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Abstract

This research aimed to determine the relationship between social media marketing and brand
loyalty. It also explores the moderating role of culture in the relationship between social media
marketing and brand loyalty. 177 students from the universities of Pakistan and Azad Jammu and
Kashmir were selected as a sample for conducting a cross-sectional survey. Self~-managed
questionnaires were used for data collection and correlation and regression analyses were used to
analyze the data. The research results showed a positive impact of social media marketing on
brand loyalty. Moreover, culture can alleviate the relationship between social media marketing
and brand loyalty, which showed that culture had an impact on the use of social media and brand
loyalty. The current study will be helpful for the marketers and decision-makers of the brands to
make important decisions to increase Brand Loyalty by using Social Media Marketing but
keeping in mind the cultural aspects.

Keywords:Social Media; Brand Loyalty; Culture; Media Marketing; Customer Loyalty

1053


mailto:gnabisk@yahoo.com
mailto:nazirshah786@gmail.com
mailto:naqeeb.shaheen@gmail.com
mailto:naveeda.zeb@uokajk.edu.pk

Journal of Contemporary Issues in Business and Government Vol. 27, No. 2,2021
https://cibg.org.au/
P-ISSN: 2204-1990; E-ISSN: 1323-6903
DOI: 10.47750/cibg.2021.27.02.125

1. Introduction

In today’s competitive environment, every business tries to make its customers loyal to
its products (Erdogmus& Cicek, 2012). However, attracting and retaining loyal customers is very
important to increase a competitive benefit in the market(Palmatier,Scheer, & Steenkamp, 2007).
Customer loyalty is possible with the help of media marketing. Media marketing involves using
established and emerging online channels to promote brands and selling products and services
and these elements of media marketing help to engage potential and new customers (Hoffman
&Fodor, 2010). De Vries et al. (2012) view that many different mediums are involved in media
marketing including social media advancements, content marketing,and display advertising.

To achieve marketing and brand goals, a type of marketing using the internet to create
and share marketing content on social media networks is called social media marketing (SMM)
(Erdogmus & Cicek, 2012). To reach millions of customers all over the world, SMM plays an
important role in our society. This is a great way to attract customers, intermingle and interact
with them (Saravanakumar &Lakshmi, 2012). Its purpose is to attract customers and brands by
increasing awareness and sales-related methods. Social media marketing enables companies to
provide services to customers worldwide (Al Kailani & Kumar, 2011). To attract potential
customers and various customers, businesses of all sizes use SMM as a powerful tool. With the
help of SMM, great success can be created to shape brand loyalty, thereby attracting potential
customers and sales (Lipsman et al, 2012). It also provides companies with different types of
value. One of these values is the increase in brand awareness (De Vrieser al., 2012).

Today, consumers use social media to obtain information about brands based on their
choice (Ismail, 2017). Brand and company activities on social media are still ongoing. To build
relationships with customers, social media provides unique opportunities for brands (Godey et
al., 2016). With the help of the brand fan pages, companies can place and promote brand posts,
including messages, videos, information, and other materials (De Vrieser al., 2012). Social media
marketing activities can enhance customer asset drive and loyalty by strengthening customer
relationships and establishing purchase mtentions (Chaudhuri & Holbrook, 2001).

Due to the increase in internet penetration, it is difficult to obtain loyal customers, but at
the same time, brand lovalty plays the most important role in the survival of this era
(MehrabyIslami, & Aghajani, 2014). For a long time, one of the central themes studied by
marketers is to establish and maintain brand loyalty. To maintain customer brand loyalty,
marketers are using various methods (Castronovo & Huang, 2012). Social media marketing is
one of the current methods. With social media marketing, it is easier to find and connect with
customers. When a company connects with customers through social media, it can achieve
customer retention and loyalty (Kim & Ko, 2012). Every business needs to interact with
customers and establish contact with them (Balakrishnan,Dahnil, & Yi, 2014). Therefore, these
companies are using social media marketing to acquire and retain more loyal customers. When a
brand provides useful advertising campaigns, relevant and popular content, it will positively
affect customer loyalty(Laroche et al., 2012).
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In January 2018, the global digital report suite from "We Are Social' and "Hootsuite"
showed that there are currently more than four billion internet users worldwide. There are also
some social networking sites available in the Asian market, indicating that people from different
backgrounds use social media in different ways (Hjorth & Yuji, 2008), which indicates that
people use social media according to their own culture (Ji et al., 2010). Since users use social
media based on their culture, a question may be raised here, “Does culture ease the relationship
between SMM and brand loyalty?” This research fills this gap by investigating the relationship
between social media marketing, brand loyalty, and culture. Several studies have been conducted
in Western culture, and these studies have different meanings, so they cannot be used more
confidently in non-Western environments. By researching in the context of Pakistan, this
research fills the gap in the background and studies the impact of social media marketing
activities on enhancing customer loyalty in Pakistani culture.

2. Literature Review

Keeping in view the objective of the study, the following literature was reviewed to
provide a theoretical underpinning to the study.

2.1 Social Media Marketing and Brand Loyalty

Okazaki et al. (2015) pomted out that in recent years different organizations had used
social media to associate customers with brands. Besides, they haven't realized yet how customer
contact with brands can be established.Tuten (2008) defined social media marketing as a "wide
range of publicity expenditures including social network usage, podcasts,blogger authorizations,
virtual worlds, social information sites, product review generated by users, games, and ads
generated by consumers".SMM develops consumers into promoters and marketers for companies
who create, review and break online content on the subject of the products of the business
(Ismail, 2017) to inspire and motivate social media users to work together with their friends and
families (Akar & Topcu, 2011).

In the begmnning, social media was used by people only to connect with families and
friends but later it was used as a communication medium for the company publicity and
providing details about brands worldwide (Ismail, 2017). Today, consumers follow the branding
pages to get updates about the latest company items and to receive reports on businesses.The
companies are creating their products based on their customers' lifestyles and companies are
developing a good idea of their potential markets(Zhu et al., 2009). A business would get a better
reputation in the industry and gain a larger profit if the businesses have more loyal clients
(Reichheld, & Schefter, 2000). If the brand's initial experience is positive and the brand becomes
trustworthy to its clients, the client can become reliable to minimize uncertainties about goods to
create confidence in the products (East et al.,2013).

Brand Loyalty is often motivated directly by trust, but trust is not a substitution for Brand
Loyalty, since consumers are often unsatisfied but faithful to the brand (Bitner, 1990). The
consumers will draw on the confidence in the products if they know the goods, they buy are
trustworthy, in particular, the brand they will purchase (Ha & Perks, 2005). Satisfaction is also
critical and contributes to Brand Loyalty for the consumer (Hellier et al, 2003). Many
researchers, for example, Ali, and Muqadas (2015) show the relationship between Brand Loyalty
and satisfaction and show that the relationship between Brand Loyalty and satisfaction is
favorable.
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Customers may not have any knowledge about brands until Social Media Marketing was
mvented. Social Media Marketing plays a crucial role in today's era in allowing the busmess to
maintain existing clients by giving them accurate knowledge about the product or brand
(Zarantonello & Schmitt, 2010).In the modern market where the rivalry is increasingly high, the
buyer collects information of the company from internet outlets and then compares it with
another brand's equivalent product to make it more beneficial and less dependent on a single
brand he or she was going to purchase (Ismail, 2017). Often the reason why the brand has
struggled is that many consumers rely on the feedback of others the false remarks of the people
(Marshal, & Murdoch, 2001).

The branding literature means that companies can improve brand loyalty by improving
partnerships between customers and brands (Hellier er al., 2003). The client partnership includes
prompt reports on brands, information on updates, information on the company's latest offering,
and the improvements that the firm makes to the current and new brand (Mellens, Dekimpe, &
Steenkamp, 1996). This sort of detail will raise consumers' perception of the brand and they
think this brand is built to meet their wishes (Madanoglu, 2004). Few businesses use social
media to manufacture such items by the customers' specifications. Brand loyalty and consumer
trust can be strengthened with this".Consumers are presented with a product based on their
preferences (Smith, 2003). So, if consumers have interacted daily, then brand satisfaction will be
strengthened (Merisavo & Raulas, 2004). Therefore, if Social Media Marketing affects brand
loyalty, the findings suggest that social media marketing and brand loyalty can be closely related.
H;: There is a significant relationship between Social Media Marketing and Brand Loyalty.

2.2 Culture

The word culture is most widely used in a collectivist sense; it is used by tribes, countries,
organizations, and occasionally occupation (Parsons & Shils, 1951). Social societies live i
ideals, in the sense that certain situations tend more than others to fix problems (Hofstede, 2001).
Culture is controlled by society, but even the representatives of society are controlled by
culture.In 1981, a researcher named Hall considers culture as a kind of communication and
comprehension between the members of society, regulating the everyday life of the members of
society. Various people from various cultures behave differently (Hofstede, 2001). In 1980,
Hofstede also gave the theory on the cross-cultural analysis, which demonstrates the different
actions and contact among people from different societies and cultures. The analysis of Hofstede
is commonly used by scientists because it offers researchers the ability to quantitatively measure
cultural differences.

The community today is influenced by social media; everyone can link their expertise to
social media, and no one can interrupt the information and knowledge flow (Ford & Kotze,
2005). The planet becomes a multicultural community, where society is transmitted due to the
presence of social media (Lewis, 2007). Different individuals of different ethnic identities use
social media. While it has been discovered that social media uses different people based on their
culture (Ji et al., 2010), social media plays an important role in deciding on therr purchases,
healthcare, and jobs, which are closely linked to their society (Fang, 2003). Social networking
allows us to connect, but it poses difficultiecs when spreading the message through cultures
(Yoon, 2002).
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The community takes a leading role in buying individuals' choices. The goods are bought
by individuals, either on the street or by e-shoppers according to their cultural aspects (Rose et
al., 2001). In e-shopping, the percentage of men is larger than the number of women. E-shopping
has occurred with the use of various platforms including social media (Grewal et al., 1998). In
1980, Hofstede gave a 5-dimensional cultural model. Out of five cultural aspects, three cultural
dimensions include collectivism, avoidance of ambiguity, and the use of social web network sites
(Ji et al, 2010). Community impacts buying choices and the preference of a brand. E-shopping
preferences vary from culture to culture as social media are used differently (Chen, 2005).
Besides, people use social media in line with their culture and follow brands and receive
knowledge on brands (Vicere, 2004). The use of social media relies on culture, so the culture can
be expected to function as a moderator between the social media ads and brand loyalty ties.

H;: Culture moderates the relationship between Social Media Marketing and Brand Loyalty.

Theoretical Frame work

Social
Media
Marketing

M > Brand
Loyalty

Figure 1. Theoretical Framework
3. Research M ethodology
3.1 Research Design

This study is related to cause and effect relationship. In this study,a quantitative approach
was used for data analysis and a cross-sectional survey was used for data collection.

3.2 Population and Sampling

The target population was the university students of Pakistan and AJ&K. The samples of
the population were the students of CUST (Capital University of Science and Technology),
MUST (Mirpur University of Science and Technology AJ&K), and UOK (University of Kotl
AJ&K). The convenience sampling technique was used in this research for the selection of 177
students from the above-mentioned universities.
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3.3 Instrument

The questionnaire consisted of the following parts. All the items used a 5-point Likert
Scale.

1. Social Media Marketing: A 4 item scale developed by (Kim & Ko, 2012) was used in
this research. Cronbach’s Alpha value was 0.792 which showed that the instrument was
reliable.

2. Brand Loyalty: In this study, the 4-item scale given by (Ailawadi et al., 2001) was used.
Cronbach’s Alpha value was 0.688 which showed that the instrument was reliable.

3. Culture:This study also used a 4-item scale developed by (Lekhanya, 2013). The scale
Cronbach’s Alpha value is 0.636 which showed that the mstrument was reliable.

3.4 Data Collection and Analysis Procedures

The current research was primary in nature. The data was collected through a self-
administered questionnaire. The data were analyzed using SPSS 20. The techniques used for data
analysis include reliability analysis, descriptive statistics, Pearson’s Correlation analysis, and linear

regression analysis. However, the moderation analysis was checked by the approach of Baron and Kenny
(1986).

4. Results
4.1 Descriptive Statistics and Correlational Analysis

Table 1 shows the descriptive statistics and the correlation among variables. The mean and
standard deviation for variables were SMM=4.09 (S.D. =.761), Brand Loyalty= 3.8591 (S.D. =
.666) and culture= 3.54 (S.D. = .649). The results of correlation analysis showed that Social
Media Marketing was significantly and positively related to Brand Loyalty (r= .681, p<.01). The
moderating variable (culture) was significantly and positively related to Social Media Marketing
(r=.322, p<.01). The culture was also positively and significantly related to Brand Loyalty (r=
572, p<0.01).

Table 1
Descriptive Statistics and Correlational Analysis
Variables Mean S.D. 1 2 3 4 5 6
1. Gender 1.51 501 1
2. Age 1.58 609 021 1
3. Qualification 2.48 853  .156° 4167 1
4. Social Media 4 o, 76105 -.034 -.044 132 1(792)
Marketing
5. Brand * ok
Loyalty 3.8591 66608 .025 .009  .163 681 1 (.688)
6. Culture 3.5452 64903 -.036 -.030 -.032 322" 5727 1(.636)

*. Correlation is significant at the 0.05 level (2-tailed).
**_ Correlation is significant at the 0.01 level (2-tailed).
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4.2 Regression Analysis

To formally test the hypotheses, regression analysis was performed. Gender, age, and
qualification were used as control variables in the first step of regression analysis. Linear

regression was performed to check the impact of the independent variable on the dependent
variable.

Table 2
Results of Regression Analysis for Outcome

Predictor Brand Loyalty
B R” AR?

Step 1

Control Variables 0.031

Step 2

Social Media 0.590%** 0.470 0.440%**
Marketing

N=177, control variables=gender, age and qualification
*p<.05, ¥*p<.01, ***p<.001

The results of regression analysis presented in Table 2 showed that Social Media
Marketing was significantly and positively related to Brand Lovalty (B= .590, p<.001). The
results supported hypothesis 1 which shows that there was a significant relationship between
Social Media Marketing and Brand Loyalty.

Table 3
Results of Moderation Analysis

Predictor Brand Loyalty
B R* AR*

Step 1
Control Variables 0.031
Step 2
Social Media 0.473%%* 0.615 0.585%**
Marketing
0.414%**
CL
Step 3

Social Media 0.099%* 0.623 0.609*
Marketing*CL

N=177, control variables=gender, age and qualification

*p<.05, **p<.01, ***p<.001
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In the first step of moderation analysis, control variables were entered. Then in the second
step, the mmpact of Social Media Marketing and culture was controlled. In the last step, the
interaction term was entered to formally check the impact of moderating variable. The results of
the interaction term (B=.099, p<.05) showed that culture moderated the relationship between
Social Media Marketing and Brand Loyalty. So, Howas also supported.

4.3 Discussion

The data analysis shows that our first hypothesis is accepted because the p-value is
significant that is p<0.001. The literature supports the hypothesis in the study of Ismail (2017),
and thus the same result was observed. Similarly, the data analysis shows that our second
hypothesis is also accepted because the p-value is significant that is p<0.05. The literature
supports the hypothesis in the study of (Lekhanya, 2013) in South African culture, thus the same
results were observed in Pakistan and Azad Jammu and Kashmir context. The results of the study
show the influence of cultural dimensions (Hofstede, 2001) on using social media, which
ultimately influences Brand Loyalty.

5. Conclusion

Exploration uncovers the impact of social media marketing on brand loyalty and the
directing impact of culture on the relationship between social media marketing and brand lovalty.
In the investigation of Lekhanya (2013), however South Africa, past examinations have noticed
the relationship between social media marketing and brand faithfulness (Ismail, 2017) and the
impact of culture on the utilization of social networking sites. The research centers around
testing the effect of social media marketing on brand loyalty by moderating the role of culture in
Pakistan and Azad Jammu and Kashmir. In the research, the two hypotheses are acknowledged
and show that social media marketing affects brand loyalty, and culture is controlling the
relationship between social media marketing and brand loyalty.

According to current research, social media marketing can help people obtain information
about brands, pay attention to and buy brands, and ultimately generate brand loyalty. This
research additionally reveals to us that individuals utilize social media dependent on their
culture, which influences the relationship between social media marketing and brand loyalty.
5.1Implications

The current study will be helpful for the marketers and decision-makers of the brands to
make important decisions to increase Brand Loyalty by using Social Media Marketing but
keeping in mind the cultural aspects. Furthermore, the companies should not just advertise their
brand on social media traditionally; they should have to communicate with customers effectively
and try to capture their cultures as well. The study will help companies to increase therr Brand
Loyalty by managing advertisements according to the cultures of customers.

5.2 Limitations and Future Directions

Due to limited access small sample size has been taken from three universities with
convenience sampling technique, so that the results cannot generalized. Another reason which
becomes a hurdle in making the results of this study generalized is time limitations, due to
limited time the collection was limited. Due to the absence of a mediator, this study does not
become clear directly from Social Media Marketing.
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To make generalize results there is a need to increase the samples and sample size. For the
future, there is a need to use another sampling technique like simple random sampling, etc for
data collection. Future research can be conducted by using brand consciousness and value
consciousness as mediators. This study is related to Pakistan and Azad Jammu and Kashmir so
future research can be conducted in different countries.

References

Ailawadi, K. L., Nesln, S. A., & Gedenk, K. (2001). Pursuing the value-conscious consumer:
store brands versus national brand promotions. Journal of Marketing, 65(1), 71-89.

Akar, E., & Topcu, B. (2011). An examination of the factors influencing consumers' attitudes
toward Social Media Marketing. Journal of Internet Commerce, 10(1), 35-67.

Al Kailani, M., & Kumar, R. (2011). Investigating uncertainty avoidance and perceived risk for
impacting Internet buying: A study in three national cultures. International Journal of
Business and Management, 6(5), 76.

Ali, F., & Mugadas, S. (2015). The Impact of Brand Equity on Brand Loyalty: The Mediating
Role of Customer Satisfaction. Pakistan Journal of Commerce and Social Sciences, 9 (3),
890-915

Balakrishnan, B. K., Dahnil, M. I, & Yi W. J. (2014). The impact of Social Media
Marketingmedium toward purchase intention and brand loyalty among generation
Y. Procedia-Social and Behavioral Sciences, 148, 177-185.

Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator variable distinction in social
psychological research: Conceptual, strategic, and statistical considerations. Journal of
personality and social psychology, 51(6), 1173.

Bitner, M. J. (1990). Evaluating service encounters: the effects of physical surroundings and
employee responses. the Journal of Marketing, 69-82.

Castronovo, C., & Huang, L. (2012). Social media in an alternative marketing communication
model. Journal of Marketing Development and Competitiveness, 6(1), 117-134.

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.

Chen, G. M. (2005). A model of global communication competence.

De Vries, L., Gensler, S., & Leeflang, P. S. (2012). Popularity of brand posts on brand fan pages:
An investigation of the effects of Social Media Marketing. Journal of interactive
marketing, 26(2), 83-91.

East, R., Singh, J., Wright, M., & Vanhuele, M. (2013). Consumer behaviour: Applications in
marketing. Sage.

1061



Journal of Contemporary Issues in Business and Government Vol. 27, No. 2,2021
https://cibg.org.au/
P-ISSN: 2204-1990; E-ISSN: 1323-6903
DOI: 10.47750/cibg.2021.27.02.125

Erdogmus, 1. E., & Cicek, M. (2012). The impact of Social Media Marketingon brand
loyalty. Procedia-Social and Behavioral Sciences, 58, 1353-1360.

Fang, T. (2003). A critique of Hofstede’s fifth national culture dimension. International journal
of cross cultural management, 3(3), 347-368.

Ford, G., & Kotzé, P. (2005). Designing usable interfaces with cultural dimensions. In /IFIP
Conference on Human-Computer Interaction (pp. 713-726). Springer, Berlin, Heidelberg.

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aillo, G., Donvito, R., & Singh, R. (2016).
Social Media Marketingefforts of luxury brands: Influence on brand equity and consumer
behavior. Journal of business research, 69(12), 5833-5841.

Grewal, D., Krishnan, R., Baker, J., & Borin, N. (1998). The effect of store name, brand name
and price discounts on consumers' evaluations and purchase ntentions. Journal of
retailing, 74(3), 331-352.

Ha, H. Y., & Perks, H. (2005). Effects of consumer perceptions of brand experience on the web:
Brand familiarity, satisfaction and brand trust. Journal of Consumer Behaviour: An
International Research Review, 4(6), 438-452.

Hall, E. T. (1981). La dimension oculta. siglo XXI.

Hellier, P. K., Geursen, G. M., Carr, R. A., & Rickard, J. A. (2003). Customer repurchase
intention: A general structural equation model. European journal of marketing, 37(11/12),
1762-1800.

Hjorth, L., & Yuji, M. (2008). Logging on locality: A cross-cultural case study of virtual

communities Mixi (Japan) and Mini-hompy (Korea). Youth and media in the Asia Pacific,
215-230.

Hoffman, D. L., & Fodor, M. (2010). Can you measure the ROI of your Social Media
Marketing?. MIT Sloan Management Review, 52(1), 41.

Hofstede, G. (2001). Culture's recent consequences: Using dimension scores in theory and
research. International Journal of cross cultural management, 1(1), 11-17.

Hofsteds, G. (1980). Culture's Consequences: International differences in work related values,
Geert Hofstede. London: Sage Publications.

Ismail, A. R. (2017). The influence of perceived Social Media Marketingactivitics on brand

loyalty: The mediation effect of brand and value consciousness. Asia Pacific Journal of
Marketing and Logistics, 29(1), 129-144.

Ji, Y. G.,, Hwangbo, H., Y1, J. S., Rau, P. P., Fang, X., & Ling, C. (2010). The influence of
cultural differences on the use of social network services and the formation of social
capital. Intl. Journal of Human—Computer Interaction, 26(11-12), 1100-1121.

1062



Journal of Contemporary Issues in Business and Government Vol. 27, No. 2,2021
https://cibg.org.au/
P-ISSN: 2204-1990; E-ISSN: 1323-6903
DOI: 10.47750/cibg.2021.27.02.125

Kim, A. J., & Ko, E. (2012). Do Social Media Marketingactivities enhance customer equity? An
empirical study of luxury fashion brand. Journal of Business Research, 65(10), 1480-1486.

Laroche, M., Habibi, M. R., Richard, M. O., & Sankaranarayanan, R. (2012). The effects of
social media based brand communities on brand community markers, value creation
practices, brand trust and brand loyalty. Computers in Human Behavior, 28(5), 1755-1767.

Lekhanya, L. M. (2013). Cultural influence on the diffusion and adoption of social media
technologies by entrepreneurs in rural South Africa.

Lewis, C. (2007). Deception, cultural differences and computer-mediated
communication. AMCIS 2007 Proceedings, 85.

Lipsman, A., Mudd, G., Rich, M., & Bruich, S. (2012). The power of “like”: How brands reach
(and  influence) fans through social-media  marketing. Journal of Advertising
research, 52(1), 40-52.

Madanoglu, M. (2004). Validating restaurant service quality dimensions. Journal of Foodservice
Business Research, 7(4), 127-147.

Marshal, G., & Murdoch, 1. (2001). Service quality in marketing of consulting engineers.
International Journal of Construction Marketing, 3, 534-559.

Mehrabi, A., Islami, H., & Aghajani M. (2014). The effect of Social Media Marketingon
customers' brand loyalty. International Journal of Academic Research in Business and
Social Sciences, 4(8), 480.

Mellens, M., Dekimpe, M., & Steenkamp, J. B. E. M. (1996). A review of brand-loyalty
measures in marketing. Tijdschrift voor economie en management, 41(4), 507-533.

Merisavo, M., & Raulas, M. (2004). The impact of e-mail marketing on brand loyalty. Journal of
Product & Brand Management, 13(7), 498-505.

Okazaki, S., Diaz-Martin, A. M., Rozano, M., & Menéndez-Benito, H. D. (2015). Using Twitter
to engage with customers: A data mining approach. Internet Research, 25(3), 416-434.

Palmatier, R. W., Scheer, L. K., & Steenkamp, J. B. E. (2007). Customer loyalty to whom?
Managing the benefits and risks of salesperson-owned loyalty. Journal of marketing
research, 44(2), 185-199.

Parsons, T., & Shils, E. A. (1951). Values, motives, and systems of action. Toward a general
theory of action, 33, 247-275.

Reichheld, F. F., & Schefter, P. (2000). E-loyalty: your secret weapon on the web. Harvard
business review, 78(4), 105-113.

Rose, G. M., & Straub, D. W. (2001). The effect of download time on consumer attitude toward
the e-service retailer. e-Service, 1(1), 55-76.

1063



Journal of Contemporary Issues in Business and Government Vol. 27, No. 2,2021
https://cibg.org.au/
P-ISSN: 2204-1990; E-ISSN: 1323-6903
DOI: 10.47750/cibg.2021.27.02.125

Saravanakumar, M., & Lakshmi, S. T. (2012). Social Media Marketing. Life Science
Journal, 9(4), 4444-4451.

Smith, R. M. (2003). Profiling the loyal customer in the financial services sector (Doctoral
dissertation, Leeds Metropolitan University).

Tuten, T. L. (2008). Advertising 2.0: Social Media Marketingin a web 2.0 world: Social Media
Marketingin a web 2.0 world. ABC-CLIO.

Vicere, A. (2004). Leading in a global world. Retrieved from http//www.leader-
values.com/Content/detail.asp?ContentDetaillD=180.

Yoon, S. J. (2002). The antecedents and consequences of trust in online-purchase
decisions. Journal of interactive marketing, 16(2), 47-63.

Zarantonello, L., & Schmitt, B. H. (2010). Using the brand experience scale to profile consumers
and predict consumer behavior. Journal of Brand Management, 17(7), 532-540.

Zhu, H.,, Wang, Q., Yan, L., & Wu, G. (2009). Are consumers what they consume?-Linking
lifestyle segmentation to product attributes: an exploratory study of the Chinese mobile
phone market. Journal of Marketing Management, 25(3-4), 295-314.

1064



	References

