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Evaluating the Impact of Social Media Marketing Attributes on
Consumer Lovalty: The Mediating Role of Consumer Trust

Stvalmgam M and Amtha Kuman D
School of Manapemens Stedies, Felr Insrinure af Science and Advanced Smudies (Fistaz), Chenmai, Tamil Nadu, Tndia
m.sivalingam@hotmail.com, anitha smsiEelsuniv.oc.m

Eeywaords:

Absmact:

Social Media, Custemer Lovalty, Entertamment, Trendiness, Influence Marketing, Inferacvity.

Thiz smdy mvestigates the impact of social media marketing acovities (SMMA) on the Customer Lovalty

{CL) of online customers. Entertainment (EWNT). Trendiness (TRE), Interactivity (INT), and Influence
Marketing (Th) are the independent vanables emploved in the stdy. The stody also deploved consumer must
(TE) as the mediating variable. Data collected threugh Google Forms from regular social media (SM) users
yielded 320 valuable responses. To assess the validiry of the questionnaire. content and consmact validity
were established. Data collected were analyzed uzing statistical techmiques such as exploratory factor anabysiz,
multiple regression apalysis, and SEM. The study wimessed a statsdcally significant asseciation between
ENT, TRE. INT and TE. with CL. TE. was found to mediate the relationship between SMMA and CL.

1 INTRODUCTION

Many people’s lives have been profoundly chanped
by soctal media (SB), which has athacted a lot of
miterest from acaderie and busimess researchers’
perspectives (Me=a et al | 20135). Socual Madia (Shi)
meludes any pumber of online programs, platforms,
or media that let people commumicate, work together,
and exchanze material (Fichter and Eoch 2007, Theze
platforme: mught be weblogs, nucroblogs, social
blogs, wikis, podeasts, or even just places to share
mages, videos, and socizl bookmarks. (Jomat 20217,
there are 2.85 blhon monthly actne users oo
Facebook, 353 nulhon on Twatter, 434 pulhon on
Pinterast, 1.33 bilbon on Instagram 772 pulbon on
LinkedIn 850 milhon on TikTok, and 293 mallion
Snapchat. These are just a few of the global social
media usage statishes.

Marketers have been interested m SM cue to its
growth in populanty and user base. They have found
new and creative ways to engage, commmmicate, and
connect with custorners about products and brands
(Eabadayr and Proce 2014). 5M 1= 2 popular
techmique among corporate and  governmentsl
orgamsations (Koo and Ko, 2012). Businesses have
used soctal networking sites (SHS) (Wang et al,
2021) to mieract wath consumers and merease brand
recogmtion (Malbotra and Malhotra 2013, Folm et

ME end A K

al, 2013). Lkeuia'cusmmswhuhavemporbur
informztion sbout the companies they buy from
soc1al media users frequentty have close ties with the
compames they do busimess with (Gametson 2008).
Busmesses use a vanety of Socizl Media Marketing
Aotrvties (SMIA) to drawr clients, I:EimandKu
2012) dvaded ShAVA S mto five caterones: word-of-
mouth, frendiness, engagement, entertamment and
cwtomussion In social media, enterfaimment 1s
essential for elevating good feehngs promotng
mvohement, and encowraging continuons use (Bang,
2005).

Buldmz genuine connections with customners
throush dimtal platforms 15 2 creatrve and successful
way to promote a busmess and reach a large audience,
according to prior ressarch on soctal medha marketns
actvies (MclClhoe and Seock 2020), on the
cornection betwesn mustomser lovalty (CL) and
SMIMA. (Agrarwal and Mitial 2022) Even thouwsh
sorlal media marketing has generated a lot of
Iiterziure, but research has not locked mio howr i
affacts custoamer choaoe (Casper and Thasehon 20217
The majenty of previous empinecal studies on social
miedha marketing mitiztives have 1pnored the element
of loyalty.

While a great deal of study has been done on how
behaviour, less research has been done on the preciss
processes by whech vanous somal media marketing
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elemwents affect a customer's choice to iy, Ressarch
mdicates that social media marketing may raise
m:st-:mtru;tmahand,vdm:hmmmmcmas&
brand  value (Eoshom, 2019, Hafez 20210
Furthermore, addiftonal research has  vahdated
ShIVA and increased CL (Elwahim 201%). Because
it may mmpact several different oufeomes, brand trest
has been the foorus of a lot of studies. Neverthelass,
empirical research has not vet been zble to
defimtively show whether brand trust (TR} (Bora
Semuz et al, 2023} mediates the lmk between the
lovalty of customers (CL) and social media marketing
activities (SMMAY.

[E'."TI} h‘EI:IdIII.ES (TRE), mterzctivity (INT} and
among Indian customers, ths paper eaks to
sigmficantly add to the body of empinical research on
social media marketing activiies. The results may
clanfy how these social media marketing components
affect oustomer lovalty, especially when it comes to
online pwchasmgz The study's thecretical and

acknowledgng the lmmitahons of the study and
offering suggestions for more research.

1 REVIEW OF LITERATURE
1.1 Customer Loyaley (CI)

abarays be a sagn of brand lovalty because there may
not be many compelling altematives (Handarkho
20200, A.cmrdmgtoammf:onrmpmmmd
theoretically solid defirution, lovalty 15 the result of
the mimachon of two elements: athtude and
behanour (Ehoa 2020). According to this viewpomt,
these two components complement one another to
promote  enduing  lovalty. Nowadays, customser
Iu}ﬂhrisad:nw:ledgeiasacompmufmhsn'e
lovalty as a whole (Mascarenhas et al | 2006). The
power relations between buvers and ssllers (Cheung
et al. 2022} have chanzed drammatically as a result of
the growth of e-commerce (Al-dween et al, 2019).
Grven the low smafching costs for customers, new
online firms mmst focus on cultivating and evaluating
the gxoups to prevent losses. Bulding a devoted chient
base and carefully evaluatmg the profitzbility of
Varous custorner catesories are top preorities for new
online finms to prevent posmble losses, ziven the
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cheap seatching costs for consumers and the
substantial costs imrolved in gaming new e-customers
{(Forals 2002). Extensive mesearch has consistently
demonstrated a stronz and spnificant comrelation
between online trust and e-lovalty. (Boonlertvamich
2019).

2.2  Entertainment (Ent)

In order to entertam audiences, one nomst mepare them
with disimctive confent and engage customers
through physical and onlme marketing (Oh et al
2015). Because of the high levels of enjovment and
enmamement dming exchanges, (Hoffman and Movak
196) =aid that merketers have a huge potenhal to
mpact customers’ athfudss and expectztions when 1t
comes to mtenet-based entertainment. Research has
demonstrated, that dissatisfied are less plaumble to
use social media (Abbas ef al | 20200, Those who use
SM frequently report feeling hapmer and embracing
social networking nght away (Duzgan et al, 2015)
Additionally, people who wuse social media for
product diseovery and interpersonal cormectons look
for sensory stmmlation (Hsu and La 2007, Eu et al |
2013). When commmercial: are fim consumers see
them more favouwrably (Shaatt et al, 1998)
Apcording to (Pollay ef al, 1993), an advertizement's
"entertainrment valie" has a big impact on (Sharma ef
al, 2023) bow consumers feel about ot and find it
appealing. Accordmg to (Cevhan 2019, businesses'
uwse of social media to entertamn customers has a
sgmficant mfluence on thewr mfenhons to meke a
purchase. The following hypothesis 15 put out m hight
of the study datz on the entertmment component of
Social Media Marketing Actnates (SMAAY

{(H1}): Entertainment has a sizmficant relatonshp
with Custonser Lovalty.

2.3 Trendiness (Tre)

Providing the maost recent mformation about goods or
services 15 referred to a5 trendiness (Sabva et al.,
2016). Emn and Eo 2010 discowvered that hoomy
brand: which mostly :h:mdnnbimdtreud:nﬂ;—
have seen growth (Andrews 20100 m the heomy
rnarket md'ﬂ:atmﬂalmdlamaﬂeﬂngm&
customer equity. Social media 15 a great tool for
finding m-demand goods as it 15 especially good at
providing the most recent news and updates (Maaman
etal 2011} Informeation from social media platfonms
1= frequently more credible in the eves of consumers
than infoomation from comventional advertising or
marketng campargns. As a result, thers 15 2 general
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lack of frust 1n soc1al media platformes m general that
provide cwrent mformation (Mangold ef al, 2009,
Vollmer and Precowt 2008). In hght of tus,
(Almmumawar et al, 2022) the followins lvpotheses 15
put forth:

(H*): Trendmess has a sigmficant relatonship wath
Customer Loyalty.

2.4  Interactvity (Int)

Human behaviow 5 fimdamentally charactensed by
mteraction, which happen= spontanecusly m a vanety
of ways (Jamah and Ehan 2018). These kinds of
encounters have the potental to greatly affect
person to another (Hartey 2002). Each conmmmaeator
15 @ recipient as well as the other way around (Hurtter
et al, 2013} Social media interaction wath brands 15
Epeualhﬁ.hledhvcmmmﬂm:i}cdevetal 2018).
Customer lovalty can be mfluenced by belonming to 2
commumity and demonstztng dedication to a brand
page (Janz et al., 2008). Peer sroup mtersctions grve
customers useful kmowledge about 2 brand. assistmz
them in chumngv.lheﬂmrmhmthemducturuse
its SH'.'J.-:E. Enramng trustworthy groups boosts
consumers’ confidence and makes then beheve that
the informaton they get 15 more relizble (Wangz etal.,
31’012} The exchanges promote contentment and aid
m customer loyvaly (Misar and Whtehead 2018),
which leads to the following byvpothesis:

(H3): Interactivity has a sipmificant relationshop with
Customer Lovalty.

1.5 Influencer Marketing (Im)

Influencers are now able to make a Iving off of social
media (Makndes et al | 2020). For instance, Chiara
Ferragm bezan wiiting The Blond Salad. her blog, a=
a2 pastoee 1m 2009, She cumently boasts over 20
milhon Instagram followers, pariners with numerous
global brands=, and has expanded her successful shoe
Ime to mclude apparel and accessones (0'Connor
2017, Companmes are seemg more znd more the
benefits of working with Shls. Influencer marketing
(I} 15 the process by which compames encowmage
these mfluencers to endorse and promote ther poods
and services in exchange for fiee poods or cazh
pavments. Using this tache, marketers may mieract
with 5MIs to ebeit positme fesdback from
consumers, engagzing the SKIs and thew followers
(Martmez et al | 20200 As 3 result of s growing
recogmbion as a kev paradigm 1 SM (Ge and Gretzal
2018) predicted remmfications on the dowechon of

social mediz marketmy (Appel ef al, 2020),
mfencer parketing (IM) has dawn a lot of attenhon
from academucs. Consequently, if 15 miperative and
opportune to do a comprehensive exarvmation of
high-quabity research findings from publicatons
published 1 prestimious academmc peer-reviewesd
jewnals, which leads to the followmng hypothesis:
(H4) Influencer Marketing has 2 sipmificant
relationship wath Customer Lovalty.

2.6 Consumer Trust (IT)

The degres of faath one has in a brand’s capacity fo
bve up to 1fs proouses 15 known s fust (Chaudhun
and Holbrook 2001). In social mediz misrachons
especially, if 15 essenfial to all connections (Lal 201 7).
People typically lock for puidance from rehiable
sonrces and Infermet discussion boards that offer
rehable information about goods and services (Chen
and Shen 2015 Tn:stbbec-nmmgnnrenﬁ.ehr
acknowledzed 2z a cucizl element o customer
interactions and plavs (MNumnen 2015} a crucial rols
m creatng a stonger bond (Vivek et al, 2012). A
comparry cannot build strong, enduring conmechons
with 1tz customers unless trust has been created
(Barendz ef al., 2015). Because 1t fosters mmmally
beneficial acts betwesn people. fust mcreases
positive loyalty (L and Lee 1999) whech leads to
the followmg hvpothesis:

(H5):. Consumer Trust moderates the strength of the
relationshop  between  EMMAA  (entertammeent
mterachon, rendiness and mfluencer marketing) and
CL.

1.7 Theoretcal Framework

1
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The theoretical framework mentioned above Fimne 1
has been established (Famadham et al., 2022) based
on the literate review that has been given

1.8  Scales Used in the Study

After a2 thorough analyas of the hterzhoe, the mam
dimensions of social mediz marketing actvifes
(SNIMA) were deternmumed (Samma and Ehan 20200,
and appropnate scales were used to evzluate the
underlying elements (Poel and Majafabad 2015). The
siady  emphzsised  several elements. such a3
entertzitment, trendiness. mteracton,  mfluencer
marketing, trust and loyalty.

Entertamnment (EMNT): The scale created by (Eim
and Eo 2012), which has five tems with five-poimnt
ratmgs, was used to evaluate this vamable The
Entertammment (ENT) seale kas great vahdity and mgh
miernal consistency, as seen by 1ts Cronbach’s alpha
of (843, Tt was discovered that entertaimment sreathy
mereased buying intention (Wiyavaz et al, 20210
Examples of statements are: “Social media entertains
and stmmlates my mind ™ "Social media provides
enjoyable and relemomgz tme” "Social mediz offers
emoyvment throush problem-sobing and  idea
generation.” "Engammg with socizl media 15 fun " a5
it "Social media content 15 interestme.”

Trendiness (TRE): The scale created by (Kim and
Eo 2012), whach consists of three mtems scored on a
five-point seale, was wed to measure this vanable.
The Trendines= ('T:R}Jcalgshm.redgmatnhdmand
high mmfernal consistency, with a Cronback’s alpha of
0812 A few emmples melude: "Social media

published on soctal media before its official lamch

Imferactvity (INT): The scale created by (Kim and
Eo 2012), winch consists (Sandeberg 2011} of three
tems with a fve-pomt 1atng system, was used to
mezsure ths varable. The dependababity of the INT
seale was great, as evidenced by its excellent imtermnal
consistency and Crombach’s alpha coeffiment of
0925, FPuthermore, the scale demonstrated stronz
validity. Examples of M scale tems melade: “SMP
allow=  mmformaton  shanny  with  others”
"Comversaton and opimon exchange with others are
possible through SMP," "Mew product information 15
first published through SMP,” along Tt 15 easy to
provide feedback through SHP."

Influencer mg () The scale created by
(P and Pratt 2018), which consists of three tems
with a five-point ratmg system was wsed to measure
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thas vanable. which conmists of thee items with a
frve-pomt rahng system, was used to measure tus
vanzhle The dependababity of the IM scale was zreat,
as evidenced by 1ts excellent mtermnal consistency and
Cronbach's alpha coefficient of 0.902. Furthermore,
the scale demonstrated strong vahdity. Examples of
the brand m SMPs is very popular, the influencers
employed by the brend ae trustworthy, the
mflencers m generzl are very athactive ™

Customer Trst (TR} (Haao et al, 2010)
measwe, which conmists of fouwr tems graded on a
five-pomnt scale, was used to assess thes vanable. The
TE zcale showed meat vahdity and high mternal
consistency, with a Cropbach's alpha of 0926
Examples of staternents melude: "{(Yesiloghn and
Costello 2020} The mformation prosaded on soctal
media 15 eredible” "T st the products shared on
social media " "] believe the mformation on soctal
media 1= relizhle " along with "T abways fee] confident
that I can mely on the responses and feedback from the
social media commmmty dwmng  mberachons.”
Customer Lovalty (CL): The threeafem scale
(evaluated on 2 fivepoint scale) created by
{Chandhim and Helbrook 2001} was used to measire
the vaniable. (Oliveira 2023) With 2 Cronbach's alpha
rzting of 0.95] and cutstanding mtemal conmistency,
the CL scale showed good reliabality. The scale also
shows good vabdity. Examples of thimgs on the CL
scale melade: "T wall not switch to another brand if
ths brand continues to mamtzim s oument service
level, as far as the product types sold at s brand are
concerned. I do not consider shopping at other, I hke
to always shop from thes brand”.

3 RESEARCH METHODOLOGY

Using Google Forms, imformation was gathered from
a sample of Indian social media users (Spasth and
Black 2012). (Deutskens et al., 2006), onlne datz-
collecting took like Google Forms are konown fo
mma;erﬁponsem.hﬂmd}ﬂdnmnmﬁthatmm
par with those acqured using more comventional
approaches. Users of =ocmal media who wers
randomly chosen were given the swvey. An mmhal
screeming question to find out if the respondent 15 an
active social medm wer was mehded to qualify
respondents. The questionname could onby be
completed by those who selected "yes" for s
question; all other were thanked and
removed from the sumvev. 335 people m total
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responded to the poll Table 1 displays the
respondents’ demographic charactenishies.
Based on the data, approsamately two-thirds of the
respondents were women (82.6%), while the
remaming 10.4% were men The zge dismbution
showed that 7. 5% were under 20 vears old, 54% were
aged 21 to 30, 7.5% were between 31 and 40, 13.7%
were between 41 and 50, 11.6% were between 51 and
60, and 5.4% were over 60 years old In ferms of
marital status, 56.6% of respondents were unoamied,
while 334% were mamed Fegarding educaton

tixibuies on Comsumer Loyalty: The Mediating Role of Consumer Trust

28.7% had a school-level education 32.2% were
mmdergraduates, 10.4% had a postgraduate degres
and 122% held doctorates. As for occupabons,
17.9% were howsentves, 322% were salaned
emplovess, 17.6% were busmess professionals, and
12.2% were students. In terme of income, 32.2% of
respondents eamed less than TNE. 21,000 per month,
35.2% eamed between INE. 21000 and 40,000,
22.7% had a monthly fanuly income between INE
41,000 and 60,000, and 9.9% eamed over INR
60,000.

Table 1: Demographic Profile.

Demoeraphic Profile Frequency Per cent
Gandsr Mala 35 10.4
Feamale 300 89.8
Unmarried 123 656
Marial Stanss Mamied 112 334
=21 Years 25 1.5
21-30 YVears 181 340
. 31-40 YVears 16 1.8
Age (m years) 1150 Tan i 57
51-60 Years 38 116
=0 Years 18 34
School Education 28 8.7
Higher Secondary 108 322
Cualification Undergraduate 55 1454
Post Graduate 35 10.4
PhD 41 122
Housewife &0 179
. Salaried 175 522
Occupation Business 50 174
Smudent 41 122
< INEL 20,000 108 322
Tatal Monthly Household TME 21,0:00-40,000 118 352
Incoma INE. 41.000-60,000 76 127
= INE. 60,000 i3 0.8
Total 355 100.0

31 Exploratory Factor Analysis (EFA)

EFA 15 an analyheal method used to uncover the
undertying structure within a large set of variables by
identifymz  sroupings  of related factors. By

condensing the data into fewer components, EFA
simphifies the mterpretation of relatonships between
varables and helps educe data complesaty. EFA's
ultimate Table 2 objecttve 1= o locate and
comprehend the wmderlying constructs that underhe
the patterns of the data (Stapleten 1997).

Tahle 1: Efa.

Botated Component Matrix®
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Fizurs I: Confimmatery Facter Analysis.




Evaluating the Impact of Social Media Marketing Atiribuies on Consumer Loyalty: The Mediating Raole of Consumer Trust

3.2 Confirmatory Factor Analysis

(CEA)

Usmg confirmatory factor analy=is, the sanple
adequacy for the ENT, TRE, INT, IM, TE. and CL

measures was assessed. The analyms's findings are
listed below (Figure 2 and Tahle 3).

Table 3: Mode] Fit.

Model phidf GEI EMSEA EME CEI NEL SEME
Criteria 1< p2idf=3 =090 <0081 <0081 =090 =0.90 =0.08=.1
Obtained 1.787 0.030 0020 0.023 0981 0.958 0.0389

The suggested thecetical model shows a
satisfactory match with the data based on the fif
mdices shown m the above table (Chi-squareDF =
1.787, p = 0.05, GFI = 0.930, CFI = 0.981, NFI =
0958, RMR 0.023, SRMR = 0.0389, and RMSEA
= ().049). Furthermore, it was discovered that, at the
3% mpmficance level the proposed associabions
among social media marketing, custonser frust and
customer lovalty were stzhsteally sigmficant and
favourable.

3.3  Convergent and Discriminant
Validity

Convergent and discrimnant validity (Barapel et al
2024) establishment 1= an essenhal step o the

Table 4: Convergent Validity.

confirmatery fector analyms (CFA) procedwe. Cross-
loadings and loading magnitedes are examined to
evaluate convergent vabdity. Them wer no low
loadmgs or cross-loadmzs among the objects m tus
mvestigation Purthermere, for every bumld, the
Average Vanance Extracted (AVE) values satisfied
s requirement, which 15 that they should be greater
than 050, All study factors also met the requred
Composite Eshabahty (CE) values of more than (.70,
The study verfied convergent vahdity because every
item loaded mto its comesponding factor wath
loadings lgher than 0.50, a5 shown i Tables 4 and

5.

Factor Items Estimate AVE CR
ENTL 0756
ENT ENT2 0824 06843 0.845
ENT3 7820
TREL 0.742
TRE TRE2 0945 o8l 081
TRE3 0627
INTI 0025 )
=T INT2 0780 0ELs 0.02¢
INT3 0084
™1 0.085
™ ™D 0727 0.770 0.008
MG 0.985
TR 0.950
yi:l TR 0777 0.817 0.930
TRS 1952
CLl 0030
cL L 01756 0.854 .
CL3 0.083 0858
cL4 0.090
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{Fernando and Wah 2017} By conpanng the
correlations between the factors and the square root
of the Average Vanance Exfracted (AVE) for each
factor, discriminant validity is assessed. The square

root of each factor's AVE m this iwestization was
greater than the comelatons between the factors,
mdicating (Donalds et al, 2022) that disermmant
validity had been shown

Table 5: Disciminant Validity.

T2 ENT TRE INT i} CL
TR 0804
ENT 0.1596 0LED4
TRE 0060 0.041 0.783
INT -0.010 0287 0.133 0903
Y] 0.211 0.287 0077 0,082 D.ETE
CL 0.454 0128 -0.151 0.003 0.286 0524
4 RESULTS theoretical model shows a strong match with the data

4.1 Structural Equation Modelling
{SEM)) and Mediation Model

After the stuchwrzl equaton Figwe 3 model was
evaluated, shuchral equation modelling (SEM) was
usad to analvse the data. Gender was one of the
control vanables m this study.An imiepmdm
vanable called a confrol vanable 15 emploved m
research to 1educe the possibility of confoundmg
chal:ictu'jsti{:-s Ium frequently been included as
control vanables m previous research. According to
this methodology, zender was chosen by the study's

authors as a confrol vanable to take mto consideration
any potential effects on the relationships that were the
subject of the analysis (Bernerth and Ammms 2)18).

4.2 Model Fit

Table 6 presents the (Amel et al, 2021) cu-square
valne, degree of freedom "p" value, goodness of fit
mdices, and evor terms for the model. The suggested

based on the fit mdices shown m the above table (Ch-
squareDF = 2116, p = 005, GFI = 0993, (F1 =
0.981, NFI = 0.966, EMR = 0.008, SEME. = 0.0372,
and EMSEA 0.058). Puthenmore, 1t was
discovered that, at the 3% sizmficance level the
roposed associations among social media marketng,
customer trust and customer lovalty were stafistically
sigruficant and favourzble.

Figure 3: Measurement Modzl and Mediadon Modal.

Table 6: Model Fit for SEM and Mediation

Model e GFI EMSEA EME CFI NEH SEME.
Criteria [ 1=y%@f=3 | =000 | <0.08<.10 [ <008=.10 | =000 | =090 [=<0.08<.10
Obtainad 2116 0.993 0.058 0.008 D28l | D266 00372
Table 7:- Stactural Equation Modelling Fesults.
Hypothesis Path Unstandardized Estimate | Standardized Estimate | tvalus | Pvalue | Besults
HI ENT—TR 0.423 0075 5501 [ <0001 | Accepted
2 TEE— TR -0.048 0115 -0417 | 0676 | Rejected
H3 INT—=TR -0.217 0.0845 2505 | 0012 | Accepted
H4 M —TR 0.130 0057 1202 0.022 | Accepted
HS M —CL 0.149 0047 3567 | 0001 | Accepted |
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HE INT — CL -0.013 0,072 -0L187 | 0851 | Bsjected
HY TEE — (L -0.250 0.050 -2413 | 001§ | Accepted
HE ENT — CL 0074 0065 1.157 | 0247 | Rejecied
HY TR — CL 0.360 0.045 7540 | 0001 | Accepted

The pnmary hypothesis (H]) amms (Giiven et al.,
2024y to explore the mlabonship between
Enfertammment (ENT) and Consumser Trust (TR, wath
EMT as the mdependent vanzble and TR as the
dependant vanable. The analy=is reveals 3 mgmficant
relabionship between ENT and TR, as evidenced by 2
tvalue of 5591 (Table 7). Consequently, the
hypothesis, which posits a posiine association
between ENT and TR, &= supported This result
mdicates that higher quahty entertaamment 1= hkely to
IIpTove consimer trust.

With TEE acting as the mdependent variable and
I'R.HﬁﬂgaﬁﬂlEdEIEllﬂEﬂIL?ﬂablE,HVPﬂﬂELﬂ‘E}
was developed to mweshigate the link betwesn
Trendiness (TEE) and Consumer Tmst (TR
According to the study, 'I:R:Ehadnudl_{am'bleefﬁect
on TE (=0417; p=0676). H? &= thus rejected
suggestng that rendiness as an mfervening vanable

The pupose of the (L1 et al, 2024) lwd
hypothesis (H3) was to mveshgate the connection
The independent vanable m this study 15 INT, wiule
the dependent varable 1= TE. With a t-value of -
2505, the results show a stetisteally sigmficant
positive conrelation between INT and TE. supportmg
the hypothesiz (H3). These findings mnply that a
higher level of customer frust 15 associated wath a
more efficient contact style.

To examme the connecton between mfluencer
hypothesis (H4) was developed. TR 15 the dependent
vanable m thas study, while IV 15 the mdependent
vanable. With a t-value of 2392, the study results
show a statisheally mgmficant posihve connechon
between IM and TE. Thus, the findings are consistent
with hypothesis (H4), which postulates (Flaypah
2024y a pombve comelabon betwesn improved
mffuencer marketing and higher levels of customer
trust. These results demonstrate how mfluencer
markefing increases customer tust.

The purpose of bypothess mumber five (H3) was
to umvestigate the connectron betwesn customsr
lovalty (CL) and immfluencer marketing (IM). The
dependent vanable m thes study 15 CL, whereas the
mdependeant variable 1= IM. With a t-value of 3.567,

the study’s ﬁndmgﬁ;hnﬁa’lahshca]l}ﬂgmﬁcani
positive connection  between IM and

T4

Accordingly, the results validate bypothesys (H5) and
mply that mereazed mfluencer marketing mproves
customer lovalty. These findimgs demonstrate howr
mfhuencer marketing mereases customer lovalty.

To mveshgate the connection between Customer
Loyalty (CL) and Interactivaty (INT), Hypothesis 6
was developed. INT 15 considered the independent
vanzble and CL the dependent wanable m this
mveshzzhon Nonetheless, the stafishical exammzhon
reveals no notewortly mmfluence of INT on CL, as
shown by the t-value of -0.187 and p-value of 0.851.
Cl:e:lsaquenﬂ\r it ean be concluded that as an
mmtervenmg  vanable, customer Im.'altv not
ﬂgm.ﬁcanﬂvm.ﬂuen{:edbvmrm:hutjﬂ'lﬁj

The pupose of the seventh hypothesis (HT) was
to look mto the commection between Customer
Loyalty (CL) and Trendmess (TRE]). TRE 15 regarded
as the independent vanable m thi= study, whals CL 15
the dependent variable. With a t-value of -2.413, the
study results demonstrate a statsheally sipmficant
posifive commechon between TRE and CL. A= a
consequence, the findngs are consistent wath
Ivpothesis (HT), which states that higher customer
lovalty 1= positively comelated with more frendimesz.
These results demonshate how trendmess positmvely

To mveshgate the connection between Customer
loyalty (CL) and Enfertamment (ENT), Hypothezis
(HE} was crazted (L 15 the dependent vanable m ths
study, wherezs ENT 15 conmdered the mdependent
vanzble Monetheless, the stafisheal exammnaton
reveals that ENT has no discernible effect on CL,
with a p-value of 0.247 and a t-value of 1.157. Asa
result, hypothesis (HE) 15 not supported suggesting
that entertamment”s mipact 25 a0 miervenins vanable
on customer lovalty 15 not portant (Amebiet 2024)
To find out more about the relatonship between
customer loyalty (CL) and Conmumer trust (TR,
Hypotheses (HY) was created. In thus mveshgation
CL 1= rdentified as the dependent vanable and TR as
the mmdependent vanable. With a t-value of 7.54, the
study results show a stafistically sipmificant positrve
connecton between TR and CL. Thus, the findimgzs
are consistent with bypothens (HY), whoch states that
shonper consumer tust 15 hinked fo meoreasing
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4.3 Mediation Analysis
A 953% has-comected bootstrap confidence interval

i the study to mvestizate the mediatng finction of
oustomer trust m the link between customer lovalty
(CL) and Soctal Media Maketng Actiines

(BC Boot(T) and 2,000 bootsirap samples were used (SMMA). Table 8 shows the Mediation Result.
Table §: Mediation Result
mo | BT s 0.085 029 | 0001 | Accepted
En | 2T o 0108 0066 | 0614 | Rejectd
mn | FLTTR | om 4158 0007 | 0028 | Acceptsd
gz | M _CEF‘_' 0047 0.005 0.084 0025 | Accepted

Accordmg to hypothess H10, there would be 2
considerable mediating effect of customer trust I the
Imk between customer lovalty and enterfzirment.
With a pvalue of less than 0.001 and a 93% buas-
corrected bootsirap confidence interval (BC BootCT)
of [0.095, 0229] the result: demonshate the
sigmficance of the wmstndardized estumate As a
result, H10 15 approved, demonstrating that the lick
strongly mediated by consumer frust.

Accordmg to hypothesis H1, there would be 2
considersole mediatmg effect of consumer trust in the
Imk between trendiness and customer levalty. With 2
p-vahue of 0,614 and a 95% bias-comected bootstap
confidence mterval (BC BootCT) of [-0.108, 0.066],
the unstandardised estmate 1z not apmficant
Consequenthy, HI1 15 disproved showing that the
mediated by consumer trust.

According to hypothesis H12, there would be a
strong mediatmg effect from customer trust in the link
between customer lovalty and mteractivity. Witha p-
value 0.028 and a 95% bias-comected bootstap
confidence interval (BC Boot(T) of [-0.138, 20.007],
the unstandzardized estimate 15 sizrficant. As a resulf,
H12 15 accepted, showing that the hnk between the
miteractivity and customer lovalty is largely mediated
by oustomer trust.

Accordmg to hypothesis H13, there would be 2
consdersole mediatms effect of consumer trust in the
Imk between mfluencer markefine and customer
loyalty. With a pvalue of 0023 and a 9% buas-
corrected bootsirap confidence interval (BC BootCT)
of [0.0086, 0.0584], the unstandardiced estimate for H13
15 not migmificant. As a result, H13 is disregarded,

st

5 DISCUSSIONS

or media that encowages compmmeation, teamwork,
and confent shanng. It1s essential fo marketing tacties
sance 1t allows lmsimesses to estzblish tatlored
connechions with consumers and provides them with
direct access (Bala and Verma 2013). In today's
world, soctal media 15 present in every age group, and
nteracting with socisty without it 15 gethng harder
and harder Social media (SM) is 2 tool, and the term
"Social Media Maketing” (SMM) deseribes bow it 15
wed As an miegrated marketing commmmuczhon
approach, soctal media marketng offers customers
mmber 15 denved from the accesmbality of precize
data provided by real users, such &= reviews,
suggeshons, andn‘l:’u.ermmponm:isﬂutm‘eusm‘
mterachion. Customers may commmmiczte with other
consumers, share  acowate  and  up-to-date
mfommaton, and leam more sbout the quabty of
goods and senices offered mn the somal media
marketing space through Shi

Rezsarchers evaluated the effects of Soctzl Media
Marketing Activities (SMMA) on Customer loyalty
(CL) m ths smdy. These athibutes mehude
Entertamment (ENT), Interactrvaty (INT), Trendmess
(TEE), and Influencer marketmz (IM). Ubhemg
Confirmatory Factor Analyzis (CFA), the suggested
model waz venfied Crombach's alpha coefficient
(Bentler and Bomett 1930) showed that the

=
Ln
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mezsrement 1tene’ rebabibty was hugher than the
suggested cut-off pomts of 0.7 for each item
FParthermere, the cntenion for and Aversge Vanance
Extracted (AVE) were fulfilled The outcomes of
Souctwral diserimmnant valdiy (Henselar et al,
2015) Equation. Modelling (SEM) showed how these
ShA s successfully mprove the Lovalty (CL) of the
consumers. Additonally, the study vahdated the
mteraction effects of SMMA and CL at different
Customer Trust (TR) levels. (Souza et al, 2024)
These results are m lme wath uiher studies that
demorstrate somal mediz (Shen and Wang 2024)
charactanisties have a beneficial iwmpact on customer
loyalty (Ehoa and Hynh 2023).

51 Managerial Implications

Soctal media (SM) has emerged a5 a major trend m
today's business climate leadng mamy  =mall
busmesses to allocate fimds towards using these
platforme to merease sales. Acknowledsing social
media’s broad reach and power, small compames are
using these chammels wisely to mmteract with ther
target market (Kamal 2024), sell ther zoods and
services, and merease revenne.

Managers nonst have 2 thorough understandmg of
customser trust as the business emaronment chanpes
by looking at the mediating factors i addition to the
durect Imkages. Customer trust 1= one such ooportant
factor that mfluences how consmmers lovalty. The
degres of contact, mterest, and farth of the customers
form with a2 brend or preduct 15 efored to as
consumer frust. Managers may obtain usefinl msights
mio how Sh traats and other factors mmpact customer
loyalty, resulting m noteworthy outcomss, by
acknowledsmg the medizting fimchon of consumer
frust. Menagers may use tus knowledse to mske
wellanformed decisions and create stratemies that
successfully use customer trust to elert positmve
customer reactions.

6 LIMITATIONS AND AREAS OF
FUTURE RESEARCH

The curvent study was caried out in India, a2 pation
known for its wide geographucal differences and nch
cultural variety. Grven the stark cnlinral differences
that exist twoughout Indiz's meny regons, it 1=
crtical to take these differences info account when
comprehensive knowledze of Indian consumers’

376

lovalty may be achieved by taking cultural contests
result m SM marketing tactics that are move focused
and suecessful.

Bevond the puriew, influence of SM quahites

may apply to several businesses wath a sizable Sk
p].l&'nrmprﬁem:e By extencimg the study to other
madustmes. 1 will become clearer how ShA
charactensiies affect consmmers’ trust to behave m a
vanety of ways. Expanding the scope of this study
mght moprove owr comprehension of the findines'
penerzlizability and appheaton. leading to maore
suceessful marketing tacties m many mdustnes.

It would be wvery beneficial to camy out
compansen studies in the future on the efficacy of SM
features and their mpact on customer loyalty across
light on how vanows product categones mieract with
SM qualifies and demomstrate the diffenng degress to
which these atmbutes mfluence the loyalty of
consumers. Using a comparative approach would
belp us better understand the complex relatonships
that exast between SM feahwes and customer loyalty,
which would make it possible to create marketing
plans that are specific to the needs of vanous product
categanes.

Dhsclosure of interest. The authors have no
competing interests to declare that are relevant to the
content of this aricle.
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