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Abstract 
The purpose of this study is inspect the effects of social media marketing 
efforts (i.e., entertainment, collaboration, trendiness, customization and 
word of mouth) on consumers’ online purchase intention through the 
mediation of brand equity in the context of Bangladeshi fashion brands. In 
this paper, 250 online consumers of fashion products were surveyed to 
monitor their interaction on social media using judgmental sampling 
technique. For analyzing the data, the author used SmartPLS to perform 
confirmatory factor analysis as well as path analysis simultaneously in one 
step. From the analysis, it was found that social media marketing efforts 
(SMMEs) have a positive and direct effect on online purchase intention. On 
the other hand, brand equity moderately mediates the relationship 
between SMMEs and online purchase intention. It is expected that this 
study will motivate the concerned fashion business personnel to enhance 
social media marketing presence to improve their brand equity, which 
may lead to greater intention to purchase by the consumers.  
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Introduction 
Consumer consumption and choice criteria now-a-days are heavily influenced by social 
networking sites which are creating an impression that the decision making is the outcome of 
information exchange (Beer & Burrows, 2010). To get potential benefits and facilitate direct 
interaction with consumers as well as easy identification of the new trends, fashion brands are 
embracing this new internet based marketing channel that is social media with great 
enthusiasm and speed (Khan, 2022). The term social media can be interpreted as place which 
is helpful to know the trend because of consumer interaction with each other (Bernoff & Li, 
2011, Sharma et al., 2022); hence it work as an effective instrument or mix for fashion brands 
to interact and engage with consumers for the reason of being a medium for self-expression 
(McCrea, 2013; Savitri et al., 2022). According to Keller (2009), the trend of viral marketing 
through social media has much more promising effect on decision making of customers rather 
than any other conventional media. Creation of optimistic brand perception and preference 
which may lead to rational or informative and sometimes emotional decision making by 
customers among available alternatives particularly in fashion industry is the focal point of 
social media marketing (Majeed et al., 2021). Previously created perception of people about a 
fashion brand and the way of exchanging ideas and information among customers in the social 
media platform is assisted by different activities on social media (Kim & Ko, 2010). As the 
competition is intense now-a-days, fashion industry is using digital marketing tools via social 
media. Entertainment, collaboration, trendiness, customization and word of mouth (WOM), 
these five dimensions have been referred in the social media marketing effort (SMME) 
framework by Kim and Ko (2010). Again in another study, Kim and Ko (2012) showed that 
activities relating to social media marketing are positively related with brand equity. Positive 
brand equity leads towards customer loyalty which ultimately increases customer equity 
(Wijayaa et al., 2021). Hence the research has conducted from the perspective of fashion brands 
of Bangladesh and consumer buying intention towards those fashion brands through social 
media marketing efforts which helps in building brand equity through influencing 
customization of fashion brands, trendiness of information provided to consumers, increasing 
believability by WOM, generating entertainment and changing interaction to final consumers.  
Keeping these issues in perspective, this research focused on examining the effect of SMMEs on 
brand equity. Besides, this study aims to scrutinize the effect of SMMEs on consumer online 
purchase intention, as well as the effect of brand equity on consumer online purchase intention. 
Furthermore, this study investigated the mediating effect of brand equity on the relationship 
between SMMEs and online buying intention. 

 

Literature Review 
Adherence or repetition of purchasing a distinct brand shows a demanding role for the 
durability and triumph of a brand (Sharma et al., 2022). Here comes the influence of social 
media where reciprocal action among consumers online has been working as a far reaching 
impact for many business models or firms (Savitri et al., 2022). For the reason of online 
market being so competitive, brands or online sellers have changed their position from 
persuading consumers to purchase their products to adopt and upgrade their online 
presence through social media mostly so that consumers are able to purchase their products 
repeatedly (Chiu et al., 2014; Khan, 2022). Relatable and consumer-tailored interaction, 
promotion and reviews play a crucial role towards purchasing certain brand or building an 
intention of like mined consumers to buy a specific good or service (Wijayaa et al., 2021). 
Whereas consumers building brand perception independently and not being influenced by 
others bring temporary intention to purchase certain brand (Luo et al., 2020). Lee at al., 
(2018) exhibited that people are most likely to pay attention to the consumption pattern of 
other people, observe people making hints about a specific consumer brand through social 
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media (Majeed et al., 2021). Another study found that reviews or posts by social influencers 
posted via social media have an affirmative impact on the final consumers while building a 
significant attitude towards a brand which was reviewed in a positive way and leads the 
customers to mimic the influencers in turn (Ki & Kim, 2019). Brand messages or reviews 
shared by consumers for other likeminded consumers are cardinal for building brand equity 
for new brands and effective social media marketing. Companies realizing this necessarily 
join social media conversations and spawn good amount of brand messages (Villarroel 
Ordenes et al., 2019).  

 

Theoretical background 
Katz et al., (1974) developed Uses and Gratification Theory (UGT) which was primarily 
applied on conventional media to analyze the consumer behavior. After that with the 
advancement of internet technology, the UGT theory practiced on social media (Ngai et al., 
2015). According to the theory consumers are active contributors in choice of media. The 
theory also says that consumers find out that their needs can be satisfied through media and 
as well as they get delighted. Accordingly consumer’s gratification leads to cyclical repeated 
media use. The UGT theory used by different studies of social media for identifying the 
motives and uses behind the usages of social network (Lee & Ma, 2012; Bolton et al., 2013; 
Wang et al., 2016), for exploring the factors that engage consumers with social media 
platform (Oliveira et al., 2016), for developing hypothesis and models that verify the 
simulation of consumer engagement behavior with some other factors like brand loyalty and 
brand strength (DeVries & Carlson, 2014) and for verifying the social media contents (Dolan 
et al., 2016). This paper will investigate the effect of SMMEs on consumer online purchase 
intention using the “Uses and Gratification Theory (UGT)”. 
 
Social Media Marketing Efforts and Online Purchase Intention 
In this age of booming technology and communication, brick and mortar selling philosophy 
is changing towards the philosophy of social media communication (Chaudhuri & Holbrook, 
2001). This very social media is playing essential role in influencing shaping and changing 
the thinking process of consumers (Albors et al., 2008).In social media marketing web 2.0 
enables web users creating effective content to build and communicate the offerings 
provided by certain brands (Kaplan & Haenlein, 2010). Web 2.0 is described by different 
theorist. One of the theory explained web 2.0 as a basis for future generation internet 
working as a modern shift characterized by mutual interaction of receiver and provider 
(Musser & O'Reilly, 2006). From the perspective of marketing, social media is a place which 
provides multiple opportunities and ways of mutual interaction in multiple ways for both 
sellers and buyers (Hennig-Thurau et al., 2013; Bappy et al., 2021). The evolution of social 
media has created a base for assisting companies or brands and making them being able to 
build more personal and continuous relationship which is also possible at a lower cost (Kim 
& Ko, 2010; Bappy & Chowdhury, 2020). Surviving the recent unpredicted and intense 
competition, the fashion brands have turned toward social media marketing communication 
(Kim and Ko, 2010). Utilization of social media sites like YouTube, Facebook, Twitter and 
Instagram has been expanded to such extent that almost every fashion brands are evaluating 
and using those sites as a business take-off instrument. As the means of marketing 
communication for the fashion brands, social media has advanced over the ages and the use 
of this communication tool has broadened with the course of time. Thus it has gotten 
important to experimentally break down the impact of social media marketing (SMM). 
Therefore the study displayed here researched the impacts of this SMME on customer online 
purchase intention focusing on the fashion industry of Bangladesh. For this particular cause, 
we have used SMM effort framework of Kim and Ko (2010) which includes five dimensions 
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to specify the SMM effort: entertainment, interaction, trendiness, customization and word 
of mouth (WOM). Customization helps in building individual attention to customers by 
bestowing the customers with the power of designing and customizing their desired 
products (Sangar, 2012; Ahmed Bappy et al., 2020). Customization can also be explained as 
the degree to which customers are given individual preference (Schmenner, 1986). Fashion 
brands can improve the convenience and responsiveness of consumers’ online purchase 
intention based on the sound understanding of consumers’ behavior and need by the 
recognized or identified sellers (Berry et al., 2002). This very concept of customization is 
widely used by fashion brands (Fiore et al., 2001). Furnishing customers with present and 
potential information about the will be trends is one of the equipment of social media 
termed as trendiness (Naaman et al., 2011). The available up-to-date information helps 
customers to improve their knowledge about specific brands and their offerings which in 
turn help customers to initiate the right purchase decision, leading to their satisfaction 
(Godey et al., 2016; Bappy & Bint Halim, 2018; Bappy & Haque, 2018). Now customers 
acquire fast fashion impulsively and purchase more than ever because they have the access 
to the up-to-date information via social media (Joung, 2014).  WOM (Word of mouth) is 
termed as “the believability of the product position information contained in a brand, which 
depends on the willingness of the stability of the firms to deliver what they promise” (Erdem 
et al., 2006). WOM sources credibility and consumers are prone to face variety of situations 
and difficulties while assessing the credibility of a context online based on the basis of 
reviews and comments provided by the sources which are anonymous and with no prior 
connection between the sender and receiver (Dellarocus, 2003; Park & Lee, 2008). It is 
apparent that consumers are most prone to consider the WOM activities in the form of 
fashion blogs and reviews which in turn helps in influencing consumer choices (Ko et al., 
2011) and positive WOM communication can help in building long term brand relationship 
or brand personality appeal to final consumers (Kim et al., 2001). Amusing experiences 
coming from using the platform of social media creates entertainment for consumers 
(Schlosser et al., 2006). Social media platform creates entertainment in the setup of visual 
appearance in online context (Agichtein et al., 2008). Hence entertainment can work as a 
component of creating image differentiation for fashion brands. In contrast of traditional 
form of entertainment, a more powerful relationship between the fashion brands and 
consumers can be created through the entertainment by an identified sponsor or company 
built on the space of social media (Zhang et al., 2010). Communication between brands and 
customers is changing rapidly on the verge of interaction between them via using social 
media (Gallaugher & Ransbotham, 2010). The contents created by users are usually based 
on the basis of social interaction between consumers and brands; where on social media 
platform, user generated content is termed as one of the most credible basis (Kaplan & 
Haenlein, 2010). Social media networks are enabling individuals, groups, and brands or 
companies to communicate and share experiences to expand interaction (Chu & Kim, 2011). 
For the evolvement of social media, now fashion brands encourage consumers to interact 
and improve brand image in return (Pomodoro, 2013; Chatzidakis et al., 2015); additionally 
brand image helps in creating “buzz” for a finite period of time and generate a sense of 
urgency or purchase intention among consumers to purchase certain brands (Gogoi, 2013). 
In diversified cases, new technologies and promotional activities assist in supporting the 
stores of fashion brands to aid interactive, event-based consumption knowledge (Russo 
Spena et al., 2012). On the basis of above discussion, H1 can be developed: 

 

H1: There is a positive relationship between social media marketing efforts and online 
purchase intention.  
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SMME and Brand Equity  
The merger between assets and liabilities of a brand is determined as brand equity (Aaker, 
1996). The influence of brand knowledge on consumer behavior towards a brand can be 
termed as brand equity as well (Kotler and Keller, 2009). Shariq (2018) summarized brand 
equity as the value that is generated from the association with its customers. The factors of 
brand equity and its impact on marketing actions vary from the perspectives of different 
researchers (Christodoulides & De Chernatony, 2010). In numerous studies (Kim & Ko, 
2012; Coulter et al., 2012; Godey et al., 2016; Hsu & Lawrence, 2016; Schivinski & 
Dabrowski, 2015; Callarisa et al., 2012; Severi et al., 2014; Andéhn et al., 2014) it has been 
exhibited that social media marketing activities are positively related to brand equity. Our 
study will reveal the relationship between the SMME and brand equity focusing on brand 
awareness, brand image,brand attachment and brand love.  Hence, the author hypothesizes: 

 

H2: SMME has a positive impact on brand equity. 
 
Brand equity and online purchase intention 
The probability of purchasing a product or service by consumer in nearby future can be 
expressed as the purchase intention (Fishbein & Ajzen, 1980). Godey et al. (2016) linked 
consumer responses with loyalty, preference and price premium. A study conducted by 
Idrees et al. (2015) showed a relationship of consumer with brand trust and brand loyalty. 
In this study we will assess the relationship between consumer online purchase behavior 
and brand equity focusing on preference, price premium, loyalty and trust. Hence, the author 
hypothesizes: 

 
H3: Brand equity has a positive impact on online purchase intention. 
 
Mediating Role of Brand Equity 
To evaluate the impact of the relationship between dependent and independent variables, 
in some correlational and experimental business research mediating variables are used 
(Muller et al.2005). According to Kenny & Judd (2014), a mediator causes mediation 
between the relationship of independent variable (causal variable) and dependent variable 
(outcome). He also added that in case of mediating analysis, firstly independent variable 
influences the mediator and after that mediator influences dependent variable. To analyze 
the impact of SMMEs on consumer purchase behavior, in different scholarly studies 
mediating variables were used. In their paper, Godey et al. (2016) also described about the 
mediating variable. They showed that brand equity mediates SMMEs partially. On the other 
hand, Kim & Ko (2010) analyzed about the mediating effect of customer relationship on 
purchase intention. Our study will concentrate on the mediating effect of brand equity on 
the online purchase intention of consumer of fashion brands. The relationship between 
SMMEs and buying intension is analyzed by many scholars in their scholarly articles. 
Researchers too authenticated the impact of brand equity on consumer buying intention. 
But no study showed the relationship between SMMEs and online buying intention focusing 
on the fashion industry of Bangladesh. Moreover, no paper verified the impact of SMMEs on 
brand equity at the same time analyzed the impact of mediating variables (brand equity) on 
the relationship between SMMEs and online purchase intention with fashion brands with 
the same variables that the paper used. With this perspective, it can be postulated:  

 
H4: Brand equity has a mediating effect on the relationship between SMMEs and Online 
Purchasing. 
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In light of the aforementioned hypotheses, the research model demonstrated in Figure 1 
can be developed: 
 

 

 

 

 

 

 
 
 
 

Figure 1: Research Model 
 
Methodology 
Research Method 
This study followed a quantitative research method. Precisely, this is a cross sectional 
descriptive research, in which the researcher obtained responses from the samples only 
once using survey questionnaire. 
 
Data collection methods 
This research used both primary and secondary data for carrying out the analysis. Primary 
data were obtained using survey questionnaire while secondary data were obtained from 
several journals, articles, and newspaper, which were relevant to the topic. 
 
Questionnaire’s design 
This study used both open ended as well as close ended questions for obtaining the data. 
Open ended questions were asked to obtain information about respondents’ demographic 
characteristics. On the other hand, close ended questions were asked using 5 point Likert 
scale with anchors ranging from “strongly disagree to “strongly agree”. The questionnaire 
was prepared using both Bengali and English languages so that the respondents can 
understand the questions properly. 
 
Sample and respondents 
The target population for this study includes all the male and female fashion product (dress, 
cosmetics, and others) users living in Dhaka, Bangladesh. The sampling frame was extremely 
difficult to obtain. Therefore, the researcher adopted a non-probability sampling technique 
called judgmental sampling to carry out this research. The sample size was fixed to be 250, 
which is sufficient for conducting analysis in PLS-SEM (Himel et al., 2021; ) 
 
Measurement and scaling procedures: 
This study used one formative exogenous construct called “social media marketing efforts”, 
one reflective mediator called “brand equity”, and one reflective endogenous construct 
named “purchase intention”. Each construct was measured using several items. The items 
used to measure each construct are shown in Appendix 1, along with the sources from which 
they were extracted and modified according to this research context. 
 
Pre and Pilot Test: 
According to the guiding principles of Wills (2005), initially 12 respondents were selected 
for the pre-testing of survey questionnaire. During the survey the participants were 
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monitored very closely. They were also requested to mention about the difficulties they 
found in understanding the questionnaire. On the basis of their comments, the sequence of 
the questions and wordings were redesigned. Moreover, to identify the suitability of 
questionnaire, a pilot study was completed on 25 respondents which were 10% of our 
sample (Connelly, 2008). In the study, internal consistency of the latent constructs was 
satisfactory. 
 
Data analysis procedure: 
The author has used PLS-SEM technique using Smart PLS 3 tool to conduct the data analysis 
because this tools provides the opportunity to perform confirmatory factor analysis as well 
as path analysis simultaneously in one step. 
 

Data analysis  
The fit indices of the three construct based measurement model used in this study (NFI= 
.901 and SRMR = .053) are acceptable because the recommended cut-off value for normed 
fit index was greater than the suggested cut-off value of .90 and SRMR was below the cut-off 
value of .08. In evaluating and validating the measurement model, the researcher carried out 
confirmatory factor analysis (CFA) where the reliabilities and validity of the reflective scales 
(brand equity and online purchase intention) and content validity of the formative scale 
(social media marketing efforts) had to be checked. The details of the factor loadings, 
composite reliabilities (CR) and average variance extracted (AVE) are provided in Table (1).  

 
Table 1: Measurement Model 

Constructs Items 
Factor 

Loadings 
Outer 

Weights 
CR 

Cronbach's 
Alpha 

AVE 

Social Media 
Marketing Efforts SMME (a) 0.808** 0.164 (ns) NA NA NA 

  SMME (b) 0.547** 0.207 (ns)     
  SMME (c) 0.769** 0.483**     
  SMME (d) 0.382** 0.010 (ns)     
  SMME (e) 0.869** 0.741**     

Brand Equity BE (a) 0.858** NA 0.93 0.89 0.76 
  BE (b) 0.894**     
  BE (c) 0.879**     
  BE (d) 0.845**     

Online Purchase 
Intention OPI (a) 0.873** NA 0.94 0.91 0.79 

  OPI (b) 0.890**      
  
  

OPI (c) 
OPI (d) 

0.914** 
0.873**    

  
  

**P < .05; ns = non-significant; +Outer loadings for the formative scales are not equivalent to construct loadings 
and required solely for ensuring  validity of the individual indicators or items. 

 

As evident from the Table 1, reflective constructs such as brand equity and online purchase 
intention which have been used in this present study sufficiently fulfilled the prerequisite of 
reliability because the composite reliability (brand equity = .93; online purchase intention = 
.94) of each indicator in the construct exceeded the cut-off standard of .60 set by Bagozzi 
and Yi (1988). Composite reliability was intended as the “squared sum of individual item 
loadings divided by the squared sum of loadings plus the sum of error variances in the 
measures” (Malhotra, 2010). This measure of internal consistency is somewhat equivalent 
to Cronbach’s alpha except that Cronbach’s alpha adopts a priori that each individual item 
of a construct contributes equally to the construct. The Cronbach’s alpha of each construct 
(.89 for brand equity and .91 for online purchase intention) was found to be lower than their 
respective composite reliabilities. Since formative scale consists of statements or indicators 
that are not correlated with each other, it is illogical to compute composite reliability or 



IJSB                                                                               Volume: 17, Issue: 1 Year: 2022 Page: 64-77 

 

71 

 

Cronbach’s alpha for such construct. In the present study, social media marketing effort has 
been used as a formative index. Therefore, Table 1 indicates that parameters such as 
composite reliability, Cronbach’s alpha and average variance extracted are not applicable 
for social media marketing effort construct. In addition to measurement reliability, the 
researcher assessed construct validity in the form of convergent validity and discriminant 
validity. Anderson and Gerbing (1982) are of the view that convergent validity of the scales 
might be evaluated by investigating whether the factor loadings of each indicator are 
significant. As shown in Table 1, all the factor loadings were exceedingly significant and 
surpassed the .50 threshold level, which are frequently deemed to be acceptable in the factor 
analytic examination (Malhotra, 2010). Besides, average variance extracted scores of all the 
reflective constructs (brand equity = .76; online purchase intention = .79) were above .50 
which is the suggested cut-off criterion (Malhotra, 2010). Therefore, it may be claimed that 
the constructs achieved satisfactory convergent validity. Finally, to develop and achieve 
content validity of the formative construct named “social media marketing efforts”, the 
researcher considered the opinions of the experts and focus groups that are aware of social 
media marketing practices. Besides, the indicator validity has also been proven by 
inspecting the outer weights as well as the factor loadings simultaneously. According to Hair 
et al., (2016), an indicator will be deemed inappropriate only when both factor loadings and 
outer weights turn out to be insignificant. In the context of the present study, this scenario 
did not take place, denoting appropriateness of the indicators forming “social media 
marketing effort” as a formative construct. 

 

Table 2 

Results of Path Analysis 

Hypo Path 
Path 

Coefficients 
(PLS) 

Standard 
Deviation 

T value Decision 

H1 
Social Media Marketing Efforts --> 
Brand Equity 0.424** 0.066 6.443 Supported 

H2 
Brand Equity --> Online Purchase 
Intention 0.527** 0.063 8.835 Supported 

H3 
Social Media Marketing Efforts --> 
Online Purchase Intention 0.340** 0.064 5.292 Supported 

H4 
Social Media Marketing Efforts --> 
Brand Equity --> Online Purchase 
Intention (Indirect Effect) 

0.223** 0.049 0.4586 
Partially 
Supported 

**P < 0.05 

R Square:  Brand Equity: .180; Online Purchase Intention: .545 

 

After achieving reliability and validity of the measurement model, the researcher analyzed the 
structural model in the subsequent stage. In this level, hypothesized relationships depicted in 
the theoretical framework have been calculated on the basis of path analysis. H1 assumed that 
social media marketing efforts will result in higher brand equity. The relationship (β = .424; p 
< .05) was in the directed expected by the researcher. Hence, this hypothesis was significantly 
supported. H2 assumed that higher brand equity will lead to greater online purchase intention. 
This finding was in the path (β = .527) assumed the researcher with statistical significance (p 
< .05). Thus, this hypothesis was substantially supported. H3 predicted that social media 
marketing efforts will have a positive and direct effect on online purchase intention. The 
outcome revealed that this effect was in the postulated path (β = .340) with statistical 
significance (p < .05). This hypothesis could not be rejected. H4 postulated that the relationship 
between social media marketing efforts and online purchase intention is mediated by brand 
equity. Preacher and Hayes (2008) suggested that if the indirect path between independent 
and dependent variable is found statistically significant, it can be considered that mediating 
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effect exists. It has been found that the indirect effect of social media marketing (IV) efforts on 
online purchase intention (DV) through brand equity is statistically significant (β = .223; p < 
.05), Furthermore, variance accounted for score turned out be 40% which indicates brand 
equity partially mediates in positive relationship between social media marketing efforts and 
online purchase intention. Therefore, this hypothesis is partially supported. 

 

Theoretical Implication 
The paper used the UGT (Uses and Gratification Theory) with different contents of updated 
technology and the proposed model showed the interactive impact of SMME and mediating 
factor on customer online purchase intention, which will strengthen the theory and 
literature on SMMEs. The finding of the study can help the managers to remodel the digital 
marketing strategies for the fashion brands of Bangladesh. 
 
Managerial Implication 
For the technological improvement, social media marketing has become a very optimistic 
vibe all over the world. This study can provide an unblemished understanding about how 
SMMEs impact on the online purchase intention of consumers. On the other hand, the 
effectiveness of SMMEs is not the only issue of online purchase behavior of the consumers 
of fashion brands.  Some other corresponding factors also influence the relationship 
between SMMEs and online purchase intention and those are called mediating factors. The 
study also can verify the impact of those mediating factors. So the findings of the study can 
help the managers to remodel the digital marketing strategies for the fashion brands of 
Bangladesh. The business people can easily use the proposed model for the better 
implications of SMMEs to develop the purchase behavior of the online consumer.  

 
Conclusion, Limitations and future research 
This paper demonstrated that social media marketing efforts positively influence fashion 
consumers’ purchase intention by means of strong brand equity. Therefore, fashion brands 
should focus on capitalizing the social media tools to enhance their brand image/equity so 
that a fashion consumer’s intention to buy enhances. Though the paper has revealed the 
impact of social media marketing efforts on brand equity and consumer purchase intention, 
still the paper presents few limitations. First, the study focused only on fashion industry. So 
there is a good scope to extend the study focusing on other industry. The survey was limited 
to only Dhaka city. So the study can be extended to the more other cities or countries for 
better result. The survey respondents of the study were only 250. It will be more validate if 
the number of respondents can be increased. The research used brand equity as mediating 
variable. More other factors can be introduced as mediating or mediating factors in future 
research. 

 
References 
Aaker, D. A. (1996). Measuring brand equity across products and markets. California 

management review, 38(3). 
Abrar, K.; Arif, M.; Sindhu, M. I. & Hussain, A. (2017). Impact of Social Media Interaction and 

Social Media Usability on Brand Love and Brand Attachment with the mediating role 
of Gender. Journal of Business and Tourism, 377 – 393. 

Agichtein, E., Castillo, C., Donato, D., Gionis, A., &Mishne, G. (2008, February). Finding high-
quality content in social media. In Proceedings of the 2008 international conference on 
web search and data mining (pp. 183-194).  

Ahmed Bappy, T., Shariful Haque, S. M., Bint Halim, S., & Nazmul Hossai, M. (2020). Predicting 
Passengers’ Uber Adoption Behaviour: Evidence from Bangladesh. 



IJSB                                                                               Volume: 17, Issue: 1 Year: 2022 Page: 64-77 

 

73 

 

Albors, J., Ramos, J. C., & Hervas, J. L. (2008). New learning network paradigms: Communities 
of objectives, crowdsourcing, wikis and open source. International Journal of 
Information Management, 28(3), 194-202. 

Andéhn, M., Kazeminia, A., Lucarelli, A., & Sevin, E. (2014). User-generated place brand equity 
on Twitter: The dynamics of brand associations in social media. Place branding and 
public diplomacy, 10(2), 132-144. 

Anderson, J. C., & Gerbing, D. W. (1982). Some methods for respecifying measurement 
models to obtain unidimensional construct measurement. Journal of marketing 
research, 19(4), 453-460. 

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation models. Journal of the 
academy of marketing science, 16(1), 74-94. 

Bappy, T. A., & Bint Halim, S. (2018). The Impact of Service Quality Dimensions on Visitors’ 
Satisfaction towards the Theme Parks of Bangladesh: An Empirical Study on Fantasy 
Kingdom Based on SERVQUAL Model. AIUB Journal of Business and Economics, 15(1), 
61-81. 

Bappy, T. A., & Chowdhury, R. S. (2020). Antecedents of trust in online banking: a 
Bangladeshi perspective. AIUB Journal of Business and Economics, 17(1), 41-66. 

Bappy, T. A., & Haque, S. S. (2018). Examining the factors affecting passengers’ satisfaction 
with UBER car services: Evidences from Dhaka City. Management, 32(1). 

Bappy, T. A., Avi, M., & Rahman, A. (2021). Technological Innovation Application in the 
Tourism and Hospitality Industry of Bangladesh. In Technology Application in the 
Tourism and Hospitality Industry of Bangladesh (pp. 63-77). Springer, Singapore. 

Beer, D., & Burrows, R. (2010). Consumption, presumption and participatory web cultures: 
An introduction. 

Bernoff, J., & Li, C. (2011). Effects of Brand Attitude and Familiarity. The Journal of 
Marketing, 59(1), 63–77. 

Berry, L. L., Seiders, K., & Grewal, D. (2002). Understanding service convenience. Journal of 
marketing, 66(3), 1-17. 

Bolton, R. N., Parasuraman, A., Hoefnagels, A., Migchels, N., Kabadayi, S., Gruber, T.& Solnet, 
D. (2013). Understanding Generation Y and their use of social media: a review and 
research agenda. Journal of service management, 24(3), 245-267. 

Borsboom, D., Mellenbergh, G. J., & Van Heerden, J. (2004). The concept of 
validity. Psychological review, 111(4), 1061. 

Callarisa, L., García, J. S., Cardiff, J., & Roshchina, A. (2012). Harnessing social media platforms 
to measure customer-based hotel brand equity. Tourism Management Perspectives, 4, 73-
79. 

Chatzidakis, A., McEachern, M., &Warnaby, G. (2015). Call for Papers: Proposed Special Issue 
on Consumption in and of Space and Place. Marketing Theory. 

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust and brand 
affect to brand performance: the role of brand loyalty. Journal of marketing, 65(2), 81-
93. 

Chiu, C. M., Wang, E. T., Fang, Y. H., & Huang, H. Y. (2014). Understanding customers' repeat 
purchase intentions in B2C e‐commerce: the roles of utilitarian value, hedonic value and 
perceived risk. Information Systems Journal, 24(1), 85-114. 

Christodoulides, G., & De Chernatony, L. (2010). Consumer-based brand equity 
conceptualization and measurement: A literature review. International journal of 
research in marketing, 52(1), 43-66. 

Chu, S. C., & Kim, Y. (2011). Determinants of consumer engagement in electronic word-of-
mouth (eWOM) in social networking sites. International journal of Advertising, 30(1), 
47-75. 



IJSB                                                                               Volume: 17, Issue: 1 Year: 2022 Page: 64-77 

 

74 

 

Coltman, T., Devinney, T. M., Midgley, D. F., & Venaik, S. (2008). Formative versus reflective 
measurement models: Two applications of formative measurement. Journal of 
Business Research, 61(12), 1250-1262. 

Coulter, K. S., Bruhn, M., Schoenmueller, V., & Schäfer, D. B. (2012). Are social media replacing 
traditional media in terms of brand equity creation?. Management Research Review. 

De Vries, N. J., & Carlson, J. (2014). Examining the drivers and brand performance 
implications of customer engagement with brands in the social media 
environment. Journal of Brand Management, 21(6), 495-515. 

Dellarocas, C. (2003). The digitization of word of mouth: Promise and challenges of online 
feedback mechanisms. Management science, 49(10), 1407-1424. 

Diamantopoulos, A. (2006). The error term in formative measurement models: 
interpretation and modeling implications. Journal of modelling in management. 

Dolan, R., Conduit, J., Fahy, J., & Goodman, S. (2016). Social media engagement behaviour: A 
uses and gratifications perspective. Journal of Strategic Marketing, 24(3-4), 261-277. 

Erdem, T., Swait, J., & Valenzuela, A. (2006). Brands as signals: a cross-country validation 
study. Journal of marketing, 70(1), 34-49. 

Fiore, A. M., Lee, S. E., Kunz, G., & Campbell, J. R. (2001). Relationships between optimum 
stimulation level and willingness to use mass customisation options. Journal of 
Fashion Marketing and Management: An International Journal, 5(2), 99-107. 

Fishbein, M., & Ajzen, I. (1980). Understanding attitudes and predicting social behavior. 
Gallaugher, J., & Ransbotham, S. (2010). Social media and customer dialog management at 

Starbucks. MIS Quarterly Executive, 9(4). 
Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G., Donvito, R., & Singh, R. (2016). 

Social media marketing efforts of luxury brands: Influence on brand equity and 
consumer behavior. Journal of business research, 69(12), 5833-5841. 

Gogoi, B. J. (2013). Study of antecedents of purchase intention and its effect on brand loyalty 
of private label brand of apparel. International Journal of Sales & Marketing, 3(2), 73-
86. 

Hair Jr, J. F., Hult, G. T. M., Ringle, C., & Sarstedt, M. (2016). A primer on partial least squares 
structural equation modeling (PLS-SEM). Sage publications. 

Hennig-Thurau, T., Hofacker, C. F., &Bloching, B. (2013). Marketing the pinball way: 
understanding how social media change the generation of value for consumers and 
companies. Journal of Interactive Marketing, 27(4), 237-241. 

Himel, M. T. A., Ashraf, S., Bappy, T. A., Abir, M. T., Morshed, M. K., & Hossain, M. N. (2021). Users' 
attitude and intention to use mobile financial services in Bangladesh: an empirical 
study. South Asian Journal of Marketing. 

Hsu, L., & Lawrence, B. (2016). The role of social media and brand equity during a product recall 
crisis: A shareholder value perspective. International journal of research in 
Marketing, 33(1), 59-77. 

Idrees, Z.; Xinping, X.; Shafi, K.; Hua, L.; Nazeer, A. (2015). Consumer’s Brand Trust and Its 
Link to Brand Loyalty. American Journal of Business, Economics and Management. Vol. 
3, No. 2, pp. 34-39. 

Joung, H. M. (2014). Fast-fashion consumers’ post-purchase behaviours. International 
Journal of Retail & Distribution Management, 42(8), 688-697. 

Kaplan, A. M., &Haenlein, M. (2010). Users of the world, unite! The challenges and 
opportunities of Social Media. Business horizons, 53(1), 59-68. 

Katz, E., Blumler, J. G., & Gurevitch, M. (1974). The uses of mass communications: Current 
perspectives on gratifications research (p. 19). Thousand Oaks, CA: Sage publications. 

Keller, K. L. (2009). Building strong brands in a modern marketing communications 
environment. Journal of marketing communications, 15(2-3), 139-155. 



IJSB                                                                               Volume: 17, Issue: 1 Year: 2022 Page: 64-77 

 

75 

 

Kenny, D. A. & Judd, C. M. (2014). Power anomalies in testing mediation. Psychological 
Science.   

Khan, I. (2022). Do brands’ social media marketing activities matter? A moderation 
analysis. Journal of Retailing and Consumer Services, 64, 102794. 

Ki, C. W. C., & Kim, Y. K. (2019). The mechanism by which social media influencers persuade 
consumers: The role of consumers’ desire to mimic. Psychology & Marketing, 36(10), 
905-922. 

Kim, A. J., & Ko, E. (2010). Impacts of luxury fashion brand’s social media marketing on 
customer relationship and purchase intention. Journal of Global Fashion 
Marketing, 1(3), 164-171. 

Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance customer equity? An 
empirical study of luxury fashion brand. Journal of Business research, 65(10), 1480-
1486. 

Kim, C. K., Han, D., & Park, S. B. (2001). The effect of brand personality and brand 
identification on brand loyalty: Applying the theory of social identification. Japanese 
psychological research, 43(4), 195-206. 

Ko, E. J., Kim, E. Y., Park, K. A., Park, E. J., Seong, H. W., Oh, K. Y., ...& Chu, H. J. (2011). Case 
studies of fashion marketing. Paju: Kyomunsa. 

Kotler, P., & Keller, K. L. (2009). Marketing management. 1. vyd. Praha: Grada, 2007, 788 s. 
Lee, C. S., & Ma, L. (2012). News sharing in social media: The effect of gratifications and prior 

experience. Computers in human behavior, 28(2), 331-339. 
Lee, S., Baumgartner, H., & Winterich, K. P. (2018). Did they earn it? Observing unearned luxury 

consumption decreases brand attitude when observers value fairness. Journal of 
Consumer Psychology, 28(3), 412-436. 

Luo, B., Sun, Y., Shen, J., & Xia, L. (2020). How does green advertising skepticism on social media 
affect consumer intention to purchase green products?. Journal of Consumer Behaviour. 

Majeed, M., Owusu-Ansah, M., & Ashmond, A. A. (2021). The influence of social media on 
purchase intention: The mediating role of brand equity. Cogent Business & 
Management, 8(1), 1944008. 

Malhotra, N. K. (2010). Marketing Research: an applied orientation (6th ed.). Boston, New 
York: Pearson. 

McCrea, L. (2013). Successful social media examples by fashion brands: apply their success 
to your business. 

Muller, D.; Judd, C. M.; Yzerbyt, V. Y., 2005. When moderation is mediated and mediation is 
moderated, Journal of Personality and Social Psychology, 89 (6), 852–863.   

Musser, J., & O’Reilly, T. (2006). Web 2.0 Principles and Best Practices. OReilly Radar. 
Naaman, M., Becker, H., & Gravano, L. (2011). Hip and trendy: Characterizing emerging 

trends on Twitter. Journal of the American Society for Information Science and 
Technology, 62(5), 902-918. 

Ngai, E. W., Tao, S. S., & Moon, K. K. (2015). Social media research: Theories, constructs, and 
conceptual frameworks. International journal of information management, 35(1), 33-
44. 

Nunnally, J. C. (1994). Psychometric theory 3E. Tata McGraw-Hill Education. 
Oliveira, A. S., Schlink, B. R., Hairston, W. D., König, P., & Ferris, D. P. (2016). Induction and 

separation of motion artifacts in EEG data using a mobile phantom head 
device. Journal of neural engineering, 13(3), 036014. 

Park, D. H., & Lee, J. (2008). eWOM overload and its effect on consumer behavioral intention 
depending on consumer involvement. Electronic Commerce Research and 
Applications, 7(4), 386-398. 



IJSB                                                                               Volume: 17, Issue: 1 Year: 2022 Page: 64-77 

 

76 

 

Pomodoro, S. (2013). Temporary retail in fashion system: an explorative study. Journal of 
Fashion Marketing and Management: An International Journal, 17(3), 341-352. 

Preacher, K. J., & Hayes, A. F. (2008). Assessing mediation in communication research (pp. 13-
54). London: The Sage sourcebook of advanced data analysis methods for 
communication research. 

Russo Spena, T., Caridà, A., Colurcio, M., & Melia, M. (2012). Store experience and co-creation: 
the case of temporary shop. International Journal of Retail & Distribution 
Management, 40(1), 21-40. 

Sangar, K. (2012). Gucci–Social media marketing strategies using internet and social 
networking sites. 

Savitri, C., Hurriyati, R., Wibowo, L., & Hendrayati, H. (2022). The role of social media marketing 
and brand image on smartphone purchase intention. International Journal of Data and 
Network Science, 6(1), 185-192. 

Schivinski, B., & Dabrowski, D. (2015). The impact of brand communication on brand equity 
through Facebook. Journal of Research in Interactive Marketing. 

Schlosser, A. E., White, T. B., & Lloyd, S. M. (2006). Converting web site visitors into buyers: 
how web site investment increases consumer trusting beliefs and online purchase 
intentions. Journal of Marketing, 70(2), 133-148. 

Schmenner, R. W. (1986). How can service businesses survive and prosper. Sloan 
management review, 27(3), 21-32. 

Severi, E., Ling, K. C., & Nasermoadeli, A. (2014). The impacts of electronic word of mouth on 
brand equity in the context of social media. International Journal of Business and 
Management, 9(8), 84-96. 

Shariq, M. (2018). A Study of Brand Equity and Marketing Mix Constructs Scale Invariance 
in UAE. 

Sharma, A., Fadahunsi, A., Abbas, H., & Pathak, V. K. (2022). A multi-analytic approach to predict 
social media marketing influence on consumer purchase intention. Journal of Indian 
Business Research. 

Villarroel Ordenes, F., Grewal, D., Ludwig, S., Ruyter, K. D., Mahr, D., & Wetzels, M. (2019). 
Cutting through content clutter: How speech and image acts drive consumer sharing of 
social media brand messages. Journal of Consumer Research, 45(5), 988-1012. 

Wang, M. H., Yang, T. Y., & Chen, Y. S. (2016). HOW WORKERS ENGAGE IN SOCIAL 
NETWORKING SITES AT WORK: A USES AND GRATIFICATION EXPECTANCY 
PERSPECTIVE. International Journal of Organizational Innovation, 8(4). 

Wijayaa, O., Sulistiyanib, S., Pudjowatic, J., Kurniasih, N., & Purwanto, A. (2021). The role of 
social media marketing, entertainment, customization, trendiness, interaction and word-
of-mouth on purchase intention: An empirical study from Indonesian smartphone 
consumers. International Journal of Data and Network Science, 5(3), 231-238. 

Zhang, J., Sung, Y., & Lee, W. N. (2010). To play or not to play: An exploratory content analysis 
of branded entertainment in Facebook. American Journal of Business, 25(1), 53-64. 
 

Appendix 1: Scale items used in the study 
Constructs Code Indicators References 

Social 

Media 

Marketing 

Effort 

SMME (a) Fashion brand sites are interesting and 

appealing 

Kim, A. J. & ko, E. 

(2012) 

SMME 

(b) 

I can share what  my views on the product 

comfortably 

SMME (c) I find all the necessary updates of the product 

from the fashion brand sites 



IJSB                                                                               Volume: 17, Issue: 1 Year: 2022 Page: 64-77 

 

77 

 

SMME 

(d) 

I get personalized support from fashion brand 

sites according to my choice of product 

SMME (e) I like to share the information of the fashion 

brands website in my personal social media 

like Facebook, twitter etc. 

Brand 

Equity 

BE (a) Social media  help to get awareness about 

fashion brands  

Godey, B. & et. al. 

(2016) 

 BE (b) Social media help to build a good brand 

image 

BE (c) Social media help to develop brand 

attachment 

Abrar, K. & et. al. 

(2017) 

 BE (d) Social media help to create love with a brand 

Online 

Purchase 

Intention 

OPI (a) I prefer to purchase from specific brand. Godey, B. & et. al. 

(2016) 

 
OPI (b) I pay a higher price for specific fashion 

brand/brands 

OPI (c) I suggest specific brand to other consumers Idrees, Z. & et. al 

(2015) 

 
OPI (d) I trust on the products of specific brand 
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