
GOGreen Research and Education

Journal of Business and Management Research

ISSN:2958-5074 pISSN:2958-5066

Volume No:2 Issue No:2(2023)

860

Customer Loyalty and Enhance Customer Satisfaction Through Social Media

Marketing Initiatives in Pakistan

Dr Fazli Haq
Assistant Director, Khyber Medical University, Peshawar.

fazlihaq@kmu.edu.pk
Dr. Nisar Khan

Director (Finance) Khyber Pakhtunkhwa Employees Social Security Institution,
Peshawar.

nisar_wazir@hotmail.com
Dr. Adil Adnan

Professor, IQRA National University, Peshawar
adil.adnan@inu.edu.pk
Dr. Tariq Rafique

Assistant Professor, Dadbhoy Institute of Higher Education, Karachi. Email:
dr.tariq1106 @ gmail.com

Abstract

Introduction of social media marketing (SMM) in luxury sector in Pakistan has

transformed approach in which customers loyalty and satisfaction enhanced. The

COVID-19 pandemic has accelerated social media platforms for both entertainment and

shopping, making crucial tool for luxury brands to connect with their audiences. The

study utilizes S-O-R (stimulus-organism-response) theoretical framework and suggests

that SMM, customer loyalty (CL), and customer satisfaction (CS) are key elements of

marketing concept. A survey based methodology was utilized to gather data from

respondents in Peshawar, Islamabad, Lahore, and Faisalabad. However, the study

supports the hypothesis that SMM positively influences both customer loyalty (H1) and

customer satisfaction (H2). Additionally, customer loyalty has positive influence on

customer satisfaction (H3). Furthermore, research also reveals that customer satisfaction

partially mediates relationship between SMM and customer loyalty (H4). The findings

highlight significance of customer satisfaction as mediator in association between

customer loyalty and SMM. Practically, these effects suggest businesses should

prioritize high-quality customer service and positive customer experiences on SMM to
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enhance customer satisfaction and, loyalty. Social media management research and

customer service teams can facilitate effective customer interactions and issue

resolution. This, in turn, can lead to stronger brand loyalty and success in the luxury

brand market. Overall, the study delivers valued insights into the interplay among

SMM, customer loyalty, and satisfaction within the luxury brand industry, offering

practical implications for businesses for leverage social media power in Pakistan

Key word: Social media marketing, customer loyalty, customer satisfaction, luxury

brand

Introduction

Social Media Marketing has become standard practices for business in the 21st century.

In recent years, SMM has made a significant contribution to the luxury brands market

(Subriadi & Baturohmah, 2022). Social media platforms support many businesses in

general, and in particular, are actively promoting the growth of social media (Vassey &

Unger, 2023). However, Covid-19 pandemic had significant influence on growth of

social media marketing (Yum & Yoo, 2023), because customers preferred SMM

platforms like Facebook, etc. Luxury brands have recognized immense potential for

these platforms, hold in reaching and engaging with their target audience (Baima et al.,

2022), and are becoming more popular. Overall, the rapid development of social media

marketing tools has become more popular in brand awareness and connects target

audiences more effectively. The pandemic has accelerated this trend as customers

increasingly turn to social media platforms for entertainment, shopping, and inspiration.

With their visually appealing content and ability to create personalized experiences,

platforms like Facebook and other web practices for luxury products enhance their

online presence and, engage with potential customers (Arya, et al., 2022).

SMM tools have become a more critical component for overall marketing

strategy. Social media marketing collaborate with local influencers who resonate with
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your brand's image. Influencers can help reach a broader audience and establish

credibility (Kumar et al., 2022). Generally, the companies could sustain and cultivate by

creating positive luxury SMM initiatives, which helps to provide more opportunities.

However, the main characteristics of social media marketing pose a great challenge for

marketers in how social media interact with consumers and share knowledgeable

information (Vassey & Unger, 2023). Using social media current behavioral studies can

also extend previous research discoveries (Subriadi & Baturohmah, 2022), like customer

loyalty related to luxury brands and also customer desired satisfaction. However, this

research addresses the limited research studies issues related to social media luxury

brands, as well as the lack of quantitative research (Borges-Tiago et al., 2023) on social

media luxury brands.

Currently, social media adoption for knowledgeable information and promoting

new or existing products/services have observed enormous development. Current

research assumes Azemi et al. (2022) research limitation of customer loyalty to identify

customer perceptions and customer preferences towards luxury brands. Furthermore,

our study draws upon present research on SMM (Subriadi & Baturohmah, 2022) and

customer loyalty (Manyanga et al., 2022), including customer satisfaction mediation

impact. Finally, we answer research questions and develop marketing insights.

This study responds to marketing researchers' calls for research into the relationship

between a company's customer loyalty promotion activities and subsequent customer

satisfaction (Yum & Yoo, 2023). Prior research on SMM and customer loyalty in the

luxury brand industry setting received very limited attention (Manyanga et al., 2022;

Shams et al., 2021). Furthermore, empirical investigation on the subject is sparse in

Pakistan. As a result, by offering new insights from Pakistan, the current research tends

to contribute to SMM, client loyalty, and CS.
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The study adds valuable addition to current literature in various ways. Firstly,

direct influences of SMM in the Pakistan luxury brand products, founded on SOR

theory and less empirical examined (Islam et al., 2020). Secondly, measured SMM,

consumer loyalty, and consumer satisfaction as a unidimensional construct, this

research explains more in-depth investigation, confirmed by AMOS-SEM as mentioned

(such as Anderson & Gerbing, 1988). Therefore, the study also provides more guides for

examining complex models. Lastly, the current investigation also explores possible

mediation impacts of customer satisfaction on links between SMM and CL, hardly

examined in luxury brand industry, adding more worth to current literature.

Literature Reviews & hypothesis development:

S-O-R theory

S-O-R (Hafez, 2022) theory, as reformed by Hafez (2022) is used as theoretic framework

to validate integrated models provided. S-O-R theory supports the idea that definite

environmental or stimuli. Social media marketing influence on customer loyalty arouses

consumers' emotional and cognitive states, resulting in change customer loyalty states

(Baber & Baber, 2022). Hewei and Youngsook (2022) adapted S-O-R paradigm to trade,

conceiving of environmental cues, notably ambient conditions and design elements, as

stimuli. S-O-R model research in retail context has shown that environmental stimuli in

retail/e-retail settings affect customers' inner states that affect behavior towards

retail/e-retail platforms. The e-retail/e-commerce is activities/characteristics positive

stimuli features that engage customers (Arya et al., 2022).

Customers’ emotional and cognitive states encompass experiences, insights, and

evaluations (Fatima & Ali, 2023). The model's answers describe consumer behavior,

such as purchasing behaviour, customer loyalty, and e-commerce online

communication (Naqvi et al., 2021). For various reasons S-O-R model implementation

more relevant to current research. S-O-R model, in particular, had widely employed in

prior research on customer behavior in e-commerce (Fatima & Ali, 2023; Arya et al.,
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2022; Yum & Yoo, 2023). Tang and Zhang (2020), for example, investigated the influence

of environmental cues on consumers' emotional states and subsequent online website

purchases using SOR model.

Social Media Marketing

Previous research has recognized numerous features that influence social media

techniques (Basu et al., 2022; Moslehpour et al., 2021) and impact the business market.

Torabi & Bélanger (2022) refer to SMM as the acceptance of social media to positively

influence customer attitudes, like product buying and other customer activities.

Furthermore, a firm carries more SMM to inform the final customer, which greatly

values other communication techniques (Baima et al., 2022; Shah & Ali 2023). Rahman

et al. (2023) also described SMM can use as electric word of mouth and information

related to the products. Earlier research thought that the SMM's different prospective

suggested, however, SMM delivered more valuable insights and support marketing

activities. As social media adoption increases company share increase and creates

convenient cost effective ways.

Predominantly, Asian countries show an uprising trend of SMM also

incorporated newly developed products/services. With the emergence of various

SMMs, marketers could now rapidly discover the prices of competitors while also

keeping consumers online in discussions to gauge customers' value of a given product

or service. To gain insight into how customers perceive product pricing, a business

must evaluate its pricing strategy and consider actions taken by competitors. Businesses

could reach out to and examine online customer conversations through SMM tools like

boards’ discussion and others review sites (Hussain et al., 2023).

Customer Loyalty (CL)

Larsson & Broström (2020, p. 153), customer loyalty is strength of attachment customer

for brand or service, and their likelihood to repurchase or reuse that brand or service in

future. This repetitive behavior and consistent purchasing pattern leads to an increase
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in loyalty over time (Uzir et al., 2020). Existing researches belief that customer's loyalty

to product can demonstrate by their frequent purchases of that product (Agarwal &

Dhingra, 2023). Previous research has measured customer loyalty by their satisfaction

or other behavioral attitudes towards social media marketing (SMM) (Garzaro et al.,

2021; Yum & Yoo, 2023). Many studies have also found that establishing customer

loyalty through online shopping can strengthen consumer relationships and increase

the significance of social media adoption (Chen et al., 2020). Building customer loyalty

is continuous process that increases a customer's certainty and removes their risk

perception in online consumer loyalty and attachment. Loyal customers often become

brand advocates, helping to attract new customers and driving sustained business

growth (Cotarelo et al., 2021). In general, customer loyalty is a dynamic and continuous

business strategy that relies on honest interaction between customers. A more satisfied

customer likely continue purchase ingredients and also trust company, based on their

unique, strong, and favorable experience (Manyanga et al., 2022).

Customer Satisfaction

In the realm of marketing theories and practices, the concept of customer satisfaction

holds considerable significance (Uzir et al., 2020). Customer satisfaction described the

emotional reaction that arises from the contrast among pre-purchase expectations and,

post purchase experiences. Majeed et al. (2023) define customer satisfaction as the level

of contentment a customer experiences through a product or service's interaction.

Establishing links between the consumption and buying processes and subsequent

events, such as brand loyalty, recurring patronage, and change perception (Chen et al.,

2020), encourages customers and enhances customer satisfaction.

Positive experiences and emotional connections with a brand could also enhance

satisfaction. However, customer satisfaction varies with a broad assessment of the

company's product performance. Customers evaluate the extent to which a product

meets their desired expectations and fulfills its intended purpose. Furthermore Chen et
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al. (2020) note customer satisfaction refers to broad evaluation of a company's

performance made by its constituents. Majeed et al. (2022) also note that a satisfied

customer is not primarily dependent on the company, but rather on how customers

view goods and services. In short, customers are likely to engage with businesses, and

positive experiences can set brands apart on social media.

SMM and Customers Loyalty

Social media research has been shown to increase relationships between consumers and

producers (Hafez, 2022). Social media marketing (SMM) can help to improve customer

loyalty by adapting to ever-changing customer trends and algorithms. SMM has direct

positive influence on customer engagement and retention, enhanced customer loyalty

(Borges-Tiago et al., 2023). Moreover, SMM provides businesses with an opportunity to

gather valuable feedback from their customers. Through social media platforms,

consumers mostly share their experiences, opinions, and, suggestions, providing

companies with a wealth of information to improve their services (Subriadi &

Baturohmah, 2022). Numerous quantitative studies endorsed the significant positive

relationship between SMM and customer loyalty (Mulia et al., 2021; Torabi & Bélanger,

2022; Kumar et al., 2022). Based on this evidence, we hypothesize that SMM can

increase customer loyalty.

H1: SMM positively influence on customer loyalty

SMM and Customer Satisfaction

Social media marketing (SMM) has been shown to improve customer satisfaction and

significantly influence consumer preferences according to research by Nguyen et al.

(2023). Customers are able to access information and have an equally satisfying

experience, as positive information gathered from social media platforms enhances

their overall experience, as noted by Esmailpour et al. (2022). SMM also has the

potential to enhance a company's reputation and create a superficial sense of trust and

loyalty. Companies like Amazon utilize SMM to promptly address customer concerns
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and enhance overall satisfaction. Additionally, SMM allows for valuable feedback and

the targeting of informative information, which can help meet valuable customer

expectations. Furthermore, SMM can influence customer behavior to shop online in less

time, which can improve the credibility of SMM for producers, as noted by Hewei and

Youngsook (2022). Therefore, we hypothesize:

H2: SMM positively impact on customer satisfaction

Customer loyalty & CS

Several studies have found customer loyalty become significant impact on consumer

satisfaction (Naqvi et al., 2021; Islam et al., 2020; Shams et al., 2021; Garzaro et al., 2021).

Salam et al. (2022) argued that if a consumer receives better performance from a

purchase, it leads to customer loyalty. Slack et al. (2020) showed customer loyalty

increases when they repeatedly purchase products from the same company and

recommend them to others. In the supermarket industry, research has also found

customer loyalty has impact on customer satisfaction (Agarwal & Dhingra, 2023;

Esmailpour et al., 2022; Cotarelo et al., 2021). Therefore, we hypothesize:

H3: Customer loyalty has positively influence on CS.

Social Media Marketing, CS and CL

Customer satisfaction (CS) has become crucial element in building and strengthening

relationships with both the company and its customers (Ramanathan et al., 2020).

Several studies have empirically established CS as a mediator in relationships between

social media marketing (SMM) and, customer loyalty (Yang et al., 2020). Moreover,

Naini et al. (2022) have argued that CL expects product features that enhance equity

and meet high customer expectations. Customer satisfaction is also considered the best

evaluation tool for measuring whether customer loyalty has been met or exceeded

(Shaikh et al., 2023). However, Islam et al. (2020) indicates customer satisfaction further

enhanced, effective utilization of SMM, which can in turn increase customer loyalty.

Therefore, we hypothesize...:
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H-4: CS in luxury social media mediates impact between SMM and CL

Fig. 1 conceptual framework

Methodology

To evaluate the suggested predictions, we created an online survey to gather data. The

respondents were selected based on two criteria: first, they had to have a Facebook

account, and second, they had to have used their Facebook page for posting data. This

helped us to ensure that we targeted a specific demographic. We posted link to e-survey

on Facebook. The first two questions of the survey asked about the participant's history

with Social Media Marketing (SMM) and their current SMM social media membership

status. If the respondent selected "no" to either of these questions, the survey would be

closed and a thank-you note would be provided. If the participant was eligible, they

would be required to fill out the remaining questions.

SMM

CS

CL
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Table 1: Sample Demographics

Items %

Male 280 (61.54%)

Female 175 (38.46%)

Ag (20-24) 160 (35.16%)

25-30 215 (47.25%)

31-35 80 (17.58%)

Qualification-Matric 110 (24.18%)

Inter 170 (37.36%)

Graduate above 175 (38.46%)

Measurement Scale

Table 1 indicates the measurement scale adopted from previous studies. The SMM scale

was evaluated adapted instrument (Kim & Ko, 2012), containing 11 items. Customer

satisfaction is evaluated on scales confirmed in Andreassen & Streukens (2009), which

includes five items. Finally, customer loyalty measured using scale adapted from

(Hughes et al., 2019; Kumar Roy et al. 2014) comprising five items. Measurement items

utilized in self-administered questionnaires were rated on a scale (such as 7- Likert scale,

mention 1-strongly disagree to 7-strongly agree). Pilot study data was gathered via

convenience sampling to judge data validity. Convergent validity also met internal

reliability measured via Cronbach's alpha (α), while AVE was used to verify

discriminant validity.

Results

Demographic Information

A total of 654 clients completed a self-administered questionnaire. However, we remove

245 entries due to incomplete responses, which gave us a final sample size of 455. Table

1 contains information regarding demographics. The sample population mostly consists

of males who are under 35 years of age, and hold a bachelor's degree or higher.
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Reliability

Hypothesis was investigated using AMOS-SEM and, bootstrapping techniques. SMM,

customer loyalty, and customer satisfaction with sub-construct, evaluated via CFA

second order. Table-2 displayed higher-order measurement values. All constructs had

composite reliabilities (CR) > 0.6 and, AVE values > 0.5. Table 3 displays Cronbach,

AVE, and CR, of each construct, as well as the standardized loading estimates of

respective measurement items. Furthermore, all constructions have CR values greater

than 0.7, indicating internal consistency. To establish discriminant validity, AVE square

root values are examined. Table 4 demonstrated AVE greater than concern values,

suggesting appropriate discriminant validity.

Table 2 Measurement indicator, F.L, AVE, CR

Items Indicator F.L C.R AVE

Social Media Marketing SMM1 .93 0.97 0.88

SMM2 .91

SMM3 .88

SMM4 .83

SMM5 .89

SMM6 .90

SMM7 .93

SMM8 .87

SMM9 .82

SMM10 .86

SMM11 .89
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Customer Loyalty CL1 .88 0.95 0.80

CL2 .89

CL3 .93

CL4 .89

CL5 .88

Customer Satisfaction CS1 .94 0.94 0.77

CS2 .86

CS3 .85

CS4 .84

CS5 .88

Table 3 Correlations table.

SMM CL CS

SMM (.88)

CL .507** (.89)

CS .326** .570 (.87)

Table.4 Path Coefficient

Path R.W t p Consequences

H1 SMM→CL .51 22.88 *** Supported

H2 SMM→CS .32 14.67 *** Supported

H3 CL→ CS .57 14.78 *** Supported

Notes: SMM-Social media marketing, CS-Customer satisfaction, CL-Customer loyalty

Significant at *po0.05; **p o 0.001

Hypothesis Testing:
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Hypothesized impacts were assessed using (SEM) procedure. Table-4 also presents

hypothesized influences parameter estimates. However, the structural model fit

appropriateness was assessed, and good fit indices discovered. (CMIN/Df=1.56,

CFI=.94, RMSEA=.05), which satisfied recommended thresholds criteria (Hughes et al.,

2019). Hence, standardized coefficients of SMM on CL were (β=.51, significant), thus H1

was supported. H2 were also found (β=.32, significant). In particular, coefficient of CL

on CS was 0.57 (β=.57, significant), H3 was thus supported. This hypothesis discovery

highlights further need for CS mediation impact.

Table 5 Customer Satisfaction (mediation impact)

Effect β S.E LL 95% UL 95%

Direct .43 .02 .26 .36

Indirect .36 .03 .21 .31

Total .31 .03 .24 .33

In non-parametric resampling tests, bootstrap techniques are used to identify the

mediator role of CS (Preacher & Hayes, 2008) in the relationship between CL and SMM.

According to Table 5, total, indirect, and direct impacts of CS on the relationship

between CL and SMM evaluated. The indirect impact of CS via SMM and CL found

significant (β=.36, p < .05). Additionally, direct impact of SMM and CL found

significant (β=.43, p < .05). Therefore, CS partially mediates the effect of SMM on CL

through CS.

Discussion:

Article discusses social media marketing (SMM) impact in luxury brand of Pakistan,

with a focus on customer loyalty and satisfaction. It also highlights significance of social

media, especially during COVID-19, which accelerated social media platforms. Main

objective of article is to explore the relationship between SMM, customer loyalty, and

satisfaction, with a focus on the luxury brand industry in Pakistan.
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Moreover, the results of bootstrapping measures provide valuable relationship between

customer loyalty (CL) and SMM, mediated by customer satisfaction (CS). The

significant indirect impact of CS through CL suggests that CS plays crucial role in

mediating relationship among CL and SMM. This findings highlight significance of CS

in influencing the overall impact of CL on SMM. Additionally, the significant direct

impact of SMM further supports the notion that SMM has a direct effect on the outcome

variable. Overall, these results suggest that CS partially mediates the effects of SMM on

CL, providing a deeper understanding of the underlying mechanisms at play in the

relationship between these variables.

Moreover, these findings imply that enhancing CS could potentially amplify the

impact of CL on SMM. Further research could explore the specific mechanisms through

which CS influences the relationship between CL & SMM, shedding light on how

organizations can strategically utilize CS to optimize their social media marketing

efforts. Ultimately, these insights can inform marketing strategies and help businesses

effectively navigate the dynamic landscape of social media platforms.

By understanding the influence of CS on the CL-SMM relationship, organizations

can tailor their social media marketing strategies to leverage CS as a tool for

maximizing their SMM efforts. For instance, companies could deliver outstanding

customer service and craft positive customer experiences to enhance CS. This, in turn,

can strengthen the relationship between CL and SMM, leading to increased brand

awareness, customer engagement, and ultimately, business success on social media

platforms. Consequently, businesses can adapt their strategies to efficiently engage

target clients and remain viable in the ever-changing social media landscape.

Practical Implications

Prioritizing high-quality customer service and generating a positive customer

experience on social media has significant benefits for businesses. Firstly, higher

customer satisfaction and loyalty, heard when their concerns are addressed quickly and
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effectively. Secondly, by focusing on exceptional customer service, businesses can stand

out from their competitors in a crowded marketplace. Moreover, providing a positive

customer experience on social media can help businesses build a strong online presence

and connect with a larger audience. By promptly responding to customer inquiries and

addressing any concerns or complaints, businesses can demonstrate their commitment

to customer satisfaction. Not only improves overall perception of the brand but also

encourages potential customers to trust and engage with the businesses. Finally,

pleasant customer experience on social media can increase brand loyalty, improving

company's performance.

Managerial Implications

Businesses need to recognize the importance of social media management and customer

service teams in effectively handling customer interactions on these platforms. To

ensure timely responses and resolution of customer issues, businesses need to monitor

their social media accounts regularly. SMM allows establishing strong online presence,

improving reputation, and eventually driving greater consumer loyalty and sales.

Moreover, businesses can engage with their clients on social media and gather valuable

feedback and insights. This feedback can be used to improve products and services,

identify trends, and stay ahead of the competition. Thus, investing in social media

management not only enhances customer satisfaction but also helps businesses make

informed decisions.

Social media become dominant business ways to connect with customers and,

form lasting relationships, leading to increased profitability and long-term success. In

addition, businesses can reach broader clients and demographics through strategic

advertising campaigns on social media platforms. By monitoring customer interactions

and engagement, businesses tailor their marketing strategies for better meet target

market needs. Furthermore, social media platforms provide a space for businesses to

showcase their brand personality and values, fostering a sense of authenticity and trust
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among consumers. Ultimately, effective social media management can significantly

contribute to a company's overall growth and reputation in the market.

Conclusion

In conclusion, the study emphasizes the significance of Social Media Marketing (SMM)

for luxury brands in Pakistan, particularly in Peshawar, Islamabad, Lahore, and

Faisalabad cities. The research provides valuable insights into the correlation between

SMM, customer satisfaction (CS), and loyalty. These findings can be utilized by luxury

brands to optimize their SMM strategies, improve customer satisfaction, and establish

long-term loyalty in an ever-changing digital landscape.
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