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Abstract

The goal of this research is to look into the relationship between social media marketing activities and brand attachment in the online 
marketing business, based on the indirect effect of perceived value and self-brand connections. For this reason, the study has used self-
administered questionnaires to collect the data from 425 males from the major cities of Pakistan including Islamabad, Karachi, Lahore, 
and Sialkot. Furthermore, based on the PLS-SEM technique the empirical findings show that social media marketing activities positively 
affect perceived value, self-brand connections, and brand attachment. Perceived value has a significant positive impact on brand attachment 
and mediates the influence of social media marketing activities on brand attachment. In addition to this, self-brand connections have a 
positive effect on brand attachment, and self-brand connections mediate the relationship between them. Thus, firms employing social media 
marketing activities successfully in their branding build upon a positive perception of the brand in the customer’s mind resulting in customer 
attachment with the brand. This study can assist the e-commerce managers and brand managers in building strong customer attachment via 
perceived value and self-brand connections.
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1. Introduction

Digitalization has changed almost every walk of life. 
Social networking websites and applications such as 
YouTube, Pinterest, the Daraaz app, and Facebook are the 
results of digitalization. The development of social media 
after the invention of web 2.0 has provided many challenges 
and opportunities to businesses that are users can easily 
access the information, create online websites, and share 
their opinion on social platforms (Kaplan & Haenlein, 
2010). According to Dann (2010), social media marketing 
includes all those marketing activities that utilize social 
media (SM) as a platform to influence customer purchase 
behavior. Furthermore, Kaplan and Haenlein (2010), 
described SM as clusters of online internet websites that 
evolved based on methodological and conceptual basics 
of web 2.0 which helps in creating and exchanging data 
produced by the customers. The evolution of electronic 
advertising in a form of SM has caused numerous changes 
in various subjects but the sector which has been influenced 
the most is the businesses.
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Smits and Mogos (2013) confirm that the usage of SM 
increases firm performance and capabilities. According to 
Barenblatt (2015) traditionally, communications were done 
through physical tools e.g. Letters and applications but since 
the invention of mobile phones and social media platforms, 
the large number of the youth population is shifted towards 
digital communication. Today businesses are not only 
relying on a traditional method of promoting their products 
and staying connected with their customers; social media 
networks play a beneficial role in identifying their influential 
customers, developing a relationship with them, and 
improving their brand sentiments (Ahmed & Zahid, 2014). 
SM websites platform has connected businesses with various 
channels to high point their business and expand customer 
penetration. Moreover, SM empowers the companies to hook 
up with their customers, improve their brand awareness and 
attachment, influence the attitude of their customers, receive 
their feedback, and improve products and services to enhance 
their sales (Algharabat et al., 2018). Whereas, Yuksel et al. 
(2010) refer to the SM as a medium to nourish the emotional 
bond between the user and the brand. Additionally, this 
platform is used to foster and maintain the image of the 
brand which in turn strengthens the emotional attachment 
with a brand (Song & Yoo, 2016). 

The core element of the marketing process is to deliver 
superior value and build a long-term relationship with the 
customers (Kotler & Keller, 2016). Marketing as a discipline 
has its branches in many other fields some of them are 
consumer behavior, brand management, and social media 
marketing. Moreover, in this era, social media marketing 
activities (SMMA) are the most significant tools to execute 
the marketing mix which further leads to the creation of 
consumer social support (Kirtiş & Karahan, 2011). Online 
sources, including Facebook, YouTube, and Pinterest assist 
its users in searching for information regarding different 
brands and services and also allow them to share the content 
related to the brands and services (Kuofie et al., 2015). Social 
media has also provided benefits to businesses, such as they 
can easily scale the popularity of their brand among the 
customers (De Vries et al., 2012). Furthermore, the increase 
in SM users has given opportunities to enterprises to increase 
their shareholder wealth by targeting potential customers via 
an online channel (Lu & Hsiao, 2010).

SM is turning out to be one of the enormous contri-
butions in the field of technology. Since technology is one 
of the components of any organization in recent times, 
organizations must adopt it to remain successful in a 
competitive environment. The Invention of SM platforms 
such as Facebook, Instagram, YouTube, and the Daraaz app 
act as a stimulus for the firms, to use them for marketing 
purposes such as advertisements through creating Facebook 
pages and sharing advertisements on those SM platforms. As 
a result, it helps firms to promote their product successfully, 

thus, resulting in substantial gains for the companies. 
Therefore, firms must use it for marketing activities because, 
in recent times, there has been heavy trading done through 
online services, e.g. buying and selling products through 
Facebook and other online sources such as Daraz and 
Amazon. Keeping in view the significance of social media 
marketing, the study discusses the dimensions of SMMA 
and how these activities can be used by the firms to fulfill 
customers’ needs and want, also to make them attached to 
their brands via creating satisfactory self-brand connections 
(SBC) and perceived value (PV) of their brands.

The frequency of using SM is continuously increasing, 
and around 39% of the people use it as a source to get 
information regarding different market offerings such 
as brands (Casey, 2017). Besides, e-shopping has turned 
out to be a new trend in shopping (Yan et al., 2016). The 
extensive usage of SM is because of its interactivity and 
relationship-building potential with customers. Hence, it is 
evident to study SM in the context of e-commerce (Kwahk 
& Ge, 2012). In the marketing arena, the utmost goal of 
every marketer is to create, deliver value, and build a strong 
relationship with customers (Kotler & Keller, 2016). Hence, 
this results in customer attachment to the brand. Thus, this 
study determines the impact of SMMA on brand attachment 
(BA) through SBC and PVM. Moreover, literature related 
to SMMA and BA identifies partial and unfilled knowledge 
gaps. For instance, Panigyrakis et al. (2020) in their study 
investigated the relationship between SMMA and BA 
via the indirect effect of SBC and moderation of brand 
engagement. Moreover, they suggested future studies include 
other mediating variables that describe the relation between 
SMMA and BA. Secondly, their study did not incorporate 
any of the SMMA dimensions. However, the research of 
Chen and Lin (2019) included five dimensions of SMMA 
and examined the impact of SMMA on satisfaction via the 
mediation of PV and social identification but did not address 
the BA. Whereas Yadav and Rahman (2018) investigated the 
influence of SMMA on customer loyalty via the mediation 
of brand, value, and relationship equity, but particularly 
did not address the BA, PV, and SBC. Thus, these present 
literature gaps motivate us to incorporate the limitations 
of prior studies. Hence, this study attempts to highlight the 
importance of SMMA in building customer attachment with 
the brand via the mediation of PV and SBC.

Furthermore, the present study contributes to the current 
SM literature in numerous ways. This study as compared 
to the prior ones, is the first one to investigate the effect of 
SMMA on BA via the mediation of SBC and PV. Moreover, 
with regards to Pakistan, no such study concerning the 
domain of social media marketing and BA has been done till 
now. Also, this study particularly focuses related to men’s 
wear. Furthermore, the article is divided into four sections. 
Section 2 includes literature and hypothesis development. 
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Section 3 consists of data and methodology. Section 4 
comprises demographics, measurement, and structural model 
assessment. Conclusion, future directions, and implications 
are given in section 5.

2.  Literature Review and  
Hypothesis Development

2.1. Social Media Marketing Activities

Social media marketing activities (SMMA) are defined 
in several ways. According to Dann (2010), SMMA is 
the processes, procedures, or commercial marketing that 
use social media platforms to influence consumer buying 
behavior. SM is an online forum and application that are 
used to share content, communicate, and collaborate with the 
general potential customers in the market (Richter & Koch, 
2008). Furthermore, SMMA is the tool used by marketers 
to make aware customers of their brands and services by 
offering various services to social media users. Besides, 
SM takes several forms, including blogs, microblogging, 
pictures, video rating, and social bookmarking (Kim & Ko, 
2012). According to Panigyrakis et al. (2020), SM is used 
as a tool for marketing activities to create strong BA and 
SBC. Further, they are divided into sub-categories, namely 
entertainment, interaction, trendiness, customization, and 
word of mouth (Chen & Lin, 2019; Kim & Ko, 2012). 
Also, some researchers have extended the dimensions of 
SMMA by adding informativeness and personalization to 
it, and all these factors can be used to build brand, value, 
and relationship equity (Yadav & Rahman, 2018). In this 
study, SMMA refers to promoting a brand in such a way that 
customer using social media feels connected and attached to 
the brand (Panigyrakis et al., 2020).

2.2. Perceived Value

To sustain a competitive advantage, the marketer focuses 
on customer value maximization (Kumar & Reinartz, 2016). 
Value includes product quality, product design, image, 
product placement, awareness, and post-purchase services 
(Sirdeshmukh et al.,  2002). Value in terms of marketing is the 
cost and benefit analysis of a product or a service (Kotler & 
Keller, 2016). Therefore, the analysis of a product concerning 
perceived cost and perceived benefit is the perceived value 
(PV) of that product (Lovelock & Wright, 2001). Since the 
last decade, there has been a growing discussion on PV 
mostly researchers have defined it as a multi-dimensional 
construct e.g. (Woodall, 2003). Furthermore, in the service 
literature, PV has been taken as a multi-dimensional 
construct (De Ruyter et al., 1997; Sweeney & Soutar, 2001). 
Particularly, in the context of online buying and selling 
(De Vries & Carlson, 2014; Verma et al., 2012). Following 

the discussion on different dimensions of PV given in the 
theory and experiential studies, Sheth et al. (1991) proposed 
“consumption values”. Also, PV is divided into five types, 
namely, epistemic value, conditional value, emotional value, 
functional value, and social value (Ledden et al., 2007). 

Value has a substantial influence on the behavior of a 
consumer; a value-added product or service is mainly 
preferred and liked by the customers (Chen & Lin, 2019). 
Firms use experiential value to understand consumer 
behavior with respect to their products which can help 
firms to identify where the improvements are required 
in their offerings? And how they can add more value 
to their products and services so that customer remains 
satisfied (Shobeiri et al., 2013; Wittmer & Rowley, 2014). 
Experiential value generates from the direct consumption or 
distanced appreciation of some tangible or intangible goods 
(Mathwick et al., 2001). Further, experiential value has been 
divided into four categories, namely, aesthetics, playfulness, 
customer return-on-investment, and service excellence 
(Holbrook, 1994). 

In the past, studies have used these types to gauge the 
PV, e.g. (Chen & Lin, 2019). Aesthetics refers to the design 
and appearance of a product such that consumers can feel 
a sense of differentiation (Tzou & Lu, 2009). But, in the 
SM context, it refers to the subjective judgment of a user 
regarding the design and environment of SM (Mathwick 
et al., 2001). Lieberman (1977) introduced the term 
playfulness. According to Kang et al. (2014), playfulness 
refers to the feelings of joy and fun experienced during the 
service. In an online community, it refers to the level of 
escapism and enjoyment that a customer feels while using 
SM (Mathwick et al., 2001). Customer ROI refers to the 
returns that customer gains from investing their resources, 
including money, energy, and time while doing online 
shopping (Mathwick et al., 2001; Shobeiri et al., 2013). 
While service excellence is the degree to which a consumer 
believes a company will deliver on its promise of service 
quality (Mathwick et al., 2001).

2.3. Self-Brand Connections

The origin of self-brand connections (SBC) is drawn from 
the theory of Self verification, which states that an individual 
wants himself to be seen and perceived the way he perceives 
and thinks of himself (Swann & Read, 1981). Thus, resulting 
in the concept of self. In the marketing context, self-concept 
can be defined as the way customers think of themselves to 
be the perception of a customer about him or themselves 
(Rosenberg, 2017). And when the concept of self is associated 
with a brand, it results in SBC (Escalas & Bettman, 2003). 
Also, Escalas and Bettman (2003) defined SBC as the degree 
to which a customer feels about the brand as the reflection 
of his or herself. Panigyrakis et al. (2020) defined SBC as 
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the robustness of the bond between a particular brand and 
the self. According to Escalas (2004), a strong self-brand 
connection is formed between the consumer and the brand 
when a brand truly reflects one’s self.

2.4. Brand Attachment

The origin of brand attachment (BA) comes from the 
psychological theory called “Attachment theory”, which 
talks about the relationship that has been developed among 
infants and caregivers (Bowlby, 1982). Naturally, all human 
beings have emotions inside them, and these feelings are 
usually generated in response to some sort of stimulus. People 
in society try to develop, maintain, and show emotional 
attachment with each other (Bartholomew & Horowitz, 
1991). Afterwards; the theory further develops from person 
to person attachment into person and BA (Carroll & Ahuvia, 
2006). Researchers on the basis of attachment theory define 
BA in numerous ways. According to Thomson et al. (2005), 
BA is the emotional connection between a brand and a 
customer. Whereas, according to Panigyrakis et al. (2020) 
BA refers to the degree of connection of a brand with the self. 
Before BA, it is important to have an association between 
a brand and self which means one has to be in connection 
with the brand, and once this relationship develops, it forms 
a consumer-brand relationship. Furthermore, when this 
relationship gets deeper, one finds emotionally attached to 
the brand resulting in SBC and brand prominence, and a 
combination of both of these terms refers to BA (Park et al., 
2010). The operational definitions of the constructs of this 
study are provided in Table 1.

2.5.  Social Media Marketing Activities &  
Brand Attachment

Studies previously proved that marketing strategies via 
using social media affect the branding of a product. For 
example, Puspaningrum (2020) found that social media 
marketing has a significant positive impact on brand loyalty. 
Moreover, the usage of social media also affects the customer 
brand preference in a positive manner (Kumaradeepan, 
2021). SMMA plays an important role in building the strong 
attachment of a customer with the brand. Perera et al. (2019), 
in their study, found that social word of mouth marketing 
has a significant positive relation with emotional BA. Apart 
from this, Shanahan et al. (2019), in their research, proved 
that social media personalization positively affects BA 
and brand engagement. Researchers have considered BA 
as a part of brand equity (Lemon et al., 2001; Vogel et al., 
2008). Therefore, Yadav and Rahman (2018) explored 
that perceived SMMA in the context of e-commerce has a 
significant positive effect on brand equity. Since all these 
studies have found that SMMA has its role in influencing 
the consumer to stay connected with the brand. Thus, the 
following hypothesis is proposed by this study: 

H1: SMMA has a significant positive effect on BA.

2.6.  Social Media Marketing Activities & 
Perceived Value

Studies revealed that SMMA had become an essential 
factor in building both positive and negative perceptions 

Table 1: Operational Definitions of the Constructs

Variables Description Reference

Social Media Marketing 
Activities (SMMA)

SMMA (entertainment, interaction, personalization, word of mouth, 
customization, informativeness, trendiness) refers to introducing a 
brand in such a way that customer using social media feels connected 
and attached to the brand.

(Panigyrakis et al., 2019)

Perceived Value (PV) Analyzing a product based on perceived costs and perceived benefits. (Lovelock, 2001)
Aesthetics Subjective opinions of the users regarding social media environment 

and design.
(Mathwick et al., 2001)

Service excellence The degree to which consumers believe that a company will fulfill its 
promise of service quality.  

(Mathwick et al., 2001)

Playfulness The level of escapism and enjoyment that a user feels while using 
social media.

(Mathwick et al., 2001)

Customer Return of 
Investment

The returns customer gains from investing his resources while 
shopping through social media.

(Mathwick et al., 2001)

Self-Brand Connections 
(SBC)

SBC is the extent to which consumers absorb the brands into their 
self-concepts.

(Escalas & Bettman, 
2003)

Brand Attachment (BA) The emotional connection between a person and a brand. (Thomson et al., 2005)
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of the brands among customers because advertisements 
on online sources influence the cognition and emotions 
of potential customers. Chen and Lin (2019) examined 
the relationship between SMMA and PV; they found that 
SMMA does affect PV positively. In today’s world of digital 
marketing, social media networks provide various platforms 
(Facebook, websites, etc.) to the people allowing them 
to communicate, interact and participate fully. Therefore, 
users of social media networks are influenced by the design 
and layout of the website, information availability, and 
interaction (Keng & Ting, 2009). Furthermore, studies in 
the past explore that firms can also use their environment 
and employees to build an experiential setting and trigger 
consumers’ feelings and experiential value (Grace & O’Cass, 
2004; Keng et al., 2007; Wu & Liang, 2009). As a result, this 
study proposes the following hypothesis:

H2: SMMA has a significant positive relation with PV.

2.7.  Social Media Marketing Activities &  
Self-Brand Connections

SMMA, as a stimulus and response channel, plays a 
significant role in enhancing and enforcing familiar emotions 
with respect to the brand association with a higher age group 
people (Kim & Ko, 2012). As a result, these activities create 
a higher chance for the brands to not only create a meaningful 
connection with the consumer through social media but as 
well as build strong brands (Dwivedi et al., 2019; Porcu 
et al., 2017). In addition, Yadav and Rahman (2018) found 
that SMMA has a positive role in building strong brand 
equity. Thereafter, Panigyrakis et al. (2020) determined the 
relation between SMMA and SBC, and the findings proved 
that SMMA has a significant positive relation with SBC. 
Hence, the study proposes the following hypothesis:

H3: SMMA has a significant positive effect on SBC.

2.8. Perceived Value and Brand Attachment

Prior studies show that perceived value has an association 
with different aspects of the brand. Such as Dam (2020), in 
his study, found there exists a positive relationship between 
perceived value and brand preference. Furthermore, SMMA 
activities tend to create a positive image of a brand in the 
customer’s mind by offering maximum perceived benefits 
in playfulness, service excellence, Customer ROI, and 
aesthetics through SM platforms resulting in BA. In 
addition, the empirical results of previous studies found 
that perceived customer ROI has a significantly positive 
impact on self-connective attachment to the brand (Kim 
& Stepchenkova, 2018). Brands that have value-adding 
marketing characteristics such as product, price, promotion, 
placement, and service excellence produces several customer 

outcomes in the form of satisfaction, PV, and competitive 
differentiation (Kotler & Keller, 2016). Moreover, Liu et al. 
(2019) studied the relationship between PV (functional, 
hedonic, symbolic) and customer BA. They found that 
PV has a significant positive relation with customer BA. 
Hence, these outcomes lead to an emotional BA (Grisaffe & 
Nguyen, 2011). Thus the hypothesis proposed by this study 
is mentioned below:

H4: PV has a significant positive with BA.

2.9.  Self-Brand Connections and  
Brand Attachment

SM being a global networking platform is essential to use 
it in a way to build strong positive customer attachment with 
the brand such that the brand expresses the self-actualization 
of a customer. Studies suggest that consumer wants to get 
attached to a brand that reflects the concept of “Me-ness” 
(Koronaki et al., 2018). Social media as a tool is used in 
several ways that are it increases the awareness regarding 
brands and also creates and enhances the consumer SBC 
(Harrigan et al., 2018; Ren et al., 2012). In addition, the 
causal relationship between the SBC and BA was further 
explored by Panigyrakis et al. (2020); their empirical results 
showed that an increase in SBC causes BA to increase, thus; 
verifying the positive relationship between them. Therefore, 
the literature leads this study toward the following hypothesis:

H5: SBC has a significant positive relation with BA.

2.10. Conceptual Framework

The conceptual framework was constructed to determine 
the influence of SMMA on BA via the two indirect effects, 
which include PV and SBC as the mediating variables. 
Figure 1 depicts SMMA as the independent construct, BA as 
the dependent construct, and PV and SBC as the intervening 
or mediating constructs. Besides, Figure 1 shows SMMA and 
PV as the second-order constructs where SMMA includes 
seven dimensions, namely, entertainment, interactivity, 
trendiness, word of mouth, customization, personalization, 
and informativeness, whereas; aesthetics, service excellence, 
customer return on investment, and playfulness are the 
dimensions of the PV.

2.11. Theoretical Foundation

To justify the framework presented in the study, the 
S-O-R Model, which was modernized by (Jacoby, 2002), 
was used as a basis for the theoretical support. The S-O-R 
model affirms that there are certain environmental factors/
stimuli (here SMMA) that give rise to the emotional 
and cognitive state of the consumers (here PV and SBC), 
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resulting in certain behavioral reactions (here BA) (Robert & 
John, 1982). Studies that applied the S-O-R model from the 
retail perspective concluded that stimulation of the retail/e-
retail has an impact on the inner state of the customer and 
thus promotes their actions or behavior. In e-commerce, the 
stimulus refers to the environment in which the customers 
interact (Eroglu et al., 2003), and response refers to the 
behavior of consumers (Sautter et al., 2004). Inner states 
are the mental and cognitive states that consumers possess, 
including their perception, observation, and judgment (Jiang 
et al., 2010). Furthermore, the S-O-R model provided an 
appropriate approach to identify the impact of SMMA stimuli 
on BA response, followed by PV and SBC inner states.

3. Data and Methodology

3.1. Data Collection

The data was collected from 460 participants who are 
regular users of social media for the purposes of online 
shopping. Overall, out of 460 responses, 425 observations 
were selected for the analysis, and the remaining 
35 responses had missing values or invalid answers; 
therefore, they were not included. A convenient sampling 

method was adopted to gather the data of the adult male 
population from major cities of Pakistan (Karachi, Lahore, 
Islamabad, Rawalpindi, and Sialkot) because the study 
was based on Men’s wear brands. The self-administered 
technique was used to gather the data, and the questionnaire 
was divided into two parts. The first section included the 
demographics-related items (Age, Gender, qualification, 
spending on shopping, frequency of buying on social 
media, usage of social media platforms), and the second 
section comprised all the hypothesis-related items.

3.2. Measures

The study uses a survey strategy to measure the 
constructs through a self-administered questionnaire. 
Since the constructs SMMA, PV, SBC, and BA used in 
this study have already been addressed in the previous 
literature; therefore, scales were adapted from the previous 
research. The scale of SMMA (interaction, word of mouth, 
trendiness, entertainment, customization, informativeness, 
personalization) was taken from (Kim & Ko, 2012) and 
(Yadav & Rahman, 2018), containing 18 items. The scale 
of PV (playfulness, customer return on investment, service 
excellence, aesthetics) was adapted from (Mathwick et al., 

Figure 1: Conceptual Framework

Social Media 
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Brand 
Attachment

Self-Brand 
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2001; Shobeiri et al., 2013), including 15 items. The scale of 
SBC was adapted from (Escalas, 2004), containing 7 items. 
BA scale was adapted from (Park et al., 2010), including 
4 items. All the selected items were measured via a five-
point Likert scale (1 = “Strongly disagree”, 2 = “Disagree”, 
3 = “Neutral”, 4 = “Agree”, 5 = “Strongly agree”).

4. Data Analysis and Results

After analyzing the demographics given in Table 2, the 
study used the partial least square technique to estimate and 
analyze the data in two phases. In the first phase, the reliability 
and validity of the scale items were checked and in the second 
phase, PLS-SEM was applied for hypothesis testing. The 
reason for doing a two-phase empirical analysis is to make 
sure that the items used are internally consistent and valid to 
determine the relationship among the constructs (Anderson, 
1988; Hulland, 1999). This study uses the partial least square 
method due to the fact that firstly, it relaxes the assumption of 
symmetric (normal) distribution, and secondly, it is suitable for 
explaining causal relationships among the variables; thirdly, it 
deals with the measurement items and model constructs (Hair 
et al.,  2016). Since this study is based on the cause and effect 
relationship between SMMA, PV, SBC, and BA. Therefore, 
to avoid the issue of measurement error and multi-collinearity 
PLS is more suitable than other SEM methods. Moreover, the 
data collected was analyzed using Smart PLS 3.2.7 developed 
by (Hair et al., 2011; Ringle et al., 2015).

4.1. Demographics Profile 

Accumulatively, 425 responses from males were 
recorded, out of which 49.9% were below the age of 22; 
38.8% were between 23 to 27; 8.5% were between 28 to 32; 
0.7% were between 33 to 37, and 2.1% were above 37 years 
of age. Of the respondents, 11.8% were having a degree of 
intermediate; 59.1% were graduated; 28.7% were a master’s, 
and 0.5% were holding a degree of PhD. The estimates also 
show that out of 425 respondents, 26.8% were spending the 
amount of up to 2000 on shopping. Furthermore, 51.1% 
were spending between 2001 to 5000; 18.1% were spending 
5001 to 10000, and 4.0% were spending above 10000. 
Additionally, out of 100% of responses, 49.2% of males used 
to go shopping once a month; 32.5% go once in two months; 
9.6% go once in three to four months and 8.7% shop in six 
months. They also used different platforms to purchase; 
53.2% used Facebook, 27.5% used Instagram, 2.8% used 
Twitter, and 16.5% used other platforms. Furthermore, the 
details related to demographics are illustrated in Table 2.

4.2. Measurement Model 

The assessment of the measurement model includes the 
reliability, internal consistency, and validity of each construct. 

The Cronbach’s alpha (α) and composite reliability (CR) 
measure the internal consistency of the items and should 
be greater than 0.7 (Chin, 1998). Table 3 clearly illustrates 
that the value of α and CR of each construct is above 0.7; 
therefore, the measurement items used for selected constructs 
are reliable. Furthermore, convergent validity is examined 
through the average variance extracted value (AVE), which 
shows the degree to which items can measure a construct, 
and the threshold for the AVE value is 0.5. Since the AVE 

Table 2: Demographics Profile of Respondents

Category No. of Respondents (%)

Gender

Male 425 100

Age

18–22 yrs 212 49.9
23–27 yrs 165 38.8
28–32 yrs 36 8.5
33–37 yrs 3 0.7
Above 37 yrs 9 2.1

Education

Intermediate 50 11.8
Bachelors 251 59.1
Masters 122 28.7
PHD 2 0.5

Spending Per Visit

1000 to 2000 114 26.8
2001 to 5000 217 51.1
5001 to 10000 77 18.1
Above 10000 17 4.0

Shopping

Once a month 209 49.2
Once in two months 138 32.5
Once in three to four 
months

41 9.6

Once in six months 37 8.7

Social Media Platform

Facebook 226 53.2
Instagram 117 27.5
Twitter 12 2.8
Other 70 16.5
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values of all the constructs are above 0.5 as shown in Table 3 
thus; satisfying the convergent validity criteria. On the other 
hand, discriminant validity measures the extent to which 
the explanatory constructs affect each other, also known as 
multi-collinearity.

To examine the discriminant validity Henseler, Ringle, 
and Sarstedt (2015) identified the technique known as the 
Heterotrait-Monotrait ratio (HTMT). To avoid the issue of 
multicollinearity, the HTMT ratio should be less than 0.9 
(Gold et al., 2001). Table 4 depicts the HTMT ratio for all the 
constructs which are below 0.9; hence, it is proved that there 
is no issue of multi-collinearity and the scale items have the 
property of discriminant validity.

4.3. Structural Model Assessment

The beta coefficient and R square values of the constructs 
are evaluated using the structural model. Beta coefficient 
(β) shows the magnitude and direction of the relationship 
between the explained variable and the explanatory variable. 

In contrast, R square measures the predictive power of the 
model and shows the percentage effect of independent 
variables on dependent variables. Note that both SMMA and 
PV are the second-order reflective constructs. In addition, 
the study used the method of bootstrapping to check the 
significance of each beta coefficient.

4.3.1. Direct Effects

The significance of the hypothesis related to this study 
and the degree of sensitivity between each relationship 
through beta coefficients can be noticed in Table 5. The results 
showed that the causal relation between SMMA and BA is 
significantly positive because the p-value (0.001 < 0.05) of the 
beta coefficient is less than 0.05; therefore, H1 is supported. 
In addition, SMMA has a significant positive effect on PV 
showing a p-value (0.000 < 0.05) and T-stats (21.134) of beta 
coefficient 0.674, which means that if SMMA increases by 1 
percent, the PV will increase by 0.674 percent hence; H2 is 
supported. Similarly, SMMA also has a significant positive 
effect on SBC, which indicates that a 1 percent increase in 
SMMA will cause SBC to increase by 0.563 percent since 
the P-value (0.000 < 0.05) is less than 0.05, and T-stats is 
more than 1.96 (14.710 > 1.96) therefore; H3 is supported. 
The beta coefficient of H4 is 0.318 with a p-value (0.000 < 
0.05), and T-stats (5.023 > 1.96) shows that if PV increase by 
1 percent, the BA will increase by 0.318 percent; thus; there 
exists a significant positive relation between PV and BA. 
Finally, the P-value (0.000 < 0.05) and T stats (4.020 > 1.96) 
of beta coefficient (0.248) prove that SBC has a significant 
positive impact on BA; hence, H5 is supported.

Table 6 shows the values of R square and adjusted R 
square for the BA, PV, and SBC. The R square value of 

Table 3: Constructs Reliability & Validity

Constructs Cronbach’s 
Alpha (α)

Composite 
Reliability 

(CR)

Average 
Variance 

Extracted (AVE) 

BA 0.776 0.856 0.598
PV 0.917 0.929 0.697
SBC 0.886 0.912 0.599
SMMA 0.900 0.915 0.668

Table 4: HTMT Ratios for the Selected Constructs

Constructs BA PV SBC SMMA

BA     
PV 0.717    
SBC 0.673 0.736   
SMMA 0.640 0.742 0.632  

Table 5: Hypothesis Testing (Direct Effects)

Hypothesis Relationship Beta 
Coefficient (β) t-statistics p-values Results

H1 SMMA → BA 0.186 3.095 0.001 Supported
H2 SMMA → PV 0.674 21.134 0.000 Supported
H3 SMMA → SBC 0.563 14.710 0.000 Supported
H4 PV → BA 0.318 5.023 0.000 Supported
H5 SBC → BA 0.248 4.020 0.000 Supported

Table 6: R Square & Adjusted R Square Values

Constructs R Square R Square Adjusted

BA 0.434 0.430
PV 0.454 0.453
SBC 0.317 0.316
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43.4% for BA shows that out of 100% variation in BA 43.4% 
is due to SMMA, PV, and SBC. Similarly, 45.4% of PV is 
explained by SMMA while, out of 100% of the variation in 
SBC 31.7% is because of SMMA. Moreover, table 6 shows 
that the adjusted R square values are less than the R square 
values of the mentioned constructs.

4.3.2. Indirect Effects 

To check the mediation effect of SBC and PV, this study 
used the bootstrapping test along with confidence intervals 
bias-corrected measures (Hayes & Preacher, 2014). The 
study took 5% as a critical region, and a 95% confidence 
interval with 5000 bootstraps resample to test the specific 
indirect effects. Table 7 presents the results related to 
mediating effects which shows the specific indirect effects 
of both SBC and PV between SMMA and BA are significant 
(t-value > 1.96, p-value < 0.05). The values of confidence 
intervals bias-corrected (0.146, 0.287) and (0.084, 0.202) 
have similar signs, which show both the specific indirect 
effects are significant.  Hence, the study proves that the 
mediation of PV and SBC does exist.

5. Conclusion

This study aims to understand the dynamics of SMMA 
and to investigate its role in building customer attachment 
with the brand. The empirical results supported all the 
hypotheses. The study proves that SMMA directly has 
a significant relation with BA which means that by using 
online platforms, marketers can build BA. Meanwhile, H2 
illustrates that SMMA does affect PV positively. Similarly, 
H3 also shows that SMMA has a positive effect on SBC. 
Besides, H4 is also supported, which states that PV does 
have a positive influence on BA. At last, H5 shows that SBC 
is positively related to BA. All these findings suggest that to 
make customers get attached to the brand, it is important for 
the marketer to increase the PV of a brand by using SMMA, 
which further leads to the customer attachment with the 
brand. In addition, SMMA does affect BA if the mediation 
of SBC is taken into account, which means that efficient and 
effective use of SMMA leads to the point where customers 
start to feel connected to a brand, and once they start buying 
it, frequently, it results in strong BA. Hence, the empirical 
findings of this study suggest that to sustain the comparative 

advantage, businesses should design entertaining, user-
friendly, customized, personalized, updated in terms of 
information, ease of sharing content, and trendy online apps 
and websites, which further causes an increase in the SBC 
and PV resulting in the strong BA. 

Social media has tailored the marketing techniques 
(Mangold & Faulds, 2009). The attitude of the consumers 
has changed a lot; they now mainly use online platforms to 
gather information regarding different brands and services. 
The growing trend of social media has provided meaningful 
opportunities to companies. Companies use social media 
platforms as a tool to market their brands among actual 
and potential customers. This study provides some major 
managerial implications. In general, it can help businesses 
to understand the importance of SMMA in building strong 
customer relationships by offering various brands through 
online platforms. Furthermore, the results show that if firms 
use social media as a medium of marketing their offerings 
via creating Facebook pages and user-friendly, customized, 
and aesthetically appealing websites, that can result in 
increased PV, SBC, and strong customer attachment to the 
brand. The marketers should understand the importance of 
SMMA in building brand connections with the consumers 
because the meaning generated through social media is 
used by the customers as a justification to develop and 
maintain the existing relationship with the brand. Hence, 
marketers should consistently give attention to designing 
and implementing SMMA, which leads to an increase in the 
PV and SBC, resulting in a strong attachment of a customer 
with the brand.  

This study provides future insight for researchers in 
numerous ways. Firstly, the study was only based on men’s 
wear brands. Hence other products can also be taken into 
account. Secondly, the responses were collected from 
only a few cities, including Islamabad, Karachi, Lahore, 
Rawalpindi, and Sialkot,other geographical areas can also 
be selected in future studies. Thirdly, more variables such as 
brand love, brand preferences, and brand attitude can also be 
included in upcoming studies. Fourthly, the study was cross-
sectional; for a deep understanding of social media marketing, 
longitudinal research can also have done. Fourthly, the study 
is based on convenience sampling; future studies can adopt 
probability sampling techniques. At last, researchers can use 
the conceptual model in different cultures to see the cross-
national effects of the variables used in the study.

Table 7: Hypothesis Testing (Indirect Effects)

Relationships Path Coefficient t-statistics p-values 5.0% 95.0% Results

SMMA → PV → BA 0.214 5.013 0.000 0.146 0.287 Supported
SMMA → SBC → BA 0.140 3.948 0.000 0.084 0.202 Supported
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