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Abstract  

Building and developing brand loyalty are one of the points of convergence of the exploration 

for businesses for a quite some time. Marketers have utilized diverse plans to keep up the brand 

loyalty of their users. One of the recent strategies is the social media advertising. Objective of 

this study is to examine the consequences of social media marketing on brand loyalty of the 

buyers; the data were gathered through organized questionnaire with a sample of 100 

individuals later assessed by utilizing AMOS (Analysis Moment Structure) software to validate 

the organized structure. The analysis finding discloses that the brand involvement and brand 

communication with social media have positive effect on brand trust with the beta value of 0.281 

and 0.565. Brand trust has positive effect on brand loyalty with the beta value of 0.184 
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I.INTRODUCTION 

Brand loyalty can be conceived as the terminal component of buyer brand reverberation 

representing the consumer’s definitive connection and level of recognizable proof with a brand [14]. 

As brands increase selective, positive and conspicuous significance in the thoughts of an enormous 

customer, they become powerful, and indispensable, and achieve the reliability of the users. Brand 

loyalty, consequently guide disposals, incomes, trading’s, benefit to the organizations, and assist them 

develop otherwise possibly keep up users in the commercial center [14, 1, 11]. Creating and 

possessing brand loyalty are one of the central points of analysis for publicists for an exceptionally 

significant time-frame [21, 6, and 4]. 

The development of social media encourages a scope of innovative intents to impart, connect, 

and include clients [20], and it helps esteem co-creation [26]. These days, consumers can make online 

brand networks, which may have an impact on bits of knowledge with respect to brand [18]. With 

social networking sites, users can connect effectively with one another in web brand networks and can 

exchange tales regarding the brand [9]. Continuously, online sites on social media sites are giving a 

stage to participants to coordinate and mutually add to the procedure of creation [26]. 

The ideas of social media and brand loyalty reach at a significant moment: group or 

communal. The idea of brand communal currently caught the consideration of a few promoting 

scientists and professionals [5, 10, and 25]. Business can advance goods and services, provide 

immediate help, or potentially make an online network of brand lovers by way of  all types of social 

media for example social media sites, content networks, virtual words, websites, blogging sites, web 
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based game sites, bookmarking sites, news pages, and more than that [24, 12,  23]. Furthermore social 

media empowers buyers to share data to their companions about the product and service brands [22, 

17]. Therefore, it tends to be said that social media support enterprises to assemble brand loyalty by 

way of online, discussion, and communal creation [19]. 

Objectives 

 To identify the effect of social media on brand loyalty 

 To assess the impacts of social media on brand trust 

 To identify the correlation between brand involvement and brand communication 

 To examine the importance of social media on branding 

II.REVIEW OF LITERATURE 

Social media empowers buyers to share data to their companions about the product and 

service brands [17]. These discussions among the friends give organizations another financially savvy 

approach to build brand mindfulness, help brand acknowledgement and review, and increase brand 

loyalty. Hence, it tends to be told that media supports enterprises to create brand loyalty by way of 

web, discussion, and network creation. [3] Through their examination guaranteed that brand loyalty 

has either instinct and conduct components, or it is dictated by the quality of the connection among 

connective disposition and frequent promotion‖. 

[8] Built up a theoretical structure of brand loyalty dependent on relative mentality and 

repeated support. As indicated by them, mentality used to assess an item/ brand setting on a 

continuum praising, so brand disposition go from high grade to low grade. A buyer may have an 

effective or ineffective point of view about a brand, yet in uncommon circumstance clients may 

disparage a brand for which they have ineffective viewpoint. An affordable method to build brand 

awareness, brand recognition and brand loyalty is through social media. It tends to be said that social 

media assist organizations with making brand loyalty through networking, discussion and socializing 

[7].  

Web based social networking are as a set of internet-based instruments settled regarding web 

development and ideological reasoning engaging customers to make substance and exchange it [12]. 

Social improvements root in their destinations and think locally, while act comprehensive and 

experience owners of force rising in communication space and overall frameworks. Modeling a self-

choosing communication is a brilliant gadget for social turns of events and individual deconstruction 

against wining talks and authority foundations [15]. 

Buyers observe social media sites as helping sites where they can take part in actual 

information of organizations. Clients learn toward utilizing social media to see developed substance 

[16]. Yet quick exchange of alterations so as to refresh systems memory data is one of the new 
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creative points of interest, we trust that social sites liked subjects will be tale and improvised quickly. 

New advancements of update improvements and alterations of consumer’s requests and needed items 

quickly, therefore, let them conclude as indicated by current conditions [16], customers’ loyalty is a 

way to business achievement. Thus, this examination planned to explore the impact of social media 

marketing on customers’ brand loyalty. In such manner, an organized structure which thought about 

promoting effort, giving significant substance, updating content, giving well known content among 

peers, and giving appropriate projects as advertising lists in social media is presented [2]. 

 

 

III. Conceptual Framework  

 

 

 

 

 

 

Fig 1. Conceptual framework  

Hypothesis  

H1: there is a relationship between brand involvement on social media and Brand Trust  

H2: There is a relationship between brand communication on social media and Brand Trust 

H3: There is a relationship between Brand Trust and Brand Loyalty  

III.RESEARCH METHODOLOGY 

The data was collected randomly among Social media end user communal, by posting 

questioner through net to gather the personal thoughts from the respondents. Non probability 

sampling method is utilized to gather the data. The population total is social media user community, 

but to gather the efficient data the sampling is mannered to the target populace like youngsters. The 

sampling size is 100 later evaluated using AMOS (Analysis Moment Structure) software to validate 

the conceptual framework. 
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IV.ANALYSIS AND FINDINGS 

Structural Equation Model  

 

  

 

 

 

 

 

 

Fig. 1: Structural Equation Model 

 

Table 1: Path  

* 5 % level of significance 

Table 2: Goodness of fit statistics 

Model 
Hypothesized 

Model 

Df 3 

GFI 0.991 

AGFI 0.970 

NFI 0.966 

CFI 1.00 

RMSEA 0.000* 

 

Path Estimate S.E. C.R. P 

Brand Involvement 

on Social Media 
 Brand Trust 0.281 0.043 3.957 *** 

Brand Communication 

on Social Media 
 Brand Trust 0.565 0.034 7.946 *** 

Brand Trust  
Brand 

Loyalty 
0.184 0.115 2.039 .041* 
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Bentler, P.M. and Bonnet, D.C. (1980) analysis indicate the model fit can be evaluated by 

RMSEA which is below than 0.08 has a good fit and less than 0.05 has a closer fit.  According to Chin 

and Todd (1995) for goodness of model fit GFI (Goodness of Fit Index) and NFI (Normed Fit Index) 

should be above 0.9 and AGFI (Adjusted goodness-of-fit Index) should be more than 0.8. Bentler (1990) 

study suggests for good model fit CFI (Comparative Fit Index) should be greater than 0.9.  These values 

are showing the outcomes in respect of the validity of the proposed model.  Some these indices fall within 

the generally accepted limits. This reveals that the available data set moderately fits into the proposed 

structural model.   

V.DISCUSSION AND CONCLUSION 

The principal purpose of the analysis was to comprehend the impact of social media on brand 

loyalty. The outcome of the research are obtained to put noteworthy involvement to prepare and writing 

since social media marketing can be specified as other, yet faster improving levels for creating 

connections with users and forming effective creature of the brands in their views. This investigation 

shows that beneficial campaigns on social media are the most analytical operators of brand loyalty 

followed by importance of the content, prevalence of the content between friends, and looking up on 

numerous social media sites and giving applications. Above all else, organizations that need to run 

successful social media sites should take into considerate the advantages, beliefs, benefits they provide to 

the buyers in their battles. 

To extent that a brand loyalty dependent via social media acts to give advantages to its members, 

to encourage data sharing and to upgrade customer’s bonds to one another. It cements the customer’s 

associations with the brand, the item, and the organization and different users. These improved 

associations bring about upgraded brand loyalty, yet we indicated that brand trust has a totally mediating 

activity in this process. Findings show how social media could be a stage for brands to accomplish the 

equivalent wanted results from their brand network activities that is having progressively loyal clients. 

 

 

Studia Rosenthaliana (Journal for the Study of Research)

Volume XII, Issue VIII, August-2020

ISSN NO: 1781-7838

Page No:29



Referance 

[1] Aaker, D. A. Managing Brand Equity. New York: The Free Press, 1991. 

[2] Amir Mehrabi, Hossein Islami and Mojtaba Aghajani,“The Effect of Social Media Marketing 

on Customers’ Brand Loyalty”, International Journal of Academic Research in Business and 

Social Sciences  Vol. 4, no 8, 2014. 

[3] Antouridis, I. & Trivellas, “Investigating the impact of service quality and customer 

satisfaction on customer loyalty in mobile telephony in Greece” TQM Journal, Vol. 22, No. 3, 

2010, pp.330-343. 

[4] Bennett, R. and S. Rundle-Thiele. A Comparison of Attitudinal Loyalty Measurement 

Approaches. Journal of Brand Management. Vol. 9. No 3, 2002, pp 193-209. 

[5] Brodie, R. J, From goods to service branding: An integrative perspective. Marketing Theory, 

Vol. 9. No.1, 2009, pp 107–111. 

[6] Chaudhuri, A. and M. B. Holbrook.The Chain of Effects from Brand Trust and Brand Affect 

to Brand Performance: The Role of Brand Loyalty. Journal of Marketing, Vol. 65, pp 81-93.2001 

[7] Coon, O. Organizational Culture and Climate. In I. B. Weiner (Series Ed.) & W. C. 2010 

[8] Dick,S. & Basu,C.. Customer loyalty: Toward an integrated conceptual framework. Journal of 

the academic of marketing Science, Vol 22, No.2, 1994, pp.99-113. 

[9] Hajli, N., Shanmugam, M., Papagiannidis, S., Zahay, D., & Richard, M. O. Branding co-

creation with members of online brand communities. Journal of Business Research, Vol.70, No.1, 

2017, 136–144. 

[10] Kang, I., Lee, K. C., Lee, S., & Choi, J. Investigation of online community voluntary 

behavior using cognitive map. Computers in Human Behavior, Vol. 23, No.1, 2007, 111–126,. 

[11] Kapferer, J. N. Strategic Brand Management: Creating and Sustaining Brand Equity Long 

Term. UK: Kogan Page,1997 

[12] Kaplan, M, A., and  Haenlein , M , “Users of the world, unite, The Challenges and 

opportunities of Social Media”, Business Horizons, Vol.53, 2009, pp 59-68.  

[13] Kaplan, M.A., & Haenlen, M.. Users of the world unite, The challenges and opportune of 

social media business, 2010, pp 53-68,  

[14] Keller, K. L. Strategic Brand Management: Building, Measuring and Managing Brand 

Equity. Third Edition. New Jersey: Pearson Prentice Hall. 2008 

[15] Khaniki, H., & Babaie, M. Cyber space and social media: implications and applications. 

Scientific-Researching Journal of Informational Community, Vol.1,no 1, 2011, pp 71-96. 

Studia Rosenthaliana (Journal for the Study of Research)

Volume XII, Issue VIII, August-2020

ISSN NO: 1781-7838

Page No:30



[16] Leggatt, H. Rebuild Brand Loyalty with Social Media. Retrieved from: 

http://www.bizreport.com/2010/08/price-sensitiveshoppers. 2010 

[17] Mangold W.G., Faulds, D.J.,, “social media: The new hybrid element of the promotion mix”, 

Business Horizons Vol 52, 2009, pp 357 – 365. 

[18] McAlexander, J. H., Schouten, J. W., & Koenig, H. F.. Building brand community. Journal 

of Marketing, Vol 66, no 1, 2002, pp 38–54. 

[19] McKee, S. Creative B2B Branding (No, Really): Building a Creative Brand in a Business 

World, Goodfellow PublishersLimited; USA, 2010 

[20] Nambisan, S., & Baron, R. A. Interactions in virtual customer environments: implications for 

product support and customer relationship management. Journal of Interactive Marketing, Vol.21, 

no 2, 2007, pp 42–62. 

[21] Olivier, R.L. "Satisfaction: A Behavioral perspective on the Consumer", New York: 

Irwin/McGraw-Hill, 1997. 

[22] Stileman, P. “To What Extent Has Social Media Changed the Relationship Between Brand 

and Consumer?”Disseration of MA advertising, Bucks New University, 2009. 

[23] Weinberg, T,“The New Community Rules : marketing on the Social Web”, 1
st
 Edition, 

O’Reilly: California, 2009. 

[24] Zarrella, D., “The Social Media Marketing Book”, O’ Reilly Media Inc., CA, U.S.A, 2010. 

[25] Zhang, M., & Luo, N. Understanding relationship benefits from harmonious brand 

community on social media. Internet Research, Vol 26, no 4, 2016, pp 809–826. 

[26] Zwass, V. Co-creation: Toward a taxonomy and an integrated research perspective. 

International Journal of Electronic Commerce, Vol 15, no 1, 2010, pp 11–48.

Studia Rosenthaliana (Journal for the Study of Research)

Volume XII, Issue VIII, August-2020

ISSN NO: 1781-7838

Page No:31



 

Studia Rosenthaliana (Journal for the Study of Research)

Volume XII, Issue VIII, August-2020

ISSN NO: 1781-7838

Page No:32


