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Abstract
! Res. Assist. Dr., Akdeniz University, The purpose of this study is to propose a model to understand the impact of brand information
Antalya, Turk'ey, ] (awareness and image) on marketing variables (satisfaction, brand loyalty, WOM and purchase
buyukdagnaci@gmail.com intention) for individuals who like or follow brands in social media. In this study, 522 questionnaires
ORCID: 0000-0002-9836-5942 were collected, and multi-group structural equation modelling was used. According to the findings,

brand awareness had a significant direct effect on brand image and a significant indirect effect on
brand loyalty and purchase intention through brand image. Also, the immediate effects of brand
image on satisfaction, brand loyalty, and purchase intention were significant, and the indirect effect
of brand image on WOM and purchase intent through brand loyalty is substantial. Thus, brand
awareness and brand image have become prominent variables in terms of brand loyalty, WOM, and
consumers' purchase intentions in social media. It has been determined that brand loyalty is crucial
for brands in social media. Although brand loyalty has a low explained variance rate, its impact on
WOM and purchase intention is robust. Social media has also been shown to affect WOM and
purchase intention substantially. Also, using the theory of gender socialization examines whether the
whole model changes according to gender. Finally, managerial and theoretical implications,
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Oz

Bu calismanmn amaci, sosyal medyada markalar1 takip eden bireyler acisndan marka bilgisinin
(farkindalik ve imaj) pazarlama degiskenleri (tatmin, marka sadakati, WOM ve satin alma niyeti)
tizerindeki etkisini anlamaya yo6nelik bir model 6nerisi sunmaktir. Bu ¢alismada 522 anket toplanmis
ve cok gruplu yapisal esitlik modellemesi kullanilmistir. Elde edilen bulgulara gore, marka
farkindaligi marka imaji {izerinde dogrudan anlamli bir etkiye sahipken, marka imaji araciligiyla
marka sadakati ve satin alma niyeti tizerinde de anlaml bir dolayl etkiye sahiptir. Ayrica, marka
imajinin marka sadakati ve satin alma niyeti tizerinde dogrudan anlamli bir etkisi bulunmakla birlikte,
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Introduction

Internet technology, one of the most important inventions of the 20th century, has significantly changed
the communication and lifestyle of people (cited by Yan, Qiang, Wu, Wang, Wu, Chen, and Wei., 2016:
62). Also, with the spread of internet technology, the use of social media among people has increased,
and the socialization of consumers has made significant progress (Chu & Sung, 2015: 252). Therefore,
social media has become one of the most critical interactions between people (Shanahan, Tyler, Tran,
and Taylor, 2019: 57). According to the Digital 2020 report, approximately 67 % of the world's population
uses the internet, and 49% actively used social media in 2020. Compared to 2020 and 2019, the rate of
internet users increased by 2.4%, and the rate of active social media users increased by 9.2% in 2020
(Digital 2020 Report). According to this situation, individuals who were not social media users have
started to use social media in the future because the increase in social media users is higher than the
increase in the rate of internet users. Naturally, we anticipate that social media may become more critical
for all stakeholders in the future because consumers trust the information that got from social media
during the decision-making process (Barreda, Bilgihan, Nusair & Okumus, 2015).

According to Ahmad & Laroche (2017: 202), 97 % of consumers read comments and are affected by these.
Therefore, the presence of social media significantly affects and increases social media-based marketing
activities of businesses (Habibi, Laroche & Richard, 2014: 152; Tran & Strutton, 2020:1) because social
media has become an important centre and a dominant digital communication channel in terms of
accessing and sharing information and transferring experiences to other consumers (Hudson, Huang,
Roth & Madden, 2016: 27; Siqueira, Pefna, ter Horst & Molina, 2019: 1). Besides, consumers use social
networking sites to purchase products or services and receive information, advice and feedback from
their social environment (Lee & Choi, 2019: 9). As a result, consumers' activities on social media can
affect consumers' purchasing intentions (Siqueira et al., 2019: 1) which is a sufficient reason for retailers,
brands or businesses to move their products or services to the social media environment (Baum, Spann,
Fuller and Thiirridl, 2019: 289).

According to Baum et al. (2019), promoting marketing in social media channels can significantly
contribute to reaching too many people in a short time and affecting customers' decision-making
processes and purchasing intentions due to the trust created by the social media environment in
consumers. Also, although social media does not require significant investments (cited by Hew, Lee,
Ooi, & Lin, 2016: 142), it allows businesses to interact with millions of customers simultaneously (cited
by Hew et al., 2016: 142; Shanahan et al., 2019: 57; Mangold & Faulds, 2009: 357). Furthermore, social
media can increase its market share and sales with low-cost advertisements (Kim, Koh, YCha, & Lee,
2015: 40). According to the study by Biiyiikdag, Kaya & Kitapci (2019), marketing-related expenditures
increase the profitability of companies and profit per share.

Social media channels play a facilitating role in the relationship between business/brand and
consumers, integrate dimensions regarding consumers' buying, provide more information about
product selection, and establish a stronger buyer-seller relationship (Wu, 2016; Agnihotri, Dingus, Hu
& Krush, 2013: 172). Thus, businesses are sent to consumers to “like” the company on Facebook, to
follow the company on Twitter or to “connect” through the LinkedIn channel (Agnihotri et al., 2013:
172). Consumers can follow/like/connect the brands or businesses they like in response to requests
from companies or brands. The critical question here is determining the factors that cause consumers to
follow and like brands. This study, it is aimed to estimate how the relationships between brand
awareness, brand image, customer satisfaction, brand loyalty, word of mouth communication and
purchase intention have been determined for consumers who follow brands on social media because
according to Laroche et al. (2013: 76), social media are used to connect consumers. In this case, how the
relations between the brand and consumers in social media developed has remained unsolved. Also,
according to Laroche, Habibi & Richard. (2013), most studies on social media and marketing do not
investigate the effects of brand-related variables on marketing variables. Therefore, it is critical and
necessary to examine the impact of the variables related to the brand used in social media on marketing
variables (Laroche et al., 2013: 76) because brands are the most valuable assets of businesses (Gensler,
Volckner, Liu-Thompkins, Wiertz, 2013: 242; Kim, Junghun, Lee & Lee, 2020: 2; Sddksjdrvi & Samiee,
2011: 169). Therefore, one of the primary targets of managers is to create a strong brand by generating
bright and vibrant information about the brand in consumers’ minds (Gensler et al.,, 2013: 242).
According to Popp and Wilson (2018: 141), social media channels have substantial effects on the recall
of brands in the consumer mind. Therefore, all brands in any category interact with their consumers
through social media (Coelho, Rita & Santos, 2018: 101). For this purpose, businesses have increased
their spending budgets on social media by 250% over the past ten years (Shanahan et al., 2019: 57).
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As a result, the model will provide businesses with helpful information on pursuing the social media
platform and add value to the literature and stakeholders. Also, according to gender socialization
theory, males and females have diversified values and psychological characters, and gender affects
individuals' decisions, beliefs and attitudes (Biiyiikdag, Soysal & Kitapci, 2020: 9; Calabrese, Costa &
Rosati, 2016: 136; Vicente-Molina, Fernandez-Sainz & Izagirre-Olaizola, 2018: 91). Therefore, this study
also analyzed whether gender differed in terms of the paths in the proposed model.

In the first part of the study, information about the variables used in the model is given. Then, causal
relationships between the variables are established. In the second part, CFA and path analysis was
applied. Finally, in the third part, discussion, results, managerial and theoretical implications,
limitations, and future suggestions are given.

Theoretical background and hypothesis
Brand awareness

Brand awareness is the first step to obtaining information about the brand (Barreda, Bilgihan, Nusair &
Okumus, 2016: 183). Brand awareness includes two main elements: brand recall and brand recognition
(Kotler and Keller, 2008). Brand recall is defined as correctly creating or bringing back the brand in the
consumers' memories. Brand recognition is indicated as the brand's differentiation in the different brand
options of the consumers (Foroudi, Jin, Gupta, Foroudi & Kitchen, 2018: 464). Brand awareness is a
necessary element for the starting of the communication process (Barreda et al., 2015: 601), and it is
shaped and controlled by the advertising and promotion activities created by the corporates (Stirtici,
Oztiirk, Okumus & Bilgihan, 2019: 115). Brand awareness has an impact on consumers’ preferences and
decision-making process for buying (Barreda et., 2015: 600-601), prediction of purchasing behaviour
(Lee, 2014: 1245), the motivation of the brand perception, attitudes and preferences (Lee, 2014: 1244-
1245) and brand commitment and loyalty (cited by Kim, Choe & Petrick, 2018: 321). Also, according to
the literature, brand awareness has a significant impact on the brand image (Barreda et al., 2016;
Martinez, Montaner & Pina, 2009) and brand loyalty (Kim, Choe & Petrick, 2018; Torres, Augusto &
Lisboa, 2015). Therefore, the following hypotheses have been established.

Hi: Brand image is significantly affected by brand awareness.
Hy: Brand loyalty is significantly affected by brand awareness.
Brand image

Brand image is one of the components that increase the efficiency of marketing communication and
create brand information (Keller, 1993: 9). According to Keller (1993: 3), the brand image consists of the
brand associations of types, favorability, strength and uniqueness (Keller, 1993: 3). In terms of brand
management literature, a positive, solid, and unique brand image can create a sustainable competitive
advantage by providing attractive economic returns (Persson, 2010: 1269). The brand image includes
beliefs, perceptions, feelings and attitudes regarding the psychological structure of consumers, and
consumers prefer brands or products through the brand image (cited by Song, Wang & Han, 2019: 51).
Also, brand image is one of the crucial elements affecting consumers' decision making and consumer
satisfaction (Song et al., 2019: 51). Social media communication also powerfully affects the brand image
(Godey, Manthiou, Pederzoli, Rokka, Aiello, Donvito & Singh, 2016: 5835). According to the literature,
brand image has a substantial impact on customer satisfaction (Song et al., 2019; Wai Lai, 2019), brand
loyalty (Kim et al., 2018; Cretu & Brodie, 2007: 233; Mody, Day, Sydnor, Lehto & Jaffé, 2017; Martinez et
al., 2009) and purchase intention (Lee, 2014: 1245). Therefore, the following hypotheses have been
established.

Hj: Customer satisfaction is significantly affected by brand image.
Hy: Brand loyalty is significantly affected by brand image.

Hs: Purchase intention is significantly affected by brand image.
Satisfaction

Customer satisfaction is one of the critical structures used to explain consumer behaviour (Konuk, 2019:
105). Satisfaction affects customers behavioural and attitudinal loyalty after consumption, and satisfied
customers are less sensitive to price, more strongly protected from competitors' attacks, and are
considered more loyal than dissatisfied customers (cited by Nam, Ekinci & Whyatt, 2011: 1009). Satisfied
customers generally continue to use or buy the product (cited by Verkijika & De Wet, 2019: 222) and
have positive attitudes towards the products (Verkijika & De Wet, 2019: 222). Customer satisfaction is
explained as consumers' emotional responses regarding the comparison between product performance
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and customer expectations (Gamboa & Gongalves, 2014: 713). According to the literature, customer
satisfaction significantly affects brand loyalty (Nam et al., 2011; Song et al., 2019; Hew et al., 2016; Cheng,
Wu & Chen, 2018; Han, Nguyen, Song, Chua, Lee & Kim, 2018; Pereira, Salgueiro & Rita, 2016; Gamboa
& Gongalves, 2014: 715), WOM (Verkijika & De Wet, 2019; Konuk, 2019; Ranaweera & Jayawardhena,
2014) and purchase intention (Bai, Law & Wen, 2008; Gamboa & Gongalves, 2014: 713). Therefore, the
following hypotheses have been established.

Hg: Brand loyalty is significantly affected by customer satisfaction.

H7: WOM is significantly affected by customer satisfaction.

Hg: Purchase intention is significantly affected by customer satisfaction.
Brand loyalty

Loyalty is one of the primary impulses of profitability because it provides a cost advantage by holding
the loyal customers of the companies, and it gives more intention to purchase and less price sensitivity
(Popp & Wilson, 2018: 143). Therefore, loyalty is a vital strategy and a requirement for businesses online
(Demangeot & Broderick, 2010: 167). Loyalty is also a strategic strength for retailers to compete in a
fierce competition environment (Kwon & Lennon, 2009: 559). Loyalty consists of behavioural and
attitudinal loyalty. Behavioural loyalty refers to the oftenness of repurchase, while behavioural loyalty
refers to dedication to a product's purchasing actions such as purchase intention and recommendation
intention (Nam et al., 2011: 1015; cited by Hew et al., 2016: 144). According to the literature, brand loyalty
significantly affects purchase intention (Kim & Lee, 2019; Das, 2014a; Huang & Chen, 2018; Anderson
etal., 2014; Kim & Lee, 2019; Munnukka et al., 2015) and WOM (Eelen et al., 2017; Munnukka Karjaluoto
& Tikkanen, 2015; Huang & Chen, 2018). Therefore, the following hypotheses have been established.

Hg: WOM is significantly affected by brand loyalty.
Hio: Purchase intention is significantly affected by brand loyalty.
Word of mouth (WOM)

WOM is an effective instrument in marketing (O’Cass & Carlson, 2012: 30). The commitment and
positive emotions shape WOM behaviour (cited by Seo & Park, 2018: 37; cited by Siqueira et al., 2019:
2).WOM is defined as informal communicating between consumers about the product or service (Liu,
2006: 74). This communication actively promotes consumers to other potential customers and affects
purchase intention (Feng & Papatla, 2011: 75). Also, according to Berger (2014), e-WOM creates more
than 3 billion brand impressions daily through communication channels such as social media (cited by
Wakefield & Bennett, 2018: 148). Therefore, WOM is a very active communication channel and provides
social and psychological benefits to consumers (Park, Lee & Borle, 2018: 304). According to the literature,
Wom substantially impacts purchase intention (Chiu, Liu & Tu, 2016; Tajvidi & Karami, 2017: 1). Thus,
the following hypotheses have been established.

Hiy: Purchase intention is significantly affected by WOM.
Purchase intention

Understanding and increasing the consumers’ purchase intentions is vital in terms of raising the
probability of purchasing because the purchase intention is one of the antecedents of the actual
purchasing behaviour and is an essential indicator in predicting consumer (Hsu, Chang & Yansritakul,
2017: 145; Martins, Costa, Oliveira, Gongalves & Branco, 2019: 379; Wu, Yeh & Hsiao, 2011: 32; cited by
Bachleda, Fakhar & Elouazzani, 2016: 294). Purchase intention is a composition of consumers' concern
and the likelihood of purchasing the product and refers to an attempt to buy the product in the coming
periods through its attitude and preferences (Kim & Ko, 2012: 1481; cited by Das, 2014: 408).

Indirect effect in the model

Hi and Hi1 hypotheses were established in the model. Also, it is possible to examine the indirect effects
of the variables involved in the model as a mediator. Because the mediator variables, which are among
the independent and dependent variables, can ensure that the independent variable has an indirect
impact on the dependent variable. For example, according to the H; hypothesis, brand awareness affects
brand image. Also, according to the Hy hypothesis, brand image affects brand loyalty. As a result, brand
awareness is likely to indirectly impact brand loyalty through brand image. For this reason, the
following hypotheses have been created by considering the mediating variables in the model.

Hiza: Customer satisfaction is indirectly affected by brand awareness through brand image.

Hizy: Brand loyalty is indirectly affected by brand awareness through brand image.
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Hise: Purchase intention is indirectly affected by brand awareness through brand image.
Hiza: Brand loyalty is indirectly affected by brand image through customer satisfaction.
Hize:: WOM is indirectly affected by brand image through customer satisfaction.

Hizp Purchase intention is indirectly affected by brand image through customer satisfaction.
Hize: WOM is indirectly affected by brand image through brand loyalty.

Hiop: Purchase intention is indirectly affected by brand image through brand loyalty.

Hizi: WOM is indirectly affected by brand awareness through brand loyalty.

Hij: Purchase intention is indirectly affected by brand awareness through brand loyalty.
Hin: WOM is indirectly affected by customer satisfaction through brand loyalty.

Hizr: Purchase intention is indirectly affected by customer satisfaction through brand loyalty.
Hizu: Purchase intention is indirectly affected by customer satisfaction through WOM.
Hizy: Purchase intention is indirectly affected by brand loyalty through WOM.

The moderating role of gender

Gender is a crucial socio-demographic variable shaped by institutional and social norms, continually
changing as a result of daily interactions and practices, and is powerfully explained by culture and
society compared to biology and nature (Mortimer and Clarke 2011: 576; Kim, Cho & Kim, 2019: 214).
Also, gender impacts attitudes, beliefs, ideas, and behaviours and shows substantial differences in
consumers' anticipations (Vicente-Molina et al.,, 2018; Biiyiikdag et al., 2020: 3; Sreen, Purbey &
Sadarangani, 2018; Calabrese et al., 2016). Gender has a significant effect on understanding consumers'
behaviour and individuals' decisions (Han, Yu & Kim, 2019: 87; Kwun, 2011: 252) and is influenced by
culture (Tifferet & Vilnai-Yavetz, 2014). Besides, it appears as an essential moderator variable in
examining causal relationships (Vicente-Molina et al., 2018: 91). Gender Socialization Theory also states
that gender can affect individuals' moral orientation, decision-making, and behavioural intentions since
males and females have diversified values and psychological characteristics (Calabrese et al., 2016: 136).
As aresult, Hi-Hi1 hypotheses were also analyzed in terms of gender. However, these hypotheses were
reconsidered as Hia-...-H11a for females and Hip-...-H11p for males. As a result, the research model in
Figure 1 has been created and analyzed.

_—

Brand Customer H WOM
Image H, Satisfaction
T |
H H
H . 4 H ] 11
H 8
| \J H, \J
Brand Brand { Purchase
H 2 TP H
Awareness Loyalty 10 Intention

Figure 1: Research Model

Note: The moderator effect of gender was examined in terms of all paths in the model.

Methodology
Data collection

The study's target audience consists of consumers who follow the brands from social media aged 18 and
over. The purpose of this is to select consumers who use social media for entertainment and consumers
who follow brands and are the potential target audience of brands. As the sampling method, the
convenience sampling method was used. As a result, 661 questionnaires were collected from the target
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audience. However, 522 valid questionnaires were made suitable for the analysis to eliminate the
missing data. During the data collection process, no incentives were given to the participants, and the
attendees participated in the survey voluntarily. Since the data were collected before 2020, ethics
committee approval is not required, and ethics committee approval was not obtained.

Measures

The constructs were measured using five-point, Likert-type, multiple-item scales anchored with
“Strongly Disagree” (1) and “Strongly Agree” (5). The constructs in this study were measured by
existing scales used in the literature of consumer behaviour and adapted to the context of this study.
The brand loyalty scale has been obtained and adapted from the study conducted by Chen (2012), Lin,
Lobo & Leckie (2017), Laroche et al. (2013) and Nam et al. (2011). The word of mouth (WOM) scale has
been obtained and adapted from the study conducted by Kudeshia, Sikdar & Mittal (2016). The brand
awareness scale has got and adapted from the research undertaken by Lu, Gursoy & Lu (2015), and the
brand image scale has been obtained and adapted from the study by Lien, Wen, Huang & Wu (2015).
The satisfaction scale about the brand on social media has been accepted and adapted from the research
conducted by Abzari, Ghassemi & Vosta (2014) and Tsiros, Mittal & Ross (2004). Finally, the purchase
intention scale has been obtained and adapted from the study conducted by Erkan and Evans (2016).

Data analysis and results
Measurement model

Structural equation modelling is a method that tests the compatibility of the theoretically constructed
model to reality and simultaneously analyzes the causal relationships between variables (Hair et al.,
2014: 542-553). Therefore, confirmatory factor analysis (CFA) was applied in this study and path
analysis was continued after the fit indexes were evaluated in terms of the threshold value. The number
of items used in the model is 23. After CFA analysis, 1 item was removed from the brand image, and 1
item from WOM and the theoretical model was measured with 21 items. Regarding this analysis; chi-
square/df value was 2.386, CFI value was 0.95, SRMR value was 0.048, RMSEA value was 0.052, GFI
value was 0,93, AGFI value was 0,90 and p Close value was 0.333. According to Hu & Bentler (1999),
the fit index values of the model are above the threshold values and represent the perfect fit between
theory and reality. Measurements and results of Confirmatory Factor Analysis are given in Table 1.
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Table 1: Confirmatory Factor Analysis Results

Latent and Observed Variables Facto.r
Loading
Brand Awareness —Composite Reliability:0.792; AVE:0.559
BA1 I can quickly recall the symbol or logo of the brand I follow on social media ,696 ***
BA2 I am aware of the brand I follow on social media ,796 ***
BA3 I can recognize the brand I follow on social media among other competing rivals. 748 ***
Brand Image —Composite Reliability:0.822; AVE:0.536
BI1 The brand I follow on social media is reliable 742 x*
BI2 The brand I follow on social media is attractive 772 x%%
BI3 The brand I follow on social media is pleasing 738 ***
BI5 The brand I follow on social media has a good reputation ,074 *+*
Brand Satisfaction —Composite Reliability:0.77 ; AVE:0.532
SAT1 I am satisfied with received information from other customers about this brand in social media ,763 ***
SAT2 Information received from other customers in social media has met my expectations. 817 *+*
SAT3 Compared to other received information from other sources, the received information in social 589 *x
media about the brand is acceptable. ’
Brand Loyalty —Composite Reliability:0.813; AVE:0.524
LOY1 I consider myself to be loyal to the brand I follow on social media 078 ***
LOY2 I buy the brand I follow on social media regularly. ,614 *+*
LOY3 I will recommend the brand I follow on social media to someone who seeks my advice 787 **%
LOY4 I will recommend the brand I follow on social media to other people ,799 *+*
Word of Mouth —Composite Reliability:0.766; AVE:0.522
WOM1 I often talk positively about the brand because I am following it on social media. 692 **
WOM2 I recommend the brand that I follow on social media to friends and family ,769 ***
WOM4 I introduce the brand I follow on social media to other people ,705 ***
Purchase Intention —Composite Reliability:0.843; AVE:574
PI1 I will likely buy the brand I follow on social media. 785 *+*
P12 I will purchase the brand I follow on social media next time I need a product. ,800 ***
PI3 I will definitely try the brand I follow on social media. ,760 ***
PI4 I will recommend the brand I follow on social media to my friends ,681 ***

Note: 1-Bl4 and WOM3 were removed from the model resulting from CFA (BI4: The brand I follow on social media is a social
status symbol WOMB3: Information shared on the social media about the brand I follow influences my buying intentions) Note:
2-*** <0.001, *p<0.01 and * p < 0.050

The construct validity of all variables in the model is higher than 0.7, and the reliability of the structures
in the model is sufficient (Hair, Black, Babin, & Anderson, 2014: 123-124). After this stage, the convergent
and discriminant validity of the variables were examined. As a result, the correlation between structures
and the square root of the average variance extracted values are given in Table 2.

Table 2: The Results of the Inter-Construct Correlations and Average Variance Extracted

BA BI SAT BL WOM PI

BA 0,748

BI | 0567+ 0,732

SAT | 0,478%+ 0,434** 0,729

BL | 0336** 0344** 0.283** 0,724

WOM | 0,425** 0,477+ 0381*** 0,646** 0,723

PI 0,321***  0,460*** 0,355*** 0,618*** 0,591*** 0,814

Note: 1-Acronyms: BA= Brand Awareness; BI= Brand Image; SAT= Satisfaction; BL= Brand Loyalty; WOM=Word of Mouth
(WOM) PI:= Purchase Intention. 2- *** p < 0.001, **p<0.01 and * p < 0.050 3- Bold values represent the square root of the AVE.

According to Table 2, convergent and discriminant validity is provided because the AVE value, the
average of the squares of the factor loading of the structures, is more significant than 0.5. Therefore, the
AVE is larger than the correlation between the structures, or the AVE value is greater than the square
of the correlation between the structures (Hair et al., 2014: 605; Fornell & Larcker, 1981: 46). After this
step, the common method bias (CMB) or standard method variance (CMV) analysis was performed.

Common method bias refers to the bias that an external factor causes in the dataset. A significant
common method bias occurs when a single factor explains most of the variance (Podsakoff, MacKenzie,
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Lee & Podsakoff, 2003; Gaskin & Lim, 2016). Podsakoff et al. (2003) proposed various methods for
testing common method bias. In this study, the single factor Harman test (this test is a weak test
compared to other tests) and the method of controlling the effects of the directly measured latent
methods factor has been applied. The explained variance of a single factor was 32% in the single factor
Harman test. Also, controlling the effects of the directly measured latent methods factor, which is a
more robust test, the explained variance rate is 30%. As a result, since the explained variance rate does
not express the majority, it can be said that common method bias does not have a significant effect.

Structural model

As a result of running the model; chi-square/df value was 2.632, CFI value was 0.94, SRMR value was
0.057, RMSEA value was 0.056, Pclose value was 0.055, GFI value was 0,92, and AGFI value was 0,90.
According to Hu and Bentler (1999), these values are acceptable and excellent values in terms of model
fit, and it can be said that the model shows a good fit and significance. Regarding the model, it can be
said that there is a perfect harmony between theory and reality. As a result, the coefficients for the model
are given in Table 3.

Table 3: Direct Effect Results of the Model

Coefficient of

Hypothesis Independent Variable Dependent Variable Standardized Conclusion
Hi Brand Awareness Brand Image 716 *** Supported
H: Brand Awareness Brand Loyalty ,136 Not Supported
Hs Brand Image Customer Satisfaction ,569 *** Supported
H, Brand Image Brand Loyalty ,349 *** Supported
Hs Brand Image Purchase Intention ,169 ** Supported
Hs Customer Satisfaction Brand Loyalty ,079 Not Supported
H; Customer Satisfaction WOM , 2171 *** Supported
Hs Customer Satisfaction Purchase Intention ,061 Not Supported
Ho Brand Loyalty WOM 781 *** Supported
Hio Brand Loyalty Purchase Intention ,602 *** Supported
Hun WOM Purchase Intention ,073 Not Supported

Note: *** p < 0.001 ** p < 0.010 * p < 0.050 n.s.: Not-significant

According to Table 3, brand awareness on brand image is significant, but its effect on brand loyalty is
not substantial. Brand image significantly affects satisfaction, brand loyalty, and purchase intention. On
the other hand, customer satisfaction did not considerably affect brand loyalty and purchase intention,
but it significantly affected WOM. Also, brand loyalty significantly affected both WOM and purchase
intention. Finally, the impact of WOM on purchase intention is not significant. According to the model,
the explained variance rate was approximately 51% in brand image, 32% in customer satisfaction, 25%
in brand loyalty, 76% in WOM and 63% in purchase intention. In terms of variables in the model, the
indirect effects of the independent variables on the dependent variable were also analysed and shown
in Table 4.
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Table 4: Indirect Effect Results

Indirect Effect Path it:(;cfl;criifted P-Value Conclusion
Hiza BA — Bl — SAT 0,295 0,001 Supported
Hizp BA — Bl — BL 0,267 0,001 Supported
Hizc BA — BI — PI 0,102 0,003 Supported
Hiz4 BI —  SAT — BL 0,06 0,302 Not Supported
Hize BI —  SAT — WOM 0,139 0,002 Supported
Hu BI — SAT — PI 0,037 0,359 Not Supported
Hizg BI — BL — WOM 0,316 0,001 Supported
Hizn BI — BL — PI 0,223 0,000 Supported
Hui BA — BL — WOM 0,098 0,159 Not Supported
Haixi BA — BL — PI 0,069 0,126 Not Supported
Hizx SAT — BL — WOM 0,078 0,289 Not Supported
Hiz SAT — BL — PI 0,055 0,262 Not Supported
Him SAT -  WOM — PI 0,018 0,604 Not Supported
Hizn BL — WOM — PI 0,045 0,608 Not Supported

Note: 1-Acronyms: BA= Brand Awareness; BI= Brand Image; SAT= Satisfaction; BL= Brand Loyalty; WOM=Word of Mouth
(WOM) PI:= Purchase Intention. 2- *** p < 0.001, **p<0.01 and * p < 0.050 3- n.s.: not significant

According to Table 4, brand awareness indirectly affects satisfaction, brand loyalty and purchase
intention if supported with the brand image. The brand image does not significantly affect brand loyalty
and purchasing intention if supported with satisfaction, but it indirectly impacts WOM. Besides, if the
brand image is backed with brand loyalty, it positively and indirectly affects WOM and purchases.
However, the indirect impact of brand awareness and customer satisfaction on WOM and purchase
intention through brand loyalty has been insignificant. Finally, the indirect effect of pride and brand
loyalty on the purchase intention through WOM was also not significant.

Multi-group structural equation modelling and analysis results

Multi-group structural equation modelling shows whether the analysis results differ in socio-
demographic variables and allows for a deeper analysis of the model. For example, in the study by
Babin, Borges & James (2016), how the structural model changes according to different cultures was
examined. The study by Huang & Ge (2019) examined how the structural model changes according to
gender, education level, family status, and household vehicle ownership. While the study by Pappas,
Pateli, Giannakos & Chrissikopoulos (2014) examined how the structural model differentiated in terms
of low and high experience, Murray, Elms & Teller (2017) examined how the structural model differed
in terms of old and new designs. As a result, the multi-group SEM analysis can better understand the
model. The results are shown in Table 5.
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Table 5: Multi-Group SEM Results

Gender

Path

Female (N=261) Male (N=261)
Hi (a-b) BA—BI 0,777*** 0,648***
H: (a-b) BA —BL 0,339** 0,004 (n.s.)
H; (a-b) BI -»SAT 0,613*** 0,527%**
Ha (a-b) BI — BL 0,262 (n.s.) 0,294*
Hs (a-b) BI —PI 0,299%** 0,086 (n.s.)
Hs (a-b) SAT — BL 0,064 (n.s.) 0,124 (n.s.)
Hy (a-b) SAT - WOM 0,213** 0,223***
Hs (a-b) SAT — PI 0,040 (n.s.) 0,062 (n.s.)
Ho (a-b) BL - WOM 0,772%** 0,767***
Hio (a-b) BL — PI 0,530%** 0,587+**
Hu (a-b) WOM — PI 0,059 (n.s.) 0,140 (n.s.)
Examining hypotheses for females and males Hi-...-Hua Hip-...-Hup
Explained Variance
Brand Image %60 %42
Customer Satisfaction %38 %28
Brand Loyalty %37 %14
WOM %77 %73
Purchase Intention %66 %59

In terms of gender, Unconstrained x?=709, Df=906, constrained x?=720, Df=922, Difference x2=11, Df=16, p value=0,809 - Fit
Statistic: Chi-square=709.906 Df= 356, x2/Df=1.944, CFI=0.929, SRMR=0.061, RMSEA=0.044, P Close=0.987, GFI=0.889 and
AGFI=0.856

Note: 1-Acronyms: BA= Brand Awareness; BI= Brand Image; SAT= Satisfaction; BL= Brand Loyalty; WOM=Word of Mouth
(WOM) PI:= Purchase Intention. 2-***p<0.001, **p<0.010, * p <0.050 3- n.s.: not significant

The results of multi-group sem analysis were interpreted separately for each hypothesis. Regarding this
analysis, brand awareness significantly affects the brand image of both females and males. At the same
time, the effect of brand awareness on brand loyalty is significant in females and not significant in males.
Likewise, the effect of brand image on customer satisfaction is significant for both females and males.
However, the effect of brand image on brand loyalty is significant for males and not significant for
females. Also, the effect of brand image on purchase intention is significant in females and not
significant in males. For both females and males, the impact of customer satisfaction on brand loyalty
and purchase intention is not significant, but the effect of customer satisfaction on WOM is significant.
Finally, the impact of brand loyalty on WOM and purchase intention is significant for both genders, but
WOM's impact on purchase intention is not significant for both males and females.

Another important comment is how the variance rates of the variables in the model change according
to gender. Accordingly, the model's applicability to real life is more likely for women. Regarding
females, the variance explanation rate of brand image is 60%, brand loyalty is 37%, WOM is 77%, and
purchase intention is 66%. On the other hand, in terms of explained variance rates, brand image was
42%, brand loyalty was 14%, WOM was 73%, and purchase intent was 59% for males.

Discussion

When the study's findings were examined, it was found that brand awareness had a significant direct
effect on brand image. These findings are consistent with the study by Barreda et al. (2016) ve Martinez
et al. (2009). Also, the impact of gender was determined that this relationship was significant for both
males and females. Therefore, it is determined that brand awareness does not directly affect brand
loyalty. These findings are different from the study by Kim et al. (2018) and Torres et al. (2015), but they
are consistent with the study by Im, Kim, Elliot & Han (2012). However, when the indirect effect of
brand awareness on brand loyalty through brand image is analyzed, this effect is significant. Besides,
when the effect of gender was examined, it was found that the direct effect of brand awareness on brand
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loyalty was significant in females and not significant in males. The indirect effect of brand awareness
on the purchase intention through brand image was also significant. Regarding this effect, Lee (2014:
1245) stated that brand awareness and brand image signify how consumers perceive the brand and can
be used to predict purchasing behaviour. Also, according to Torres et al. (2015), although awareness
does not always affect the purchase intention, it can increase brand-related preferences. Since the
indirect effect of brand awareness on WOM and purchase intent through brand loyalty seems to be not
significant, it can be stated that the findings obtained are consistent with the literature.

Another variable used in the study is brand image, and the effects of brand image on satisfaction, brand
loyalty and purchase intention were found to be significant. These findings are consistent with the
studies conducted by Song et al. (2019), Wai Lai (2019), Kim et al. (2018), Cretu & Brodie (2007: 233),
Mody et al. (2017), Martinez et al. (2009), Lee (2014: 1245) and Im et al. (2012). Also, the indirect effects
of brand image on brand loyalty, WOM and purchase intention were examined. According to this
analysis, although the brand image directly affects brand loyalty and purchase intention, the indirect
effect that occurs through satisfaction is not significant. However, in the case of the mediating effect of
customer satisfaction, the brand image shows a significant effect on the WOM. Therefore, the indirect
impact of brand image on WOM and purchase intention through brand loyalty is significant, and the
findings are similar to the literature. Thus, the brand image plays a critical role in understanding the
purchasing behaviour of consumers and positioning the brand (cited by Im et al., 2012: 399). Also,
considering the effect of gender on these paths, the effect of brand image on customer satisfaction is
significant for both genders. However, the impact of brand image on brand loyalty is satisfaction for
males, and the effect on purchase intention is satisfaction for females.

Customer satisfaction did not significantly affect brand loyalty and purchase intention. However, the
effect of customer satisfaction on WOM was significant. Also, customer satisfaction on WOM and
purchase intention through brand loyalty and its indirect impact on WOM were not significant. As a
result, these findings are not consistent with the studies conducted by Nam et al. (2011), Song et al.
(2019), Hew et al. (2016), Bai et al. (2008) ve Gamboa & Gongalves (2014: 713). However, they are
consistent with the studies by Verkijika & De Wet (2019), Konuk (2019) and Ranaweera & Jayawardhena
(2014). In addition, the findings obtained in terms of gender were the same with direct and indirect
effects.

In terms of brand loyalty, it had a significant direct impact on WOM and purchase intention. However,
the indirect impact of brand loyalty on the purchase intention through WOM was not significant.
Findings obtained indirect effect are similar to the literature (Kim & Lee, 2019; Das, 2014; Anderson,
Knight, Pookulangara & Josiam, 2014; Munnukka et al., 2015; Eelen, Ozturan & Verlegh, 2017; Huang
& Chen, 2018).

The last variable used in the analysis in the model is WOM, and the direct effect of WOM on purchasing
intention was not significant. In terms of the gender variable, the results of this relationship are similar
to the immediate impact. However, these findings differed from the literature (Chiu et al., 2016; Tajvidi
& Karami, 2017: 1). The study conducted by Chiu et al. (2016) was about the airline sector, and the study
conducted by Tajvidi & Karami (2017) was about the hospitality sector. It is considered that the results
that differ from the literature are ordinary because the consumers following the brands on social media
are examined. Because social media is not the place where the comments about brands are read, it is an
environment where the shares of consumers and brands are followed. The first purpose of the
consumers who follow the brands on social media is not to read the consumer comments to buy the
brand they follow but to get information and enjoy the experience from the sharings.

While the explained variance rates in the model were low for customer satisfaction and brand loyalty,
it was high in terms of brand image, WOM and purchase intention. Social media significantly affects
WOM and purchasing intent and greatly influences brand image. Therefore, the explained variance rate
related to brand image, WOM, and purchase intention was expected to be high. However, the described
variance rate of brand loyalty and customer satisfaction was low. In this regard, although loyalty
provides a significant competitive advantage, it may be challenging to create loyalty due to the
conveniences provided by the internet or social media to other businesses and being a click away from
consumers (Kwon & Lennon, 2009: 559). Besides, the study conducted by Biiyiikdag and Kitapci (2017)
found that the relationship between e-satisfaction and e-loyalty was weaker among consumers who
used the internet more.

Finally, it is examined whether the model differs in terms of gender. In this regard, it was observed that
the explained variance rates of the variables differed, and the explained variance rate of all variables in
the model was higher in females. Unfortunately, the results could not be discussed because there is no
similar study in the literature involving gender. However, peer recommendation has a more substantial
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impact on women's attitudes compared to men in online medium or on social media {Formatting
Citation}. Also, females have more vital emotional connectedness than males in social media (Ertugan,
2016). According to this situation, the findings are consistent with the literature.

Conclusion

Customers actively use social media, which creates important opportunities for brands. This study
investigated the effects of the promotion activities related to brand awareness and brand image on the
marketing variables (customer satisfaction, brand loyalty, WOM and purchase intention). The first
result of the study; brand awareness directly affects the brand image and indirectly affects customer
satisfaction, brand loyalty and purchase intention. The second result is that brand image is considered
crucial for brands followed on social media, and it directly affects customer satisfaction, brand loyalty,
and purchase intention and indirectly WOM. The third result is that customer satisfaction significantly
affects WOM. The fourth result of the study is that brand loyalty directly impacts WOM and purchase
intention. The fifth result is that the effect of WOM on purchase intention is not significant. Also, the
final result is that the explained variance rates of the variables and regression coefficient of the paths
differ in terms of gender categories in the model.

Managerial implication

All brands actively use social media channels. Therefore, managerial implications obtained from this
study will provide significant benefits to businesses. The first of these implications is that brand
awareness is important, and brand awareness should be created with low-cost social media ads.
According to Barreda et al. (2015: 601), brand awareness is the essential element of the communication
process and effectively creates positive brand perception (Im et al., 2012: 392). It was also stated that
consumers familiar with the brand had a higher purchase intention than non-familiar consumers
(Martins et al., 2019: 381).

The second managerial implication is that brand image is vital for brands on social media. Because,
according to the results of the analysis, the brand image shows important effects on essential marketing
variables such as customer satisfaction, brand loyalty, WOM and purchase intention. In the study by
Keller (1993), the concepts required for the brand image were emphasized. Accordingly, to increase the
brand image of the managers, the brand associations conveyed through social media should be unique
only to a particular brand (uniqueness) and create a strong impression. In addition, the brand image
that is tried to be made should be congruent with the brand because a unique and strong brand image
plays a vital role in decisions that require high participation for consumers (Keller, 1993: 3). The
promotional activities suggested for the brand associations should influence the customers' attitudes.
Also, the brand image should include the functional, symbolic and experiential benefits proposed by
the brand, and practical and experiential benefits should be used to present the brand image to
customers through social media. Differentiating perceptions of price, packaging, usage image and user
image that are not related to the product for customers is suggested to create a positive brand image
because social media plays a vital role in the success of brands in terms of luxury products (Godey et
al., 2016: 5834). Consumers also regard their pleasure and the status symbol of the product in terms of
purchase intention (Godey et al., 2016: 5835). Brands on social media should also shape consumers'
perceptions through brand image because consumers follow brands that express themselves and will
see a positive reaction by other people.

The third managerial implication is that businesses should build brand loyalty in customers. Because in
this study, we saw that brand loyalty plays a critical role in terms of both WOM and purchase intention.
However, we have found that brand loyalty has a low explained variance rate. We think the reason for
this is that customers who follow the brands in online environments or social media may have the
possibility of tending to different alternatives or following other brands. However, loyal customers
reach the brand in their minds more quickly than non-loyal customers (Eelen et al., 2017: 874). This
situation shows us that businesses need to pay attention to brand loyalty programs and gain a place in
the minds of consumers to create brand loyalty. Another important factor emerging in brand loyalty is
the robust embedding of brand information (brand awareness and brand image) in consumers” minds.

The final managerial implication is that the gender variable has significant marketing variables. Here, a
strategy can be developed on different variables regarding brands positioned based on gender. For
example, it is important to focus on brand awareness and brand image to create brand loyalty for
females. In this case, brand loyalty will be strengthened, and significant gains will be achieved for
brands in WOM and purchase intention. On the other hand, in terms of brands positioned according to
men, it is determined that brand awareness on social media has no direct effect on brand loyalty.
Therefore, if the brand is strengthened with the brand image, it is thought that it will gain significant
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gains in terms of brand loyalty and may have significant effects on the marketing variables (WOM and
intention to purchase).

Theoretical implication

According to Ward (1974), the socialization of consumers is defined as the knowledge, skills and
attitudes that young people gain to be a consumer in the market (cited by Chu & Sung, 2015: 253). On
the other hand, social media provides an important opportunity for consumers to socialize, and it is an
important medium that can also be evaluated for brands. Because the socialization process of consumers
is based on social learning theory (cited by Chu & Sung, 2015: 253), the socialization process of
consumers can provide a framework to understand how consumers' cognitions, attitudes, social roles
and behaviours develop, and accordingly, individuals can create attitudinal and behavioural patterns
by learning and interacting through socializing agents (Chu & Sung, 2015: 253). According to Chu and
Sung (2015: 253), in social learning theory, peers and family are emphasized as the external source of
socialization and helpful in learning consumption roles. In terms of this study, it is thought that brand
awareness and brand image stand out in social learning theory. Because individuals are open to learning
about individuals or objects, they consider them valuable. Therefore, obtaining information about the
brand is one of the most important primary stages of the consumer learning process. Furthermore,
according to associative network theory, brand image is a mental scheme used to establish a connection
between network nodes through associations. Positive or negative new information can cause changes
in the mental scheme (cited by Martinez Salinas & Pina Pérez, 2009: 51). Therefore, it is seen that brand
awareness is important in terms of associative network theory.

The brand image is essential for consumers who follow brands on social media, and another concept
that arises here is conspicuous consumption. Brands valued by consumers and accepted by consumers'
social environment are followed, even if they are consumed or not consumed by consumers. Here, it is
considered that it is crucial to have a high brand image in terms of conspicuous consumption theory.
Also, according to Social comparison theory, people tend to follow the ideas of the majority of group
members who use luxury brands (Ko, Costello & Taylor, 2019: 406). As a result, it is thought that social
comparison theory can help to understand whether brands with a high image are liked or followed by
consumers in social media.

Following the brands on social media can extend consumers’ self. This situation can be supported by
the extended self-theory proposed by Belk (1988). Also, Social impact theory explains how individuals
affect one another or are affected by each other (Chang, Zhu, Wang & Li, 2018: 283). Brands on social
medjia also try to influence consumers and emphasise important aspects through brand awareness and
image. The social presence theory is one of the theories that can explain consumers' behaviour in virtual
social environments. Also, the subjective nature of the virtual environment makes the interactions more
eye-catching and social, and the increase in this social presence makes it possible to increase the brand
engagement practices for the brands on social media (Osei-Frimpong & McLean, 2018: 11).

Limitation and suggestion

The first limitation of the research is that the study is not generalizable because the sampling method
used is the convenience sampling method. Therefore, new studies can be done by applying random
samples in future studies. The second limitation is the application of the sample to the Y generation,
and the results obtained from this study are related to the Y generation. However, due to the widespread
use of social media, generation X has also started to use social media. Therefore, it is recommended to
use the generation X sample in future studies. Also, the findings of this research are limited to
consumers who follow brands on social media. Although many consumers who follow brands on social
media have reached huge numbers, it does not represent all populations. Another limitation is that this
study represents specific geography. Therefore, performing similar studies in different countries or
regions may increase the representation ability of this study. Finally, this study expresses a model for
collectivist societies. Therefore, similar studies in individual cultures will allow the in-depth learning of
the relationships between brand and marketing variables for consumers following social media.
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