
Article

Social Media Activities and Its Influence on Customer-Brand
Relationship: An Empirical Study of Apparel Retailers’ Activity
in India

Sukanya Sharma 1, Saumya Singh 1,*, Fedric Kujur 1 and Gairik Das 2

����������
�������

Citation: Sharma, S.; Singh, S.; Kujur,

F.; Das, G. Social Media Activities and

Its Influence on Customer-Brand

Relationship: An Empirical Study of

Apparel Retailers’ Activity in India. J.

Theor. Appl. Electron. Commer. Res.

2021, 16, 602–617. https://doi.

org/10.3390/jtaer16040036

Received: 15 September 2020

Accepted: 16 December 2020

Published: 31 December 2020

Publisher’s Note: MDPI stays neu-

tral with regard to jurisdictional clai-

ms in published maps and institutio-

nal affiliations.

Copyright: © 2020 by the authors. Li-

censee MDPI, Basel, Switzerland.

This article is an open access article

distributed under the terms and con-

ditions of the Creative Commons At-

tribution (CC BY) license (https://

creativecommons.org/licenses/by/

4.0/).

1 Department of Management Studies, Indian Institute of Technology (Indian School of Mines), Jharkhand,
Dhanbad 826004, India; sukanya.2014dr1012@ms.iitism.ac.in (S.S.); fedrickujur@ms.ism.ac.in (F.K.)

2 Department of Retail Management, Calcutta University,
Indian Institute of Social Welfare and Business Management, Kolkata 700073, India; gairikd@yahoo.com

* Correspondence: saumya@iitism.ac.in; Tel.: +91-0326-2235497; Fax: +91-0326-2296631

Abstract: In this digital era, the internet, and Social Media (SM) has had a radical impact on the
shopping behavior of “costumers” The SM provides a platform where “costumers” are exposed
to the best product with the best price along with reviews and opinions about the merchandise.
So, we can turn our heads and look at a brand in a way as if the brand is speaking to us. This
study was an attempt to explore the Social Media Marketing Activities (SMMA) that are being used
for the marketing of fashionable products like apparel and to what level the SMMA activities of
brands truly strengthen the relationship with customers and motivate purchase intention. Moreover,
SMMA has a robust application in developing a marketing strategy for business. It has become a
significant tool that collaborates with businesses and people. It is concluded that the “costumer”-
brand relationship does have a positive and statistically significant impact on consumers’ purchase
intention through SM.

Keywords: social media; social media marketing; apparel industry; purchase intention; brand
relationship

1. Introduction

To date, millions of people are using social media (SM) across the globe through
website-based network applications that help to share knowledge, information, and easy
connections with each other [1–7]. People are using SM to fulfill a variety of needs especially
looking for digital content and products [7–9]. It makes people feel good, gives a positive
self-outlook, especially with the young age groups, who get a boost in their self-esteem [10].

SM has provided a new horizon in the field of marketing as e-commerce, thereby
giving prospects to the marketers for generating consciousness of products amongst cus-
tomers [1,11]. It is well-established tool that increases public relations through the collabo-
rating method. It is a collection of communication through networks in which individuals
disseminate information, expectations, comments, explanations, and predictions [12]. It has
brought people around the world into a common interactive platform where opinion,
reviews, and information are shared [13,14].

Moreover, SM has largely expanded the apparel business in India [15], which is the
major contributor in the marketing arena and holds the second position after food and
groceries [16]. SM is influencing the apparel sector, which helps to grasp the massive view-
ers in systematic manner. Interestingly, SM plays a vital role in consumer communication,
which in turn creates cognizance, engrossment, and engagement for various brands and
obtained visibility in augmented purchase behavior [6,11,16–18]. The “Word of Mouth”
(WOM), a marketing tool that driving the apparel industry, which is also spreading rapidly
through SM platforms, which has a gradual increase user base [11,13,14,16,19]. SM has
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become an information funnel which millions of eyes pass through every minute, thereby
SM can be an effective tool for apparel retailers [15].

The twenty-first century has witnessed fashion and apparel designers using social
networking sites (SNS), which have become prioritized [15]. “Costumers” view the prod-
ucts as if they are talking to them, and the reviewing of brands make a lot of fans. The
fashion designers and their different brandings can only comprehend the factual value of
SM, which is having enormous supporters or fans [15].

Digital or SM lays an imprint on the behavior of people. Interestingly, various infor-
mation and social elements received through SM in the form of reviews or comments work
magic in the mind of consumers. Lamberton et al. [20] and Norton et al. [21] mentioned the
importance of information derived from others in digital atmospheres. They found that
in SM, there is an interpersonal exchange of opinions from various “costumers”. A lot of
dissimilarity arises, and consequently, instead of enhancing confidence level, it reduces
the same if the opinion of others is not similar and while they have made the same choice.
Adopting a different perspective, Wilcox and Stephen [22] opined that when people use
Facebook and the suggestion is from a very close friend circle, it lowers self-control in
choosing a product with lesser benefits.

As stated by Pham and Gammoh [23], currently the most extensively accepted SM
platforms are “Facebook”, “Twitter”, and “YouTube” for sharing fashion contents. Own-
ers of many luxury brands have made personal Twitter accounts, or they uploaded on
Facebook [24]. Communication in the modern day is not one way, rather “costumers” and
brands are interacting with one another irrespective of time, place, or any other medium.
This helps to strengthen relations with clientele. It is an established approach for collab-
orating between brands and customers, ultimately producing novel products, services,
innovative business model, and standards [25].

The brands of apparel products are reinforcing association with “costumers”, and since
the major portion of SM users are youngsters, social media marketing activity (SMMA) is
instigating the accustomed emotions linked with current luxury brands to those who belong
to a younger age group. Besides, the various happenings of SM of brands offer a chance to di-
minish misinterpretation and preconception toward brands, and to raise brand worth based
on the interchange of information and ideas amongst the online publics [6,15,17,26–28].

SM is spreading its’ petals in the business domain and has become an effective tool for
marketing activities. It also encompasses customer relations and gives a boost for purchas-
ing. The social network platform gives a value-added track to the possible customers and
targeted merchandise. The SM makes a connecting link between the brand and probable
customers [15,26]. Hence, the present stud attempted to measure how the SMMA and
brands relationship with customers that motivate the purchase intention of the apparel as
per retailers’ activity in the context of the eastern India.

2. Literature Review

Relevant literature related to marketing activities through SM including SMMA and
customer-brand relationships related to purchasing intentions in the case of apparel prod-
ucts are compiled and presented as follows:

2.1. Social Media Marketing Activities

The functioning of SMMA is based on marketing activities within SM platform. As
pointed by Pham and Gammoh [23], currently the most extensively accepted SM platforms
are mainly “Facebook”, “Twitter”, and “YouTube”, websites designed to share different
content. As opined by Stephenson [24], Twitter is the human accent for publicity, and
fashion designers use Twitter and blogs (SM platforms) to shape their brand personality,
and use them as sources of advertising. Olivier [29] mentioned that SM has contributed
to innovative elements into online shopping and acts as a vehicle for extra profit, thereby
giving retailers a chance to display their products to thousands of probable customers.
Moreover, SM is an online application which enables communications, collaborations, and
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the distribution of content [30]. As mentioned by Kim and Ko [25], the impact of SM on
a specific brand is marvelous and imprints a vivid picture in the mind of customers. The
relationship between the firm, brand, and social media is interdependent, interwoven,
and interlinked.

The mechanism of SM has been previously discussed by various authors in different
contexts and environments. A study by Kim and Ko [27] carried out research to determine
enhanced customer equity through SMMA in the context of premium brands. They clas-
sified SMMA into five categories, namely “entertainment”, “interaction”, “trendiness”,
“customization”, and “word-of-mouth (WOM)” to explore their impact on customer equity
in Facebook brand pages. Later, Yadav and Rahman [28] developed scales for SMMA and
validated them based on consumer perceptions in the context of the e-commerce industry,
and also checked the influence of SMMA within the e-commerce activities concerning
“brand equity” and “purchase intention”. The SMMA considered followed the above-
mentioned categories. Further, Bilgin [26] conducted a study on SMMA by considering five
components to explore their impact on brand awareness, brand image, and brand loyalty
in the SM environment. Yadav and Rahman [28] studied the apparel retailer’s activities in
relation to SMMA components as interactivity, informativeness, personalization, trendi-
ness, and WOM communication, and they mentioned these components are the best fit
for the e-commerce brands of the apparel industry. According to Kamboj et al. [31], the
definition of life is changing due to the contribution of digital technologies. The application
of artificial intelligence has gained momentum in the retail arena currently.

2.2. Social Media Marketing Activities in the Apparel Retailers

The advent of SM has brought about serious changes in the apparel sector, which has
revolutionized communication and information sharing. As mentioned by Smith et al. [32],
usage of SM, especially for marketing, advertising, generation of an innovative idea, etc.
by companies is increasing, and from 2008 to 2012, it has grown from 42% to 88%. In
this volatile business environment, interacting and engaging with customers is especially
important, and SM helps to create brand loyalty.

Burmann [33] and Rialti et al. [34] explained that in the era of SM, loyal consumers
become the brand ambassador for others who are influenced by the reviews. Reviews and
information act as a recommendation, which consequently enhances purchase intentions
and persuades them to buy. In an earlier study, Ahmad et al. [13] reported that SM is
a suitable and cheap communication platform in which the sustainability of the fashion
industry is observed. Sarkar et al. [15] established that marketing of apparel products
through SM achieved consumer preferences.

2.3. Customer-Brand Relationship

As an established fact, customer is the king, and the origin of the sustainability of any
business is the customer. Ujur and Singh [17] mentioned for the past few decades, customer
relationship management has gained momentum, which is evident from many theories
designed to build customer relationships.

Interpersonal relationship theories were being used by Hon and Grunig [35], and they
thereby recognized six relationship parameters, which are extensively accepted. These
are known as “trust”, “satisfaction”, “commitment”, “control mutuality”, “exchange rela-
tionship”, and “communal relationship” [36,37]. It has been established that the former
three parameters have already been well-thought-out as a degree of a suitable relationship.
Therefore, in this context, these three above-mentioned parameters have been selected to
determine the quality of the relationship between customers and brands.

Trust discusses both parties’ desire and confidence in a relationship that opens to
one another [17]. From a past study, Hon and Grunig [35] reported that trust contains
three distinct attributes viz. “integrity”, “dependability”, and “competence”. If the one
candidate shows dependability and competence, then it specifies that the candidate is
“willing and able to do what it says it will” [38]. Hung [39] stated that satisfaction can be
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an optimistic emotion regarding the other candidate, which they may cherish from positive
anticipation of associations.

The commitment refers to the craving of both candidates to fortify an association [40].
Previous research has recognized two types of commitment viz. “continuance commitment”
and “affective commitment”. The former is defined as commitment proceeding to a specific
line of activity on affective commitment, and the second one is referred as the emotional
relationship to an organization [40].

On the other hand, Kujur and Singh [41] reported that YouTube is the most innova-
tive SNS, where consumers are allowed to post, view, comment, and link to videos on
the site regarding brand activities. They investigated that emotional appeals are being
used in SNS like YouTube advertisements for promotion of their products through big
brands of different sectors in an emerging market like India. Further, Kujur and Singh [17]
proposed a theoretical model based on the consumer-brand relationship through visual
communications of consumers on corporate Social Networking Sites. According to them,
SEM validated the effect of visuals with the content of information, entertainment, and
remuneration for consumer engagement to determine the consumer–brand relationship.

3. Conceptual Framework and Hypotheses Testing
3.1. SMMA and Customer-Brand Relationship

To create a “consumer–brand relationship”, the “social exchange theory” acts an
important role, which comprises two-way communications. Bortree [42] explained that
a higher degree of interactivities or relationships with an institution may be strongly
related to the clienteles. SMM activities (SMMA) with a brand on its pages of SNS attract
the recognition of users of SM and initiates a recurrent and healthy exchange with their
content, which provides a long-lasting affiliation to that nurture customers. Whereas
Nammir et al. [43] explained that SMMA meaningfully bestows a productive association.
Moreover, SM is considered as a wider basement for the suitable system of development of
the relationship, and rare studies have found the impact of SMMA on developing customer–
brand attachment. Hence, the present work was engrossed to know the degree of SMMA
impacts on the customer–brand relationship followed by purchase intention. The customer-
brand relationship is a mediating variable between SMMA and purchase intention.

3.2. Purchase Intention

The intention to buy is a mixture of the interests of customers and the opportunity to
buy a product. Intention to buy is generally connected to “costumer” behavior, perceptions,
and attitudes which help in accessing and evaluating the products [18,44]. As a consequence
of many reports, the attitudes and preferences for a brand or product are closely linked
so that measurement of purchase intention takes the future conduct of customers into
account based on their attitudes [28,45]. The intention to purchase is a behavioral variable
to assess prospective buyers who can contribute to a brand, while the behavioral variable
accounting for real buying records is customer equity. Since forecasting the future conduct
of customers becomes an imperative problem for an organization, future conduct should
be more reliably evaluated [27].

As coined by Diallo [46], the consumer purchase intention for a product or service
identifies the purchase effort. An optimistic and good feeling attitude for a product or
service stimulates one’s purchase intention [47]. According to Das [47], several aspects
contribute to the purchase intention from an apparel retail store like the site of the store,
variety or brands sold, and also fulfilling some basic needs as per the demand of customers
in an improved way [48]. Therefore, the proposed hypothesis is developed as follows:

Hypothesis 1: Perceived SMMA has a positive impact on the “costumer”—brand relationship
followed by purchase intention.
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3.3. Perceived SMMA and Purchase Intention

Brands’ SMMA provides an avenue to lower misunderstandings and biases towards
brands and an increasing value-added brand by establishing a principle for online users
to interact with their opinions and information [27]. Companies embrace SM for multiple
operations such as brand development, research in marketing, relationship management
on the customer, provision for service, and promotion for sales in markets in conjunction
with numerous studies showing the beneficial impact of SM deployment on marketing
strategies [49].

With the help of SM channels, business organizations are communicating with new
and existing consumers by conveying brand-related information at low cost and less work
than before by using various types of SM platforms like social blogs, weblogs, images,
ratings, Wikis, and podcasts. SM messages lead to higher brand attitudes, enhanced
word of mouth, and brand equity [50,51]. Social networks and blogs such as “Twitter” and
“Facebook” are the best ways for businesses to enhance their attitude towards the brand [52].
Besides, SM could be used to produce enhanced revenues, “Return on Investment (ROI)”,
“Word-of-Mouth (WOM)” and communication related to the brand [53]. As customers
receive data and communicate on SM with the brand, they create a connection with the
brand that would contribute to brand loyalty and impact their buying intentions with a
powerful positive attitude towards advertising and promotions. Therefore, the proposed
hypothesis is developed as follows:

Hypothesis 2: Perceived SMMA has a positive effect on purchase intention.

3.4. Customer–Brand Relationship and Purchase Intention

Relationship quality plays a significant part in the study of customer–brand relations.
For instance, trust, satisfaction, and commitment all have a significant impact on consumer
buying behavior. The impact of satisfaction on readiness to pay was investigated by
Homburg et al. [54], and also in a previous study by Verhoef et al. [55], where it was found
that the relational dimensions like loyalty, satisfaction, and trust were associated with
customer references and the number of services purchased. The study of Verhoef et al. [55]
resulted to have significant influence on all three elements of the relationship on customer
referrals and the only commitment dimension that was found to have a considerable impact
on the number of services purchased. Cronin and Taylor [56] established that consumer
buying behavior is highly influenced by customer satisfaction. Bloemer et al. [57] found
that in different sectors, different elements of relationship quality were essential. Generally,
the common belief is that the high quality of the relationship (or its elements) results
in a correspondingly high level of intention to buy [17,38,58]. The conception is at par
concerning the “general models of consumer behavior” resembling “Theory of Reasoned
Action” as well as the “Theory of Planned Behavior” [59]. As per the above-mentioned
models, the viewpoints can be assumed to know the behavioral intentions, which further
leads to an exact behavioral response. From the metanalysis, Armitage and Connor [60]
have concluded that this method is valid and suitable through a wider range of situations.
Furthermore, the application of these models is restricted to a recently presented behavior,
but their application is also fruitful in related customer–firm research [61]. In this context,
the hypothesis is as follows:

Hypothesis 3: A perceived “costumer”—brand relationship has a positive impact on purchase
intention.

Everchanging lifestyles, the rising economic situation, and the availability of various
multi-branded apparel have necessitated that retailers know the factors that influence
the purchase intention of branded garments. Purchase intention portrays the imprint of
a loyal purchaser. Brands have got various facets that impact the purchase behavior of
consumers. As highlighted by Motameni and Shahrokhi [62], the branding of apparel
is a way to communicate with buyers. Kotler et al. [63] studied that brands regulate
the buying patterns of goods. Branding facilitates competitive gain. Narang [64] and
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Kamalaveni et al. [65] stated that purchasing of branded clothes as well as garments is
not impulsive. Consumer sensitivity regarding the value of a product is based on three
factors, quality, cost, and the degree of risk associated with it, which immediately impact
willingness to buy [66]. In research carried out by Granot et al. [67], three concepts were
identified that stimulate purchase decisions for (especially female) customers, which are
“brand, service and experimental shopping”. Out of these, the image on the brand has been
appraised as a precursor of buying purpose for customers [68,69]. The image on the brand
carries info regarding the superiority of products and their service quality. According to
Erdil and Uzun [69], customer insight and marketing policies together make the brand
image and gives sentinel satisfaction [70]. The image of any brand divulges worth and
uniqueness shaped for buyers [71]. The conceptual model of the hypothesis testing is
exhibited in Figure 1.
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4. Material and Methods
4.1. Sampling Methods

For the selection of the target sample, the residents of capital cities and metro city
of eastern India were considered. Appropriate samples were collected from the three
different cities located in the eastern part of India via the mall intercept method, since
customers living there will in general be increasingly aware of buying fashion brands
(Apparel brands) and equivalently high buying power for design brands. The respondents
“≥18 years of age as minimum age limit were selected for the study. For the survey,
respondents were firstly interrogated about the exposure of the fashion industry over SM
platforms, mainly “Facebook”, “Twitter”, “YouTube”, and “Instagram”. Secondly, they
were evaluated regarding their interest or preference for fashion brands, especially apparel
brands in the present case. The participants who answered ‘yes’ were further considered
for the full structured questionnaire-based survey. The present survey was conducted
using offline mode, and the incentive was not issued to the participants due to the academic
research. The questionnaire for this research has been drawn from prior literature and has
been moderately altered to suit the objective of this research. The categorized questionnaire
items are on a five-point Likert scale, varying from “strong disagreement” to “strong
agreement” used in the present study.

4.2. Data Collection Methods

In this study, the samples were selected for about 305 participants. The data indicated
that 38.2% of participants were males and 61.8% were females. About 56.1% of the partic-
ipants ranged between the age group 18–25 years, 34.4% belonged to 26–35 years, 8.3%
belonged to 36–45 years, and 1.2% belonged to the age group above 45 years. Most of the
participants, i.e., 61.3%, were found to be unmarried, whereas 37.9% were married, and the
rest were either separated or divorced. Many of the respondents had a graduation degree,
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i.e., 40.4%, followed by post-graduation 22.0%, higher secondary 20.5%, and the rest were
either below 10th pass or professionals. 31.7% of respondents said they visit malls once in a
month for shopping, followed by 23.9% once in a week, 19.7% only on occasions, and 15.0%
more than once in a week. About 74.6% of respondents agreed to visiting malls during
offers and happy hour sales.

4.3. Measures

For measuring SMMA, a total of 15 items were taken from earlier reports with some
modification [26–28,72,73]. The scales of SMMA have already been validated in the previous
studies, which represented “5-dimensions of perceived SMMA” of fashion brands (“Interac-
tivity”, “Informativeness”, “Word-of-Mouth (WOM)”, “Personalization”, and “Trendiness”,
with 3-types in individual aspect). Similarly, 10 items for measuring consumer–brand rela-
tionships were taken from this study, as per Grunig and Huang [40], which represented
three relationship dimensions, namely trust, satisfaction, and commitment. Lastly, four
items were for measuring purchase intention, as per Hung et al. [74] and Park et al. [75].
In the present investigation, all the studied items were adopted from the above-mentioned
published articles. “Exploratory Factor Analysis (EFA)” was performed to find representa-
tive factors. Table 1 shows the selected item summary of EFA, which were analyzed with
29 variables by dividing nine latent variables or factors.

Table 1. Definitions of items summary.

Second-Order
Construct

First Order
Construct

Indicator
Code Definition of Items Summary

Social Media
Marketing Activities

(SMMA)

Interactivity

Inter1 Facebook fashion brand pages enable me to share information with others

Inter2 Discussion or exchange of opinion with others is possible through Facebook fashion
brand pages

Inter3 Easy delivery of my opinion through Facebook fashion brand pages

Informativeness

Info1 Facebook fashion brand pages offer accurate information on products

Info2 Facebook fashion brand pages offer useful information

Info3 The information provided by Facebook fashion brand pages are comprehensive

Personalization

Pers1 Facebook fashion brand pages offer customized information search

Pers2 Facebook fashion brand pages provide customized service

Pers3 Facebook fashion brand pages give me recommendations as per my requirements

Trendiness

Trend1 Contents shown in Facebook fashion brand pages is the newest information

Trend2 Using Facebook fashion brand pages is very trendy

Trend3 Anything trendy is available on Facebook fashion brand pages

Word-of-Mouth

WOM1 Sharing by me for information on the brand, product, or services from Facebook
fashion brand pages to my friends

WOM2 Recommendations by me to my friends to visit Facebook fashion brand pages

WOM3 Encouragment by me to my friends and aware to use Facebook fashion brand pages

Costumer–Brand
Relationship (CBR)

Trust

TR1 A particular brand treats me fairly and justly

TR2 A particular brand can be relied up to keep its promises

TR3 It is my belief that this brand takes opinions into account to make decisions

Satisfaction

Sat1 A brand and I benefitted from the relationship

Sat2 Most people like me are happy in their interactions with this brand

Sat3 Through speaking, I am pleased with the relationship this brand has established
with me

Commitment

Com1 I feel that this brand is trying to support a long-term commitment for me

Com2 I can see that this brand wants to keep a relationship with me

Com3 There is a permanent bond between this brand and me

Com4 I would rather work together with this brand than not
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Table 1. Cont.

Second-Order
Construct

First Order
Construct

Indicator
Code Definition of Items Summary

Purchase
Intention

PI1 I will purchase the brands recommended by my friends on social media (SM) sites.

PI2 I will purchase the brands as marketed on social media sites the next time I need
a product

PI3 I will try the brand as marketing on social media sites

PI4 I will recommend the brand on social media sites to my friends

5. Results
5.1. Confirmatory Factor Analysis

Confirmatory factor analysis (CFA) was done for testing the stability of construct
measurement as per the researcher’s understanding to know the nature of that constructs
or factors.

CFA First Order analysis was evaluated to confirming each indicator variable, as per
the theory from earlier findings or related to the present study. The combination was
done for all variables like exogenous and endogenous in the CFA analysis as “pooled
CFA”. As per Chong et al. [76], the results of “pooled CFA” are easily known compared
to the “individual CFA”, which is based on a shorter duration “measurement model”.
Table 1 tabulates on 29 anlayzed “observed variables”, which further divided into 9 “latent
variables”. The “observed variables” are also termed as the “variables of the indicator”.
Out of 9 factors, 5 factors are related to SMMA, and 3 factors are related to the consumer–
brand relationship, and one factor is about purchase intention. The present study has
applied the “measurement model” to use First Order Confirmatory Factor Analysis (CFA)
and to determine the validity and reliability of the construct, and all item indicators were
developed. The latent variables were also analyzed in a “pooled CFA First Order Analysis”.

The “second-order CFA” is another statistical method to establish the “theorized con-
struct loads” followed by a study with a definite quantity of “underlying sub-constructs”.
The present study indicates SMMA and “Consumer–Brand Relationship” are the main
constructs. The sub-constructs of SMMA are “Interactivity”, “Informativeness”, “Personal-
ization”, “Trendiness”, and “Word-of-Mouth”, and the sub-constructs of “Consumer–Brand
Relationship” are “Trust”, “Satisfaction”, and “Commitment”. Thus, the section CFA has
been divided into two sub-sections, which are “CFA First Order” and “CFA Second Order”.

In the present study, there were 29 “observed variables” as designated the “latent
variables” as per specific categories found as per established theories, models, and earlier
studies. All the “observed variables” were estimated for the factor structures. The asso-
ciation between the “latent variables” and the “indicator variables” were estimated by
the factor loadings. Several researchers explained that the factor loading value should be
≥0.70 [77–80]. However, as per earlier findings, ≥0.50 can still be accepted when other
assumptions in the model fitness such as “root mean square error of approximation (RM-
SEA)”, “comparative fit index (CFI)”, “goodness of fit index (GFI)”, and “Tucker–Lewis
index (TLI)” were achieved [78,81,82].

5.1.1. CFA First Order

The results of the CFA First Order indicate a good measurement model fit of the pro-
posed factor structure (CMIN/DF = 1.476, GFI = 0.905, NFI = 0.884, IFI = 0.959, TLI = 0. 951,
CFI = 0. 959, PCFI = 0.805, RMSEA = 0.039, RMR = 0.038). Thus, the measurement model
fitness was achieved in the pooled CFA First Order. To check multicollinearity data (high
correlation), the convergent and discriminant analysis was conducted using stat tools
package software. For measuring convergent validity, AVE value as ≥ 0.50 was considered
whereas, for discriminant validity, AVE ≥ MSV was considered. From Tables 2 and 3,
the result finds no serious issues in the validity and reliability of each data. All findings
concerning the “factor loadings”, “construct validity”, “reliability”, and “model fit indices”
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represented that the data fulfilled all the prerequisites for the “CFA First Order” tests. The
model measurement could have proceeded to the next level of test viz. the “CFA Second
Order” as required in this study.

Table 2. Loadings of Confirmatory factor analysis (CFA) First Order.

First Order Constructs Code CFA Loadings C.R. AVE MSV

Interactivity

Inter1 0.774

0.796 0.567 0.123Inter2 0.806

Inter3 0.673

Informativeness

Info1 0.866

0.862 0.676 0.094Info2 0.817

Info3 0.781

Personalization

Pers1 0.759

0.794 0.563 0.187Pers2 0.577

Pers3 0.691

Trendiness

Trend1 0.543

0.745 0.500 0.324Trend2 0.703

Trend3 0.844

Word-Of-Mouth (WOM)

WOM1 0.698

0.802 0.577 0.123WOM2 0.853

WOM3 0.718

Trust

TR1 0.915

0.876 0.703 0.075TR2 0.854

TR3 0.737

Satisfaction

Sat1 0.881

0.878 0.708 0.071Sat2 0.876

Sat3 0.761

Commitment

Com1 0.854

0.903 0.699 0.324
Com2 0.854

Com3 0.835

Com4 0.799

Purchase Intention

PI1 0.786

0.827 0.546 0.103
PI2 0.809

PI3 0.690

PI4 0.659

Table 3. Construct validity and inter-construct correlations.

Pers Com PI Sat Info TR Inter WOM Trend

Pers 0.750

Com 0.367 0.836

PI 0.312 0.321 0.739

Sat 0.084 0.267 0.156 0.841

Info −0.031 0.151 −0.074 0.114 0.822

TR 0.046 0.158 0.029 0.138 0.100 0.839

Inter 0.031 0.059 0.058 0.079 0.273 0.081 0.753

WOM 0.093 0.255 0.160 0.140 0.306 0.273 0.351 0.759

Trend 0.271 0.569 0.281 0.095 0.089 −0.018 0.068 0.105 0.707
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5.1.2. CFA Second Order

The results of CFA Second Order indicate a good measurement model fit of the pro-
posed factor structure (CMIN/DF = 1.610, GFI = 0.887, NFI = 0.864, IFI = 0.944, TLI = 0.937,
CFI = 0.943, PCFI = 0.850, RMSEA = 0.045, RMR = 0.056). Thus, the measurement model
fitness was achieved in the pooled CFA Second Order. From Tables 4 and 5, the results find
no serious issues in the validity and reliability of each data. All findings concerning the
“factor loadings”, “construct validity”, “reliability”, and the model fit indices observed that
the findings fulfilled all the prerequisites for the “CFA Second Order” tests. The model
measurement could have proceeded to the next level of test viz. the Structural Equation
Modelling (SEM) as required in this study.

5.1.3. Structural Model

To determine the most responsive factor influencing costumer–brand relationship and
further on purchase intention, three factors were subjected to path analysis. For hypothesis
testing, “Structural Equation Modeling (SEM)” was studied as per the “two-step latent
variable modeling” method. Prior to examining the test results for the proposed research
model, the summary notes were first reviewed. The model-fit indices for the structural
model provided evidence of comparatively good model fit (CMIN/DF = 2.115, GFI = 0.880,
NFI = 0.896, IFI = 0.942, TLI = 0.938, CFI = 0.942, PCFI = 0.877, RMSEA = 0.043, RMR = 0.096).

The findings of the present study observed that SMMA has a strong impact on
strengthening the costumer–brand relationship with a value of 0.315 (p < 0.001) in the
SM environment. This leads to the acceptance of Hypothesis 1 and it was observed that
the customer-brand relationship is a mediating variable between SMMA and purchase
intention. To measure the “costumer”–brand relationship, three relationship dimensions
were considered, namely trust, satisfaction, and commitment. From the result dimension,
trust (β = 0.656, p < 0.001) was found to have significant contribution towards relation-
ship building, followed by satisfaction (β = 0.570, p < 0.001) and commitment (β = 0.549,
p < 0.001). Meanwhile, the precise result also shows a significant influence of SMMA on
the purchase intention of “costumers” with 0.389 (p < 0.001). Thus, the present study also
accepts Hypothesis 2. Further, the study also measures the influence of “costumer”–brand
relationships on “costumers’” purchase intentions. The results show a significant relation-
ship, i.e., 0.204 (0.005), which leads us to accept Hypothesis 3. An outline of the hypotheses
is presented in Table 6, which includes standardized as well as unstandardized estimates,
t-value, and statistical significance level 3.15(α). Figure 2 is exhibits the schematic represen-
tation of the results of the “structural model”, along with significantly found standardized
path coefficients level. Herein, all the structural paths are represented at significant levels
(p < 0.001 and p < 0.005).

Table 4. Loadings of CFA Second Order.

Constructs Code CFA Loadings C.R. AVE MSV

SMMA

Inter 0.577

0.783 0.551 0.148

Info 0.485

Pers 0.567

Trend 0.626

WOM 0.689

CBR

TR 0.679

0.736 0.588 0.222Sat 0.581

Com 0.557

Purchase Intention

PI1 0.746

0.827 0.546 0.264
PI2 0.759

PI3 0.640

PI4 0.619
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Table 4. Cont.

Constructs Code CFA Loadings C.R. AVE MSV

Interactivity

Inter1 0.735

Inter2 0.781

Inter3 0.633

Informativeness

Info1 0.826

Info2 0.717

Info3 0.741

Personalization

Pers1 0.719

Pers2 0.527

Pers3 0.641

Trendiness

Trend1 0.513

Trend2 0.663

Trend3 0.784

WOM

WOM1 0.658

WOM2 0.793

WOM3 0.678

Trust

TR1 0.885

TR2 0.814

TR3 0.387

Satisfaction

Sat1 0.761

Sat2 0.836

Sat3 0.721

Commitment

Com1 0.814

Com2 0.818

Com3 0.775

Com4 0.759

Table 5. Construct validity and inter-construct correlations.

PI SMMA CBR

PI 0.739

SMMA 0.514 0.742

CBR 0.339 0.956 0.767

The study also examines the impact of five constructs such as “Interactivity”, “In-
formativeness”, “Personalization”, “Trendiness”, and “Word-of-Mouth” on SMMA of a
fashion brand on Facebook. The results revealed all five constructs to be significantly
contributing to the SMM activities of fashion brands on Facebook pages. Word-of-Mouth
(β = 0.667, p < 0.001) was found to have been highly influential in contributing to SMM
activities, followed by trendiness (β = 0.631, p < 0.001), interactivity (β = 0.544, p < 0.001),
personalization (β = 0.545, p < 0.001), and informativeness (β = 0.472, p < 0.001). Though
the construct informativeness was found to have a low impact, it still plays a significant
role in conveying the brand-related messages to the large audience.

Table 6. Result of the SEM model.

Hypotheses Standardized
Estimate

Unstandardized
Estimate S.E. C.R. p

H1 SMMA → CBR 0.315 0.312 0.056 5.547 0.001

H2 SMMA → PI 0.389 0.543 0.076 7.117 0.001

H3 CBR → PI 0.145 0.204 0.072 2.839 0.005
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6. Discussion

SM has now become an essential component as a communication channel in daily
life, in which customers represent their consumer behavior, preferences, views, likes, and
affairs, and communicate with others [5]. In this wide-ranging area of communications,
customers can communicate easily with each other and other users, products, and com-
munication activities such as price, time, and easy reach, and large consumer groups are
given important opportunities [17,83–85]. Many companies are creating their own SM
communication channel to show brand profiles and are developing operations that engage
customers to share content such as online products, discounts, advertising, and promo-
tions. The present study attempted to study the impact of SMMA of fashion branding on
“consumer–brand relationship” and “purchase intention”. Further, the study also measures
the impact of relationship quality on “consumers’ purchase intentions”. The result of the
study is supported by the proposed hypothesis.

The present study is related to the SMMA of fashion brands on Facebook pages
comprised of five components, out of which WOM activities were found to have a high
impact in terms of involving users in SM platforms like Facebook [83]. It has been observed
that SM users mostly involved themselves with activities like sharing and recommending
fashion-related brands or products with their friends and colleagues, that seems to be are
important, useful, and fashionable for them. Similarly, trendiness has also a significant
impact on the SMMA of fashion brands. SM users enjoy learning about new trends in
the present scenario. Tastes and preferences in the fashion industry keep on changing,
therefore the SM users involve themselves more in SMMA to gain knowledge on the
recent trends in the market [6,17]. Herein, personalization and interactivity activities also
play an essential role in contributing to SMMA, as the users receive only customized
information that directly corresponds to the taste and preferences of the “costumers”.
Moreover, “costumers” also experience Facebook in a user-friendly manner with various
features, which enables them to interact and share their opinions about fashion brands
with other communities. The informativeness activities were found to have a low impact
on the SMMA of fashion brands. This implies that informative posts on the fashion brand
pages do not attract the attention of “costumers”. Many studies acknowledge that once the
brand or product becomes known to everyone, they do not take much interest in the brand
or product. However, when this information relates to some entertaining elements, the
informative posts become amazingly effective and attract more views [17,83]. The results
obtained from this study conform with the previous study of Kim and Ko [44], and Yadav
and Rahman [28]. The present study validates the measurement items of five dimensions
of SMMA such as “Interactivity”, “Informativeness”, “Personalization”, “Trendiness”, and
“WOM”, which were considered to measure the level of involvement with different SM
related activities with the fashion brands [17,27,51,83].

For the first time, the present study has measured the impact of SMMA on a consumer–
brand relationship. To measure the quality of relationships, three dimensions were con-
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sidered from the literature, namely trust, satisfaction, and commitment. From the results,
it is evident that the SMMA of fashion brands on Facebook have a significant impact on
the costumer–brand relationship, which is supported by another investigator [83]. This
implies that when “costumers” involve themselves with the activities of WOM, trendiness,
personalization, interactions, and informativeness in SM platforms like Facebook, the
consumers gradually develop trust towards the fashion brands, experience more satisfac-
tion with the fashion brands, and feel more committed towards that particular fashion
brand. Further, when examining the dimensions of the relationship, the trust element was
found to have a high impact on the relationship-building, followed by satisfaction and
commitment. The present study has validated the measurement items of three dimensions
based on “trust, satisfaction, and commitment”, which were considered to measure the
level of customers’ relationship concerning the brand [17]. For the practical implications,
the marketing managers should focus on engaging “costumers” with various brand-related
activities on various social media platforms so that they can create a strong and permanent
relationship with “costumers”.

Further, the present study examined the association of SMMA on customers’ intention
to purchase. The findings showed a positive relationship between both the constructs.
This implies that when “costumers” involve themselves with the activities of fashion
brands in SM platforms like Facebook, their intention of purchasing that specific brand
or product grows stronger, and they feel the readiness to pay for that fashion brand. The
current study is also supported by the earlier findings of Yadav and Rahman [28], who also
found a positive impact of SMMA on “costumers’” purchasing intention. For the practical
implications, the companies should include SM in a manner that provides maximum
interaction, precise details on goods, personalized product suggestions, and trendy items to
encourage consumers to share favorable WOM [17,83], because these activities will further
affect consumers’ purchase intentions, and then will generate leads by converting them
into actual purchases.

7. Conclusions

It is concluded that the “costumer”–brand relationship does have a positive impact on
“costumers” purchase intention through SM. This implies that when the “costumers” de-
velop trust towards the fashion brands, they more satisfaction and commitment is observed
towards specific brands, which indicates strong purchase intension among customers. As
per practical implications, the marketing managers should focus on creating trust, satisfac-
tion, and commitment through various brand-related activities so that customers’ purchase
intension may be induced. Finally, this investigation may help customer-brand relationship
on perceived SMMA based e-commerce technology that would help retailers to understand
the customers and streamline their business strategy.

8. Limitations and Future Research Directions

No research is completely flawless, and all come with certain limitations. This study
also possesses some limitations, as the study has been carried out considering only one
aspect of SMM, i.e., Facebook. However, as we are living in the 21st century, the digital
era, the organizations of the present day are innovative, and the work process has changed.
Quick output is expected everywhere. On the other hand, several organizations are using
“Twitter”, “Instagram”, “Blogs”, “Wikis”, etc. It is emphasized that further studies should
cover some more dimensions of SMMA to understand how organizations are using SM
under varied circumstances. Secondly, the sample size considered was only 305, which
brings some limitations. If the work was with a larger sample size, like 800 or 1000, then
it may have found a wider conception regarding SMMA. The study was comprised of
respondents from capital cities and metro city of eastern India. However, it can be extended
to some smaller states that would help to get some more inputs about how people perceive
SMMA. In future, a comparative study between India and other developed countries might
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be an informative research. It is also under a new research goal that socioeconomic and
demographic variables of participants may enhance the SMMA.
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