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ABSTRACT

Interactive Social Media advertising offers our population many benefits, whether it be
entertainment, news, education, customer service or even networking. Social media is
changing the rules of branding. Brands can be noticed with smaller investments as they
can tap into social media to amplify their brand message. The ever-evolving impact of
social media on branding is shifting the very essence of brand management. Social
media binds together communities that once were geographically isolated. Insights
from various social networks enable marketers to understand what customers want, and
when they want it, how they want to experience it and who they want to experience it
with, all of which will enable messaging that they want to hear.

On the World Wide Web, the brand is the experience and the experience is the brand.
Although branding has been a subject of research for many years, the subject of social
media is new and emerging, therefore the scope of research has widened, creating
opportunities to expand on existing knowledge and theory. Largely, research specific to
brand advertising and brand resonance has not incorporated social media particularly in
the emerging market context such as South Africa. There is a lack of academic research
revealing how social media, advertising and brand resonance interconnect in the South
African skincare market context. The purpose of this study was to investigate influence of
social media advertising interactivity on brand resonance. The brand resonance
construct is measured from the perspective of its four dimensions namely, loyalty,

attachment, community and engagement.

An online survey was administered to 3,000 respondents. Out of that, 1959 completed the
survey in full. The respondents were regular users of social network sites and they were
sourced mainly from university students, a smaller percentage of the group consisted of
university staff and other members of the public. Data was analyzed using the R-software
version 3.6.3, to determine if the items correlate with their unique constructs. The

conceptual model elements were analyzed using exploratory factor analysis.

The study showed that interactive social media advertising has a positive and significant
impact on brand loyalty, brand attachment, brand community and brand engagement.

The study gives marketers insights into how to effectively use social media as an



advertising medium, but most importantly how to use social media to create brand

resonance.

Key words: Brand, Brand Knowledge and related constructs of Brand Awareness and
Brand Image, Brand Resonance and its related constructs i.e. Brand Loyalty, Brand
Attachment, Brand Community, Brand Engagement, Brand Relationship, Digital
Marketing, Social Media, and Facebook Advertising.
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CHAPTER 1: INTRODUCTION

1.1 Purpose of the Study

The purpose of the study was to investigate the influence of social media advertising
interactivity on brand resonance. The brand resonance construct is measured from the
perspective of its four dimensions, namely loyalty, attachment, community and
engagement. The research sought to ascertain if there is a relationship between social
media advertising interactivity and brand resonance. This research is important in
guiding marketing and advertising practitioners in using social media advertising tools
optimally, by getting a better understanding of how consumers receive and perceive
online-based ad messages from brands in a social media context in South Africa.

There has been numerous angles from which researchers have studied the behavioural
characteristics of digital advertising. For example, Lambrecht and Tucker (2013)
considered advertisement retargeting, this is when personalized recommendations based
on prior web-browsing history are made when a consumer returns to a website.
Schumann, von Wangenheim and Groene (2014) did a study on how negative reactions
to personalization could be overcome with normative reciprocity appeals instead of
utility appeals. The findings of the research done by Tucker (2014) was that
personalized website adverts are more well received when consumers have a higher
perception of being in control of their own information which is used for
personalization. Some more research on digital advertising included research conducted
by Dinner, Van Heerde and Neslin (2014) where they did a study on how digital display
and search advertisements drive online and offline purchasing for a retailer. The
findings revealed that digital advertisements are more effective than offline
advertisements when it comes to driving online behavior. More research has been done
in this digital advertising domain, such as research conducted by Goldstein, Siddharth
and Preston (2014) where they studied ‘annoying’ (e.g., obtrusive, low quality) website
advertisements. The researchers empirically demonstrated how these type of
advertisements are costly economically for advertisers, but they also create cognitive

costs for consumers.
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Previous research has attempted to explore interactive advertising from limited angles,
for example Rodgers and Thorson (2000) in their article, explored the Interactive
Advertising Model. The authors posited that there are three approaches to interactive
advertising, namely (1) structures of advertising, i.e. structural elements of internet ads
such as characteristics of the message, the characteristics of the receiver, and the
interaction of the message and the receiver. (2) The functionalist Approach, i.e. reasons
for internet use; and lastly (3) information processing which is about how individuals
perceive and process online ad-based messages. Pavlou and Stewart (2000) in their
article, conducted research on measuring the effects and effectiveness of Interactive
Advertising. The authors did an analysis of the traditional notions regarding the
measurement of advertising effects with notions that recognize the active role of the
consumer in interacting with advertising and the advertiser. Closer to home, Duffett
(2015) conducted research on the effect of Gen Y’s affective attitudes towards
Facebook marketing communications in South Africa. Duffett argued that little is
known about the attitudes of consumers towards advertising in terms of the effect of
various usage characteristics and demographic factors. His study investigated the
influence of Facebook advertising on affective attitudes amongst Gen Y in South
Africa. The findings revealed a generally positive predisposition towards Facebook

advertising.

In spite of previous studies conducted in the areas of social media and advertising, not
much has been done in analysing the impact of interactive social media advertising on
Brand Resonance. The advertising literature is limited in terms of research on the
impact of advertising interactivity - which involves informativeness and entertainment -
on consumers in a social media context. Moreover, how brand interactions on social
media influence consumer brand attitudes, particularly in the skincare industry.
Research done by Hudson, Huang, Roth, Madden and Hudson (2016) demonstrates that
even though the subjects of branding and relationship building have been studied, and
are vital to the overall academic body of research in matters of branding in the digital
world, there is insufficient knowledge about the relationship between social media and
consumers' relationships with brands, particularly skincare brands in the emerging
market of South Africa. Hudson, Huang, Roth, Madden and Hudson (2016) also argue
that there is insufficient knowledge on whether social media-based brand relationships

are associated with desired outcomes such as customer satisfaction and
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recommendations. The research that was undertaken in this study sought to address
these gaps. The research also explores the relationship between Social Media
Advertising and its impact on consumer perceptions of their relationship with the
brands; and consequently how those interactions relate to desired marketing outcomes.
From scanning through past research papers, it was evident that there is a need for
research on how to improve brand resonance through social networks, particularly in
the area of skincare brands in an emerging market. Therefore, this study intends to
contribute to an academic body on brand resonance in the emerging context of South
Africa.

1.2 Context of the Study

Social media marketing is a system, which allows marketers to engage, collaborate,
interact and harness intelligence crowd sourcing for marketing purposes. It therefore
presents an opportunity for brands to adopt it strategically into their organisations.
Social media has become a vital channel for global marketing communications and is
commanding a larger share of advertising budgets. According to Bannister, Kiefer &
Nellums (2013); Barreto (2013) as well as Hudson and Thal (2013), there is unanimity
that online advertising can be appraised through elements such as brand awareness,
product recall and attitudinal and behavioural changes,. Although there has been
several studies recently, focused on measuring behavioural attitudes towards social
media networks, these studies primarily conducted in more developed nations, Duffet
(2015). Little research has explored the effect of Social Media advertising on brand
relationships, Hudson, Huang, Roth, Madden and Hudson (2016).

According to the Digital and Social Trends Report South Africa (2020), the statistics on
internet usage revealed that over 31 million South Africans in 2019 used the internet
(54% of the population); this shows a 0.2 million increase from 2018. The report also
indicates that 86% of online South Africans use a smartphone to access the internet,
While 79% use a personal desktop or laptop device. South Africans spend the sixth
longest time online worldwide. As the average South African spends 8hours 25 minutes
a day on the internet, (global average is 6hrs 41min). The main reasons cited in the
report for using social media (based on 2019 SA population data) were: firstly, that 59%

of South Africans use social media to stay in touch with what their friends are doing;
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while 53% use social media to stay up-to-date with news and current events; lastly 48%
of South Africans who use social media said they use it for general networking with
other people. As of November 2019, the top Facebook pages in South Africa were
Nelson Mandela, SuperSport Football, News24.com, Charleze Theron, and Trevor
Noah, PopiMedia (2019).

In the DataReportal.Com 2019 Digital Report on South Africa, the total number of
active social media users in South Africa in 2019 was 23 million. That entire audience
could be reached with adverts on Facebook in 2019. The report further unpacks the
numbers in terms of social media advertising audiences and e-Commerce activities in
South Africa as per the following four diagrams, which indicate the immensity of the

market when it comes to social media advertising in the skincare industry.

SOCIAL MEDIA ADVERTISING AUDIENCES >\—

A COMPARISON OF THE TOTAL ADDRESSABLE ADVERTISING AUDIENCE® OF SELECTED SOCIAL MEDIA PLATFORMS

TOTAL ADVERTISING TOTAL ADVERTISING TOTAL ADVERTISING TOTAL ADVERTISING | TOTAL ADVERTISING
AUDIENCE ON FACEBOOK AUDIENCE ON INSTAGRAM  AUDIENCE ON TWITTER AUDIENCE ON SNAPCHAT |  AUDIENCE ON LINKEDIN
[MONTHLY ACTIVE USERS)  (MONTHLY ACTIVE USERS)  (MONTHLY ACTIVE USERS)  (MONTHLY ACTIVE USERS) |  (REGISTERED MEMBERS)

FOP®

23.00 4.00 1.67 1.35 6.90

MILLION MILLION MILLION MILLION MILLION

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE E FEMALE MALE

50% 50% 53% 48% 7% 63% 79% 17% | 46% 54%

- . we
SOURCE: VE ADVER H ] ~ are,
(] o ootsuite- are. |

Figure 1: Social Media Advertising Audiences in South Africa - 2019
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FACEBOOK AUDIENCE OVERVIEW }\_

BASED ON FACEBOOK'S TOTAL ADDRESSABLE ADVERTISING AUDIENCE

NUMBER OF PEOPLE THAT PERCENTAGE OF ADULTS QUARTER-ON- PERCENTAGE OF PERCENTAGE OF
FACEBOOK REPORTS AGED 13+ THAT CAN QUARTER GROWTH ITS AD AUDIENCE ITS AD AUDIENCE
CAN BE REACHED WITH BE REACHED WITH IN FACEBOOK THAT FACEBOOK THAT FACEBOOK
ADVERTS ON FACEBOOK ADVERTS ON FACEBOOK ADVERTISING REACH REPORTS IS FEMALE * REPORTS IS MALE*

&

23.00 53% +4.5% 50%

MILLION

o s o e oo e ¥ Hootsuite 3.

Figure 2: Facebook Audience Overview in South Africa - 2019

E-COMMERCE ACTIVITIES }L

PERCENTAGE OF INTERNET USERS WHO REPORT PERFORMING EACH ACTIVITY IN THE PAST MONTH [SURVEY BASED]

SEARCHED ONLINE VISITED AN ONLINE PURCHASED A MADE AN ONLINE MADE AN ONLINE
FOR A PRODUCT RETAIL STORE ON THE PRODUCT OR SERVICE PURCHASE YIA A LAPTOP PURCHASE VIA A
OR SERVICE TO BUY WEB (ANY DEVICE) ONLINE [ANY DEVICE] OR DESKTOP COMPUTER MOBILE DEVICE

88% 92% 55% 39%

O - oexzs ; - Hootsuite- ore. _

Figure 3: E-Commerce Activities in South Africa - 2019
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E-COMMERCE SPEND BY CATEGORY 5\_

THE TOTAL ANNUAL AMOUNT SPENT ON CONSUMER E-COMMERCE CATEGORIES, IN U.S. DOLLARS

FASHION ELECTRONICS & FOOD & FURNITURE &
& BEAUTY PHYSICAL MEDIA PERSONAL CARE APPLIANCES

® @ ® ®

$524.0 $933.0 $232.0 $589.0

MILLION MILLION MILLION MILLION

TOYS, DIY TRAVEL (INCLUDING DIGITAL VIDEO
& HOBBIES ACCOMMODATION]) MUSIC GAMES

@ L] @ .

$635.0 $2.864 $32.00 $133.0

MILLION BILLION MILLION MILLION

o SOURCE: STAT X K T T NOTES: 4 Hootsuite ‘g}%
) 2 E Al ADVISORY: STATISTA T - H
- ' " - : ' ' ' social

Figure 4: E-Commerce Spend by Category in South Africa - 2019

1.3 Problem Statement

The relationship that consumers develop with brands has become a topic of increasing
interest and attention in the marketing literature. This interest stems from general
acceptance of relationship principles in product and service marketing, as well as
practitioner acceptance of the evidence of relationship benefits, Aaker (1995); Fournier
(1998). According to Hudson, Huang, Roth and Madden (2016) companies are
increasingly allocating more of their marketing spending to social media programs. Yet
there is little research about how social media use is associated with consumer—brand

relationships.

The brand relationship concept has not been sufficiently examined from a social media
perspective. A lot is still unknown about the influence of social media networks on
brand resonance. Prior research has only examined the adoption of social media
marketing in South African companies. Moreover, even though there has been research
from the developed world on understanding customer-based brand equity (CBBE), no
research has focussed on the influence of social media on CBBE in a South African

context.
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To investigate the influence of Social Media advertising on brand resonance and its
related dimensions (brand loyalty, brand attachment, brand community and brand
engagement). The aim is to determine if there a relationship between Social Media
advertising and Brand Resonance, and to also find out the extent to which Social Media
advertising influence brand loyalty, brand attachment, brand community and brand
engagement. As Smit, Bronner and Tolboom (2007) suggest, research is needed on the
influence of marketing tools on brand relationships. Whether and how social media
engagement is associated with customers' brand perceptions, and willingness to
recommend them to others, are important questions this study seeks to address. As
interest in the brand-building benefits of social media use grows, more research is
needed to guide marketers in a digital world, Hudson, Huang, Roth, Madden and
Hudson (2016).

Sub Problems:

a. To guide marketers in a digital world, research on the effect of Social Media
advertising interactivity on brand loyalty is required. The first sub-problem
explores whether there is a relationship between these two variables.

b. The second sub-problem explores whether there is a relationship between
Social Media advertising interactivity and brand attachment.

c. The third sub-problem explores whether there is a relationship between Social
Media advertising interactivity and brand community.

d. The fourth sub-problem explores whether there is a relationship between Social

Media advertising interactivity and brand engagement.
1.4  Research Objectives:
This study seeks to achieve the following research objectives:

a. To get an understanding of the nature of the relationship between social media
advertising interactivity and customer-based brand equity (brand resonance)
which has four dimensions, namely brand loyalty, brand attachment, brand
community and brand engagement.

b. To contribute towards expanding knowledge on building customer-based brand

equity through social media, in an emerging market context.
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15 Research Questions:

a. Is there relationship between Interactive Social Media Advertising and Brand
Loyalty?

b. Is there a relationship between Interactive Social Media Advertising and Brand
Attachment?

c. Isthere a relationship between Interactive Social Media Advertising and Brand
Community?

d. Isthere a relationship between Interactive Social Media Advertising and Brand

Engagement?

1.4 Significance of the Study

Previous brand relationship studies have been mainly conducted in developed countries,
not emerging markets. The present study will explain the dynamics involved in the
relationship between social media and brand relationship in the emerging market
context of South Africa. An important area not previously addressed in the original
Customer Based Brand Equity research by Keller, is understanding the value of brands
and branding in a digital world. With the profound diffusion and far-reaching daily
usage of smart phones and with the Internet of Things; having an understanding of
infusing digital into marketing and branding has become of primary concern to
marketing and branding researchers, Yadav and Pavlou (2014). As firms are equipping
themselves with technology and skills to continue being relevant in an increasingly
digital world, consumers are also getting more and more empowered. Therefore,
understanding branding in a digitally empowered world is critical to the success of any
brand. Technological advances have given firms the ability to tap into social media to
amplify their brand message, similarly the same technologies have enabled consumers

to tap into social media to share opinions and express loyalty with others.

1.5  Delimitations of the Study

e The research study was only conducted in South Africa.
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e The research participants were mainly students (undergraduate and

postgraduate).

e The study did not analyse the firm’s existing digital marketing strategies.

1.6 Table 1: Definition of Terms

Term

Evidence in Literature

Brand Equity

“The ‘added value’ with which a given brand endows a product”
Farquhar (1989).

High brand equity is considered a competitive advantage as it
can lead to firms charging a premium for their products or
services, Bendixen, Bukasa and Abratt (2004).

“Brand Equity is a set of assets (and liabilities) linked to a
brand’s name and symbol that adds to (or subtracts from) the
value provided by a product or service to a firm and/or that
firm’s customers, Aaker (1996).

Brand equity provides value to customers by enhancing the
customer’s processing of information, confidence in the decision,
and use satisfaction, Bick (2009).

Brand Equity represents the extent to which the firm influences
the customer’s subjective evaluation of the firm’s offering. This
gives the firm the ability to focus on building customer
relationships, as brands come and go, Rust, Zeithaml & Lemon
(2004).

Brand The extent to which a consumer develops strong behavioural,
Resonance psychological, and social bonds with the brands s/he consumes,
Rindfleisch et al. (2006)
The nature of the relationship that customers have with the brand
and the extent to which they feel that they are “in synch” with
the brands” Keller (2008).
Brand Fournier (1998) defined brand relationship as when brands may
Relationship become an active relationship partner for the consumer and

provide meanings in a psycho-socio-cultural context. It is the
relationship between the customer and brand, and it is related to
personal identification of the customer with the brand.

Brand Loyalty

An intensely detained commitment of the customer towards a
brand, to use or purchase it every time in the future, in spite of
the influences of the marketing efforts and other situational
influences having the ability to cause a switch in the purchase
intention of the customer, Oliver (1997).
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Brand
Attachment

Describes the strength of the bond connecting the consumer with
the brand. It is critical because it should affect behaviours that
foster brand profitability and customer lifetime value, Thomson,
Maclnnis and Park (2005).

Brand
Engagement

According to Hausman, Kabadayi and Price (2014), consumer
engagement refers to “behaviours that go beyond simple
transactions, and may be specifically defined as a customer’s
behavioural manifestations that have a brand focus, beyond
purchase, resulting from motivational drivers”. This is a view
that is supported by Van Doorn, Lemon, Mittal, Nass, Pick,
Pirner & Verhoef (2010).

Customer-brand engagement; is described by Hollebeek (2011)
as the “level of an individual customer’s motivational, brand-
related and context-dependent state of mind characterized by
specific levels of cognitive, emotional and behavioural activity in
direct brand relationships.”

Brand

Community

McAlexander and Schouten (2002) define brand community as
‘communities whose primary basis of identification is either
brands or consumption activities, that is, whose meaningfulness
IS negotiated through the symbolism of the marketplace.

Muniz and O*“Guinn (2001) “define a brand community as a
“specialized, non- geographically bound community, and based
on a structured set of relationships among admirers or a brand”.

1.7  Assumptions

The assumptions of this research study are:

e Respondents agreed to answer interview survey questions honestly and

accurately.

e Respondents reflected normal perspectives and had sufficient experience to

answer the questions.

e Respondents were regular users (once a month or more often) of Social Media.
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CHAPTER 2: LITERATURE REVIEW

2.1 Introduction

The literature review serves as a scholarly review of the key areas of significance to the
study. The research was limited to articles published in the English language
predominantly using keywords, but not limited to: Brand, Brand Knowledge and related
constructs of Brand Awareness and Brand Image, Brand Resonance and its related
constructs i.e. Brand Loyalty, Brand Attachment, Brand Community, Brand
Engagement, Brand Relationship, Digital Marketing, Social Media, and Facebook
Advertising. The literature review serves as an empirical review of the listed variables

under study.

2.2 Concept / Empirical Reviews
2.2.1 Digital Marketing

“Marketing is the societal process by which individuals and groups obtain what they
need and want through creating, offering and freely exchanging products of value with
others”, Kotler & Keller (2009). Digital marketing has been defined as the process by
which a firm employs, either partially or exclusively, digital tools, techniques and
tactics to create value for its customers. Chaffey and Ellis-Chadwick (2012) define
digital marketing as ‘achieving marketing objectives through applying digital
technologies.’ Digital marketing can be applied in various ways such as being a
relationship-building medium, an advertising medium, etc. Digital marketing is about
embedding digital as an integral part of all marketing activities, in the entire marketing
mix. For example, the advent of social media has transformed the means by which
organizations communicate to their target audience. The introduction of the internet
and most specifically Web 2.0 changed advertising by introducing features that allow a
two-way (or multi-way) communication in an online platform characterized by user
freedom, control and dialogue, Boateng and Okoe (2015). Web 2.0 brought about a
new degree of interactivity and consumer involvement in advertising applications.
Digital advertising is a major topic in the marketing literature and, with respect to
consumer behaviour, considers how consumers respond to various aspects of digital
ads. Warc's latest report, Global Advertising Trends: The Adspend Outlook (2020) has
found that global advertising spend is set to rise by 7.1% to $660bn in 2020, lifted by
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13.2% growth in internet investment. In social media, spend is forecast to rise by 19.5%
to $102.4bn in 2020, which is 15.5% of global advertising spend. Facebook (including
Messenger, Instagram and WhatsApp) is expected to draw 80.9% of this investment, or
$82.9bn, though this share is down from 81.2% in 2019. Just over 42% or $35bn of
Facebook's ad revenue will come from the US this year. According to the same report,
Africa’s advertising spend is expected to rise 5.6% to $6.9bn this year, reversing a 1.5%
dip in 2019.

Social media’s role in the purchase journey continues to expand, with 43 percent of
internet users around the world aged 16 to 64 now saying that they use social networks
when researching things to buy. The role of digital in our lives has reached new heights,
with more people spending more time doing more things online than ever before, Kemp
(2020). The number of people around the world using the internet has grown to 4.54
billion, an increase of 7 percent (298 million new users) compared to January 2019.
Worldwide, there were 3.8 billion social media users in January 2020, with this number
increasing by more than 9 percent (321 million new users) since the same time last year.
Globally, more than 5.19 billion people now use mobile phones, with user numbers up
by 124 million (2.4 percent) over the past year. The new Digital 2020 reports published
by DataReportal.Com in partnership with We Are Social and Hootsuite, shows that
digital, mobile, and social media have become an indispensable part of everyday life for

people all over the world.

According to the report, there were 36.54 million internet users in South Africa in
January 2020. The number of internet users in South Africa increased by 1.1 million
(+3.1%) between 2019 and 2020. Internet penetration in South Africa stood at 62% in
January 2020. There were 22.00 million social media users in South Africa in January
2020. The number of social media users in South Africa increased by 3.5 million
(+19%) between April 2019 and January 2020. Social media penetration in South
Africa stood at 37% in January 2020. There were 103.5 million mobile connections in
South Africa in January 2020. The number of mobile connections in South Africa
increased by 3.1 million (+3.1%) between January 2019 and January 2020. The number
of mobile connections in South Africa in January 2020 was equivalent to 176% of the

total population.
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Social media is now considered a vital channel for global marketing communications;
hence we see more advertising being channelled towards this medium. It is evident that
many organisations, managers and academics are now focusing on advertising on social

media such as Facebook, YouTube, LinkedIn and Twitter.

2.2.2 Social Media Advertising

According to Montalvo (2011), “social media are scalable communications technologies
that turn internet-based communications, i.e. smart phones, PCs, tablet computers,
portable media players, etc.) into an interactive dialogue platform. Social media
platforms, such as Facebook, LinkedIn, Twitter and You Tube all exist because of Web
2.0”. Gunawan and Huarng (2015) define social network and media (SNM) as a graph
of relationships and interactions within a group of individuals, often mediating in
spreading information, ideas and influence among the members. Saji, Chauhan and
Pillai (2013) describe social networking through online media as a variety of digital
sources of information that are created, initiated, circulated and consumed by internet
users to educate one another about products, brands, services, personalities and issues;
this is a view supported by Schivinski and Dabrowski (2016).

The term social media is often used in a similar way to ‘social network sites’, however
there are differences between the concepts. Social media is a broader term that includes
multi-faceted online information-sharing formats, Gangadharbatla (2008) and
applications, including blogs, virtual worlds, content communities (such as YouTube),
collaborative projects (such as Wikipedia) and social network sites (such as Facebook).
Common features among most social network sites include the creation of a profile; the
addition of connections; private messaging features; the ability to comment on various
user-contributed content; and photo and/or video-sharing capabilities, Boyd and Ellison
(2007).

Kim and Ko (2012) define social media as online applications, platforms and media,
which aim to facilitate interactions, collaborations and the sharing of content. They take
a variety of forms, including weblogs, social blogs, microblogging, wikis, podcasts,
pictures, video, rating and social bookmarking. As their use increases exponentially, not
only existing social networkers but also even business firms and governmental

organizations are joining and using them as communication tools. Unlike individual
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social networkers, these entities actively make use of the media for advertising and
marketing. While commercial messages and interactions with consumers collaborate
with media, events, entertainment, retailers, and digital services through social media, it
Is possible to perform integrated marketing activities with much less effort and cost than

before.

Social media interaction refers to “a consumer's proactive engagement with the brand
on social media platforms such as following, replying, tweeting, sharing, liking,
participating and so on”. Consumers' proactive interaction with the brand on social
media can be viewed as “a customer's level of cognitive, emotional and behavioural
investment in specific brand interactions”, Hollebeek (2011). In a research study which
was conducted by De Wulf, Oderkerken-Schroder, and lacobucci (2001) the findings
revealed that the more the customers' relationship investment, the higher their
commitment to maintain the relationship. Therefore, the more times consumers spent in
social media interaction with the brand, this activity generated a higher relationship
investment, resulting in a stronger Brand Relationship Quality. The research findings
also revealed that during the interaction, consumers may get benefits from the brand by
increasing their knowledge of the product and/or services, reducing the risk of
consumption, and thus increasing their sense of trust. The findings revealed that two-
way interaction often involves a response from a brand. According to De Wulf,
Oderkerken-Schroder, and lacobucci (2001), “since its emergence, social media,
especially social networking sites, have introduced radically new means of interaction
and engagement between consumers and brands. Consumers increasingly use social
media not only to research products and services, but also to engage with the companies
they purchase from, as well as other consumers who may have valuable insights about
these companies. Brands are able to reach consumers using both their own

communications and the communications of consumers.”

People use the Internet to satisfy their social needs, the internet regarded as a very
essential driver that stimulates individuals to belong to social media, Wang, Tchernev
and Solloway (2012). Facebook is one of social networking sites that gives people the
ability to stay connected with other people who share the same online communities,
Rohani & Hock (2010). In a study conducted by Lee and Lee (2012), they investigated

consumer’s motivations for watching online video advertisements, their research

23



findings revealed five motivations that drive this behaviour, these include social
interaction, relaxation, information, escapism, pass time, and entertainment. Similarly,
Papacharissi and Rubin (2000) researched the motives of using the Internet, the findings
of their research showed five motives, namely interpersonal utility, information seeking,
entertainment, convenience, and pass time. The research findings revealed that those
motives were important indicators of whether or not consumers will use and respond to
internet advertising. Using social network sites is fundamental to some individuals more
than others. As indicated by Wang et al. (2012) individuals who belong to Facebook
satisfy one of their most basic needs: belongingness. Belonging to certain online groups,
being recognized and accepted by them, expressing themselves, and changing their

ideas and opinions are the core values of many individuals especially at certain ages.

According to Dehghani and Tumer (2015), “Facebook advertising offers users the
opportunity to interact actively with the adverts on their page allowing them to ‘like’
and ‘share’ and also view who else or which friends liked or shared the same adverts.”
This is a view is supported by Smock, Ellison, Lampe and Wohn (2011), who assert that
Facebook creates wide platforms for viral online recommendation. This encourages
advertisers whose organisations are willing to spend a reasonable portion of their
budgets on analysing procedures to determine potential customers and target them with
advertisements on Facebook, Falls (2009). Advertisers develop word of mouth through
Facebook, which positions Facebook advertising as an effective means of enhancing the
brand image of various goods and services, Kaplan and Haenlein (2010). “About 93 per
cent of companies in SA use Facebook, with two-thirds using this platform as a core
part of their marketing campaigns, and 47 per cent for customer lead generation”,
Wronski and Goldstruck (2013). According to Celebi (2015), Facebook advertising has
been described to include many forms of commercial content (e.g., video clip, e-mail,
comment ads, word link ads) available on Facebook. “Engaged consumers are not only
more likely to research products of the brands that they like, but also more likely to be
satisfied with the brand and to continue using it in the future,” Wallace, Buil & De
Chernatony (2012).

In a study by Malhotra, Malhotra & See (2013), the research revealed that one brand
post can receive thousands of comments from Facebook users interacting with the brand

and other commenters, providing a channel of communication on social media from
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which it is easy to ask for information, gain feedback and better understand the
consumer. Therefore, it is not surprising to see the popularity of Facebook brand pages,
where many consumers around the world use them as a key channel to reach out to
brands directly, by liking and/or commenting on brands’ posts and messages. It is for
that reason that Facebook brand pages and the engagement they enable have become
fundamental to brands’ marketing and public relations campaigns. It has also been
suggested that “likes on Facebook help companies increase brand awareness and
engagement, and thus positively contributes to their return on investment”, Barnard and
Knapp (2011).

Getting the consumers to comment on a brand’s Facebook page is alternative form of
engagement. When a consumer comments on a brand’s Facebook post, in addition to
his/her friends on his/her own profile; anyone who views the brand’s post can also see
the comment. This happens regardless of whether the consumer knows those viewers
personally or not. Commenting behaviour allows consumers to share their sentiments
with the content on the brand’s Facebook page, created by the brand itself or other
visitors. In the context of a brand page on social network sites, liking and commenting
behaviours are seen as a sign of affinity for a brand, item or product, Wallace et al.
(2012). This type of functionality provides those who use the platform to provide
support to a brand and influence their peers just by liking or commenting on the posts of
that brand; this happens effortlessly.

2.2.3 Social Media Research

Social network sites (SNS) offer many opportunities for brands - such as advertising,
product development and market intelligence. Every day, an enormous amount of
information is shared and received through SNS in real time. It is now possible for one
person to communicate with thousands or even millions of people on SNS about
different companies and what they offer. These internet-based platforms are
increasingly affecting several aspects of consumer behaviour, such as awareness,
attitudes, opinions, information acquisition, purchase behaviour and post-purchase

communication and evaluation, Mangold and Faulds (2009).

Duffet (2015) argues that social media is a vital channel of universal marketing

communications, hence more and more advertising budgets are allocated to this medium
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more so to reach young people. This is why social media advertising on the well-known
social network sites seems to be getting the attention of organisations, managers and
academics. The fast growth of social media platforms, is considered to have irreversibly
changed the way countless consumers relate with each other and organisations. As a
result, as Duffett (2015) posits, this has caused organisations to shift the way they
attract and keep potential customers. In the past, marketers would create appealing
advertising messages and buy space in the mass media hoping that consumers would
pay attention to, and cultivate a preference to and consume the brand. However, social
media is considered to have transformed marketing communications forever, by
changing how consumers select, share and judge information. Social media is changing
the rules of branding. Brands can get noticed with smaller investments as firms can tap
into social media to amplify their brand message. The ever-evolving impact of social
media on branding is shifting the very essence of brand management; for example, as
Holt (2016) argues, social media binds together communities that once were
geographically isolated, and the cultural influence of these communities has become
direct and substantial, leading to the rise of ‘crowd cultures’ such as subcultures which
incubate ideologies and practices. Research shows that consumers consider social media
to be more reliable than firm-generated content and therefore are increasingly turning to
social media to get more information about products and services, Foux (2006). To take
advantage of the popularity of social media and their perceived trustworthiness, more
and more organizations have social media presence to engage customers with their
products and brands, Mangold and Faulds (2009).

Nisar and Whitehead (2016) conducted a research study about improving consumer
loyalty through social networking sites, the findings of the research revealed that a
favourable brand image could help a company to not only gain competitive advantage
but also inspire customers to keep coming back. According to Filo, Lock and Karg
(2015), using social media platforms adds to the capability of firms to attribute
customers to their own brands. Many authors have argued the key effect of marketing
activities carry out over social media platforms on the branding recognition and brand
personality. In a research study conducted by Muk and Chung (2014), they sought out
to see which factors could persuade customers to follow a brand page. The findings of
the research demonstrated that hedonic and functional values were the leading

influences on customers signing up to the brand’s pages. Godey, Manthiou, Pederzoli,
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Rokka, Aiello, Donvitto and Singh (2016) studied the social media marketing efforts
carried out by luxury brands and demonstrated that these efforts significantly affected

brand awareness and brand image.

In a review of an analysis of existing literature on social media in marketing, Alalwan,
Rana, Dwivedi and Algharabat (2017) examined and reviewed current studies that have
been conducted on social media and marketing. The authors found that the main
themes and trends covered included the role of social media in predicting advertising
activities; how social media can influence the electronic word of mouth; how using
social media could impact customer relationship management; brand issues over the
social media platforms; how social media could predict consumer behaviour as a source

of information; and other related themes.

Yang (2012) investigated the impact of Facebook advertising on consumer decision-
making behaviour and attitudes, the enquiry revealed that advertising messages
provided by Facebook enhances consumers’ attitudes towards the brand and purchase
intentions. In a study done by Kodjamanis and Angelopoulos (2013), their intention
was to establish the extent to which Facebook advertising generated purchase intent,
and whether or not Facebook advertising influences buying habits; the results of their
survey disclosed that over half (53%) of the respondents believed that Facebook
advertising had no impact on their purchasing intentions and buying habits, whereas
34% felt that it had a low influence.

Persuad (2013) used a controlled experiment among 96 young adults to explore the
impact of interactivity and product involvement on respondents’ attitudes towards
brands on Facebook and their intention-to-purchase. The study revealed that high levels
of interactivity on Facebook were positively correlated to intention-to-purchase and
favourable attitudes towards the brand. In a study conducted by Mir (2013) the
objectives of the study were to establish whether favourable attitudes towards social
media (Facebook) advertising resulted in greater levels of clicking on the social media
advertisements and, consequently, higher incidences of purchase. The study found that
cognitive information leads to positive consumer attitudes towards social media
advertising, which significantly influenced ad clicking and, consequently, had a

favourable influence on buying behaviour. Some academic research has explored the
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attitudes and perceptions of online advertising, and attitudes and perceptions of social
media, McCarthy, Rowley, Ashworth and Pioch (2014).

2.2.4 Consumer-Based Brand Equity (Brand Resonance)

Kevin Keller (1993; 2001; 2003) made a significant contribution to brand-building
theory with his introduction of the concept of customer-based brand equity (CBBE) or
brand resonance and the brand hierarchy. According to Keller, CBBE occurs when the
customer is familiar with the brand and holds some favourable, strong, and unique
brand associations in memory. It is brand equity from the perspective of the individual
consumer, and it is defined as the differential effect of brand knowledge on consumer
response to the marketing of the brand. There is strong support for why this research is
focusing on Keller rather than Aaker’s model of brand equity. As Travis (2000) argues,
it is a well-known fact that brands need to be understood from a customer’s perspective
because a brand is like a bridge between the firm and its consumers, and a brand is not a
brand until it develops an emotional connection with the consumer. The success of
marketing efforts depends on how consumers respond; the response depends on the
brand knowledge that has been created in their minds. Brand communication has been

recognized as one of the determinants of brand equity, Yoo, Donthu and Lee (2000).

The way to build a strong brand according to the CBBE model, is by following four
sequential steps, each one representing a fundamental question that customers ask about
brands: The first step is about ensuring the identification of the brand with a specific
product category or need in the customer’s mind - who are you? The second step
involves establishing the meaning of the brand in the customer’s mind by strategically
linking tangible and intangible brand associations with certain properties - what are
you? The third step is about eliciting customer responses to the brand identification and
meaning - what about you? The fourth step is involved with converting the response
into an active, intense and loyal relationship between the customers and the brand -
what about you and me? Keller (2003) further explains that the CBBE model is built by
sequentially establishing six ‘brand building blocks’ with customers, these blocks are
assembled as a brand pyramid, namely the brand resonance pyramid. The first block
which is brand salience, relates to the awareness of the brand. The second block is
brand performance, which relates to the satisfaction of customers’ functional needs.

Brand imagery relates to the satisfaction of customers’ psychological needs. Brand
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judgments focus on customers’ opinions based on performance and imagery. Brand
feelings are the customers’ emotional responses and reactions to the brand. The final
block, representing the highest level of the pyramid is brand resonance, which is the
relationship and level of identification of the customer with a brand.

According to CBBE model, the strongest brands excel in all six of the brand-building
blocks. The most valuable building block, brand resonance, occurs when all the
other brand- building blocks are completely harmonious with customers’ needs,
wants, and desires. Simply put, brand resonance reflects a completely harmonious
relationship between customers and the brand. A brand with the right identity and
meaning can result in customer retention and brand advocacy. As Keller (2003)
suggests, the strongest brands will be the ones to which those consumers become so
attached that they become evangelists and actively seek means to interact with the brand

and share their experiences with others.

The model offers a yardstick by which brands can assess their progress in their brand
building efforts as well as a guide for marketing research initiatives, Keller (2009). A
carefully constructed and sequenced brand-building effort based on the CBBE model
can help companies achieve brand resonance. Previous research that has used the CBBE
model include research by Vazquez, Del Rio and Iglesias (2002) where they developed

and validated a measurement instrument for CBBE.

Firms that can achieve resonance and affinity with their customers should reap a host of
valuable benefits, such as greater price premiums and more efficient and effective
marketing programs. Keller (2001) posits that in using the CBBE model, marketers can
better assess how brand-building efforts are progressing and can create successful
marketing research initiatives. The brand-building goal is to reach the pinnacle of the

pyramid where a harmonious relationship exists between customers and brand.

2.3  Brand Relationship Development

Personal relationships were introduced in the marketing literature as a metaphor for the

associations between customers and brands, Fournier (1998). Swaminathan, Page and

Gurhan-canli (2007) posit that consumers are known to form strong relationships with

those brands that have values and personality associations that are congruent with their
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self-concept. In this way, brand relationships can be viewed as expressions of
consumers’ identities. Even if product performance is impeccable and customers trust a
brand implicitly, relationships do not always form. Relationship-formation is moderated
by customer and product or brand attributes. Certain product categories, by their nature,
lend themselves to relationship formation. This is particularly true in categories where
product failure is costly and transactions imply lengthy interaction i.e. ownership
period, or those in which brand-use is relatively exclusive. Brands with distinct traits
that align with customer characteristics may promote relationships that are atypical for
the product category, Fournier (1998).

Barnes (2003) asserts that consumers establish close, meaningful relationships with
many companies and brands. The extent to which meaning is present in a customer
relationship depends entirely on the perceptions of the customer. As with so many
concepts applied in marketing, such as service, quality and value, meaning exists in the
mind of the customer. The strength of the customer relationship depends on the relative
contribution of emotional and functional value created by the company or brand in the
mind of the customer. In addition to the work done by Keller, Aziz and Yasin (2010)
have done further research and recognised the brand resonance model as a tool to
understand brand relationships. The model of brand resonance stresses the importance
of understanding the cognitive and affective consequence of brand relationships. How
consumers think, feel, and act, to guide research and planning for marketers. It also
emphasizes a hierarchy in brand development and the importance of sequence steps in

brand building.

2.3.1 Brand Relationship Network:

The brand resonance network depicted below highlights the four fundamental

relationships that have an impact on the four dimensions of brand resonance.
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Figure 5: Brand Resonance Network (Source: Keller, 2009)

(1) Consumer—Company Relationship: This association is about knowledge and feelings
expressed by consumers toward the company behind the brand. It is also about how the

company handles consumers.

(2) Consumer—Consumer Relationship: This association is about the extent to which
consumers relate with each other online and offline. This would include how they

demonstrate their loyalty and note the loyalty of other users.

(3) Company—Brand Relationship: This association concerns whether or not the
company is seen as an upright brand agent and making certain that the brand lives up to
its promise. This would also encompass how the company displays the true brand

values in the marketplace; and how the company meets what consumers anticipate.

(4) Consumer—Brand Relationship: This association concerns the extent to which
consumers engage the brand. It also involves the extent to which consumers are
attached to the brand.

According to Keller (2009) it is vital for all the above-mentioned relationships to be
managed effectively. Keller’s view is that consumer-brand relationship may be the most
critical one from a marketer’s standpoint. This is not to say that the other relationships

are not important. In fact, the other relationships are considered to have a significant

31



impact on the consumer-brand relationship. Keller further points out that reinforcement
of every one of the associations and links separately or jointly boosts customer loyalty

and brand resonance.

2.4  Theoretical Background

2.4.1 Interactive Social Media Advertising

In their study titled The Social Media Advertising Model (SMAM): A Theoretical
Framework; Ahmed and Raziq (2017) argue that advertising over social media is still
considered as a new phenomenon and awaits for news insights, propagations and
findings. They lament the lack of explicit theoretical foundation in this area. As a result
their proposed study incorporates the Uses and Gratifications (U&G) Theory which is
mass communication theory and the Theory of Reasoned Action (TRA) which is
personal behavior theory. They argue that the combination of two theories into a well-
integrated model provides new theoretical insights and adds to the depth of knowledge
with respect to social media advertising. The U&G theory identifies the consumer’s
gratification seeking beliefs & motives behind social media advertising, . On the other
hand, the TRA element builds strong foundations for evaluating a consumer’s

behavioral intentions after being exposed to advertising mediums over the social media.

Their proposed study seeks to build an interactive “Social Media Advertising Model”
(SMAM) through the combination of TRA & U&G. The proposed research provides an
integrated social media advertising model (SMAM) which incorporates a consumer’s
socio-psychological behavior. The amalgamation of the two theories creates additional
knowledge and extends the advertising literature in terms of identifying the underlying
personal, psychological, financial and social factors with respect to the role of social
media. Their paper provides a conceptual model to be empirically tested.

In terms of implications of their research, the authors contend that knowing the
consumer responses to advertising on virtual communities will help practitioners in
modifying their product offerings accordingly. Further it would assist in designing an
engaging and appealing advertising content that matches the diverse needs and wants of

consumers.
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In their study aimed to examine the relation between social media engagement and social
media advertising, Voorveld, Noort, Muntinga and Bronner 2018) postulate that on social
media the context (i.e., the platform), not the content, of advertising is a key determinant
of its effectiveness. They suggest that engagement with a social media platform spills
over into how people engage with advertising within the platform and consequently
affects advertising evaluations. In the study they adopted the engagement experience
Framework, which is a framework that suggests that digital engagement develops from
digital experiences and has three distinctive characteristics. First, the engagement
experience framework fits the media engagement literature, explaining consumer— media
interactions.

Second, this approach differs from the more quantitative approaches that emphasize
intensity of engagement or valence of engagement, allowing

for context-specific, instead of a one-size-fits-all, measurement of engagement that can
vary among social media platforms. Third, this conceptualization of engagement was
demonstrated to be predictive of advertising effectiveness and thus advances knowledge
of the relation between media engagement and advertising, or social media engagement

and social media advertising more specifically.

Their study makes four contributions. First, they advance research on digital engagement
by giving insight into consumers’ engagement with eight social media platforms. Second,
they demonstrate that digital engagement is highly context specific. Third, they map
engagement with advertising on these platforms to show whether this is a key variable in
learning how advertising on social media works. Finally, and most importantly, they
connect the literatures on digital engagement and context effects. , and go beyond existing
research that demonstrates the relationship between media engagement and advertising
evaluation. They accomplish this by comparing how various types of experiences that
constitute engagement with both social media platforms and advertising

on these platforms affect evaluations of advertisements on various social media

platforms. They present the following hypothesis:

H1: Social media engagement experiences differ across social media platforms.
H2: Social media advertising engagement differs across social media platforms.
H3: Engagement with a social media platform is positively related to social media

advertising evaluations, and this relationship is contingent on the social media platform.
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H4: (a) Engagement with a social media platform is related to engagement with
advertising on that platform, and (b) social media advertising engagement subsequently

affects social media advertising evaluations.

———

Social media Social media Social media B
{ engagement advertising _| advertising )
N (HI) Hda | engagement H4b | evaluation
(H2)
i~y ~— = i —
__________________________ = i

Conceptual model of social media advertising engagement.

Their findings reveal the following practical implications, that engagement is highly
context specific; it comprises various types of experiences on each social media
platform such that each is experienced in a unique way. Moreover, on each platform, a
different set of experiences is related to advertising evaluations. It is further shown that
engagement with social media advertising itself is key in explaining how social media
engagement is related to advertising evaluations. Their general conclusion is that there

is no such thing as “social media.”

As each digital platform offers users a unique experience, this experience carries over to
the advertisements placed on that platform. Thus, to a substantial extent, the platform
determines how an ad is evaluated. This finding has important managerial implications.
It suggests that social media advertisers must select the right social medium for their
brands’ purposes to enhance the effectiveness of their interactive advertising programs.
Social media applications come and go; new applications appear almost daily. Because
advertisers simply cannot be active on all digital platforms, selecting the proper
platform is important. The current results provide advertisers with means to assess
whether, what, and how to advertise on which platform, so that a decision to advertise is
motivated by “should” rather than “could.”
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2.4.2 Brand Resonance Model: Customer-Brand Relationship Approach:

Conceptualizing, Measuring, and Managing Customer-Based Brand Equity, published
in the Journal of Marketing in 1993, was one of the early thought pieces and review
papers on branding in the field. At the core of customer-based brand equity is the
concept of brand knowledge, Keller (2016). The consumer-based brand equity pyramid
or brand resonance model provides chronological structure for building a strong brand
and it includes four steps, each of which needs to be successfully accomplished to reach

the next.

The first step in building a strong brand - brand saliency refers to aspects of awareness
of a brand such as the top-of- mind awareness of the brand, retrievability of the brand,
and the overall strength of awareness. A brand with high saliency can characterize as a
great amount of depth and breadth of brand awareness. Brand salience depends on the
extent to which the brand is thought of easily and often, at all the right times, in all the
right places, and in all the right ways, Keller (2016). A brand with high saliency is
characterized by a great amount of depth and breadth of brand awareness. Brand
awareness acts as the base position for building the meaning of the brand in the mind of
the consumer, Keller (2001). Founded on the customer-based brand equity theory, ther
are two main differences highlighted in the resonance model in its next two levels up on
brand image and brand responses. The first main difference is in the dichotomy of
brands, in terms of physical and mental associations linked to performance and imagery
at the brand image level, and in terms of the rational and emotional responses that both
types of information could induce as brand responses at the next level up, Keller and
Lehmann (2006).

Brand performance and brand imagery - crucial in realizing the second step of building
a strong brand, are required to develop a product that meets or exceeds the functional
and psychological or social needs of the consumer. This step incorporates building
strong, favourable, and unique brand associations linked to the practical and realistic
characteristics of the brand. Overall, greater amounts of brand knowledge will lead to a
better understanding of the meaning of brands to consumers. According to Barnes
(2003), in order for a firm to aspire to the creation of meaningful customer
relationships, it must first have an appreciation for what contributes to such

relationships, focusing largely on the creation of meaning through appropriate forms of
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value for the customer. The meaning of the brand is what elicits responses to the brand

on the part of the consumer, Keller (2008).

The second step in the construction of a strong brand is brand meaning which refers to
what you are. The two sides to brand meaning are brand performance - how well the
product or service meets customers’ functional needs; and brand imagery — which
includes the way in which the brand attempts to meet customers’ psychological or
social needs. The key aspect of achieving this goal is to build strong, favourable, and
unique brand associations related to the functional and experiential aspects of the brand.
Overall, greater amounts of brand knowledge will lead to a better understanding of a
brand‘s meaning to consumers. The meaning of the brand is what elicits responses to
the brand on the part of the consumer. The third step in building a strong brand is
eliciting consumer responses to the brand by means of brand judgments and brand
feelings. Brand judgments which refer to customers’ own personal opinions and
evaluations) and the cognitive evaluation of the overall superiority, quality, credibility,
and consideration of the brand. This aspect of brand response evaluates the functional
and symbolic aspects of the brand in reference to its competition to determine which
product is superior. This step signifies the elicitation of an active response from the
consumer. Brand feelings touch on how consumers feel about the brand. How
consumers judge the brand and how they feel about the brand has a direct impact on

their relationship with the brand.

Stages of Brand Branding Objective at
Development Each Stage
4. Relationships Intense,

What about you and me? Resonance active loyalty

T T

3. Response Positive,
What about you? Judgments  Feelings accessible reactions
2. Meaning Points of parity
What are you? Performance Imagery and difference
1. Identity . Deep, broad
Who are you? Salience brand awareness
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Figure 6: Customer-based Brand Equity Pyramid (Source: Keller, 2001)

The final step, brand resonance, refers to the nature of the relationship customers have
with the brand. This step touches on the level of time and effort spent by the consumer’s
consumption of the brand. It is the point at which consumers determine the kind of
association they choose to have with a brand. Brand resonance — which is the most
valuable brand-building block, occurs when all the other brand-building blocks are
completely synchronized with customers’ needs, wants and desires. With true brand
resonance, customers display a high degree of loyalty such that they actively seek
means by which to interact with the brand and share their experiences with others,
Keller (2001). Brand resonance stresses the importance of understanding the cognitive
and affective consequence of brand relationships. How consumers think, feel, and act,
to guide research and planning for marketers. It also emphasizes a hierarchy in brand

development and the importance of sequence steps in brand building.

2.4.3 Dimensions of Brand Resonance

Behavioural
loyalty

Active Brand Attitudinal
engagement . Resonance  attachment

Sense of
community

Figure 7: Dimensions of Brand Resonance
Source: Own illustration inspired by Keller (2008)
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There are four dimensions to brand resonance; the first dimension, behavioural loyalty
is about how often customers purchase a brand, and how much they purchase.
Attitudinal attachment refers to when customers go beyond having a positive attitude to
viewing the brand as being something special in a broader context. Sense of community
— Where customers feel a kinship or affiliation with other people associated with the
brand. Active engagement, which is the strongest affirmation of brand loyalty, refers to
when customers are willing to invest time, energy, money, or other resources into the
brand beyond those expended during consumption of the brand. In the case of active
engagement, customers themselves become brand evangelists and ambassadors on
behalf of the brand. The brand resonance model describes how marketers need to look
beyond mere repeat buying (behavioural loyalty) instead the aim should be the creation
of strong bonds between consumers and the brand (attitudinal attachment), as well as to
each other and the company as a whole (sense of community). Brand engagement
(Active engagement) happens when customers are willing to invest time, energy,
money, or any other personal resources in the brand beyond those expended during
purchase or consumption of the brand, Keller (2016). Therefore, strong brand
attachment and brand community are typically necessary for brand engagement with the
brand to occur, Keller (2001).

Keller posits that behavioural loyalty is a starting point, but attitudinal attachment or a
sense of community is typically needed for active engagement to occur. Keller
recognises that the four dimensions of brand resonance have two distinct characteristics,
namely intensity and activity. For example, the strength of attachment to the brand and
with fellow consumers can be indicated by intensity. This refers to the gravity of the
emotional bond that customers have with the company behind the brand and other brand
users, this also refers to how strongly felt is the brand loyalty. Activity refers to any
changes in behaviour as a result of this loyalty. Activity also refers to the frequency
with which the brand is consumed, and the frequency with which customers participate
in other activities not related to buying or consumption. All of this takes into account

the extent to which the customer looks for information relating to the brand.

The mental bond the consumer shares with the brand; as well as the intensity with
which he or she intends to consume the brand, characterize brand loyalty (behavioural

loyalty) and brand attachment (attitudinal attachment). Brand community (sense of
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community) refers to the level of commitment that the principal consumer shares with
other consumers of the brand. The engagement in these brand communities shows the
like-mindedness and level of effort the consumer is willing to engage in, as a result of
the brand. Brand engagement (active engagement) refers to the resources consumers are
willing to invest in, on behalf of the brand, beyond purchase and consumption, Keller
(2001; 2008).

2.5 Hypotheses Statements

2.5.1 Brand Loyalty

Research Question: Is there a relationship between Social Media Advertising

Interactivity and Brand Loyalty?

Hypothesis 1 discussion: The relationship between interactivity of social media

advertising and brand loyalty

Hlo: There is no relationship between interactivity of social media advertising and
brand loyalty
Hla: There is a positive relationship between interactivity of social media advertising

and brand loyalty

The first dimension and most basic level of brand resonance is described as brand
loyalty. Nemati et al. (2018) discuss that there are two types of brand loyalty; one is
behavioural and other is attitudinal. A person who shops at the same place regularly is
“behaviourally” loyal, while a person who tells others how great a product is, or simply
feels really positive about the brand, is “attitudinally” loyal. Brand Resonance
encompasses both types of loyalty and beyond, as it is the highest form of loyalty.
Behavioural loyalty guarantees that consumers’ loyalty can be changed over into real
buying practices. While attitudinal loyalty will not guarantee that clients would buy
stock themselves. They, however, will help to make a positive picture of a business to
others through word-of-mouth, Cheng (2011). Brand loyalty signifies repeat purchases
and the share of volume ascribed to the brand because of behavioural loyalty. How
often do customers purchase a brand and how much do they purchase? Jiang, Dev and
Rao (2002) explained that the major reasons for customers being loyal is that they do
not want to bear the cost of switching to other brand. Aaker (1991) and Keller (1993)
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explained that the loyalty of customers towards a brand could be improved by creating a
substantial and positive awareness of the brand in the minds of customers. Nemati et al.
(2018) suggest that brand loyalty is influenced by factors including customers’
satisfaction, brand image, and brand awareness strategies of the marketers.

According to Aaker (1991), the loyalty of customers towards a brand can be improved
by creating a substantial and positive awareness of the brand in the minds of customers.
Yoo and Donthu (2000) posited that loyalty meditates the relationship between brand
awareness, brand associations and brand equity. This is in contrast to Keller (1993)
study on customer-based brand equity, where brand loyalty did not feature at all as a
dimension of brand knowledge. Aaker (1991) and Keller (1993) affirm that brand
loyalty is one of the key factors, which affect the brand. The loyalty of customers
towards a brand can be improved by creating a substantial and positive awareness of the
brand in the minds of customers. According to Aaker (1991) brand loyalty, reflects how
likely a customer will be to switch to another brand, especially when that brand makes a
change, either in price or product features. Aaker also suggests that brand loyalty leads

to brand equity, which leads to business profitability.

What is the psychology behind the repeated purchase or consumption of a particular
brand? The traditional answer invokes brand loyalty or some other positive brand
relationship. When people develop a fondness for particular brands and form
attachments to them, these favourable evaluations lead to repeat purchase and
consumption. Often, people repeatedly purchase and consume out of habit, Lui-
Thompkin and Tam (2013). According to Baldinger and Rubinson (1996), there is a
strong relationship between behaviour and attitude; their study indicate that highly loyal
buyers are more likely to continue purchasing a brand over the coming year that is
influenced by their brand attitudes. Back and Parks (2003) investigated the mediating
effects of attitudinal brand loyalty on the relationship between customer satisfaction and
behavioural brand loyalty. They also found that low loyal or non-buyers are more likely

to be converted if they have a positive view about products they have not yet bought.

Kim, Jin-Sun and Hyun (2008) examined the relationship between hotel brand equity
and guests’ perceived value and revisit intention. They found that brand loyalty has a
significant relationship with the purchase intentions of the customers as it enhances the
perceived value of the brand in the minds of the customers. For companies, customer
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loyalty enhances brand equity by lowering vulnerability to competitive marketing
actions, increasing margins, increasing marketing communication effectiveness, and
possibly generating more brand licensing or extension opportunities, Keller and Aaker
(1998). A study by Bain & Co. (Reichheld and Teal 2001) shows that a 5% increase in
customer loyalty can increase a company’s profitability by 40 to 95%, and an increase

in customer loyalty of 1% is the equivalent of a 10% cost reduction.

Raj (1982) investigated different advertising effects on purchase behaviour of
consumers of varying brand loyalty. The findings revealed that loyal users of a brand
increased their volume of purchase in response to increased advertising, while non-loyal
users did not increase their purchases in spite of the increased advertising. In a study
involving product trial versus product advertising, Smith and Swinyard (1983), found
that advertising can influence the formation of brand loyalty by establishing source
credibility and setting up a predisposition for a favourable usage experience, which
would have an effect on subsequent purchases. Most of the research on brand loyalty
has been developed from the marketer‘s view and focused on the value of customer
loyalty to the firm and how loyalty should be managed. Less work has been done on the
consumer side asking why and how consumers become loyal to brands - Schultz and
Bailey (2000). Brand loyalty is a relevant construct in the relationship marketing
literature, which considers trust and commitment or loyalty to be key mediating

variables in relational exchanges, Morgan and Hunt (1994).

Facebook users can generate countless comments on a single brand post. They do this
whilst networking with the brand and fellow commenters, providing a platform for
discussion on social media from which it is easy to ask information, obtain feedback
and get to know the consumer better, Malhotra et al. (2013). Hudson, Roth, Madden
and Hudson (2015) suggest that the average user on Facebook has 130 friends, as a
result when others get to know about a product or service from a friend; the rate at
which they become a customer tends to be at a 15% higher than when they find out
about it through other means. This is a view supported by Wallace et al. (2012) as they
assert that liking and commenting let Facebook users informally indicate their affinity
for a brand, item or product and share that with their own personal network on the
social network site. The concept of customer loyalty has been extensively discussed in

previous marketing literature; however, not many researchers have explored the
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relationship between advertising and loyalty. Based on the above discussion, it is

reasonable to conclude that Facebook Advertising has high levels of interactivity;

however, we do not know if there is a direct impact on Brand Loyalty in emerging
markets such as South Africa.

Thus, the following hypotheses is proposed:

H1o: There is no relationship between interactivity of social media advertising and
brand loyalty
HZla: There is a positive relationship between interactivity of social media advertising

and brand loyalty

2.5.2 Brand Attachment

Research Question: Is there a relationship between Social Media Advertising
Interactivity and Brand Attachment?

Hypothesis 2 discussion: The relationship between interactivity of social media
advertising and brand attachment.

H2o: There is no relationship between interactivity of social media advertising and
brand attachment.

H2a: There is a positive relationship between interactivity of social media advertising

and brand attachment.

Attachment denotes a psychological state of mind in which a strong cognitive and
affective bond connects a brand with an individual in such a way that the brand is
viewed as an extension of the self. Brand attachment is characterized by a
connectedness between the brand and the self, Schultz et al. (1989). Emotional
attachment is the consequence of longstanding relationships between service providers
and customers, happens during the service experience, and is due to the company’s
general marketing efforts, Levy and Hino (2016). Brand attachment more accurately
predicts intentions to perform behaviours that use significant consumer resources (time,
money, reputation), Park, Mclnnis, Priester, Eisingerich and lacobucci (2010).
Customers with a great deal of brand attachment to a brand may state they "love™ it and
describe it as one of their favourite possessions or view it as a "little pleasure™ they look
forward to.

42



As a construct that describes the strength of the bond connecting the consumer with the
brand, attachment is critical because it should affect behaviours that foster brand
profitability and customer lifetime value, Thomson, Maclnnis and Park (2005). Brand
attachment is the strength of the connection between the brand and person. A rich and
accessible memory network that involves thoughts and feelings about the brand and the
brand’s relationship to the self typifies the bond. Brand attachment accurately predicts
intentions to perform behaviours that use significant consumer resources (time, money,
reputation), Park, Maclnnis, Priester, Eisingerich and lacobucci (2010). The concept of
brand attachment represents a specific kind of consumer-brand relationship. Psychology
research focuses on individuals’ attachment to other individuals e.g. infants to mothers,
or people in romantic relationships, Weiss (1988). Marketing research suggests that
attachment can extend beyond the person to person relationship context. Research
shows that consumers can develop attachment to gifts, place of residence, brands,
Schouten and McAlexander (1995).
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Figure 8: Brand Attachment: Construct, Consequence and Causes
(Source: Park et al., 2008)

According to Park et al., (2008), brand attachment is developed through branding

strategies, which use brand resources, such as name, image, etc. The branding resources
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create trust, which leads to brand attachment. Past research shows that the stronger the
consumer's attachment to a brand, the more willing they are to forsake personal
resources to maintain an ongoing relationship with the brand. Highly attached
consumers are more motivated to devote their own resources to the process of self-
expansion, including paying more and devoting more time to the brand through brand

communities and brand promotion through social media.

Marketing efforts are no longer focussed on transaction-based associations but rather on
the introduction, formation, and upkeep of lasting relationships with customers. Special
weight is given on developing enduring connections with customers, to create trust,
commitment, and loyalty, Morgan and Hunt (1994). As Levy and Hino (2016) contend,
brands are devoting large financial resources in customers’ abiding wellbeing in order
to build a unique sense of value and engender emotional brand attachment in customers.
This has permitted great brands to form a strong emotional association with their
customers. These emotional bonds go further than common service quality to creating
solid customer-brand relationships. As Thomson et al. (2005) asserts, being
emotionally involved means having a trust-based relationship with the brand, as well as

being devoted to an ongoing steadfast affiliation with the brand.

In a study about emotional attachment, conducted by Roma and Aloini (2019), their
research found that the effects of advertising and brand-related marketing actions in
social media depend on user content, generated in the context of the specific message
and social media channel, for example, commentaries or Facebook ‘likes’ related to an
advertisement in addition to the original message. Godey, Manthiou, Pederzoli, Rokka,
Aiello, Donvito and Singh (2016), in their research on how social media marketing
activities influence brand equity creation and consumers' behaviour towards a brand, ,
describe brand preference to mean that, when there are several competing brands on the
market, consumers tend to prefer a brand on the basis of what they know and feel about
it. They also explain that brand preference is commonly measured by asking consumers
to indicate their favourite brands from a category or selection of brands. Although their
research was focused on luxury brands, their study illustrates that social media
marketing efforts have a significant positive impact on brand preference (among other

variables, which were studied).
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The term brand involvement sums up the individual’s attentiveness to the brand,
reflecting its significance for the consumer. In this regard, Mitchell and Orwig (2002)
found that when the customer has improved their knowledge of a product, that
contributes to robust brand immersion, which, in turn, may result in amplified brand
attachment. In their study on Brand Passion: antecedents and consequences, Albert,
Merunka and Valette-Florence (2013) confirm the importance of brand identification as
an antecedent of brand passion. This sense of identification from the consumer toward
the brand appears to be critical for establishing a passionate feeling for the brand. Their
results indicate the importance of the brand in terms of reflecting, participating in, or
creating consumers' identity. As Bevan, Cummings,Kubiniec,Mogannam & Todd
(2015) contend, that users have at their disposal a more appropriate setting to share
personal events with their friends, like a diary, in a timely and cost effective manner due
to the clear social networking nature of Facebook. This is also assisted by the recent

trends toward richer, more visual and real-time features of the platform.

Based on the above discussion, Facebook has the ability to create an environment for
brands to interact and share experiences with consumers. Facebook also has the ability
to provide users with an environment to share personal events with their friends.
However, we do not know if there is a direct relationship between the interactivity of
Social Media Advertising and Brand Attachment.

Thus, the following hypothesis is proposed:

H2o: There is no relationship between interactivity of social media advertising and
brand attachment.

H2a: There is a positive relationship between interactivity of social media advertising
and brand attachment

2.5.3 Brand Community

Research Question: Is there a relationship between Social Media Advertising

Interactivity and Brand Community?

Hypothesis 3 discussion: The relationship between interactivity of social media

advertising and brand community.
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H3o: There is no relationship between interactivity of social media advertising and
brand community.
H3a: There is a positive relationship between interactivity of social media advertising

and brand community.

Brand communities are almost certainly to be created around products that are
consumed publicly and have consumers who share a high level of obligation to the
brand, Muniz and O’ Guinn (2001). Brand communities are in all probability created
around highly publicized brands that exist in highly competitive markets. Customers
join and engage in brand communities to gain hedonic and utilitarian values from their
participation in brand communities, Schau et al. (2009). By engaging in brand
communities, customers gain pleasure by sharing their passion and acquire the needed
information regarding their favourite brands, Zaglia (2013). Fournier (1998), indicates
that people buy brands because they have established loyal, long-term, committed,
affect-laden relationships with particular brands. Consumers not only form relationships
with their brands, but also they form relationships with other consumers that have
similar brand preferences. This network of consumer relationships is called a brand
community or consumption community. Hollenbeck and Zinkhan (2006) asserts that
brand communities are networks of consumer relationships that situate around a
commonly used brand. These communities, which create a sense of belonging among
consumers and the brand, become the central purpose and meaning for group

interaction.

The next generation of online business will be based on communities — a good tool for
new customer attraction, Bagozzi and Dholakia (2002); Ridings and Gefen (2004).
Online communities offer an opportunity to organisations to have a better customer
relationship management system, Ridings and Gefen (2004). According to
McAlexander, Schouten and Koenig (2002) the primary role of brand communities is to
strengthen the relationship between consumers and the brand. Brand communities can
cause a sense of belonging, as members share behaviours, attitudes and values — in
addition to common interests, Zhang and Luo (2016). In today’s turbulent world,
people are hungry for a sense of connection; and in lean economic times, every
company needs new ways to do more with what it already has — Fournier and Lee

(2009). Brand relationships are a result of consumers’ rapport with the brand and its
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community members, Martinez-Lopez, Anaya-Sanchez, Molinillo, Aguilar-1llescas,
Esteban-Millat (2017); Shao and Ross (2015). Identification with the brand community
may reflect an important social phenomenon in which the customer feels an affinity
with other people connected with the brand, these could be users who also use the same

brand, employees or the representative of the company.

Coelho, Rita and Santos (2018) investigated the role of the brand in that relationship.
They suggested a conceptual model in mass-market products in which consumers’
engagement in social media brand communities, brand identity, and consumer-brand
identification are related to brand outcomes, such as trust and loyalty. Their findings
indicated that in mass-markets, consumers engaged in social media brand communities
may develop positive attitudes towards the brand, such as trust and loyalty, and that
consumer-brand identification may have a fundamental role in transforming consumer-
brand community interactions into consumer-brand relationships. McAlexander and
Schouten (2002) demonstrate that, the strength of a brand community and an individual
customer‘s integration lie in a web of relationships that customers perceive to have with
a brand and its customers. Individual integration in a brand community constitutes a
powerful form of customer loyalty with specific benefits to the marketer, including

customer initiated marketing, repeat purchasing and higher tolerance for quality lapses.

In a research study on online communities, Porter and Donthu (2008) found that a
company's efforts in an online community can enrich trust in the company. When the
brand networks with followers by replying to comments, inviting participation and
solving problems - that leads to a feeling of connection from consumers who end up
feeling a greater level of relationship quality. This is similar to recurrent social
connections between two people, which often leads to greater interdependence and
familiarity. This is a view advanced by Altman and Taylor (1973), who argue that
relating with a brand through social media can amount to an interpersonal social
interaction leading to an emotional attachment and a feeling of closeness. Hur et al.
(2011) defined a brand community as a ‘‘group of people who possess a particular
brand or who have a strong interest in a brand, and who are active both online and
offline”. A brand community is considered as a meeting place for brand users
connecting them to the brand and allowing them to interact with the content and with

each other, Gummerus et al. (2012). Hur et al. (2011) confirms this by contending that

47



brand communities act as a means to enhance customer involvement in marketing

dialogue with brands and to foster customer interactions with one another.

Gutiérrez-Cillan, Camarero-lzquierdo and San José-Cabezudo (2017) assert that, with
the fast circulation and prevalent use of social network sites, many firms are spending
their money on social-network-site-based brand communities to build relationships and
to encourage users to exchange knowledge about their experiences with the brand or the
firm. The disclaimer is that this does not mean that all these communities are successful
and that all their individual members are active participants even though millions of

consumers are connected to their favourite brands through social networks.

Social media has proven to be an effective channel through which to influence
consumers’ brand perceptions and consumption behaviour, Marzocchi, Morandin &
Bergami (2013). Social media are emerging as appropriate platforms through which
through which relationships with consumers can also be built via online brand
communities, but also where brands can be promoted and developed, this is a view by
Chen, Xu & Whinston (2011). Social media present multiple means for communication
and partnership among members and brands, Turri, Smith & Kemp (2013). Other
studies have demonstrated that consumers who are emotionally attached to a brand, act
as its supporters in a SNS context, Sashi, Brynildsen & Bilgihan (2019). In their
research on Facebook brand community bonding, Sanz-Blas, Bigné and Buzova (2019)
concluded that companies can reinforce the bond between their brands and consumers
and eventually improve their online brand advocacy behaviour, by inspiring users to
actively partake in the social network site community and by providing entertaining and

informational content to their online brand communities.

Celebi (2015) did a study on “how motives affect attitudes and behaviours toward
internet advertising and Facebook advertising”. The findings of the research revealed
that users with the drive for interpersonal value hold a favourable outlook and
behaviour toward internet advertising. The reason for this was that people see efficacy
to belong to a group, meet new people, express themselves and need for swapping
information. Those who enjoy a sense of community and networking were more
positive toward internet advertising both attitudinally and behaviourally. Findings from
the research indicates that the online advertising industry should focus on creating a
platform in which internet users may find peer community to whom they can discuss
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their branding experiences. The findings also revealed that users with high interpersonal
value spend more time on the internet to fulfil their needs. In the study, they also found
that users with high information-seeking motivation had positive behaviour toward
internet advertising, because of the apparent informativeness of internet advertising.
The inspiration of information seeking led the people to search for different methods of
information gathering and one of them was using the internet. The study conducted by
Celebi (2015) concludes that individuals who have a need of belonging to groups and
enjoying a sense of community hold positive attitude toward internet advertising and
Facebook advertising. The concept of the relationship between Social Media
Advertising Interactivity and Brand Community has not been tested in the emerging
market of South Africa; therefore based on the above literature review, it is
hypothesized that:

H3o: There is no relationship between interactivity of social media advertising and
brand community.
H3a: There is a positive relationship between interactivity of social media advertising

and brand community.

2.5.4 Brand Engagement

Research Question: Is there a relationship between Social Media Advertising
Interactivity and Brand Engagement?

Hypothesis 4 discussion: The relationship between interactivity of social media

advertising and brand engagement.

H4o: There is no relationship between interactivity of social media advertising and
brand engagement.

H4a: There is a positive relationship between interactivity of social media advertising
and brand engagement.

Different disciplinary viewpoints have been used to analyse engagement; including
psychology, organizational behaviour, marketing, management, education, sociology,
information systems and political science. On the other hand, diverse jargon has been
used to refer to different engagement subjects, for example, consumer engagement,
customer engagement, employee engagement; or different engagement objects for
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example, organizational engagement and brand engagement. All refer to a similar
theory applied to different entities, Hollebeek (2011). Consumer engagement enlarges
the traditional role played by consumers, including them in the value-creation process
as co-creators. Sashi (2012) contents that consumers help to create value by helping
companies understand their needs, participating in product development and delivery,
providing feedback on products and becoming product advocates. Brodie, Hollebeek,
Jurix and Ilic (2011) assert that consumer engagement can be contributory in building
stronger emotional bonds in social exchanges and can contribute to the creation of
higher levels of trust and commitment between consumers and companies, One way of
creating value for organisations and for customers is through the collaborative activity
of co-creation. Nysveen and Pedersen (2014) define this as “the degree to which
consumers actively participate with companies in improving existing solutions or find
new solutions to create more value both for the consumer and the company.” The
authors argue that co-creation can take place at various stages of a relationship between
customers and brands from ideation to usage. Nysveen and Pedersen (2014) submit that
customers’ co-creation with a brand stimulates brand engagement which influences

brand experience.

Brand Engagement involves consumers’ shared experiences with brands and augments
the total brand value that consumers receive, Brodie et al. (2011). Even though
consumer engagement includes all kinds of behaviours, further than those that typify
high levels of loyalty, the tendency is to assume that it only indicates the highest form
of loyalty, Libai (2011). In their study, Osei-Frimpong and McLean (2018) examined
online social brand engagement. The research was inspired by the increasing use of
social media and its influence on how firms involve their brands with consumers. This
led to their research, which aimed at understanding the influence of social presence on
social brand engagement (SBE) and the regulating effects of firm-generated content and
consumer commitment. They found that while social presence has a positive impact on
social brand engagement, firm-generated content and the consumers' level of
commitment in engaging with the brand strongly regulate the relationship. The findings
also showed that SBE inspires consumers to increase their intention to use the brand as

well as engage in electronic word of mouth.
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In their research on the effect of customer engagement behaviours on perceived
relationship benefits and relationship outcomes, Gummerus, Liljander, Weman and
Pihlstrom (2012) divided customer engagement into Community Engagement
Behaviours (CEB) and Transactional Engagement Behaviours (TEB). Three
relationship benefits were identified; namely: social benefits, entertainment benefits and
economic benefits. The engagement behaviours largely influenced the benefits received.
The results show that the influence of CEB on satisfaction is partially mediated by
social benefits and entertainment benefits, while the effect of TEB on satisfaction is
fully mediated through the same benefits. The effect of CEB on loyalty is mediated

through entertainment benefits.

Gutiérrez-Cillan, Camarero-lzquierdo and San José-Cabezudo (2017) posit that brand
pages do not stimulate user engagement directly, instead, user engagement and brand
page success are influenced by brand page content through a key mediating construct:
the user’s brand-page experiences. Therefore, the authors follow the reference of Brodie
etal. (2011) and Gummerus et al. (2012), according to whom the engagement construct
is based on the interactive experiences of individuals interacting with the brand page. In
their research findings Gutiérrez-Cillan, Camarero-Izquierdo and San José-Cabezudo
(2017) point out that information posts encourage “user behavioural engagement
through the utilitarian experiential route. Aside from any experiential route and
adopting a more direct path, interaction posts are the main drivers of engagement
behaviour”. “Image posts contribute towards the perception of utility, but they do not
affect engagement”. Gomez, Lopez and Molina (2019) proposed and tested a model on
customers of an airline, in which social media brand involvement and social media
brand communication are the key antecedents of social media brand engagement. Their
findings show that the influence of social media brand involvement on social media
brand engagement is stronger than the influence of social media brand communication.
Hajli, Shanmugan, Papagiannidis, Zahay & Richard (2017) argue that an active
participation from those who are involved, is what is required in social media consumer

brand engagement, this is also propelled by the fullness of the information provided,

In their research on ‘examining online social brand engagement’, Osei-Frimpong and
McLean (2018) introduce the term ‘social brand engagement’ taking into account the

growing and vital role of social media in consumer brand engagement practices. They
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define social brand engagement as “the connection, creation and communication of the
brand's story between the firm and consumers, using brand or brand-related language,
Images and meanings via the firm's social networking site”. The concept of the
relationship between Social Media Advertising Interactivity and Brand Engagement has
not been tested in the emerging market of South Africa in the skincare industry. We do

not know as to what is the nature of the relationship between those constructs.
Therefore, it is reasonable to hypothesize that:

H4o: There is no relationship between interactivity of social media advertising and
brand engagement.
H4a: There is a positive relationship between interactivity of social media advertising

and brand engagement.
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2.6 Conceptual Framework of the Study
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2.7 Conclusion of Literature Review

The brand cannot act or think or feel-except through the activities of the manager that
administers it. In accepting the behavioural significance of marketing actions, one
accepts the legitimacy of the brand as contributing relationship partner” Fournier
(1998). Although consumer brand relationship research has been found to be
multidisciplinary, multidimensional and multi-conceptual with underlying theories
borrowed from different fields such as marketing, psychology, sociology, and
anthropology or neuro- science; in the marketing context, the brand relationship concept
represents the bonding between consumers and their brand. Brands provide utilitarian
and emotional benefits to consumers. Some of the many benefits derived by consumers
from forming relationships with brands include the ability of brands to help consumers
express themselves, to help consumers develop an identity and also the ability of brands

to solve consumers’ problems. .

According to Keller (2001), the strongest brands will be those to which customers
become so attached and passionate that they, in effect, become evangelists on their
behalf. The power of the brand and its ultimate value to the firm resides with
customers. It is through their learning about, and their experiences with a brand that
they end up thinking and acting in a way that allows the firm to reap the benefits of
brand equity. Keller (2001) contents that communities can be built and experiences
created through marketing communications. He suggests that in order to communicate
effectively, marketers have to go where customers are more often than not, which is
online. Keller’s view is that active engagement is the key area of brand resonance where
interactive marketing communications can have the most effect. This is because
interactive marketing communication lets consumers to learn from each other, it also
permits them to teach others about a brand. In addition, interactive marketing
communication has the ability to permit consumers to express their obligation to a

brand and witness the brand loyalty of others.

Gangadharbatla (2008) argues that ‘the growth of online brand communities, including
social networking sites, has supported the increase of user-generated social media
communication. Daugherty, Eastin and Bright (2008) posit that consumers involved in
user-generated content are likely to be brand advocates, sharing opinions about brands
and products with other consumers. Numerous marketing communications activities
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can be established to impact any one element of resonance. Furthermore, any marketing
communication can impact more than one element of brand resonance. “Social media
may serve as a channel for many marketing activities including customer relationship
management, customer service, branding etc. Regardless of the goal, information about
the brand must be relevant to the consumer if you want the consumer to engage with the
brand in self-relevant ways” Schmitt (2012). With the rise in social networks, a new era
of content creation has emerged, where individuals can easily share experiences and
information with other users, Chen at al. (2011).
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CHAPTER 3: Research Methodology

The research methodology for this study will be identified and discussed in this chapter.
This section addresses specific objectives concerning research approach, design,
population and sample. The research instrument, which will be used to gather data, will
be discussed together with the procedure for data collection, data analysis and
interpretation. Potential limitations of the research procedure and methods as well as the

reliability and validity measures will be addressed.

3.1  Research Strategy

The process of conducting primary research starts with deciding whether the research
question calls for descriptive, exploratory or causal research, Kolb (2008). Research
strategy is a detailed plan of how a researcher will go about answering their research
questions, Saunders, Lewis and Thornhill (2016). It is the approach used to test theories
by investigating relationships between variables, Creswell (2014). According to
Saunders (2012), research strategy is the overall plan of how a researcher pursues
answering the research questions. Bryman (2012) describes research strategy as a
general direction for the conducting research and Robson (2011) states that research
strategy is a general approach for carrying out research. There are three forms (designs)
of research strategy - qualitative research, quantitative research, and mixed methods

research.

3.2  Research Design

Research design is the framework for the collection and examination of data, Bryman
(2012). Itis the overall plan of how a researcher will go about answering their research
questions. It is the plan that the research will assume to answer questions in a manner
that is accurate, objective, valid and economical. Bryman (2012) identified five
different types of research designs. Survey, longitudinal, experimental, case study and

comparative design.
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3.3  Qualitative Research

Qualitative emphasises words over quantification in the collection and analysis of data.
Creswell (2014) describes qualitative research as a method used for discovering and
understanding problems internally. The data collected from this method is usually
collected through participants that take part in the research. Thereafter, the researcher
makes interpretations based on the data collected. Robson (2011) describes qualitative
research as a style of research of research using qualitative data collection and flexible

designs.

3.4  Quantitative Research

Quantitative is concerned with quantification and is “generally associated with
positivism especially when used with predetermined and highly structured data
collection techniques,” Saunders, Lewis and Thornhill (2016). This method is used to
examine theories by testing the relationship between variables that can be measured
through an instrument or using statistical methods, Creswell (2014). Saunders (2012)
describes quantitative research as predominantly used as a synonym for any data-
collection technique such as questionnaires or data analysis procedure such as graphs
that generate or use numerical data. The quantitative method will be used in this study.
This will be done to examine theories by testing the relationship between variables that
can be measured through an instrument or using statistical methods, Creswell (2014). A
cross-sectional survey design will be used, this survey involves studying a particular
phenomenon at a particular time, and it is the most common research design, Bryman
(2012).

3.5  Population and Sample
3.5.1 Population

Identifying the target population is another step in planning the research project i.e. the
people, events, or records that contain the desired information and can answer the
measurement questions, Cooper and Schindler (2014). The focus and target of the
research inquest is also known as the subset of the population as well as the set of
elements, which a sample is taken, Saunders et. al (2016). This study pulled its sample

from the South African population mostly University of Witwaterand students. This was

57



made up of adults who are 18 years and older. Respondents had to be using Social

Network Sites at least once a month.

3.5.2 Sample and Sampling Method

Sampling involves the process of choosing a sample from a larger group known as the
sampling population to become the source of predicting the occurrence of unknown
information, outcome or situation regarding the larger group, it is a subgroup of the
population the researcher is interested in, Kumar (2011). The research sample consists
mostly of undergraduate and postgraduate students who use skincare products. These
are customers who are actively engaged on social network sites and who have actively
engaged the selected brands on social media. Key considerations in arriving at a sample
size of 3000 was the attainability of the sample size, and the relative ease of
administering and collecting responses in the prescribed research timeline. In order to
optimise the probability of reaching the desired sample, over 30,000 questionnaires

were distributed to mitigate against likely no-responses and declines.

3.6 Research Instrument

The research instrument, also called a research tool is a means of collecting data for a
research study; it is the practical step in carrying out the study. The main instrument for

this study was a fully structured questionnaire in the form of an online questionnaire.

3.7 Procedure for Data Collection

Questionnaire distribution and collection method

The participants received a link inviting them to participate in the survey, with a secure
web link directing them to the questionnaire; responses were completed online using the
Qualtrics platform. The population for this study mainly comprised of university
students (undergraduate and postgraduate). They had to be over the age of 18, they had

to be users of social media and social network sites at least one a month.

3.8 Pilot Research
Pilot studies are preliminary field tests conducted with small research samples that are used
to detect potential issues with the research design, especially the research instrument

Blanche, Durrheim & Painter (2006). For this research, a pilot study was conducted before
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the main data fieldwork collection in order to obtain feedback from respondents regarding
their understanding of the questions and to identify any other issues with completing the
survey. The reliability and validity of the research measurement was also assessed, as
recommended by Radhakrishna (2007).

3.8.1 Methodology of the Pilot Research

The pilot survey was administered to a convenience sample of 59 people consisting of
colleagues, friends, acquaintances and family around the country. Minimum age was 21
years, mean age was 33 years and maximum age was 54 years. The online questionnaire
was sent to them via a WhatsApp link. Respondents were informed about the details of the
research and that they formed part of a pilot study, and were asked to share their feedback
directly with the researcher after completing the questionnaire. In terms of comprehension
of the survey, most of the respondents said that they found survey to be easy to follow and
understandable. A couple of respondents indicated that some questions sounded repetitive.
A few respondents said that a couple of questions too long. Taking that into account, the
format and layout of the questionnaire were amended accordingly.

3.8.2 Results of Pilot Research

This section provides demographic information on the responses gathered from the
individual participants during the pilot study. The results showed that there were 54
(91.5%) females in the study while there were five (8.5%) males. The majority of the
respondents were females. There were 6.8% of the total respondents who use Facebook
as their social media site, 18.6% use Instagram, 11.9% used Twitter, 3.4% used
YouTube, 57.6% of the total number used WhatsApp. The preferred social media of the
respondents was also analyzed. From the results, it was revealed that majority of the
respondents in the pilot study used WhatsApp. There were 34(57.6%) of the total
number who used WhatsApp. Majority of the respondents 74% of the respondents in
the pilot study used their phones to access social media. The data available from the
pilot study indicated that most of the respondents spent more than 3 hours on social
media. There were only three (5.1%) of the total number of respondents who spent less
than 30 minutes on social media, 9(15.5%) spent between 30 minutes to one hour,
12(20.7%) spent more than one hour, 19(32.8%) spent more than 3 hours while
15(25.9%) spent more than 5 hours on social media. A total of 9 (15.3%) of the
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respondents were students, 43(72.9%) were working staff while 7(11.8%) had other

types of occupation.

Variable Characteristics Number Percentage

Social media sites Facebook 29 47.5

used Instagram 31 50.8
Twitter 22 36.1
Snapchat 5 8.2
Skype 7 11.5
Linkedin 18 29.5
Youtube 26 42.6
Whatsapp 44 72.1
Other (Telegram) 1 1.6

Preferred social Facebook 6.8

media Instagram 11 18.6
Linkedin 1 1.7
Twitter 7 11.9
Whatsapp 34 57.6
Youtube 2 3.4

Device used to Mobile phone 45 74

access social media

Time spent on Less than 30 3 5.1

social media minutes
30 minutesto 1 9 15.5
hour
More than 1 hour 12 20.7
More than 3 hours | 19 32.8
More than 5 hours | 15 25.9

Gender Female 54 91.5
Male 5 8.5

Occupation University student 9 15.3
Working staff 43 72.9
Other 7 11.8

Product Frequency Rank

Nivea 14 1

Clinique 5 2

Ponds 5 3

Eucerin 4 4

Dermalogica 3 5

Garnier 2 6

Neutrogen 2 7

Environ 2 8

Portia M 2 9

Others 20 10
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Construct Cronbach Alpha Mean Standard Deviation
Brand Loyalty 0.85 2.44 0.98
Brand Attachment 0.81 2.96 1.01
Brand Community 0.91 4.32 1.39
Brand Engagement | 0.86 3.44 1.27
Consumer 0.86 2.89 1.06
resonance
Brand interaction 0.71 3.01 0.78
Informativeness 0.92 2.91 1.24
Entertainment 0.97 3.43 1.45
Brand awareness 0.78 2.07 0.86
Brand attitude 0.99 5.97 1.52
Purchase intention 0.90 2.06 0.70
Perceived quality 0.91 2.19 0.93
Correlation
Correlation between interactivity and loyalty
Correlation coefficient p-value
0.24 0.075

Correlation between interactivity and brand attachment

Correlation coefficient p-value

0.34 0.010

Correlation between interactivity and brand community

Correlation coefficient p-value

0.49 0.0002

Correlation between interactivity and brand engagement

Correlation coefficient p-value

0.62 0.0000

3.9  Limitations of the Study

The subject of limitation is often handled with uncertainty as some researchers wish to
ignore these limitations as they believe they detract from the impact of the study, this
attitude is considered unethical, Cooper and Schindler (2014). The study design or
measurement scale may not always be the best, but one adopts it for a possible number
of reasons and such limitations must be disclosed and communicated to the reader,
Kumar (2011). There are two types of limitations, technical and administrative

limitations.
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Limitations of the study:

. It may not be easy for researcher to suspend concepts drawn from her
knowledge of previous research and theory.

. The study only open to South African consumers.

3.10 Validity and Reliability

External validity is concerned with transferability whilst internal validity is concerned
with the dependability of the research findings. At its core, reliability is concerned with
issues with consistency of the research measures, Bryman (2012). It is important to
know that the results of the study are transferable to other contexts and how far they can
be generalised, Miles et al. (2014).

3.10.1 External Validity

External validity is the extent to which the results of a study can be generalized to other
situations and other contexts. In order to minimize measurement and error and to
guarantee that the results of the study are a true representation, the researcher
committed the study to an emphasis on transparency and an emphasis on criteria of
validity. This involved the credibility of findings e.g. respondent validation, and the
extent to which the research process can be audited by outsiders, Bryman (2012).
Transparency denotes a commitment of being as open as possible about the process of
data collection and analysis. This allows the reader to scrutinise, as far as is possible,
the decisions made by the researcher during the research process. This allows for the

replication of analysis and thus ‘validation’.

3.10.2 Internal Validity

Internal validity looks at whether the instrument measures what it’s claimed to measure
by its maker, Saunders et al. (2016) and whether the findings make sense, and are
credible, Miles et al. (2014). For this study, validity was confirmed via rich description
and triangulation as outlined by Morse (2015). Exploratory factor analysis was

conducted to assess the validity of the constructs.
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3.10.3 Reliability

As suggested by Morse (2015), reliability was confirmed via the development of a
coding system and inter-coder agreement. Other strategies for reliability include
member checks and peer review debriefing, triangulation, and external audits. Saunders
et al. (2016) posit "reliability has to do with the accuracy and precision of a
measurement procedure” whilst “reliability is concerned with estimates of the degree to
which a measurement is free of random or unstable error”, Saunders et al. (2016).
Reliability looks at whether the process of the research study is consistent, stable over
time and across researchers’ methods. It is concerned with issues of integrity as well as

quality, Miles et al. (2014). Cronbach’s Alpha was conducted to assess reliability.
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CHAPTER 4: PRESENTATION OF THE RESULTS

4.1 Introduction

This chapter presents the results gathered from the research study; the data was analysed
using the R-software version 3.6.3, to determine if the items correlate with their unique
constructs. The profile of the respondents is described in terms of the general
information questions contained in the research document relating to gender and
occupation. In this section, the research results concerning the reliability and validity of
the measurement scales are discussed, indicating the Cronbach alpha scores for the
identified factors. This section also presents the results relating to each hypothesis with
an inference asserting whether the hypothesis has been supported by the research

findings. A path analysis model is presented to explain variation of the variables.

4.2  Exploratory Factor Analysis

The conceptual model elements were analysed using exploratory factor analysis.
Varimax rotation was the method of factor extraction used to determine the
dimensionality of the items. Seven factors were extracted using 1959 observations
gathered from the survey. These factors included Brand Loyalty with six indicator
variables, Brand Attachment with six indicator variables, Brand Community with five
indicator variables, Brand Engagement with six indicator variables, interaction with five
indicator variables. Informativeness with four indicator variables and Entertainment

with four indicator variables.

In addition, factors with eigenvalues greater than one were retained, while factors with
eigenvalues less than one were excluded from the analysis. The Bartlett’s test of
sphericity and the Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy were
used to access the seven factors. The Bartlett test of sphericity and KMO results are
presented in Table 3. For this research, the recommended KMO value was 0.9 and
above. The KMO value for the data used in the research was 0.96, which indicates that
the sample size is adequate for the factor analysis. The Bartlett’s test is highly
significant indicating that original correlation matrix is not an identity matrix indicating

that there are some relationships between the variables included in the analysis.
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4.3  Descriptive Profile of Respondents

This research study employed a quantitative approach. The data used for empirical

analysis was gathered using a fully structured online questionnaire. A link to the survey

was generated in Qualtrics, which was mostly emailed to students via the Wits

Registrar’s office. The respondents were notified that participation is voluntary. A

qualifier question was added on the survey questionnaire (question e under general

information section of the research instrument) in order to ensure participation only

from respondents who use social media at least once a month. The data used for

empirical analysis was based on the responses collected from the online questionnaire.

There were over 3,000 responses received from the research survey, 1,959 respondents

completed the questionnaire fully.

Table 2. Descriptive Statistics

Variable Characteristics Number Percentage
Number of Social One 84 4.3
media sites used Two 199 10.2
Three 419 21.4
Four 571 29.1
Five 399 20.4
Six 205 10.5
Seven 67 3.4
Eight 12 0.6
Nine 3 0.2
Preferred social Facebook 104 5.3
media Instagram 391 20.0
Twitter 187 9.5
Snapchat 8 0.4
Skype 2 0.1
LinkedIn 25 1.3
YouTube 237 12.1
WhatsApp 1005 51.3
Device used to Mobile phone 1837 93.8
access social Tablet 23 1.2
media Laptop 90 4.6
Other 9 0.5
Time spent on Less than 30 69 35
social media minutes
30 minutes to 1 302 15.4
hour
More than 1 hour 679 34.7
More than 3 hours 576 29.4
More than 5 hours 333 17.0
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Gender Female 1340 68.4
Male 619 31.6

Occupation University student 1649 84.3
Working staff 180 9.2
Other 128 6.5

Favourite skin care | Nivea 622 31.8
Clinique 52 2.7
Ponds 93 4.7
Eucerin 137 7.0
Demalogica 58 3.0
Garnier 142 7.2
Neutrogena 87 4.4
Environ 16 0.8
Other 752 38.4

It can be noted from Figure 10 below, that the majority of social media network users
are making use of multiple social network sites. From the 1959 respondents who
completed the questionnaire fully, the majority — over 80% use four, five and six social
network sites at a time.

No. of SNS sites used

571

419 399

ONE TWO THREE FOUR FIVE SIX SEVEN EIGHT NINE

Figure 10: Number of Social Network sites used by each respondent

66



It can be noted from Figure 11 below, that over half (51%) of those who were surveyed
prefer WhatsApp. This is followed by Instagram as a second choice of social media
network at 20%.

Preferred socia media

M Facebook

M Instagram

m Twitter
Snapchat

B Skype

M LinkedIn

W Youtube

B Whatsapp

Figure 11: Preferred Social Network sites

In terms of the type of device used to access social media, as depicted in Figure 12,
more than 93% of those surveyed are using their mobile phones to access social media.

Device used to access social media

|
MOBILE PHONE TABLET LAPTOP OTHER

Figure 12: Type of Device used to access Social Media
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The bulk of social media users, spend more than one hour on social networks at a time,

as Figure 13 illustrates.

Time spent on Social Media

More than 5 hours
More than 3 hours
More than 1 hour

30 minutes to 1 hour

Less than 30 minutes

o

100 200 300 400 500 600 700 800

Figure 13: Time spent on Social Media per day by each respondent

It can be noted that about two-thirds (68%) of respondents are female. Even though the
survey was open to a large number of males, most of those who chose to participate are

female, as indicated in Figure 14.

Gender

Gender Male

32%
B Gender Female

B Gender Male

Gender Female
68%

Figure 14: Gender Split
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Figure 15 indicates that university students constituted the majority of respondents at
84%.

Occupation Occu pation

University
student, 1649

Occupation
Working staff,

Occupation

180 Other, 128

Figure 15: Occupation

As Figure 16 indicates, with regards to brands, the number of respondents who cited
Nivea as a favourite skincare brand were nearly 32% (622 respondents). About 38% of
respondents (752) selected ‘Other’.

Favourite skincare brand

OTHER
ENVIRON
NEUTROGENA
GARNIER
DEMALOGICA
EUCERIN
PONDS

FAVOURITE SKIN CARE

CLINIQUE

NIVEA

0 100 200 300 400 500 600 700 800

Figure 16: Favourite skincare brand
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Table 3 shows that the seven latent factors; i.e., Brand Loyalty, Brand Attachment,

Brand Community, Brand Engagement, Interaction, Informativeness and Entertainment

have items that correlate reasonably well on the respective factors, while at the same

time discriminating against the other factors. The factor loadings of each of the items

were above 0.5.

Table 3: Exploratory Factor Analysis of Scale Items

Brand
Loyalty

Brand
Attach
ment

Brand
Communit

y

Brand
Engagemen
t

Interaction

Informativenes
S

Entertainment

LO1

0.758

LO2

0.797

LO3

0.724

LO4

0.668

LO5

0.669

LOG6

0.755

BAl

0.523

BA2

0.566

BA3

0.551

BA4

0.676

BAS

0.697

BAG6

0.715

BC1

0.637

BC2

0.780

BC3

0.700

BC4

0.812

BC5

0.649

BE1

0.420

BE2

0.405

BE3

0.423

BE4

0.429

BES

0.404

BEG

0.458

BlIl

0.535

BI2

0.778

BI3

0.761

Bl4

0.655

BIS

0.560

INF1

0.732

INF2

0.812

INF3

0.775

INF4

0.751

ENT

0.664

ENT

0.804
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ENT 0.827
3

ENT 0.784
4

LO =Brand loyalty; BA = Brand attachment; BC= Brand community; BE =Brand engagement; Bl=Brand
interaction; INF=Informativeness; ENT=Entertainment

The Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO) and Bartlett’s Test of
Sphericity scores from exploratory factor analysis for the final study are presented in
Table 3. All KMO values were greater than the minimum required value of 0.5. This
implies that the sample was adequate to conduct factor analysis. The Barlett’s Test of
Sphericity had significant p-values implying that there is some correlation among the

items within each construct as required for factor analysis.

Table 4: KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.96
Bartlett's Test of Sphericity Approx. Chi-Square 54152.368
df 630
Sig. .000

4.4 Measurement and Structural Models Assessment

Structural Equation Modelling (SEM) through full information maximum likelihood
model with robust estimation was used to estimate the measurement model and the
structural path models. The structural equation modelling was performed using the R
software version 3.6.3. Five model-fit measures were used to assess the overall
goodness of fit of the model. These included the ratio of chi-square to degrees-of-
freedom, comparative fit index (CFI), Tucker-Lewis Index (TLI), standardized root
mean square residual (SRMR), root mean square error of approximation (RMSEA).
Confirmatory Factor Analysis (CFA) was conducted to test the measurement model and
examine the quality of the psychometric properties of all measures used in the study.
The CFA on the latent factors produced satisfactory overall fit indices (y2 = 3252.275,
df =571, »2/df =5.70, RMSEA = 0.049, SRMR = 0.048, CFI = 0.940, TLI = 0.933).

Table 4 displays the factor loadings, composite reliability, average variance extracted
and Cronbach alpha. Results indicated that these measures showed good levels of

71



reliability and convergent validity. All Cronbach alpha values were more than 0.85

while the composite reliability values were more than 0.85. This is a strong

demonstration of strong reliability. In addition, all the factor loadings were more than

0.60 also showing a strong evidence of uni-dimensionality and convergent validity. The

least factor loading is 0.623, which is also above 0.5. The average variance extracted for

the constructs are shown on the diagonal of Table 5. The square root of all average

variance extracted values were greater than the correlations of the factors and the model

variables (Table 5). This is evidence that discriminant validity was satisfied in the

measurement model.

Table 5: Construct Measurement

Construct Factor Loading Composite Cronbach Alpha
Reliability

Brand loyalty

LO1 0.788 0.89 0.89

LO2 0.790

LO3 0.761

LO4 0.705

LO5 0.754

LO6 0.793

Brand attachment

BA1l 0.634 0.89 0.89

BA2 0.671

BA3 0.754

BA4 0.798

BA5 0.820

BAG6 0.868

Brand community

BC1 0.751 0.90 0.90

BC2 0.871

BC3 0.751

BC4 0.865

BC5 0.784

Brand engagement

BE1 0.623 0.86 0.86

BE2 0.710

BE3 0.791

BE4 0.725

BE5 0.723

BE6 0.702

Brand interaction

BIl 0.707 0.87 0.89
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BI2 0.769
BI3 0.793
Bl4 0.767
BI5 0.780
Informativeness
INF1 0.795 0.90 0.89
INF2 0.848
INF3 0.853
INF4 0.808
Entertainment
ENT1 0.939 0.94 0.96
ENT2 0.907
ENT3 0.850
ENT4 0.855
Table 6: Descriptive Statistics, Correlations and Discriminant Validity
LO BA BC BE BI INF ENT
LO 0.59
BA 0.788 0.58
BC 0.459 0.552 0.65
BE 0.544 0.644 0.690 0.51
BI 0.441 0.496 0.629 0.711 0.58
INF 0.216 0.268 0.312 0.377 0.416 0.68
ENT 0.202 0.262 0.357 0.412 0.495 0.689 0.79

AVE = Average Variance Extracted (on the diagonal); LO =Brand loyalty;
BA = Brand attachment; BC= Brand community; BE =Brand engagement;
Bl=Brand interaction; INF=Informativeness; ENT=Entertainment.

45 Structural Model

A similar set of fit indices was used to examine the structural model. Comparison of all

fit indices, with their corresponding recommended values, provided evidence of a good
structural model (y2 = 3252.276, df = 571, y2/df = 5.70, RMSEA = 0.049, SRMR =
0.048, CF1 =0.940, TLI = 0.933). The fit indexes show that the data fit the model

reasonably well. Thus, the researcher could proceed to examine the path coefficients of
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the structural model. Besides the fit indexes being good, the parameter estimates of the

model were statistically significant.

4.6  Hypothesis Testing and Results

Figure 10 presents an outline of the hypothesised conceptual framework of the research
study illustrating the impact of Interactive Social Media Advertising on Brand
Resonance. This section presents results from path analysis to test the theorised
relationship and causality. For this analysis, the independent variable is social media
interaction and the dependant variables are brand loyalty, brand attachment, brand

community and brand engagement.

Hypothesis testing was therefore conducted to establish whether the theorized relations
between Social Media Interactions and Brand Loyalty, Brand Attachment, Brand
Community and Brand engagement. The findings showed that Social Media Interaction
had a positive and statistically significant impact on Brand Loyalty (p = 0.506, p-
value<0.000), Brand Attachment ( =0.595, p-value<0.000), Brand Community (f =
0.747, p-value<0.000) and Brand Engagement ( = 0.850, p-value<0.000). This
supports all the four hypotheses in the study.

Table 7: Summary of Hypothesis Testing

Hypothesized paths Estimates | t-value Decision
H1 | SMI —* Brand Loyalty 0.506 21.564*** | Supported
H2 | SMI -+ Brand Attachment | 0.595 25.942*** | Supported
H3 | SMI = Brand Community | 0.747 37.373*** | Supported
H4 | SMI—> Brand Engagement | 0.850 40.912*** | Supported
Goodness-of-fit measures
2 (d. f) RMSEA CFI TLI
SRMR
3252.276 571 0.049 0.940 0.933
0.048
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Figure 17: Path Analysis of Conceptual Framework
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CHAPTER 5: Discussion of Results

5.1  Discussion on Hypothesis 1

H1o: There is no relationship between interactivity of social media advertising and
brand loyalty.

H1a: There is a positive relationship between interactivity of social media advertising
and brand loyalty.

Based on the hypothesis testing, which resulted in a positive score of 0.5, we reject the
null hypothesis and conclude that there is a statistically significant positive relationship
between social media interaction and brand loyalty. This positive score suggests that
customers who interact more with brands on social media become more interested in
exploring product information about those brands, and in turn become more loyal to
those brands. As per the study conducted by Nisar and Whitehead (2016) on enhancing
user loyalty through social networking sites, they found that a favourable brand image
can help a company to encourage customers to return to it. Similarly, Yang (2012)
investigated the impact of Facebook advertising on consumer decision-making
behaviour and attitudes, the enquiry revealed that advertising messages provided by
Facebook enhances consumers’ attitudes towards the brand and purchase intentions.
The results of this study have shown a positive relationship between interactivity of
social media advertising and brand loyalty. Therefore, the results are in line with
research conducted in developed countries on social media advertising and consumer

decision-making behaviour.

5.2 Discussion on Hypothesis 2

H20: There is no relationship between interactivity of social media advertising and
brand attachment.

H2a: There is a positive relationship between interactivity of social media advertising
and brand attachment.
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Based on the hypothesis testing, which resulted in a positive score of 0.6 we reject the
null hypothesis and conclude that there is a statistically significant positive relationship
between social media interaction and brand attachment. This positive score suggests
that customers who interact more with brands on social media become more interested
in exploring product information about those brands, in turn become more loyal to those
brands, which leads to them being more attached to those brands. According to Filo,
Lock and Karg (2015), using social media platforms contributes to the ability of firms
to ascribe customers to their own brands. In a research study by Muk and Chung (2014)
they attempted to see which factors could persuade customers to follow a brand page.
They empirically showed that hedonic and functional utilities were the key aspects that
inspired customers to join the brand pages. A research study conducted by Persuad
(2013) entailed a controlled test among ninety-six young adults to explore how
interactivity and product involvement impacts on respondents’ attitudes concerning
brands on Facebook and their intention-to-purchase. The study revealed a positive
association between intention-to-purchase and favourable attitudes towards the brand.
This was a result of high levels of interactivity on Facebook. The results of this study
have shown a positive relationship between interactivity of social media advertising and
brand attachment. This is in line with the research conducted in developed countries on

social media and consumer behaviour.

5.3 Discussion on Hypothesis 3

H3o: There is no relationship between interactivity of social media advertising and
brand community.
H3a: There is a positive relationship between interactivity of social media advertising

and brand community.

Based on the hypothesis testing, which resulted in a positive score of 0.75 we reject the
null hypothesis and conclude that there is a statistically significant positive relationship
between social media interaction and brand community. This positive score suggests
that customers who interact more with brands on social media become more interested
in exploring product information about those brands, in turn become more loyal to those
brands, leading to them being more attached to those brands; resulting in those

customers being more open to interacting with others who share the same brand
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connection. Celebi (2015) studied “how motives affect attitudes and behaviours toward
internet advertising and Facebook advertising”. The findings revealed that users with
the drive of interpersonal value hold a favourable attitude and behaviour toward Internet
advertising because people see value in being part of a group, meet new people, express
themselves, and the requirement for swapping information. Those who enjoy a sense of
community and networking were more positive toward internet advertising in terms of
their attitude and in terms of their behaviour. Therefore, the results of this research,
which show a positive relationship between social media advertising interactivity and
brand community, are in line with the research conducted in developed countries on

social media and consumer behaviour.

5.4 Discussion on Hypothesis 4

H4o: There is no relationship between interactivity of social media advertising and
brand engagement.

Hd4a: There is a positive relationship between interactivity of social media advertising
and brand engagement.

Based on the hypothesis testing, which resulted in a positive score of 0.85 we reject the
null hypothesis and conclude that there is a statistically significant positive relationship
between social media interaction and brand engagement. This positive score suggests
that customers who interact more with brands on social media become more interested
in exploring product information about those brands, in turn become more loyal to those
brands, leading to them being more attached to those brands; resulting in those
customers being more engaged with those brands, leading them to be brand advocates.
In their study, Osei-Frimpong and McLean (2018) examined online social brand
engagement. Their research was inspired by the increasing use of social media and its
influence on how firms involve their brands with consumers. This led to their research,
which aimed at understanding how social brand engagement and the moderating effects
of firm-generated content are impacted by social presence. They found that while social
presence positively influences social brand engagement, this relationship is largely
moderated by firm-generated content and the consumers' level of commitment in
interacting with the brand. The findings also showed that social brand engagement

inspires consumers to want to use more of the brand, and also want to take part in
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electronic word of mouth. Therefore, the results of this research, which show a positive
relationship between social media advertising interactivity and brand engagement, are in

line with the research conducted in developed countries on social brand engagement.

CHAPTER 6: Conclusions and Recommendation

6.1 Introduction

The study was aimed at determining the impact of Interactive Social Media Advertising
on Brand Resonance in South Africa. The research sought to ascertain if there is a
relationship between social media advertising interactivity and brand resonance. The
findings of the study showed that social media interaction had a positive and
statistically significant impact on Brand Loyalty, Brand Attachment, Brand Community
and Brand Engagement. This chapter presents conclusions after considering the findings
and the discussions of the findings in preceding chapters, and concludes with

recommendations for practitioners, as well as research recommendations.

6.2  Conclusions of the Study

In addressing the main problem, four sub-problems were highlighted. The first sub-
problem was to investigate the relationship between Social Media advertising
interactivity and Brand Loyalty. The second sub-problem was to investigate the
relationship between Social Media advertising interactivity and brand attachment. The
third sub-problem was to investigate the relationship between Social Media advertising
interactivity and brand community. The fourth and final sub-problem was to investigate
the relationship between Social Media advertising interactivity and brand engagement.
The study demonstrates that the four hypotheses tested are supported, and that there is a
positive association between them. The results presented in Chapter 4 prove that there is
a significant impact of social media advertising interactivity on brand resonance, and on
each of the four dimensions of brand resonance, namely brand loyalty, brand
attachment, brand community and brand engagement. The majority of social media
users use more than one social network site; the results show that most of those who
were surveyed use three to five sites. A significant percentage of social media users

who are consumers of skincare products use Instagram for product information. Two
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thirds of respondents are female students, which is a demographic that presents a very
large market for brand managers of skincare products. The research gap in this study
came from the current lack of academic studies examining the relationship between
social media advertising interactivity and the four elements of brand resonance (loyalty,
attachment, community and engagement) within an emerging market such as South
Africa. The theoretical and practical implications and recommendations that follow

from this research are outlined below.

In spite of previous studies conducted in the areas of social media and advertising, no
study has done an analysis on the impact of interactive social media advertising on
Brand Resonance. The advertising literature is limited in terms of research on the
impact of advertising interactivity (interactivity involves informativeness and
entertainment) on consumers in a social media context. As well as how brand
interactions on social media influence consumer brand attitudes, particularly in the
skincare industry. Hudson, Huang, Roth, Madden and Hudson (2016) argue that
notwithstanding the significance of branding and relationship building in the digital
world, there are a lot of unknown on how social media relates to consumers'
relationships with brands. There is also a lot that is unknown as to whether social
media-based brand relationships are linked to anticipated results such as customer
satisfaction and recommendations. The research undertaken in this current study was
aimed at addressing these gaps. It was intended to explore the relationship between
Social Media Advertising and its impact on consumer insights of their association with
brands, and accordingly how those connections are related to anticipated marketing
results.

6.3 Theoretical Contributions

There is insignificant research available on how to improve brand resonance through
social networks. There is a lack of studies in this research area in the South African
context. Therefore, this study intends to contribute to an academic body on brand
resonance and social media in the emerging context of South Africa. From a theoretical
perspective, this study adds to current understanding in consumer behavior literature by
identifying the interrelationship between advertising and brand resonance within an
emerging market context and within the social media domain. The key outcome generated
from this study is that social media advertising is very effective for creating brand loyalty,
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brand attachment, brand community and brand engagement in the skincare industry. This
research adds to academic body of knowledge regarding brand attitudes in the social media
domain. Although there were no previous studies of this nature conducted in the emerging
market; the generalizability of the research findings go beyond the emerging market context

of South Africa, and beyond the skincare industry.

6.4  Practical Implications

From a practical perspective, this study provides relevant marketing applications for
companies in the development and selection of content on social network sites (SNS) that
will be engaging with their consumers, because the format is consistent with consumer
preferences and behaviours. In the design of marketing campaigns on SNS, the findings,
which support all four hypotheses indicate that in order to effectively appeal to individuals
who consume their content online, brands must have a good understanding online consumer
behaviour and the uniqueness of social media as an advertising tool. As such, the research
findings give practitioners a better understanding of how consumers receive and

perceive online-based branded adverts in the social media context, in South Africa.

6.5 Recommendation

The significant theoretical contributions of this study will benefit scholars in support of
their studies. The study confirms that interactive social media advertising has a positive
and significant impact on brand loyalty, brand attachment, brand community and brand
engagement. Therefore, brands should continue to invest in social media advertising
tools as this has proven to be a catalyst in moving them a step closer to achieving loyal
customers who would eventually advance to a level where they are advocates for those
brands. Marketers and Brand Managers in particular should therefore focus on
improving their digital marketing skills to enable them to understand branding in a
digitized world, and to proactively tackle challenges posed by consumers who are
increasingly consuming their content online. This study therefore gives marketers
insights into how to effectively use social media as an advertising medium, but most
importantly how to create brand resonance through social networks. Although this study
can assist marketers in the skincare industry in South Africa to develop effective social
media marketing strategies, the relevance of the insights can be equally useful in other

industries and sectors.
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APPENDICES

A: Research Time Plan

Table 8: Summary of Research Time Plan

Nov
2019

Dec
2019

Feb
2020

March
2020

April
2020

Finalize
Proposal

Gain
approval

Gather
Data

Analyse
data

Write
report

Submit
report
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B: Cover Letter

Dear participant,

Thank you for taking the time to complete this questionnaire. | am a post-graduate
student at the University of the Witwatersrand — Graduate School of Business
Administration, undertaking a Master of Management degree in Strategic Marketing.

I am conducting this research for my master’s dissertation with a focus on consumer
attitudes and social media behaviour within the skincare industry. I kindly request you
to complete the attached survey, which should take about 6 minutes to complete.
Your response will be greatly appreciated and of great value to my research.

Your participation is voluntary, and you will not be asked to provide any
identification information. Your identity and responses will remain anonymous. This
research is for academic purposes only and the information obtained will be kept
strictly confidential.

Your views are very important to me.

For any questions, please feel free to contact me via
email: 1505809 @students.wits.ac.za.

Thank you

Phinda Qutywa
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C: Research Instrument

Q1 We begin the survey by asking some questions regarding your social media preferences. Which of
the following social media sites do you use? Select as many as apply.
Please tick the social media platform(s) you frequently use. Tick as many as appropriate.

Facebook (10)
Instagram (11)
Twitter (12)
Snapchat (13)
Skype (14)
LinkedIn (15)
YouTube (16)
WhatsApp (17)

Other (18)

Q2 Specifically, which one is your preferred social media site?

Facebook (1)
Instagram (2)
Twitter (3)

Snapchat (4)
Skype (5)

LinkedIn (6)
YouTube (7)

WhatsApp (8)
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Q3 Which of the following devices do you use most often to access social media?

Mobile phone (1)

Tablet (2)

Laptop (3)

Other (please specify) (4)

Q4 On average, how much time do you spend on social media per day?
Less than 30 Minutes (1)
30 Minutes to an Hour (2)
More than 1 Hour (3)
More than 3 Hours (4)

More than 5 Hours (5)
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Q5
Here we ask you some demographic questions to help us organize your responses better.
Gender?

Male (1)

Female (2)

Q6 What is your year of birth (e.g. 1990)

Q7 Occupation

University Student (1)

Working Staff (2)

Other (please specify) (3)

Q8 Please state below your favourite skincare brand that you have purchased in the last three to six
months.

Nivea (13)

Clinique (14)

Ponds (15)

Eucerin (16)

Dermalogica (17)

Garnier (18)

Neutrogena (19)

Environ (20)

Other (21)
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Q9 Focusing on the skin care brand that you specified in question 8.

Brand Loyalty

Kindly answer the rest of the questions that follow. Please tell us how much you agree or disagree with
the following statements.
Neither
Strongly Agree  Somewhat agree nor
agree (7) (6) agree (5) disagree
(4)

Somewhat . Strongly
. Disagree :
disagree disagree

@3 @) 1)

I consider
myself
loyal to this
brand. (15)

| intend to

keep using

this brand.
(16)

| intend
using more

of this
brand (17)

| feel this is
the only
brand |
need in this
product
category.
(18)

I buy as
much of
this brand
as | can
(19)

This brand
will be my
first choice
when
considering
skincare
products in
the future.
(20)

Q10 Still focusing on the brand you selected in question 8; Please tell us how much you agree or disagree
with the following statements.
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Brand Attachment

Strongly Agree  Somewhat
agree (7) (6) agree (5)

I am
willing to
pay a
higher price
for the
items of
this brand,
over other
skincare
brands. (1)

| would
continue to
buy this
skincare
brand even
if its prices
increase.

()

I am
emotionally
attached to

this

skincare

brand, it
feels like a
part of my

life. (3)

I really
love this
skincare

brand. (4)

I would
really miss
this brand

if it went
away. (5)

Compared
to how |
feel about
other
brands, this
brand is
important
to me. (6)
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Neither
agree nor
disagree

(4)

Somewhat
disagree

@)

Disagree

@

Strongly
disagree

@)



Q11 Again, please tell us how much you agree or disagree with the following statements in relation to the
skin care brand you specified in question 8.

Brand Community
Neither
Strongly ~ Agree  Somewhat agree nor
agree (7) (6) agree (5) disagree
(4)

Somewhat . Strongly
: Disagree ;
disagree disagree

@3 @ 1)

| really
identify with
other people
who use
products
from this
brand. (1)

| feel like |
belong to a
club with
others who
use products
from this
brand. (2)

Other
people using
this skincare

brand are
similar to
me. (3)

| feel a deep
connection
with others
who use this
skincare
brand. (4)

I would join
communities
formed by
other people
interested in
this skincare
brand. (5)
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Q12 Please continue..
Brand Engagement

Strongly  Agree  Somewhat
agree (7) (6) agree (5)

I would
recommend
this skincare

brand to

others. (1)

If someone
makes a
negative
comment

about this
brand, |

would defend
it. (2)

I really like
to talk about
this skincare

brand with

others. (3)

I closely
follow news
about this
brand (social
media,
newsletters).

(4)

I am proud to
have others
know, that |

use this
brand. (5)

| actively
look for
information
on this
brand's
products. (6)

agree nor
disagree

Neither

(4)

Somewhat
disagree

@)

Disagree

@

Strongly
disagree

@)

Q13 In this section, we ask you about how you will engage with this brand on social media should you

see adverts from this skin care brand.
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Consumer
Resonance
on Social
Media / Extremely  Moderately
Brand likely (7) likely (6)
Interaction
on Social
Media

After
seeing an
advert from
this brand
on social
media, how
likely are
you to
press the
'LIKE'
button? (1)

Neither
Slightly likely Slightly  Moderately  Extremely
likely nor unlikely unlikely unlikely
(5) unlikely (3) (2 1)
(4)

After
seeing an
advert from
this brand
on social
media, how
likely are
you to
REPLY
with a
comment?

()

After
seeing an
advert from
this brand
on social
media, how
likely are
you to
SHARE it
with your
friends? (3)
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I would say
positive
things

about their

products /
services
through
Social
Media
(such as
leave
comments
or click

“like” in

the Fan

page (9)

| would
recommend
their

products /
services to
my friends

on Social
Networking
Sites (10)

| would
encourage
relatives /
friends
about their
products
through
Social
Media. (11)

| would
feel
emotionally
connected
toward
skincare
brands |
follow
online. (12)
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Q14 Please Continue..

Extremel Slightl

y likely xﬁﬁg‘) y likely
(7) 5)

I would stop
following my
brand, if other

skincare brands
provide better

offers in their
profiles / fan

pages (e.g.

discount

coupons. (1)

I would buy the
products/service
s of skincare
brands that | had
been following
on Social
Media. (2)

I would always
follow the same
skincare brands
through Social
Media because |
really like them.

©)

It would be very
important to me
to follow a
specific brand
on Social Media
rather than any
other brands. (4)

The conditions
of my life are
excellent. (5)

| am satisfied
with my life. (6)

So far, | have
attained the
important things
| want in life.

U]

If I could live
my life all over
again, | would
change almost

nothing. (8)
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likely
nor
unlikel

y (4)

Slightly ~ Moderatel

unlikel
y (3)

Extremel

y unlikely  y unlikely

@
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Q15 In this section we ask questions about Social Media Adverts. In general, what is your opinion about
adverts on Social Media?

Informativeness

Neither
Strongly  Agree  Somewhat arg]cr)?e Sgir;\aeg;/::t Disagree 3:;23?;2’
agree (7)  (6) agree (5) disagree 3) @ (1)
4)
Social Media
adverts provide
timely

information on
products or
services. (8)

Social Media
adverts supply
relevant
information on
products or
services. (9)

Social Media
adverts are a
good source of
information.
(10)

Social Media
adverts are a
good source of
up to date
products or
services
information.
(11)

Entertainment

| feel that
Social Media
adverts are
interesting.
(16)

| feel that
Social Media

adverts are
enjoyable. (17)

| feel that
Social Media
adverts are
entertaining.
(18)

| feel that
Social Media

adverts are
pleasing. (20)

106



Q16 In this section we ask questions about Brand Awareness.

Neither Somewhat Strongl
Strongly ~ Agree  Somewhat agree nor di Disagree . y
) isagree disagree
agree (7) (6) agree (5) disagree 3) 2 (1)
(4)
| easily
recognise my
favourite
skincare
brand (1)
Several

characteristics
of the brand
instantly
come to my
mind. (2)

| can quickly
recall the logo
or symbol of
my favourite
skincare
brand. (3)

I can
recognise my
favourite
skincare
brand
amongst
competing
brands. (4)
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Q17 In this section we ask questions about Perceived Quality
Neither
Strongly Agree Somewhat  agree nor
agree (8) 9 agree (10)  disagree
(11)

Somewhat
disagree
(12)

Strongly
disagree
(14)

Disagree
(13)

My
favourite
skincare

offers
innovative
products to
the market.

€]

My
favourite
skincare is
a
prestigious
brand (2)

My
favourite
skincare
brand has
well
designed
products.

®)

My
favourite
skincare
brand has

consistent

quality. (4)
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Q18 Please tell us your overall evaluation of the Skincare brand.
Brand Attitude

Overall, my attitude toward skincare brands is...
1(1) 2(2) 3(3) 4(4) 5(5) 6 (6) 7(7)

Negative Positive
Very bad Very Good
Unfavourable Favourable

Unpleasant Pleasant

109



Q19 Lastly, how likely are you to purchase products from your favourite skin care brand?
Purchase Intention / Purchase Likelihood
Neither
Strongly Agree  Somewhat agree nor So_mewhat Disagree SFroneg
) disagree disagree
agree (7) (6) agree (5) disagree 2
@ 3) ()

I find
purchasing
skincare
products
from this
brand to be
worthwhile.

€]

1 will
frequently
purchase
skincare
products in
the future
from this
brand. (2)

I intend to
keep
purchasing
skincare
products
from this
brand. (3)

I intend to
purchase
new
products
made by
this
skincare
brand. (4)

1 will
strongly
recommend
others to
purchase
skincare
products
from my
favourite
brand. (5)
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