019). Perceived value captures the consumer’s holistic evaluation of the 

benefits gained relative to sacrifices made, embodying both functional and emotional 

dimensions (Zeithaml, 1988; Chen & Lin, 2019; Bushara et al., 2023). Meanwhile, brand 

love reflects the affective and emotional attachment that fosters deeper, enduring 

consumer–brand relationships (Fournier, 1998; Wallace et al., 2014; Mayasari et al., 

2023). 

Accordingly, this study investigates the impact of social media marketing (SMM) on 

brand loyalty, while exploring the mediating roles of brand awareness, perceived value, 

and brand love in shaping this relationship. Specifically, it seeks to understand how 

SMM initiatives foster customer awareness, enhance perceptions of value, and cultivate 

emotional connections with brands, which in turn strengthen loyalty. By integrating 
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cognitive, emotional, and behavioral perspectives, this research contributes to a holistic 

understanding of how digital engagement transforms likes and shares into lasting loyalty 

a vital insight for marketers striving to build sustainable brand relationships in the digital 

economy. 

Furthermore, the study addresses important questions: How does SMM influence brand 

loyalty directly and indirectly? To what extent do perceived value and brand awareness 

mediate this relationship? And how does brand love, as an emotional dimension of 

consumer–brand interaction, contribute to sustaining long-term loyalty? By integrating 

these perspectives, the study offers valuable insights into the mechanisms through which 

interactive social media strategies shape consumer behavior, ultimately contributing to a 

deeper understanding of loyalty in the digital age. 

2. Literature Review 

2.1. Social Media Marketing (SMM) 
Social media is a digital platform where users with shared interests socialize and 

exchange perceptions and ideas (Weber, 2007; Bilgin, 2018). Recognizing its popularity, 

many companies see social media as a lucrative way to connect with potential customers. 

This has made social media the preferred channel for marketers aiming to reach specific 

audiences (Blend & Ibrahim, 2021). Companies now view social media as the most 

effective marketing tool for achieving success (Vernuccio et al., 2015; Salem, S. F., & 

Salem, S. O., 2019). However, despite these opportunities, many firms struggle to build 

lasting brand loyalty among youth, who often display only temporary allegiance through 

these platforms (Ismail, 2017; Salem, S. F., & Salem, S. O., 2019). Research confirms 

that social media affects customer trust and decision-making, while also enabling 

customers to interact and share experiences (Lu & Hsiao, 2010; Hajli, 2013; Bilgin, 

2018). As social media platforms grow, they are predicted to dominate marketing 

strategies, eclipsing traditional approaches (Appel et al., 2020; Dwivedi et al., 2020; 

Ibrahim et al., 2020; Ibrahim, 2021). Companies not only post corporate content but also 

use social media to turn users into active marketing participants, encouraging them to 

engage more deeply and share ideas. 

2.2. Brand Awareness (BA) 
According to Keller (2009), brand awareness can be defined as “the extent to which a 

brand is embedded into the consumers' brain, meaning their ability to recall or identify 

the brand in various circumstances” (Bilgin, 2018). Brand awareness is developed 

through consumers’ frequent encounters with the brand that are strong enough to leave a 

positive impression (Aaker, 1991; Pires& Rosenberger, 2019). These interactions can be 

triggered through different brand elements such as the brand name, slogan, packaging, 

various advertising forms, and social media marketing campaigns (Keller, 2013; Yoo et 

al., 2000; Bruhn et al., 2012; Pires& Rosenberger, 2019). In the economic aspect, 

businesses can use social media as a cost-effective strategy to strengthen brand 

recognition (Erdogmus & Cicek, 2012; Khan et al., 2022). Brand awareness reduces the 

time that people would typically spend searching for the product they are about to buy 

(Verbeke et al., 2005; Bilgin, 2018). Brand recognition plays a key role in the buyer’s 

purchase intention when selecting a brand for shopping (Barreda et al., 2015; Khan et al., 

2022). Brand awareness is considered the first stage at which brands must be for 

consumer consideration during the buying process (Langaro et al., 2018; Pires & 

Rosenberger, 2019). 
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2.3. Perceived Value (PV) 
As PV (perceived value) first appeared in 1980, it has gained growing recognition from 

both academics and professionals (Bushara et al., 2023). The commonly listed definition 

of PV could include “the overall assessment of the product utility based on the perception 

of what is received and what is given” (Zeithaml, 1988, p. 14; Ajina, 2019). It is the 

measurement of what the customer has invested versus what they have been given in 

return (Bushara et al., 2023). The perceived value domain comprises five theoretical 

areas of value, such as functional value, social value, emotional value, epistemic value, 

and conditional value (Ledden et al., 2007; Chen & Lin, 2019). 

Many scholars have examined perceived value (PV) as a crucial component of corporate 

marketing.  Consequently, marketers are increasingly interested in perceived value due to 

the rise of price-value consumers (Bushara et al., 2023).  According to Wang et al. 

(2004), e-commerce has both economic and psychological implications, providing 

competitive advantages to enterprises (Ajina, 2019).  Certain studies have recognized this 

as the fundamental element for analyzing customer behavior (Wang et al., 2004; Ajina, 

2019). 

2.4. Brand Love 
 Wallace, Buil, and de Chernatony (2014) pointed out, brand love is defined as a 

consumer's emotional tie and favorable personality toward the brand (Salem & Salem, 

2019). Sasmita and Mohd Suki (2015) have argued that a brand deeply rooted in its 

consumers facilitates the development of sustainable brands and creates greater loyalty 

towards it (Salem & Salem, 2019). The basis for the brand-consumer relationship is the 

principles of interpersonal theory of love and triangular theory of love (Fournier, 1998; 

Sternberg, 1986, 1997; Fetais et al., 2023). As a result, brand loyalty will increase and 

help prevent the spread of negative information relating to the brand (Mayasari et al., 

2023). Consumers tend to be understanding when it comes to any marketing technique 

blunder made by their favorite brand (Mayasari et al., 2023). According to Huang (2017), 

customers can develop attachment and loyalty to a brand if businesses understand the 

processes through which consumers typically become attached and remain devoted to it 

(Salem & Salem, 2019). Therefore, the available research on brand affection 

demonstrates a pivotal link between attitudes and related behavioral responses, leading to 

the construction of strong ties between customers and brands. This involves changing the 

attitude and emotions of customers towards the brand, promoting the acceptance of the 

brand, building loyalty, stimulating e-word of mouth (eWOM) , generating actual 

purchases and purchase intentions, and discouraging people from being overly price-

conscious (Albert et al., 2008; Ahuvia, 2005; K. Altrainabat, 2017; Batra et al., 2012; 

Carroll &Ahuvia, 2006; Wallace et al., 2014; Fetais et al., 2023). 

2.5. Brand Loyalty 
Studies reveal that brand loyalty among customers is shown by their intent to purchase 

the same brand above others and their promise to always choose the same brand when 

they shop (Nyadzayo & Khajehzadeh, 2016; Salem & Salem, 2019). The customer who 

repeatedly takes the same brand is a good example of loyalty (Lam et al., 2004; Jones & 

Taylor, 2007; Bilgin, 2018). Aaker (2014) asserts that brand loyalty represents the apex 

of brand management.  To assess consumer loyalty, the company can adjust the product's 
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price relative to comparable competitor products to derive conclusions (Yegin, 2019). 

According to Kang, Tang, and Lee’s theory on brand loyalty, the concept spans a three-

phased process that culminates in achieving the previous phase. In the first stage, which 

is cognitive loyalty, patrons consider their personal experiences with this brand and how 

it meets their expectations (Taghipourian & Bakhsh, 2015; Salem & Salem, 2019). A 

second stage of this loyalty, named affective loyalty (AL), is where the consumers 

exhibit a real emotional attachment to the brand. This emotional bond essentially 

provides a positive attitude and favorable experience to the customer, leading to the 

brand's satisfaction (Lee et al., 2015; Salem & Salem, 2019). Another major aspect of 

today's marketing landscape is the concept of customer brand loyalty. When consumers 

create a strong bond or addiction to a brand, this results in loyalty sales, which are an 

indispensable drive for business persistence (Yegin, 2019). 

2.6. Social Media Marketing, Brand Awareness and Brand 

Loyalty 
Contrary to traditional face-to-face marketing methods, the development of social media 

marketing activities has adhered to an interaction approach and now engages consumers 

in the process through actions such as liking, commenting, and sharing (Dulek & Saydan, 

2019). Social networking sites do that amazingly as they bring together present customer 

communities and others on their site (Assael, 2001; Maria et al., 2019). Due to its 

accessibility, it is often easier for companies to implement the actions necessary for 

brand building on social media platforms (Nyekwere et al., 2013; Dulek & Saydan, 

2019). Businesses like Dell and Starbucks equally apply social network websites for 

promotional purposes, such as to build and maintain brand awareness among clients 

(Maria et al., 2019). Numerous previous studies have demonstrated that social media 

marketing actions typically enhance brand awareness.  Because of this behavior, social 

media users' online friends are more likely to voluntarily share any content available with 

them, expanding the reach (Bruhn et al., 2012; Hutter et al., 2013; Barreda et al., 2015; 

Bilgin, 2018; Seo& Park, 2018). 

H1: Social Media Marketing (SMM) has a positive effect on Brand Awareness (BA). 

H7: Brand Awareness mediates the relationship between SMM and BL.  

2.7. Social Media Marketing & Perceived Value and Brand 

Loyalty 
The concept of customer value and its significance to firms has recently received 

considerable attention, being regarded as a fundamental pillar of corporate sustainability 

(Baig et al., 2023).  An assessment of company value is a cognitive process wherein 

incoming information is organized, processed, and subsequently analyzed to provide 

meaning for persons (Juliana et al., 2021).  The relationship between social media 

marketing (SMM) and customers' perceived value (PV) is intricate.  The advent of the 

internet and social media has transformed the dynamics between firms and their 

customers, prioritizing connections above transactions (Bushara et al., 2023).  A 

customer's sense of belonging to a product or company correlates positively with their 

satisfaction about the organization's offerings (Papista & Dimitriadis, 2012; Chen & Lin, 

2019; Fakhr Uz Zaman et al., 2025; Kashif Baig et al., 2023). 

H2: SMM has a significant positive impact on customers’ PV. 
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H9: PV mediates the relationship between SMM and BL. 

 

2.8. Social Media Marketing, Brand Love and Brand Loyalty 
Researchers have identified several essential aspects underlying this association, 

including the brand's identity and its effectiveness in communicating customer values 

(Wallace & de Chernatony, 2014; Sikandarv& Ahmed, 2019). The author characterizes 

the brand's trustworthiness through a transformative lens, delineating the customer-brand 

connection as a three-tier framework: subjective engagement, individual focus, and 

societal emphasis (Sikandar & Ahmed, 2019). Research on social media indicates that 

consumers with a strong affinity for their brand are inclined to publish content related to 

their products on their social media profiles (Baena, 2016; Ercis et al., 2020). The 

favorable responses of customers to the "love" sign on Instagram and the "like" symbol 

on Facebook may be interpreted as expressions of brand affinity (Vernuccio et al., 2015; 

Wallace et al., 2014; Ercis et al., 2020). Social media marketing is a valuable tool for 

marketers, as it is crucial for garnering millennial support for local firms (Mayasari et al., 

2023). Consumers join the brand community to be informed about the most intriguing 

and recent brand developments. When customers receive trustworthy information and 

establish an emotional connection with the company, it ultimately fosters brand loyalty 

(Nilowardono et al., 2020). Researchers have identified several essential aspects 

underlying this association, including the brand's identity and its effectiveness in 

communicating customer values (Wallace & de Chernatony, 2014; Sikandar & Ahmed, 

2019). The author characterizes the brand's trustworthiness through a transformative lens, 

delineating the customer-brand connection as a three-tier framework: subjective 

engagement, individual focus, and societal emphasis (Sikandar & Ahmed, 2019). 

Research on social media indicates that consumers with a strong affinity for their brand 

are inclined to publish content related to their products on their social media profiles 

(Baena, 2016; Ercis et al., 2020). The favorable responses of customers to the "love" sign 

on Instagram and the "like" symbol on Facebook may be interpreted as expressions of 

brand affinity (Vernuccio et al., 2015; Wallace et al., 2014; Ercis et al., 2020). Social 

media marketing is a valuable tool for marketers, as it is crucial for garnering millennial 

support for local firms (Mayasari et al., 2023). Consumers join the brand community to 

be informed about the most intriguing and recent brand developments. When customers 

receive trustworthy information and establish an emotional connection with the company, 

it ultimately fosters brand loyalty (Nilowardono et al., 2020). 

H3: Social media marketing has a significant influence on brand love 

H8: BLV mediates the relationship between SMM and BL. 

2.9. Brand Awareness & Brand Loyalty 
Consumers recognize brand awareness through consistent usage, positive sentiments, 

preferences, and the brand itself. Notably, the consequences of peer-to-peer influence are 

so powerful that they can directly affect purchase decisions over time, resulting in long-

term loyalty (Mathew et al., 2014). However, this finding contradicts the conventional 

perspective that devoted and familiar customers should exclusively contemplate the 

brands (Macdonald & Sharp, 2003). Meanwhile, Chang (2012) and Barreda et al. (2015) 

assert that brand awareness is paramount, surpassing brand image and brand loyalty, and 

serves as the critical determinant of brand strength. In essence, research suggests that 

brand loyalty for firms is generated through a synthesis of brand awareness and brand 

image (Baldauf et al., 2003). Furthermore, supporting this view, Perera and 

Dissanayaka's (2013) research indicates a significant association between brand 

awareness and brand loyalty (Bilgin, 2018). 
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H4: Brand awareness has a positive effect on brand loyalty. 

2.10. Perceived Value & Brand Loyalty 
Loyalty programs give retailers insight into consumer purchase behavior and brand 

satisfaction, as reflected by perceived value. Ashraf et al. (2018), referencing Ishak et al. 

(2014), found that product value, rooted in customer trust, significantly influences brand 

loyalty. Trust thus acts as a precursor to loyalty (Ashraf et al., 2018; Ishak et al., 2014; 

Jian Li, 2021). 

Hypothesis 5 (H5): Perceived value has a positive impact on brand loyalty. 

2.11. Brand Love & Brand Loyalty 
Thomson, MacInnis, and Whan Park (2005) confirmed that brand love and brand loyalty 

exhibit a robust positive correlation across multiple studies. Likewise, Back and Park 

(2003) undertook a study in the hospitality sector that yielded analogous findings. 

Researchers argue that consumers who are content with their preferred brand and possess 

a profound emotional connection to it exhibit greater loyalty than those who do not share 

such an emotional affiliation (Roy, Eshghi, & Sarkar, 2013). Bergkvist and Bech-Larsen 

(2010) and Carroll and Ahuvia (2006) further substantiates the notion that customers' 

affection for a brand correlates with brand loyalty. Bıçakcıoğlu, İpek, and Bayraktaroğlu 

(2018) offer pertinent observations regarding this relationship. 

Hypothesis 6 (H6): brand love has a positive impact on brand loyalty. 

2.12. Research Framework 

 

Figure.1.Research Framework 

Source: Author’s own elaboration 

3. Methodology 

The main methodological consideration was the Research Onion model (Saunders et al., 

2019). The methodological preferences aligned with the study's aim of examining the 
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impact of social media marketing (SMM) on brand loyalty, considering the mediating 

roles of perceived value, brand awareness, and brand love. 

3.1.  Research Design 
The research used a positivist approach focused on objectivity, quantification, and 

hypothesis testing. This method tests if social media marketing initiatives directly 

influence brand preferences. The deductive approach turned established theories into 

quantifiable constructs for systematic analysis of causal links. The study's quantitative 

cross-sectional design collected data at a single point to evaluate relationships between 

SMM, brand awareness, perceived value, brand love, and brand loyalty. This approach 

provided an overview of customer attitudes in the changing digital landscape. Data was 

gathered with an online structured survey, efficiently reaching many social media users 

in Pakistan. 

3.2. Research setting and Population 
To ensure accessibility and participation from a variety of demographic groups, the 

survey was administered online using Google Forms shared on Facebook, WhatsApp, 

and other platforms. Active social media users were targeted in Pakistan. The Digital 

2023 Pakistan Report by DataReportal indicates that this population consists of over 87 

million users, providing a substantial framework for analyzing the influence of social 

media marketing on loyalty development. 

3.3. Sampling Technique and Sample Size 
Due to the group’s diversity, the study used convenience sampling, a common non-

probability method for exploratory online research. Participants were selected based on 

availability and willingness to participate. The Survey Monkey sample size calculator 

(www.surveymonkey.com) recommended 385 participants for a 95% confidence level 

and a 5% margin of error. This approach allowed the results to represent the population’s 

characteristics while addressing resource and time limits. 

3.4. Measures 
The survey questionnaire was designed around established measurement scales, 

employing a five-point Likert scale ranging from strongly disagree to strongly agree. 

Items for SMM were adapted from Yadav and Rahman (2017), Wibowo et al. (2021), 

and Mayasari et al. (2023). Brand awareness items were drawn from Keller (1993) and 

Dulek and Saydan (2019). Perceived value was measured using items from Zeithaml 

(1988) and Bushara et al. (2023). Measures for brand love were adapted from Mayasari 

et al. (2023), while brand loyalty items were sourced from Jain et al. (2018), Kotler and 

Gertner (2002), Ibrahim (2021), Zehir et al. (2011), and Khan et al. (2022). This ensured 

that constructs were operationalized using validated and widely cited scales. 

3.5. Pilot Testing 
A pilot test involved 23 participants. Cronbach’s alpha was 0.776, exceeding the 

minimum of 0.70 (Sekaran & Bougie, 2013). Subscale reliabilities ranged from 0.635 to 

0.847, showing acceptable to strong internal consistency. Participants completed the test 

in 10 to 15 minutes, and feedback confirmed that this timing was suitable. Minor changes 

improved clarity and flow, as shown in the table. 
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Table.1.Pilot Testing 

S. No Construct No. of Items Cronbach Alpha 

1 Social media marketing 4 0.789 

2 Brand awareness  4 0.752 

3 Perceive value  4 0.654 

4 Brand love 5 0.637 

5 Brand loyalty 5 0.847 

          Source: Author’s own elaboration 

3.6. Data Collection and Analysis 
Data gathering spanned six months, enabling participation from a diverse demographic. 

Demographic information—age, gender, education, and income—was collected to 

analyze any discrepancies in responses. After data cleaning and encoding, statistical 

methods for quantitative research, including correlation analysis (measuring variable 

relationships) and regression analysis (predicting values from other variables), were used 

to evaluate proposed relationships. The analysis also examined how brand awareness, 

perceived value, and brand love mediate the connection between social media marketing 

and brand loyalty. Analyses were conducted using SPSS 26 and Smart PLS 4, specialized 

statistical tools. 

3.7. Ethical Consideration 
Participants’ anonymity and confidentiality were strictly maintained, with no personal 

identifiers disclosed. Furthermore, participation was voluntary, with the right to withdraw 

at any time. In addition, informed consent, inclusion criteria, and estimated completion 

time were clearly communicated. Data were securely stored in password-protected files 

and accessible only to designated authorized researchers. Finally, ethical approval was 

obtained from the institutional review board, ensuring compliance with established 

research standards and protection of participant rights. 

4. Analysis  
4.1. Demographic Profile of Respondents 

Table.2.Demographic Profile 

Category Items Frequencies Percentage 

Gender Male 258 67 % 

 Female 127 33 % 

Age 15-25 years 218 56.8 % 

 26-36 years 153 39.8 % 

 37-47 years 10 2.4 % 

 48-60 years 

60-65 years 

4 1 % 

0 % 

Profession Student 158 41 % 

 Employed 148 38.3 % 

 Self-Employed 45 11.7 % 

 Business Owner 

Home Maker 

Other 

26 

6 

2 

6.9 % 

1.6 % 

0.5 % 

Income Below 50k Rs 

50k - 100k Rs 

101k - 200k Rs 

201k - 300k Rs 

Over 300k Rs 

Prefer not to say 

122 

112 

64 

35 

21 

31 

31.6 % 

29.1 % 

16.5 % 

9.1 % 

5.4 % 

8.3 % 

            Source: Author’s own elaboration 
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The demographic profile demonstrates a male-dominated sample (67%), with females 

comprising 33%. The majority of respondents were young adults aged 15–25 years 

(56.8%), followed by 26–36 years (39.8%), indicating that social media engagement is 

highest among youth. Students (41%) and employed individuals (38.3%) formed the bulk 

of participants, reflecting active digital users. Income distribution was diverse, with most 

earning below 100k PKR (60.7%), suggesting representation from middle- to lower-

income groups. The presence of self-employed (11.7%) and business owners (6.9%) 

further adds heterogeneity. Overall, the demographics highlight a youthful, educated, and 

socially active cohort—ideal for studying social media marketing’s influence. 

4.2. Measurement Model 
The assessment of the measurement model was conducted using the PLS-SEM algorithm 

(Hair et al., 2017; Sarstedt et al., 2021), as exhibited by figure 2.  

 
 
 
 

 
 

 

Figure.2.Measurement Model 

Source: Author’s own elaboration 
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4.3. Factor Loadings, Reliability and Convergent Validity. 
The quality criteria were checked through the PLS-SEM algorithm (Hair et al., 2022) 

based on outer loadings, Cronbach's alpha, and composite reliability, as shown in Table 

3. 

Table.3.Factor Loadings 

  Factor Loadings α CR AVE 

BA1 0.932 0.888 0.924 0.754 

BA2 0.776 
   

BA3 0.948 
   

BA4 0.803 
   

BL1 0.790 0.893 0.922 0.702 

BL2 0.860 
 

 
 

BL3 0.889 
 

 
 

BL4 0.764 
 

 
 

BL5 0.880 
 

 
 

BLv1 0.747 0.867 0.899 0.643 

BLv2 0.881  
  

BLv3 0.871  
  

BLv4 0.787  
  

BLv5 0.709  
  

PV1 0.868 0.899 0.930 0.768 

PV2 0.887 
  

 

PV3 0.879 
  

 

PV4 0.871 
  

 

SMM1 0.870 0.864 0.904 0.701 

SMM2 0.886 
   

SMM3 0.780 
   

SMM4 0.810 
   

Note:Brand Awareness (BA), Brand Loyalty (BL), Brand Love (BLv), Perceived Value (PV), Social Medial Marketing  

          (SMM), Cronbach Alpha > 0.7, Composite Reliability (CR) > 0.7, Average Variance Extracted (AVE) > 0.5.   

Source: Author’s own elaboration 

The measurement model reveals satisfactory reliability and validity across all constructs. 

Factor loadings for items exceeded the recommended threshold of 0.70 (Hair et al., 

2019), confirming strong indicator reliability, with the exception of a few items (e.g., 

BLv5 = 0.709) that still met the minimum acceptable level. Cronbach’s alpha (α) values 

ranged from 0.864 to 0.899, surpassing the 0.70 threshold (Nunnally & Bernstein, 1994), 

indicating internal consistency. Composite Reliability (CR) values were consistently 

above 0.90, exceeding the 0.70 benchmark (Fornell & Larcker, 1981), thus confirming 

construct reliability. Average Variance Extracted (AVE) scores ranged between 0.643 

and 0.768, all above the 0.50 threshold (Fornell & Larcker, 1981), establishing 

convergent validity. Specifically, Brand Awareness (α = 0.888, CR = 0.924, AVE = 

0.754) and Perceived Value (α = 0.899, CR = 0.930, AVE = 0.768) showed particularly 

strong measurement properties. Overall, these results affirm that the constructs—Brand 

Awareness, Brand Loyalty, Brand Love, Perceived Value, and Social Media 

Marketing—were measured reliably and validly, supporting further structural model 

analysis.  
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4.4. Discriminant Validity 
The discriminat validity was assessed through the Heterotrait-monotrait ratio (HTMT), 

Fornell-Larcker criterion and Cross Loadings as shown in tables (Hair et al., 2024). 

Table.4.Heterotrait-monotrait Ratio (HTMT) 

  
Brand 

Awareness 

Brand 

Love 

Brand 

Loyalty 

Perceived 

Value 

Social Media 

Marketing 

Brand  Awareness 
     

Brand  Love 0.240 
    

Brand  Loyalty 0.122 0.597 
   

Perceived Value 0.165 0.397 0.501 
  

Social Media Marketing 0.469 0.334 0.149 0.199 
 

Source: Author’s own elaboration 

Discriminant validity was confirmed as all HTMT values (0.122–0.597) fell below the 

conservative threshold of 0.85 (Henseler et al., 2015), indicating a clear distinction 

among Brand Awareness, Brand Loyalty, Brand Love, Perceived Value, and Social 

Media Marketing constructs. 

Table.5.Fornell-Larcker Criterion 

  
Brand 

Awareness 

Brand 

Love 

Brand 

Loyalty 

Perceived 

Value 

Social Media 

Marketing 

Brand  Awareness 0.868 
    

Brand  Love 0.225 0.802 
   

Brand  Loyalty -0.105 0.586 0.838 
  

Perceived Value 0.151 0.399 0.452 0.876 
 

Social Media Marketing 0.434 0.276 -0.054 0.172 0.838 

Source: Author’s own elaboration 

The Fornell–Larcker criterion confirmed discriminant validity. Each construct’s square 

root of AVE (0.802–0.876) exceeded its correlations with other constructs. This shows 

Brand Awareness, Brand Love, Brand Loyalty, Perceived Value, and Social Media 

Marketing are empirically distinct (Fornell & Larcker, 1981). 

Table.6.Cross Loadings 

  Brand Awareness Brand Love Brand Loyalty Perceived Value Social Media Marketing 

BA1 0.932 0.247 -0.072 0.194 0.425 

BA2 0.776 0.200 -0.104 0.117 0.322 

BA3 0.948 0.176 -0.106 0.123 0.389 

BA4 0.803 0.154 -0.089 0.081 0.363 

BL1 -0.084 0.413 0.790 0.302 -0.054 

BL2 -0.143 0.544 0.860 0.347 -0.083 

BL3 -0.036 0.562 0.889 0.447 0.056 

BL4 -0.069 0.472 0.764 0.343 -0.074 

BL5 -0.110 0.445 0.880 0.442 -0.085 

BLv1 0.096 0.747 0.240 0.085 0.334 

BLv2 0.274 0.881 0.464 0.459 0.296 

BLv3 0.136 0.871 0.606 0.381 0.164 
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Brand Awareness Brand Love Brand Loyalty Perceived Value Social Media Marketing 

BLv4 0.237 0.787 0.637 0.406 0.114 

BLv5 0.108 0.709 0.188 0.087 0.317 

PV1 0.082 0.344 0.417 0.868 0.104 

PV2 0.059 0.315 0.417 0.887 0.081 

PV3 0.131 0.343 0.384 0.879 0.151 

PV4 0.252 0.395 0.367 0.871 0.263 

SMM1 0.442 0.315 0.051 0.267 0.870 

SMM2 0.336 0.271 -0.037 0.109 0.886 

SMM3 0.249 0.118 -0.205 -0.078 0.780 

SMM4 0.361 0.141 -0.108 0.136 0.810 

Source: Author’s own elaboration  

The cross-loadings analysis confirmed discriminant validity. Each indicator loaded 

highest on its intended construct (0.709–0.948). This satisfies the guidelines of Hair et al. 

(2019). An indicator's loading should be higher on its own construct than on any other. 

Thus, the measurement items uniquely represent their respective constructs. 

4.5. Model’s Explanatory Powers 

Table.7.R-Square 

  R Square R Square Adjusted 

Brand  Awareness 0.188 0.186 

Brand  Love 0.076 0.074 

Brand  Loyalty 0.468 0.463 

Perceived Value 0.030 0.027 

Source: Author’s own elaboration 

Table.8.F-Square 

  
Brand 

Awareness 

Brand 

Love 

Brand 

Loyalty 

Perceived 

Value 

Social Media 

Marketing 

Brand  Awareness 
  

0.127 
  

Brand  Love 
  

0.437 
  

Brand  Loyalty  
    

Perceived Value 
  

0.122 
  

Social Media Marketing 0.232 0.082 
 

0.031 
 

Source: Author’s own elaboration 

The model demonstrates moderate explanatory power, with Brand Loyalty showing the 

highest R² (0.468), indicating substantial variance explained. Brand Awareness (0.188) 

and Brand Love (0.076) show weaker explanatory levels, while Perceived Value (0.030) 

is minimal. F² values confirm medium-to-strong effects, especially Brand Love (0.437) 

and Social Media Marketing (0.232). However, the R-square value of “Perceived Value” 

reflects a lower strength than the recommended threshold, normally the R-Square value 

in social science research remain low due to some uncontrollable external factor 

therefore, we suggest future research with revised measures or eliminating the imperfect 

aspect of the survey.    
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4.6. Structural model 

Table.9.Structural Model Results 

Hypotheses   Beta Coefficients S.D. T Statistics P Values 

H1 SMM->BA 0.434 0.087 5.017 0.000 

H2 SMM -> PV 0.172 0.111 1.556 0.120 

H3 SMM->BLv 0.276 0.119 2.328 0.020 

H4 BA -> BL -0.268 0.088 3.030 0.002 

H5 PV -> BL 0.279 0.058 4.800 0.000 

H6 BLv -> BL 0.535 0.076 7.048 0.000 

Note:Brand Awareness (BA), Brand Loyalty (BL), Brand Love (BLv), Perceived Value (PV), Social Medial Marketing  

          (SMM). P value < 0.05 

Source: Author’s own elaboration 

 

The hypothesis testing reveals that H1 (SMM → BA) is strongly supported (β = 0.434, p 

< 0.001), indicating that social media marketing effectively builds brand awareness by 

increasing customer familiarity and brand visibility. However, H2 (SMM → PV) is not 

supported (β = 0.172, p = 0.120), suggesting that social media marketing activities do not 

significantly enhance customers’ perceived value, possibly because value perceptions 

depend more on product quality, pricing, and service experiences than on marketing 

interactions. H3 (SMM → BLv) is supported (β = 0.276, p = 0.020), indicating that 

interactive marketing efforts positively nurture brand love by fostering emotional bonds 

through engaging content. For H4 (BA → BL), the results are surprising, with a 

significant negative relationship (β = -0.268, p = 0.002). This implies that while 

awareness is important, awareness alone without meaningful value or emotional 

engagement might not translate into loyalty and could even reduce it if customers are 

aware of competing brands. H5 (PV → BL) is strongly supported (β = 0.279, p < 0.001), 

highlighting that customers who perceive higher value are more likely to remain loyal. 

Lastly, H6 (BLv → BL) has the strongest effect (β = 0.535, p < 0.001), confirming that 

brand love is the most powerful driver of loyalty, as emotional attachment sustains long-

term commitment. Overall, the findings emphasize that while SMM boosts awareness 

and emotional connection, loyalty is primarily driven by value perception and deep 

affection for the brand.  

4.7. Mediation Analysis 

Table.10.Specific Indirect Effects 
Hypothesis Direct Effect (IV to DV) Indirect Effect (IV to DV) Results Decision 

Coefficient  t. value p. value Coefficient  SD t. value p. value 

H7 

SMM  →  BA→BL 
0.210 4.038 0.000 0.116 0.050 2.342 0.020 

Partial 

mediation 

Partially 

Supported 

H8 

SMM →  BLv→    

BL 

0.185 3.246 0.001 0.148 0.060 2.441 0.015 
Full 

mediation 

Fully 

Supported 

H9 

SMM → PV  → BL 
0.092 2.044 0.041 0.048 0.033 1.475 0.041 

Partial 

mediation 

Partially 

Supported 

Source: Author’s own elaboration 

The mediation analysis highlights both direct and indirect effects of social media 

marketing on brand loyalty, considering brand awareness, brand love, and perceived 

value as mediators. The results show that brand awareness partially mediates the 
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relationship between social media marketing and brand love. The direct effect has a beta 

coefficient of 0.210, a t-value of 4.038, and a p-value of 0.00. The indirect effect shows a 

beta coefficient of 0.116, a t-value of 2.343, and a p-value of 0.020. Similarly, perceived 

value partially mediates the relationship. Its direct effect has a beta coefficient of 0.092, a 

t-value of 2.044, and a p-value of 0.048. The indirect effect has a beta coefficient of 

0.048, a t-value of 1.475, and a p-value of 0.041. In contrast, brand love fully mediates 

the relationship between social media marketing and brand loyalty. The direct effect 

shows a beta of 0.185, a t-value of 3.246, and a p-value of 0.001, while the indirect effect 

shows a beta of 0.060, a t-value of 2.441, and a p-value of 0.015. 

5. Discussion and Conclusion  
The findings of this study provide several important insights into how interactive social 

media marketing shapes customer loyalty. First, the significant effect of social media 

marketing on brand awareness confirms prior findings by Wallace and de Chernatony 

(2014) and Sikandar and Ahmed (2019), suggesting that digital engagement platforms 

effectively enhance brand visibility and recall. Yet, the lack of significance for the 

relationship between social media marketing and perceived value (H2) is noteworthy. 

This suggests that while social media strategies can inform and entertain, they may not 

directly convince customers of a brand’s functional or economic worth. In contrast, 

customer perceptions of value might be influenced more by real-world experiences like 

service delivery, fair pricing, and high-quality products than by marketing encounters 

alone.  The findings align with the conclusions of Juliana et al. (2021), who assert that 

experiencing elements significantly influence perceived worth more than advertising 

activities. The significant relationship between social media marketing and brand love 

(H3) highlights the emotional dimension of digital engagement. Engaging, personalized, 

and interactive content appears to foster strong emotional ties, supporting the argument 

that affective engagement is a critical outcome of social media strategies. However, the 

negative relationship between brand awareness and brand loyalty (H4) adds a surprising 

nuance. Awareness without meaningful differentiation or emotional engagement might 

lead customers to explore competing alternatives, ultimately weakening loyalty. This 

finding fosters the idea that awareness is necessary but insufficient for long-term 

commitment. The positive influence of perceived value on brand loyalty (H5) aligns with 

established theory (Ishak et al., 2014; Jian Li, 2021): customers remain loyal when they 

feel they receive high value relative to costs. Importantly, brand love (H6) emerges as the 

strongest predictor of loyalty, underscoring the central role of emotional attachment. This 

suggests that long-term loyalty is less about rational evaluations and more about affective 

bonds that tie customers to the brand. Taken together, these results highlight that social 

media marketing is more effective in creating emotional connections than in enhancing 

value perceptions. Loyalty, in turn, is sustained by a combination of perceived value and 

brand love, while brand awareness alone may even hinder it. This implies that firms 

should design social media strategies not just for reach and exposure but for deep 

engagement, storytelling, and relationship-building that cultivate brand love and convey 

tangible value. 

The mediation results provide deeper insights into how social media marketing (SMM) 

translates into brand loyalty (BL). The significant mediation through brand awareness 

(H7) indicates that exposure and visibility generated by SMM indirectly strengthen 

loyalty, though the effect is modest. More importantly, the stronger mediation effect 

through brand love (H8) highlights the central role of emotional engagement. This 

suggests that while awareness is an initial outcome of social media activities, it is the 

emotional attachment fostered by brand love that more effectively sustains loyalty. 
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Conversely, perceived value does not significantly mediate the relationship (H9), 

suggesting that customers may not directly link value perceptions to loyalty when 

influenced by social media marketing. This indicates that emotional and relational factors 

outweigh utilitarian considerations in this context. Future research could further explore 

contextual or industry-specific factors influencing perceived value’s mediating role. 

These findings align with prior research emphasizing that rational awareness is 

insufficient for loyalty without affective bonding. For managers, this underscores the 

need to design social media strategies that go beyond visibility and aim at cultivating 

authentic connections and experiences that generate brand love, ultimately securing long-

term loyalty. 

5.1. Practical Implication 
Managers should recognize that social media marketing builds awareness but does not 

guarantee loyalty. Emotional engagement, particularly brand love, is the strongest driver 

of loyalty and should be cultivated through interactive, personalized, and authentic 

content. At the same time, firms must reinforce perceived value with quality, fair pricing, 

and reliable service to sustain long-term commitment. 

5.2. Future Research Directions 
Future studies should investigate why perceived value fails to mediate the relationship 

between social media marketing and loyalty, taking into account product type, industry 

context, and cultural differences. Longitudinal and cross-cultural research could clarify 

whether awareness consistently weakens loyalty, while examining moderators such as 

trust and authenticity would provide deeper insights into loyalty formation. Moreover, a 

more robust measure the “Perceived Value” must be utilized to conduct the same study, 

that overcomes the lower explanatory power problem in this research.  

5.3. Limitation 
The research of social media is massive, covering both the urban and rural centers. 

However, due to access to wider populations, data was gathered to the strict urban setup 

of Karachi city. Moreover, the construct may be made more robust, adding more items. 

The shortage of available time restricts the use of a smaller questionnaire. Also, a weak 

explanatory power of one of the construct i.e. Perceived Value is limitation of this 

research that demands for other available measures for this construct.  

Author Contributions 

 Mirza Kashif Baig: Conceptualization of the research problem, framework, and 

design. 

 Syed Habib Ur Rehman & Syed Ghayas Ahmed Tahir Ziadi: Literature review and 

manuscript refinement. 

 Sajjada Shamim Ahmed: Statistical analysis and conclusions. 

 

Funding 

The authors received no external funding. 

 

Conflicts of Interest 

The authors declare no conflict of interest. 



 
Reviews of Management Sciences   Vol. 7, No 2, July-December 2025 
 

17 

 

References 

 
Aaker, D. A. (1997). Brand equity. La gestione del valore della marca. FrancoAngeli. 

Aaker, D. (2015). Four ways digital works to build brands and relationships. Journal of 

Brand Strategy, 4(1), 37-48. 

Ahuvia, A. C. (2005). Beyond the extended self: Loved objects and consumers' identity 

narratives. Journal of consumer research, 32(1), 171-184. 

Albert, N., Merunka, D., & Valette-Florence, P. (2008). When consumers love their 

brands: Exploring the concept and its dimensions. Journal of Business 

research, 61(10), 1062-1075. 

Algharabat, R. S. (2017). Linking social media marketing activities with brand love: The 

mediating role of self-expressive brands. Kybernetes, 46(10), 1801-1819. 

Ardiansyah, F.,& Sarwoko, E. (2020). How social media marketing influences 

consumers’ purchase decision? A mediation analysis of brand awareness. Jurnal 

Ilmiah Bidang Akuntansi dan Manajemen, 17(2), 156-168. http://dx.doi.org/ 

10.31106/jema.v17i2.6916 

Appel, G., Grewal, L., Hadi, R., & Stephen, A. T. (2020). The future of social media in 

marketing. Journal of the Academy of Marketing science, 48(1), 79-95. 

Asenahabi, B.M. (2019). Basics of Research Design: A Guide to selecting appropriate 

research design. International Journal of Contemporary Applied Researches, 

6(5). 

Ashraf, S., Ilyas, R., Imtiaz, M., & Ahmad, S. (2018). Impact of Service Quality, 

Corporate Image and Perceived Value on Brand Loyalty with Presence and 

Absence of Customer Satisfaction: A Study of four Service Sectors of Pakistan. 

International Journal of Academic Research in Business and Social Sciences, 

8(2), 452–474.  

Ajina, A.S. (2019). The Perceived Value of Social Media Marketing: An Empirical Study 

Of Online Word Of Mouth In Saudi Arabian Context. Entrepreneurship and 

Sustainability Issues, 6(3), 1512-1527.  

Baldauf, A., Cravens, K. S., & Binder, G. (2003). Performance consequences of brand 

equity management: evidence from organizations in the value chain. Journal of 

product & brand management, 12(4), 220-236. 

Baig, M. K., Asim, M., & Mahmood, N. (2023). Impact of Value Creation on Revisit 

Intention of Patients In E-Health Services: A Moderating Effect of 

Demographics. Journal of Entrepreneurship, Management, and Innovation, 5(5). 

https://doi.org/10.52633/jemi.v5i5.345 

Barreda, A. A., Bilgihan, A., Nusair, K., & Okumus, F. (2015). Generating brand 

awareness in online social networks. Computers in human behavior, 50, 600-609. 

Batra, R., Ahuvia, A., & Bagozzi, R. P. (2012). Brand love. Journal of marketing, 76(2), 

1-16. 

Becker, K., Nobre, H., & Kanabar, V. (2013). Monitoring and protecting company and 

brand reputation on social networks: when sites are not enough. Global Business 

and Economics Review, 15(2-3), 293-308. 

Bernarto, I., Berlianto, M. P., Meilani, Y. F. C. P., Masman, R. R., & Suryawan, I. N. 

(2020). The influence of brand awareness, brand image, and brand trust on brand 

loyalty. JurnalManajemen, 24(3), 412-426.  

Bergkvist, L., & Bech-Larsen, T. (2010). Two studies of consequences and actionable 

antecedents of brand love. Journal of brand management, 17, 504-518.  



 
Reviews of Management Sciences   Vol. 7, No 2, July-December 2025 
 

18 

Bıçakcıoğlu, N., İpek, İ., & Bayraktaroğlu, G. (2018). Antecedents and outcomes of 

brand love: the mediating role of brand loyalty. Journal of Marketing 

Communications, 24(8), 863-877  

Bilgin, 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.  

Bruhn, M., Schoenmueller, V., & Schäfer, D. B. (2012). Are social media replacing 

traditional media in terms of brand equity creation?. Management research 

review, 35(9), 770-790. 

Bushara, M.A., Abdou, A.H., Hassan, T.H. et al. (2023). Power of Social Media 

Marketing: How Perceived Value Mediates the Impact on Restaurant Followers’ 

Purchase Intention, Willingness to Pay a Premium Price, and E-WoM?. 

Sustainability, 15, 5331. https:// doi.org/10.3390/su15065331 

Carroll, B. A., & Ahuvia, A. C. (2006). Some antecedents and outcomes of brand love. 

Marketing letters, 17, 79-89.  

Chang, Y.-H. (2012). A study on the marketing performance using social media -

Comparison between portal advertisement, blog, and SNS channel characteristics 

and performance. Journal of Digital Policy & Management, 8(10), 119-133  

Chen, S.C., & Lin, S.C. (2019). Understanding the effect of social media marketing 

activities: The mediation of social identification, perceived value, and 

satisfaction. Technological Forecasting & Social Change, 140, 22-32. 

Cheung, M.L., Pires,G.D., Rosenberger III, P.J. (2019). Developing a conceptual model 

for examining social media marketing effects on brand awareness and brand 

image. International Journal of Economics and Business Research, 17(3). 

Cohen, J. (1988). Set correlation and contingency tables. Applied psychological 

measurement, 12(4), 425-434. 

Dick, A. S., & Basu, K. (1994). Customer loyalty: toward an integrated conceptual 

framework. Journal of the academy of marketing science, 22, 99-113. 

Dülek, B., Saydan, R. (2019). The Impact Of Social Media Advertisement Awareness On 

Brand Awareness, Brand Image, Brand Attitude And Brand Loyalty: A Research 

On University Students. International Journal Of Contemporary Economics And 

Administrative Sciences, 9(2),470-494. 

Dwivedi, Y. K., Rana, N. P., Slade, E. L., Singh, N., &Kizgin, H. (2020). Editorial 

introduction: Advances in theory and practice of digital marketing. Journal of 

Retailing and Consumer Services, 53, 101909. 

Ebrahim, R. S. (2019). The Role of Trust in Understanding the Impact of Social Media 

Marketing on Brand Equity and Brand Loyalty. JOURNAL OF RELATIONSHIP 

MARKETING, 19(4), 287–308.  

Eisingerich, A. B., MacInnis, D. J., & Park, C. W. (2023). A theoretical framework 

exploring three foundational benefits of brand attachment. A Research Agenda for 

Brand Management in a New Era of Consumerism (pp. 161-175). Edward Elgar 

Publishing.  

Ercis, A., Hos, B., Deveci, F.G. (2020). Effect Of Social Media Marketing Activities On 

Brand Loyalty: The Mediator Role Of E-Brand Love And Branding Co-Creation. 

Journal of Global Strategic Management, 14(1), 069-084.  

Erdoğmuş, İ. E., & Cicek, M. (2012). The impact of social media marketing on brand 

loyalty. Procedia-Social and behavioral sciences, 58, 1353-1360. 

Etikan, I., & Babatope, O. (2019). A Basic Approach in Sampling Methodology and 

Sample Size Calculation. Medtext Publications, 1. 

Fakhr Uz Zaman, S., Baig, M. K., & Hussain Soomro, R. (2025). “Communication 

Barrier and Customer Satisfaction in An Emergency Department: A Cross-



 
Reviews of Management Sciences   Vol. 7, No 2, July-December 2025 
 

19 

Sectional Study of Private Tertiary Care Hospitals in Karachi.” In 

CONTEMPORARY JOURNAL OF SOCIAL SCIENCE REVIEW (Vol. 03, Issue 

01). https://orcid.org/0000-0002-1157-6385. 

Fetais, A. H., Algharabat, R. S., Aljafari, A. et al. (2022). Do Social Media Marketing 

Activities Improve Brand Loyalty? An Empirical Study on Luxury Fashion 

Brands. Information Systems Frontiers, 25, 795–817.  

Gholamveisy, S., Momen, A., Hatami, M., Sekhavat, M., &Homayooni, S. (2023). The 

impact of perceived social media marketing activities on brand loyalty. Apuntes 

Universitarios, 13 (3), 2304-0335.  

Habibi, M. R., Laroche, M., & Richard, M. O. (2014). The roles of brand community and 

community engagement in building brand trust on social media. Computers in 

human behavior, 37, 152-161. 

Haghkhah, A., Rasoolimanesh, S. M., & Asgari, A. A. (2020). Effects Of Customer 

Value And Service Quality On Customer Loyalty: Mediation Role Of Trust And 

Commitment In Business-To-Business Context. Management Research & 

Practice, 12(1). 

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2022). A primer on partial least 

squares structural equation modeling (PLS-SEM), 3rd ed., Thousand Oaks, CA: 

Sage. 

Hair, J. F., Sarstedt, M., Ringle, C. M., &Gudergan, S. P. (2024). Advanced issues in 

partial least squares structural equation modeling (PLS-SEM), 2nd ed., Thousand 

Oaks, CA: Sage 

Hajli, M. (2013). A research framework for social commerce adoption. Information 

Management & Computer Security, 21(3), 144-154. 

Huang, G., Liu, Z., Van Der Maaten, L., & Weinberger, K. Q. (2017). Densely connected 

convolutional networks. In Proceedings of the IEEE conference on computer 

vision and pattern recognition (pp. 4700-4708). 

Hutter, K., Hautz, J., Dennhardt, S., & Füller, J. (2013). 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(5/6), 342-351. 

Ibrahim, B. (2021). Social Media Marketing Activities and Brand Loyalty: A Meta-

Analysis Examination. Journal of Promotion Management.  

Ismail, A. R. (2017). The influence of perceived social media marketing activities on 

brand loyalty: The mediation effect of brand and value consciousness. Asia 

pacific journal of marketing and logistics, 29(1), 129-144. 

Irfan, M. I., & Baig, M. K. (2023). Seven aspects of healthcare, customer satisfaction and 

factors affecting it within emergency department. Asia Pacific Journal of Health 

Management, 18(2). https://doi.org/10.24083/apjhm.v18i2.1743 

Jian Li (2021). Impact of tourists’ perceived value on brand loyalty: a case study of Xixi 

National Wetland Park. Asia Pacific Journal of Tourism Research, 26(3), 262-

276,  

Jones, T., & Taylor, S. F. (2007). The conceptual domain of service loyalty: how many 

dimensions?. Journal of services marketing, 21(1), 36-51. 

Juliana, Aditi, B., Nagoya, R. et al. (2021). Tourist visiting interests: The role of social 

media marketing and perceived value. International Journal of Data and Network 

Science, 6, 469–476. 

Keller, K. L. (2013). Building strong brands in a modern marketing communications 

environment. In The evolution of integrated marketing communications (pp. 65-

81). Routledge. 

https://www.smartpls.com/documentation/getting-started/pls-sem-book
https://www.smartpls.com/documentation/getting-started/pls-sem-book
https://www.smartpls.com/documentation/getting-started/book-on-advanced-pls-sem-issues
https://www.smartpls.com/documentation/getting-started/book-on-advanced-pls-sem-issues


 
Reviews of Management Sciences   Vol. 7, No 2, July-December 2025 
 

20 

Khan, F., Mehmood, A., & Talat, A. (2022). The Impact of Social Media Marketing, 

Perceived Quality and Brand Awareness on Consumer’s Brand Loyalty in 

Pakistan. Pakistan Journal of Psychological Research, 37(4), 533-550.  

Lam, S. Y., Shankar, V., Erramilli, M. K., & Murthy, B. (2004). Customer value, 

satisfaction, loyalty, and switching costs: an illustration from a business-to-

business service context. Journal of the academy of marketing science, 32(3), 

293-311. 

Langaro, D., Rita, P., & de Fátima Salgueiro, M. (2018). Do social networking sites 

contribute for building brands? Evaluating the impact of users' participation on 

brand awareness and brand attitude. Journal of Marketing 

Communications, 24(2), 146-168. 

Ledden, L., Kalafatis, S. P., & Samouel, P. (2007). The relationship between personal 

values and perceived value of education. Journal of Business Research, 60(9), 

965-974. 

Lee, D., Moon, J., Kim, Y. J., & Mun, Y. Y. (2015). Antecedents and consequences of 

mobile phone usability: Linking simplicity and interactivity to satisfaction, trust, 

and brand loyalty. Information & Management, 52(3), 295-304. 

Lu, H. P., & Hsiao, K. L. (2010). The influence of extro/introversion on the intention to 

pay for social networking sites. Information & Management, 47(3), 150-157. 

Macdonald, E., & Sharp, B. (2003). Management perceptions of the importance of brand 

awareness as an indication of advertising effectiveness (Doctoral dissertation, 

Massey University, Department of Marketing). 

Maria, S., Pusriadi. T., Hakim, Y.P. et al. (2019). The Effect of Social Media Marketing, 

Word of Mouth, and Effectiveness of Advertising on Brand Awareness and 

Intention to Buy. Jurnal Manajemen Indonesia, 19(2), 107-122. 

https://doi.org/10.25124/jmi.v19i2.2234 

Mathews, S., Bianchi, C., Perks, K. J., Healy, M., &Wickramasekera, R. (2016). Internet 

marketing capabilities and international market growth. International business 

review, 25(4), 820-830. 

Mayasari, I., Haryanto, H.C., Hutagaol, O.D. et al. (2022). Examining The Role Of 

Social Media Marketing On Brand Love And Its Impact On Brand Centrality: 

The Study Of Local Fashion Brands For The Millennials. Journal of Indonesian 

Economy and Business, 38(2), 147 – 165.  

Mellinger, C. D., & Hanson, T. A. (2020). Methodological considerations for survey 

research: Validity, reliability, and quantitative analysis. LinguisticaAntverpiensia, 

New Series: Themes in Translation Studies, 19, 172–190. 

Nilowardono, S., Susanti, C.E., Rahayu, M. (2020). Effects of Perceived Quality and 

Social Media Marketing on Brand Loyalty through Brand Trust and Brand Love. 

IOSRJournal of Business and Management, 22(8), 20-29. 

Nyadzayo, M. W., & Khajehzadeh, S. (2016). The antecedents of customer loyalty: A 

moderated mediation model of customer relationship management quality and 

brand image. Journal of retailing and consumer services, 30, 262-270. 

Nyekwere, E. O., Kur, J. T., & Nyekwere, O. (2013). Awareness and use of social media 

in advertising: The case of Facebook among residents of Port Harcourt, 

Nigeria. African Research Review, 7(4), 174-194. 

Papista, E., & Dimitriadis, S. (2012). Exploring consumer‐brand relationship quality and 

identification: Qualitative evidence from cosmetics brands. Qualitative Market 

Research: An International Journal, 15(1), 33-56. 

Parmar, S. M. (2019). A Study on Impact of Social Media Marketing on Brand 

Awareness, Brand Preference and Purchase Intention with Special Reference to 

https://doi.org/10.25124/jmi.v19i2.2234


 
Reviews of Management Sciences   Vol. 7, No 2, July-December 2025 
 

21 

Young Consumers. International Bulletin of Management and Economics, XI, 

2349-7165. 

Patel, M., & Patel, N. (2019). Exploring Research Methodology: Review Article. 

International Journal of Research & Review, 6(3).  

Percy, L., & Rossiter, J. R. (1992). A model of brand awareness and brand attitude 

advertising strategies. Psychology & Marketing, 9(4), 263-274. 

Roy, S. K., Eshghi, A., & Sarkar, A. (2013). Antecedents and consequences of brand 

love. Journal of Brand Management, 20, 325-332.  

Salem, S.F., Salem, S.O. (2019). Effects of Social Media Marketing and Selected 

Marketing Constructs on Stages of Brand Loyalty. Global Business Review, 1–24.  

Sasmita, J., & Suki, N. M. (2015). Young consumers’ insights on brand equity: Effects of 

brand association, brand loyalty, brand awareness, and brand image. International 

journal of retail & distribution management, 43(3), 276-292. 

Seo, E. J., & Park, J. W. (2018). A study on the effects of social media marketing 

activities on brand equity and customer response in the airline industry. Journal 

of Air Transport Management, 66, 36-41. 

Siddiqui, N., & Baig, M. K. (2024). Factors Affecting Patients’ Support and Satisfaction: 

Investigating A Mediating Role of Patients’ Empowerment Affiliation. Market 

Forces, 2(19), 33–54. https://doi.org/10.51153/mf.v19i2.675 

Sikandar, M.D.I., Ahmed, Q.M. (2019). Impact of Social Media Marketing on Brand 

Love: Promoting Loyalty in the Restaurant Landscape of Pakistan. Online 

Journal of Communication and Media Technologies, 9(4). 

https://doi.org/10.29333/ojcmt/5953 

Spiros, P., Nektarios, A., & Kalliopi, C. (2007). The relationships of customer-perceived 

value, satisfaction, loyalty and Behavioral Intentions. Journal of Relationship 

Marketing, 6 (1), 63–87. 

Sternberg, R. J. (1986). Alternatives to the triarchic theory of intelligence. Behavioral 

and Brain Sciences, 9(3), 581-583. 

TaghiPourian, M. J., & Bakhsh, M. M. (2015). Loyalty: From single-stage loyalty to 

four-stage loyalty. International Journal of New Technology and Research, 1(6), 

263653. 

Tejo, M.P., Tambunan, D.B. (2021). The Effect Of Perceived Value On Customer 

Retention With Trust As Mediation Variable In Company X. Jurnal Nusantara 

AplikasiManajemen Bisnis, 6(2).  

Verbeke, W., De Smet, S., Vackier, I., Van Oeckel, M. J., Warnants, N., & Van 

Kenhove, P. (2005). Role of intrinsic search cues in the formation of consumer 

preferences and choice for pork chops. Meat Science, 69(2), 343-354. 

Vernuccio, M., Pagani, M., Barbarossa, C., & Pastore, A. (2015). Antecedents of brand 

love in online network-based communities. A social identity perspective. Journal 

of Product & Brand Management, 24(7), 706-719. 

Wahyudi, H. D., Parahiyanti, C. R. (2021). The Effect of Social Media Marketing to 

Satisfaction and Consumer Response: Examining the Roles of Perceived Value 

and Brand Equity as Mediation. International Journal of Multicultural and 

Multireligious Understanding, 8 (12), 285-294.  

Wallace, E., Buil, I., & De Chernatony, L. (2014). Consumer engagement with self-

expressive brands: brand love and WOM outcomes. Journal of product & brand 

management, 23(1), 33-42. 

Wang, X., & Cheng, Z. (2020). Supplement: An Overview of Study Design and 

Statistical Considerations Cross-Sectional Studies: Strengths, Weaknesses, and 

Recommendations. American College of Chest Physicians, 158(1), S65-

S71.https://doi.org/10.1016/j.chest.2020.03.012 

https://doi.org/10.51153/mf.v19i2.675
https://doi.org/10.1016/j.chest.2020.03.012


 
Reviews of Management Sciences   Vol. 7, No 2, July-December 2025 
 

22 

Wang, Y., Po Lo, H., Chi, R., & Yang, Y. (2004). An integrated framework for customer 

value and customer‐relationship‐management performance: a customer‐based 

perspective from China. Managing Service Quality: An International 

Journal, 14(2/3), 169-182. 

YEĞIN, T. (2021). Brand Loyalty in Creating Relationship Marketing Practices: A Study 

on Gsm Operators. Electronic Journal of Social Sciences, 20(77), 201-2016.  

Yoo, B., Donthu, N., & Lee, S. (2000). An examination of selected marketing mix 

elements and brand equity. Journal of the academy of marketing science, 28, 195-

211. 

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1988). Communication and control 

processes in the delivery of service quality. Journal of marketing, 52(2), 35-48 
 


