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ABSTRACT

Socialmediaarebeingextensivelyusedasaplatformtoconductmarketingandadvertisingactivities.
However,thereisalwaysachallengeinhoworganizationscanfigureouttheresultsofsocialmedia
marketing.Therefore,thisstudyaimedtostudytheeffectofsocialmediamarketingonbrandloyalty
amongsmartphoneusersinEgyptandtoidentifytheeffectofsomedemographicsandpsychographics
onthisrelationship.Aclustersampleconsistingof502smartphoneusershasbeensurveyedusinga
questionnairethathasbeendesignedandvalidated.Ex-postfactodesignwasemployedtoachievethe
researchobjectives.Multi-groupanalysisandpathanalysiswereemployedtotestresearchhypotheses.
Resultsshowedthatsocialmediamarketingsignificantlyaffectsbrandloyalty,andsmartphoneusers’
ageandeducationsignificantlyaffectthisrelationship.Finally,smartphoneusers’psychographics
significantlyaffectedthisrelationship.
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INTRodUCTIoN

Socialnetworkingisprovidingawholenewlevelofcommunicationbetweenmarketersandconsumers
(Shareefetal,2019).Indeed,4.20billionareonsocialmediaoutof4.66billiononinternet(Annual
DigitalReport,2021),therefor,countlessconsumersandpotentialconsumerscanbereachedthrough
various digital channels: emails, social networking sites, blogs and micro-blogs, peer review or
referralsites,andsocialcontentsites.Hence,morecompaniesareencouragedtousesocialmediaas
animportantpartoftheironlinemarketingstrategies(Chen&Lin,2019)asmorepeoplearejoining
socialnetworksitessuggestingtoconductanewbusinessplatformine-commerce,knownassocial
commerce(Abdelsalametal,2020).

Manyorganizationsusesocialmediatopromotetheirproducts,aswellassimplyshareinformation
(Golijan,2011)asitisanidealformofcommunicationtoreachalargeaudienceaswellasspecific
targetedaudiencethatdonotrequireanyfinancialresources(Michaelidouetal,2011).Socialmedia
bringaninterestingdynamictothesalesandmarketinginterfaceatwhichcustomerswanttovoice
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theirconcernsandwanttobeeducatedonproductsandservicesasamovefrompassivetoactive
presence,(Liu,2012;Marshalletal.,2012).

Stephen,(2016)assuredthatmostofconsumermarketinginthefuturewillbecarriedoutin
digitalsettings,particularlysocialmedia.Withtheincreaseduseofsocialmediamarketingbyseveral
typesofbrands,ithasbecomecrucialtostudyandanalyzethisphenomenon.Thevalueofsocial
mediadataisrarelydiscovered,analyzedandvisualized(Hajli&Laroche,2019).Thus,studyingthe
consequencesofsocialmediamarketingisthemainpurposeofthisresearchtargetingtospotmore
lightonthisnewtechnologicalmarketingcommunicationstrategythroughinvestigatingtheeffect
ofsocialmediamarketingonbrandloyalty.

Smartphoneshavebecomeaninseparablepartofourdailylives.Nowadays,smartphonesand
socialmediagohandinhandas92.6%ofglobalbrowsingsocialmedia is throughsmartphones
(AnnualDigitalReport,2021).Inrecentyears,mobiledeviceshavetakensocialmediamarketingto
awholenewlevelasuserscontinuallychoosetoaccesstheirnetworksremotely,viasmartphones,
tablets,andlaptops.Therefore,studyingtheeffectofsocialmediamarketingonbrandloyaltyamong
smartphoneusersinEgyptwillenhancemarketers’understandingandknowledgeaboutconsequences
ofsocialmediamarketingandfactorsaffectingthisrelationship.

Thescientificcontributioncanbepresentedthroughseveralpoints.Basedonthechallengeof
howorganizationscanfigureouttheresultsofSocialmediamarketing(Costaetal,2018)especially
in the light of the scientific gap represented in the contradiction between previous researches’
results,thisstudyisamongthefirsttofillthegapthroughtestingtheconsequencesofsocialmedia
marketingintermsofbrandloyaltyamongsmartphoneusersinEgypt.Moreover,inatrialtoextent
thetheoreticalcontribution,thecurrentstudydifferentfrompreviousstudies,investigatedtherole
ofdemographicsandpsychographicsintherelationshipbetweensocialmediamarketingandbrand
loyaltyamongsmartphoneusersinEgypt.

Thecausalresearchdesignhasbeenusedasitistheonlyresearchdesignthatenablesexploring
thecause-effectrelationshipsthroughexecutingexperiment(Sekaran&Bougie,2016,El-Assi,2019).
Ex-postfactoexperimentaldesign,differentfrompreviousstudies,hasbeenchosentoachievethe
researchobjectives.Ithasn’tbeenstudiedinsocialmediamarketingcontextinEgyptianorforeign
contextswhichwillsupportthecausalityoftherelationshipsandenhancethescientificcontribution
ofthecurrentstudy.

THEoRETICAL BACKGRoUNd ANd HyPoTHESES

Social Media Marketing and Brand Loyalty
The old way of branding and marketing a product through one-way media such as newspapers,
magazines,radio,television,anddirectmailisnowunconventionalandoutdatedespeciallyinthe
newageofinformationandnewtechnologies,(Alkhas,2011).Marketersarenowarenowrequired
tocompetewithnewmarketingstrategieswhicharebasedoninteraction,information,education,
andchoice(Scott,2007).Thefeedbackfromcustomershasalsobecomevitalforbusinessesbecause
customersarenotabletoshareopinionsonthewebwhereothercustomerscanalsoseethisfeedback
(Alkhas,2011).

Social media users are active to share, interact and participate in producing online content
(Ioakimidis,2010).Socialnetworksalsoprovideopportunitiestomarketersincludingtheabilityto
listentofans,respondtothem,discussissues,reachcommonunderstandings,andinduecourse,
strengthenlong-termrelationships(Williams&Chinn,2010).Themoreanorganizationorbrandare
trustworthy,orresponsible,orinsightfulfrompublicspointofview,themoretheyareperceivedas
credible.Whenpublicsaretalkingaboutthesefeatures,theycreateelectric-word-of-mouthwhichis
oneofthestrengthsofsocialmediamarketing.
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Socialmediamarketinghasbeendefinedas“aphilosophyandabusinessstrategy,supported
byatechnologyplatform,businessrules,workflow,processesandsocialcharacteristics,designedto
engagethecustomerinacollaborativeconversationinordertoprovidemutuallybeneficialvalueina
trustedandtransparentbusinessenvironment”(Evans,2010).Thisdefinitionhighlightedthatsocial
mediamarketingisdifferentfromtraditionalmarketingwheresocialmediamarketingprovidesseveral
opportunitiesformarketersandcustomers.Marketerscannowachieveusergeneratedclassification
andengageininteractivecommunicationwithpotentialandcurrentconsumers.Customersfromthe
othersidecantakecontrolofinformationcontent,communication,orotherrelatedactivitiesabout
abrand(Garnyte&DeÁvilaPérez,2009).

Empiricalresearchregardingthespecificuseofsocialnetworksiteshasdescribedadvertiser
credibility(Leeetal,2011);dimensionsofusesandgratifications(Bonds-Raacke&Raacke,2010);
userpersonalitiesandmotivationsforuse(Rossetal.,2009);and,involvement(Muntingaetal,2011),
itseffectonspreadinginvestmentcultureinEgypt(Galal,2017),andeffectiveness(Calderetal,2009).

Previousstudiesconcerningsocialmediamarketingaimedatassessingitsusageandeffectiveness
(Marzouk,2016;Ouoba,2011),strategies(Chanthinoketal,2015;Karimi&Naghibi,2015;Lorenzo-
Romeroetal,2013;Gordon,2017),barriersandmeasurement (Michaelidouetal,2011),public
opinionformulation(Gazzar,2013),considerationsandimplications(Botha,2014),opportunitiesand
challenges(Abeza,2012),cultural,ethicalandlegalconsiderations(Aminetal,2017),antecedents
andconsequences(Somali,2018),andadoptionmodelsandstages(TsitsiChikandiwaetal,2013).
Anotherstreamofstudiesfocusedonunderstandinghowsocialmediamarketingimpactsmarketing-
relatedoutcomes,suchasconsumers’purchaseintentions(Wangetal,2012;Hutteretal,2013),
brandperceptions(Nayloretal,2012), thesellingenvironment(Marshalletal.,2012),company
ROI(Fisher,2009;Hoffman&Fodor,2010),customerequity(Kim&Ko,2012),brandawareness
(Hutteretal,2013),andbrandequitycreation(Bruhnetal,2012).Finally,socialmediamarketing
effectonbusinessgrowth(Aloch,2017)hasbeenstudied.

AlthoughSocialmediamarketingisconsideredanewrapidlygrowingplatformforbranding,its
impactonnumberofpsychologicalandbehavioralconsequences,especiallyinmiddleeastcontext,is
stillmissed.Brandloyaltyisabrandaspectthathasattractedscholars’andpractitioners’attentionin
thelastfewyears.Nevertheless,howSocialmediamarketingcanresultinenhancingthisaspect,in
otherwords,socialmediamarketingconsequencesinthetermsofbrandloyaltyisyettobeunderstood.

Brandloyaltyhasattractedtheattentionofbothacademiciansandpractitionersoverthepast
decadeasoneofthemostimportantmarketingconcepts(Alhaddad,2015).Marketisfullofsubstitute
brandsincertainproductcategoriesandconsumersmayperceivenodifferencesamongthemwhen
evaluatingbrands,but loyalcustomersare lesspricesensitive, resistcompetitors’efforts, spread
positiveword-of-mouth,andperceivehighproductorservicequality.Therefore,brandloyaltyisa
keydeterminantofthevalueofbrands(Aaker,2012),andstudyingthefactorsaffectingitisofmass
importance(Schultz,Block,andViswanathan,2014).

Brandloyaltyisdefinedas“adeeplyheldcommitmenttore-buyorre-patronizeapreferred
product/serviceconsistentlyinthefuture,therebycausingrepetitivesame-brandorsamebrandset
purchasingdespitesituationalinfluencesandmarketingeffortshavingthepotentialtocauseswitching
behavior”(Oliver,1999).Therelationshipbetweensocialmediamarketingandbrandloyaltyhas
beenresearchedoverthepastperiodoftime;nevertheless,itisn’tclearorspecific.Ithasbeenproved
thatwhen thebrandperformssocialmediamarketing throughofferingadvantageouscampaigns
andofferingrelevantandpopularcontentsonsocialmedia,brandloyaltyisdirectlyaffectedand
enhanced(Gunelius,2011;Chung&Austria,2010;Azadi&Rahimzadeh,E.,2012;Swanietal,
2013;Erdoğmuş&Cicek,2012).

Despite the numerous papers that have proved that there is a positive relationship between
socialmediamarketingandbrandloyalty,thereareasufficientnumberofpapersthatpresentanew
perspective.Laroche,Habibi,&Richard(2013)claimedthattherelationshipbetweensocialmedia
marketingandbrandloyaltyismediatedbybranduseandbrandtrust,whileZhengetal(2015)and
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Limetal(2015)arguedthattherelationshipismediatedbybrandcommitment.Finally,Tatarand
Erdog˘mus(2016)concludedthatthedirectrelationshipbetweensocialmediamarketingisdenied.
Thishighlightsascientificgaprepresentedinrelationshipambiguitywhichrequiresmoreresearch
andinvestigationandleadstotheformulationoffollowinghypothesis:

Hypothesis 1:Socialmediamarketingsignificantlyaffectsbrandloyaltyamongsmartphoneusers
inEgypt.

Social Media Marketing, Brand Loyalty, and demographics
Itisclearfromtheliteraturereviewabovethatthereisascientificgapconcerningtherelationship
betweensocialmediamarketingandbrandloyalty;somestudiesprovedthatsocialmediamarketing
affectsbrand loyaltywhileotherproved that there isan indirecteffect.Studying thesame issue
repeatedlywillhave limitedcontribution tosocialmediamarketingknowledge.Thatpushed the
researchertothinkofamediatingoramoderatingvariable,itsabsencehasledtothisgap.

Demographics provide descriptive information about who product buyers are. Businesses
ownersneeddemographicstodeterminethetargetmarketforproductsorservicesandtailorsuitable
marketingstrategies(productpackaging,advertisements,businesslocationandpricing)forit.Hustad
&Pessemier(1971)suggestedthatthevalueofdemographicinformationisprimarilyinidentifying
whetheraconsumerhasabasicneedforaproductandwhetherheiscapableofpurchasingit.

Demographic characteristics provide a relatively straightforward and reliable basis for
segmentation (Blackwell et al, 2006; Koufaris, 2002), moreover, it has been shown to play a
significantroleindeterminingthebehaviorofindividualsandwebusers(Girardetal.,2003).Based
onthepreviousargument,inthecontextofourstudy,somedemographicvariables(gender,age,
andeducation)willbeexaminedtodetermineiftheyaffecttherelationshipbetweensocialmedia
marketingandbrandloyaltyamongsmartphoneusersinEgypt.Thesedemographiccharacteristics
aremostpopularamongresearchers(e.g.,Gironda,2014;Leung,2012;Kim&Ko,2012;Hassan,
2015)andtheyhaveadirectinfluenceonconsumers’lifestyleandbehaviorandrepresentindividual
consumerdifferences(Dayanetal,2017).Therefore,thefollowinghypotheseshavebeenformulated:

Hypothesis 2: Consumers’ gender significantly affects the relationship between Social media
marketingandbrandloyaltyamongsmartphoneusersinEgypt.

Hypothesis 3:Consumers’agesignificantlyaffectstherelationshipbetweenSocialmediamarketing
andbrandloyaltyamongsmartphoneusersinEgypt.

Hypothesis 4:Consumers’educationsignificantlyaffects the relationshipbetweenSocialmedia
marketingandbrandloyaltyamongsmartphoneusersinEgypt.

Social Media Marketing, Brand Loyalty, and Psychographics
Demographicvariablesalonearegenerallynot“powerful”predictorsof individualorhousehold
behaviorinthemarketplace(Bieda&Kassarjian,1971).Thelimitationofstudyingdemographics
aloneleadedtothedevelopmentofpsychographics.Thenewconstruct,psychographics-orcommonly
knownaslifestyle-combinesthebenefitsofdemographicswiththedeeperdimensionsofpsychological
characteristics.

Psychographicsarefactorsthatexplainsconsumerbehavior(Pieniaketal,2008;Brunsøetal,
2009bywhichconsumer’sdecision-makingprocessisaffected.Itconsistsofconsumeraspectssuch
aspersonality,buyingmotives,interests,attitudes,beliefs,andvalues.

AccordingtoEngeletal(1990)psychographicsareusedtodevelopanin-depthunderstanding
ofmarketsegmentsandthereforeusedfordevelopingmarketingstrategiesforbrands.Thepurpose
oftheanalysisisto“understandconsumerlifestylesofthecoreconsumersinordertocommunicate
moreeffectivelywithpeopleinthatsegment.However,knowledgeabouttherolepsychographics
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playinSocialmediamarketingusageisstillmissed.Inaddition,marketerscaneasilygetconsumers’
demographic, geographic, psychographic information from their Facebook profiles and tailor
marketingeffortstoeachgroupofconsumers(Hoy&Milne,2010).

Inconclusion,psychographicsplayanimportantroleinconsumerdecisionmakingprocess,can
affectconsumerperceptionofdifferentmarketingaspects,andexaminingpsychographicconstructs
is extremely important in marketing research (Gironda, 2014), but how could they mediate the
relationshipbetweenSocialmediamarketinganditspossibleoutcomesisyetuncovered.Thisargument
leadstoformationofthefollowinghypothesis:

Hypothesis 5:Consumers’psychographicssignificantlyaffecttherelationshipbetweensocialmedia
marketingandbrandloyaltyamongsmartphoneusersinEgypt.

Providinginsighttothisissuewillhelpthosemakingmarketingdecisionsbetterunderstandthe
effectsthathavingforexampleaFacebookbrandpageoratwitterbrandplatformmighthaveon
brandloyalty,andtheroleofsomedemographicsandpsychographicsplayintheserelationships.
Figure(1)showstheresearchproposedmodelandhypotheses.

Asshowninthefigure,demographicsrolewillbetestedthroughmoderationanalysisasthey
arenotaffectedbytheindependentvariable(duetoitsnature;nothingaffectsgender,age,education,
etc.).Theroleofpsychographicswillbetestedthroughmediationanalysisastheyarefirstaffected
bytheindependentvariable(consumers’lifestylecanbeaffectedbyseveralfactorsincludingsocial
mediamarketing)thenissupposedtoaffectthedependentvariable.

METHodoLoGy

Population and Sample
According to theArabsocialmedia report (2015), smartphonesare themainmodeofaccess to
socialmedia.Mostrespondents(83%)browsesocialmediaviatheirsmartphonesratherthanlap
ordesktops.Themajority(84%)ofsocialmediausersinArabWorldvisitFacebookthroughtheir
smartphonesand/ortablets.Toanswertheresearchquestionsandachieveitsobjectives,smartphone
usershavebeenchosenasapopulationbecausesmartphonesusersarenotonlybrandpagefollowers,
rather,someofthemaretraditionalmarketingfollowers.Therefore,smartphoneusersaresuitable
aspopulationforthepurposesandhypothesesofthecurrentstudyastheyconsistofconsumersthat
prefertoknowaboutbrandsthroughsocialmediaandconsumersthatprefertoknowaboutbrands
throughtraditionalmedia.Thisstudywillbelimitedtostudyingtheeffectofsocialmediamarketing
asrepresentativeofsocialmediamarketingonbrandloyalty.

SampleunitsareEgyptiansmartphoneuserswhetherfollowingabrandFacebookpageornot.
Theresearcherhastriedtosurveyconsumersabove18yearsoldwhoareusingsmartphoneforatleast

Figure 1. Research proposed model and hypothesized relationships (*Gender, age, and education)
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sixmonthsandforconsumerswhodependonSocialmediamarketing,theyshouldhavebeendoing
thatforatleastthreemonths.Theexperimentalgroupconsistedof251respondentsofsmartphone
usersinEgyptandsodoesthecontrolgroup.

Measures
Basedonresearchobjectives,researchvariablesareSocialmediamarketingasanindependentvariable,
brandloyaltyasdependentvariable,demographicsaremoderatingvariables,andpsychographics
aremediatingvariables.

Brandloyaltyhasbeenoperationallydefinedthroughthemaintwodimensionscomprisingthe
brandloyaltyscale.Manyauthorshaveagreedonattitudinalandbehavioralloyaltyasthedimensions
ofbrandloyalty.AlthoughthescaleofZeithmaletal(1996)isthefirstandtheirworkispioneer,
theresearcherwillusethescaleofSuarezAlvarez,DíazMartín&Casielles(2007)scalewithslight
modificationtomeasurebrandloyalty.TherationaleisthatZeithmaletal(1996)istooshortortoo
brief,moreover,SuarezAlvarez,DíazMartín,&Casielles(2007)scaleisthemostcomprehensive
scale.

Socialmediamarketingistheindependentvariable.Thetreatment(Socialmediamarketing)will
bemeasuredtomakesurethatthesamplingunitintheexperimentalgrouphasreallybeenexposed
tothetreatment.ThecurrentstudywillusethescaledevelopedbyKim&Ko(2012)tomeasure
Socialmediamarketingasitisthemostcomprehensiveoneandhasbeenlatelyvalidated(Yadav
&Rahman,2017).Psychographicsconsistsofthreedimensions;activities,interest,andopinions
and Yu (2011) measured e-lifestyle through four dimensions reflecting e-activities, e-opinions,
e-interests,ande-values.Thisscalewillbeusedtomeasuresmartphoneusers’psychographics.Finally,
Demographiccharacteristicsincludegender,age,andeducationastheyhaveadirectinfluenceon
consumers’lifestyleandbehavior.

data Analysis
Measure Goodness of Fit
Thetestofgoodnessoffitisestablishedthroughvalidityandreliabilityofthemeasures(Sekaran&
Bougie,2016).Validityofthemeasureswasapprovedthroughpilotstudyconductedonaconvenience
samplewhichcomprisedof50smartphoneusersinEgyptfromthechosengovernorates.Confirmatory
factoranalysiswasusedtoexaminetheresearchvariables’dimensionality(Asshownintable1).The
analysiswasperformedwithAMOS24andIBMSPSS24.

FollowingHairetal(2010)toevaluateconstructvalidity,convergentvaliditywasassessedby
calculatingthestandardizedfactorloadingswhichareidealwhengreaterthan0.3(Guilford,1961,
Brown,2014).Severalindicatorshavebeenusedtoevaluatethegoodnessoffit(GFI)ofthemodel.
Reliability:Cronbach’scoefficientalpha(Cronbach’salpha;Cronbach,1946)hasbeencalculated
foreachvariableasawholeandforeachsubdimensionasshownintable(1).Itisobviousthatall
constructitemshadstandardizedfactorloadingsabove0.3,Tvaluesweresignificantat0.01,Cronbach
alphasrecordedmorethan.07forthescaleitems,andmodelfitindicatorsaresatisfactory.Ingeneral,
theseresultssuggestthatthetheoreticalmodelusedwasvalid.

SAMPLE dESCRIPTIoN STATISTICS:

Thesampleconstitutesof502respondentsofsmartphoneusersinEgyptdividedintotwogroups;
experimental group (smartphone users who follow their brands page on Facebook) and control
group(smartphoneuserswhodon’tfollowtheirbrandpagesonFacebook)of251respondentseach.
Followsintable(2)istheexperimentalandcontrolgroupdemographicdescriptivestatisticsand
otherdescriptivedatasuchassmartphonebrandusedandperiodofacquisition.
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Table 1. Instrument validity (standardized confirmatory factor-analysis) and reliability (cronbach’ alpha)
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Asshownintable(2),oftheexperimentalgroup,51%weremaleand49%werefemaleswhile
51.4%weremalesand48.6%werefemalesinthecontrolgroup.

Moreover,mostrespondentsoftheexperimentalgroup(21.5%)werebetween30-40yearsold
mostofthecontrolgroup(24.7%)werebetween20-30yearsold.Mostrespondentsoftheexperimental
group(36.3%)hadmoderateeducationwhile62.9%ofthecontrolgrouphadbachelor’sdegrees.

dESCRIPTIVE STATISTICS

Table(3)showsvariables’descriptivestatistics,respondentsoftheexperimentalgroupindicated
highlevelsofmeanscoreforSocialmediamarketing(mean=3.5920,SD=.69784)andhighmean
scoreforbrandloyalty(mean=3.5959,SD=.81002)comparedwiththecontrolgroupbrandloyalty
(mean=3.3051,SD=.67282).

Next,acorrelationmatrixofallvariableshasbeendevelopedandusedtotestthehypothesis
andtheresultsareshownintable(4).

Correlation coefficients for Social media marketing and brand loyalty and psychographics
recorded.581**and.674**respectively(p<.01).

HyPoTHESIS TESTING RESULTS

Thisresearchaimedattesting8hypotheses;followingistheproceduresundertakentotestthese
hypotheses,thenresultsarediscussed.

The Effect of Social Media Marketing on Brand Loyalty
Thefirsthypothesishasbeentestedafterexecutingtwosteps;(1)comparingthemeanscoresofbrand
loyaltyforthetwogroups(experimentalandcontrol),and(2)regressionanalysis.Theindependent

Table 2. Descriptive statistics of sample respondents (N=502)

Item Details
Experimental group Control group

Frequency % Frequency %

Gender

Male 128 51 129 51.4

Female 123 49 122 48.6

Total 251 100 251 100

Age

Lessthan20 51 20.3 43 17.1

From20to<30 50 19.9 62 24.7

From30to<40 54 21.5 52 20.7

From40to<50 46 18.3 48 19.1

Morethan50 50 19.9 46 18.3

Total 251 100.0 251 100.0

Education

Moderateeducation 91 36.3 40 15.9

Bachelor’sdegree 79 31.5 158 62.9

Postbachelor’s
degree 81 32.3 53 21.1

Total 251 100.0 251 100.0
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samples t-test compares themeansof the experimental and control group inorder todetermine
whetherpopulationmeans(brandloyalty)aresignificantlydifferent.Table(5)showstheresultsof
theindependent-samplest-tests.

Asshownintable(5),pvalueislowerthantherequiredcut-offof.05forthebrandloyalty;
(t=4.376),thus,itisindicatedthatthereisastatisticallysignificantdifferenceinthemeanofbrand
loyaltyamongsmartphoneusersinEgyptscoresbetweenexperimentalgroupandcontrolgroup.This
differenceisforthesocialmediamarketinggroup.Brandloyaltyoftheexperimentalgrouprecorded
3.5959whilethecontrolgroup’srecorded3.3051.

Table 3. Variables’ descriptive statistics (n= 251 for each group)

Variables
Experimental group Control group

Mean Standard 
Deviation Variation Mean Standard 

Deviation Variation

Attitudinalloyalty 3.6255 .86440 .747 3.2696 .76152 .580

Behavioralloyalty 3.5737 .87524 .766 3.3317 .69807 .487

Brand loyalty 3.5959 .81002 .656 3.3051 .67282 .453

E-Activities 3.7141 .67004 .449 --- --- ---

E-Interests 4.0262 .67658 .458 --- --- ---

E-Opinions 4.2231 .63493 .403 --- --- ---

E-Values 4.0085 .64016 .410 --- --- ---

Psychographics 3.9748 .51379 .264 --- --- ---

Entertainment 3.6275 .88073 .776 --- --- ---

Interaction 3.7052 .89235 .796 --- --- ---

Trendiness 3.5963 .82619 .683 --- --- ---

Customization 3.6892 .82767 .685 --- --- ---

WordofMouth 3.2829 1.1196 1.254 --- --- ---

Social media 
marketing 3.5920 .69784 .487 --- --- ---

Table 4. Correlation Matrix of research variables

Variables Mean SD 2 3 5

1 Socialmediamarketing 3.5920 .69784

2 Brandloyalty 3.5959 .81002 .993** 1

3 Psychographics 3.9748 .51379 .751** .743** 1

**Correlation is significant at the 0.01 level (2-tailed).

Table 5. Independent-samples t-test results

Variables T df
Means

Sig p value
Experiment Control

Brandloyalty 4.376 500 3.5959 3.3051 0.000
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Regressionanalysishasbeenconductedtoensurethepreviouslyshownresults(independent
samplest-test)thatsocialmediamarketingsignificantlyaffectsbrandloyaltyamongsmartphone
usersinEgypt.Resultsshowedthatsocialmediamarketinghasasignificanteffectonbrandloyalty
amongsmartphoneusersinEgypt(β=.581,C.R.=11.291,sig=.00,R2=.338,S.E.=.035).Inother
words,socialmediamarketingexplains36%ofthevariancesinbrandloyaltyamongsmartphone
usersinEgypt.

Insum,thecurrentresearchresultsshowedthatSocialmediamarketingsignificantlyaffects
brandloyaltyamongsmartphoneusersinEgyptasthereisasignificantdifferencebetweenmeansof
brandloyaltyofexperimentalandcontrolgroupaswellasthesignificantregressioncoefficientsfor
socialmediamarketingandbrandloyaltyamongsmartphoneusersinEgypt.Asthereisstilladebate
abouttheeffectofsocialmediamarketingonbrandloyaltybetweenthetwosides(opponentsand
supporters),theroleofsomedemographicsandpsychographicswillbetestedtoclarifythisdebate.

The Effect of demographics
Totestthehypotheses2-7,multigroupanalysisusingSPSSAmos24hasbeenemployed.Thesamples
weresplittedintosubsamplesaccordingtodemographicfeatures(e.g.,malesversusfemales,age
groups.,etc).Amethodknownasthesubgroupmethodisusedfordetectingmoderatingeffectsand
hasbeenextensivelyusedintheliterature(e.g.,BrockmanandMorgan,2006;Hilal,2021;Karikari,
Osei-Frimpong,&Owusu-Frimpong,2017;HomburgandGiering,2001;Khan&Rahman,2016).

6/2/1/ The Effect of Gender
Table(6)showstheeffectofgenderontherelationshipbetweenSocialmediamarketingandbrand
loyaltyamongsmartphoneusersinEgypt).

Asshownintable(6),coefficientsofdeterminationbetweensocialmediamarketingandbrand
loyaltyaremoreformales(R2=.308)thanfemales(R2=.369).Thisimpliesthatmalerespondents
dependmoreonsocialmediamarketingthanfemalerespondentsandsocialmediamarketingismore
correlatedwithbrandloyaltyformalegroupthanfemalerespondents.

Itisalsoshownintable(6)thatthecriticalratiofordifferencesbetweenmalesandfemalesare
lowerthan1.96(-.034)whichmeansthatsocialmediamarketingeffectonbrandloyaltyformale
respondentsisthesameasfemalerespondents.Itisconcludedthat,althoughcorrelationandregression
coefficientsvariedbetweenmalesandfemales,multigroupanalysisshowedthatgenderdoesnot
affecttherelationshipbetweensocialmediamarketingandbrandloyalty.

6/2/2/ The Effect of Age
Table(7)showstheeffectofageontherelationshipbetweenSocialmediamarketingandbrandloyalty.

Itisobviousthatcoefficientsofdeterminationandregressionofsocialmediamarketingand
brandloyaltyvariedgreatlyacrossagegroups.Coefficientsofdeterminationandregressionrecorded
thehighestscoreofrespondentswhoaremorethan50yearsold(R2=.143,β=.379)followedby
respondents less than 20 years old (R2=.124, β=.352). Other age groups surprisingly recorder
insignificantcoefficientsofdeterminationandregression.However,theresearchercannotdeducea

Table 6. The effect of gender on the relationship between Social media marketing and brand loyalty

Gender R2 S.E. β Critical 
Ratio Sig Critical ratio of 

difference#

SMM*on brand 
loyalty

Female .308 .054 .555 7.37 .000
-.034

Male .369 .046 .608 8.618 .000
#Absolute critical ratios less than 1.96 are insignificant.
Absolute critical ratios more than 1.96 are significant.
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generaltrendofageconcerningtheeffectofsocialmediamarketingandbrandloyaltyascoefficients
ofdeterminationandregressionarefluctuating.

Asshownintable(7),someofthecriticalratiosfordifferencesamongagegroupsaresignificant
and others aren’t. Respondents who are less than 20 years old are significantly different from
respondentswhoaremorethan50yearsold(criticalratio=-2.307),respondentswhoarebetween
30-40yearsoldaresignificantlydifferentfromrespondentswhoaremorethan50yearsold(critical
ratio=1.972), respondentswho are 40-50years old are significantly different from respondents
whoaremorethan50yearsold(criticalratio=2.465),andrespondentswhoare30-40yearsoldare
significantlydifferentfromrespondentswhoaremorethan50yearsold(criticalratio=-3.208)which
meansthatsocialmediamarketingeffectonbrandloyaltyissignificantlydifferentacrossagegroups.

Basedonmultigroupanalysis,itisconcludedthatagedoesaffecttherelationshipbetweensocial
mediamarketingandbrandloyaltyamongsmartphoneusersinEgypt.

6/2/3/ The Effect of Education
Table(8)showstheeffectofeducationontherelationshipbetweenSocialmediamarketingandbrand
loyaltyamongsmartphoneusersinEgypt.

Table 7. The effect of age on the relationship between social media marketing and brand loyalty

R2 S.E. β Critical 
Ratio sig

Critical ratio of difference#

(1) (2) (3) (4) (5)

(1) .124 .078 .352 2.66 .008 ---

(2) .023 .111 .150 1.063 .288 -.670 ---

(3) .002 .110 -.046 -.337 .736 -1.823 -.993 ---

(4) .013 .092 -.112 -.759 .448 -2.307 -1.302 .227 ---

(5) .143 .081 .379 2.863 .004 .204 .830 1.972 2.465 ---

(1)Lessthan20yearsold
(2)20-30yearsold
(3)30-40yearsold
(4)40-50yearsold
(5)Morethan50yearsold

#Absolute critical ratios less than 1.96 are insignificant.
Absolute critical ratios more than 1.96 are significant.

Table 8. The effect of education on the relationship between social media marketing and brand loyalty

R2 S.E. β critical 
ratio sig

Critical ratio of difference

Moderate University 
degree

Higher 
than 

university

Moderate .255 .063 .505 5.549 .000 000

University
degree .001 .085 .032 .285 .776 -3.081 000

Higherthan
university .071 .064 .267 2.475 .013 -2.157 1.254 000

# Absolute critical ratios less than 1.96 are insignificant.
Absolute critical ratios more than 1.96 are significant.
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Asshown,coefficientsofdeterminationandregressionofsocialmediamarketingandbrand
loyaltyarepartiallysignificantandvariedgreatlyacrosseducationgroups.Itisnotedthatcoefficients
of determination and regression of social media marketing and brand loyalty is the highest for
respondentswithmoderateeducation(R2=.255,β=.505),lowestforHigherthanuniversitygroups
(R2=.071,β=.267),insignificantfortheuniversitydegreeholders.

Asshownintable(8),someofthecriticalratiosfordifferencesamongeducationgroupsare
significant while other are insignificant. Respondents with moderate education are significantly
differentfromrespondentswithuniversitydegree(criticalratio=-3.081)anddifferentfromrespondents
withhigherthanuniversitydegree(criticalratio=-2.157).Inotherwords,socialmediamarketing
effectonbrandloyaltyissignificantlydifferentacrosseducationgroups.

Basedonmultigroupanalysis,itisconcludedthateducationaffectstherelationshipbetween
socialmediamarketingandbrandloyaltyamongsmartphoneusersinEgypt.

The Role of Psychographics
Theroleofpsychographicshasbeenexploredthroughatestofpathanalysisforthedirectandindirect
relationshipsbetweensocialmediamarketingandbrandloyaltyamongsmartphoneusersinEgypt.
AmosandIBMSPSS22havebeenused.Aftershowingtheanalysisresults,adiscussionispresented.

Pathanalysiswasemployedtotesttheresearchhypothesis3whichstatesthatpsychographics
affecttherelationshipbetweenSocialmediamarketingandbrandloyaltyamongsmartphoneusers
inEgypt.Figure(2)showstheresults.Theoverallfitofthestructuralmodeltothedatawashighly
acceptable(χ2/df=--,CFI=1,NFI=1,TLI=--,RMSEA=--).

Itisobviousfromthepreviousfigurethattheindirecteffectofsocialmediamarketingandbrand
loyaltythroughpsychographicsisstrongerthanthedirecteffect.Asshowninfigure(2),socialmedia
marketingdirecteffectrecorded.15whiletheindirecteffectthroughpsychographicsrecorded.64.

ThisindicatesthatpsychographicsenhancedtherelationshipbetweenSocialmediamarketingand
brandloyaltyamongsmartphoneusersinEgyptbymorethan30%.Table(9)showsthehypothesis
testingandpathanalysisresults.

Itisobviousfromtable(9)thattheindirectrelationshipbetweenSocialmediamarketingand
brandloyaltyissignificantasregressionweightestimate(CR)valuesforthepatharemorethan
2.54.Moreover,thepvalue(.000)indicatesthattheregressionweightforsocialmediamarketing
inthepredictionofbrandloyaltyissignificantlydifferentfromzeroatthe0.001level(two-tailed).

Figure 2. The effect of consumers’ psychographics in the relationship between social media marketing and brand loyalty among 
smartphone users in Egypt
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Therefore,psychographicssignificantlyaffecttherelationshipbetweensocialmediamarketingand
brandloyaltyamongsmartphoneusersinEgypt.Accordingly,hypothesis5isaccepted.

Table(10)showssummaryofhypothesestestingresults.

dISCUSSIoN ANd CoNCLUSIoN

ThecurrentresearchresultsshowedthatSocialmediamarketingsignificantlyaffectsbrandloyalty
amongsmartphoneusersinEgyptasthereisasignificantdifferencebetweenmeansofbrandloyalty
ofexperimentalandcontrolgroupaswellasthesignificantregressioncoefficientsforsocialmedia
marketingandbrandloyaltyamongsmartphoneusersinEgypt.Thecurrentresearchresultsconcerning
theeffectofsocialmediamarketingandbrandloyaltyareconsistentwithGunelius(2011),andChung
&Austria(2010),Azadi&Rahimzadeh(2012),Swanietal(2013),andErdoğmuş&Cicek(2012).
However,thecurrentresearchopposedtheresultsofLaroche,Habibi&Richard(2013),Zhengetal
(2015),Limetal(2015),andTatarandErdog˘mus(2016).

Severalfactorscaninterpret thisresult.First,oneof themainonlinebrand-relatedactivities
isentrainment(Vale&Fernandes,2018),smartphoneusersinEgyptfoundtheirbrandplatforms
entertainingasthemeanofentertainmentrecorded3.6275.Smartphonebrandownersmadetheir
interactionscreative&funnytoattractbrowser’sattention,increasetraffic,andincreaseexposure
whichfinallyenhancedtheirloyaltywiththeirsmartphonebrand.Second,interactionasadimension
ofsocialmediamarketinghassignificantlyinfluencedsmartphoneusers’loyaltyasitsmeanrecorded
3.7052.Socialmediahascreatedatotallynewlevelofinteractionbetweenbrandsandconsumersand
consumersthemselves.Conversationsandtalkbetweenthetwosideshaveenabledbrandownersto
buildinstantrelationshipandhavetheuniqueopportunitytocommunicateonapersonallevelwith
theircustomerswhichfinallyhelpedbusinessestoeffectivelyinteracttheirfollowersonsocialmedia.
Moreover,interactionenhancedloyaltytothebrand;consumersarenowmorereadytorecommend
thisbrand,makepositivecommentsaboutit,andconsideritasfirstchoicewhenthinkingofnew
purchase.Finally,itraisedlevelofawarenessofthebrand,consumersknewmoreaboutthebrand,
itsfeatures,andrecallitindifferentpurchasedecisionmakingprocesses.

Table 9. Results of hypothesis testing and path analysis

Paths Β Estimate S.E. Critical Ratio P(sig)

SMM*--->BrandLoyalty .148 .100 .038 2.610 .009

SMM*--->Psychographics .674 1.158 .080 14.423 .000

Psychographics--->BrandLoyalty .643 .254 .022 11.375 .000

Table 10. Summary of hypotheses testing results

Hypotheses Decision

SMM*--->BrandLoyalty Accepted

Demographics affect SMM ---> Brand Loyalty PartiallyAccepted

   -Gendereffect Denied

   -Ageeffect Supported

   -Educationeffect Supported

PsychographicsaffectSMM*--->BrandLoyalty Accepted
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Third,inaneverchangingandupdatedworld,trendiness(mean=3.5963)hasforceditselfand
playedasignificantrolenowadayswheresmartphoneusersfoundtheirbrandpagescontinuously
updatedandrespondtotheirfeedbackinatimelymannerwhichfinallyenhancedbrandloyalty.Often,
customersaretakingonsocialmediaaboutcomplaintswhere78.5%peopleexpressedtheirsentiments
orviews(e.g.satisfaction,happiness,disapproval,anger,etc.)whenusingsocialmedia(ArabSocial
MediaReport,2017),therefore,mobilebrandshadaplantorespondtocomplaintsintherightway
andontherighttime.Forth,informationseekingisoneofthemainactivitiesofFacebookuserswhen
browsingtheirbrandpages.Customizationmeanrecorded3.6892whichmeansthatsocialmedia
marketingofsmartphonebrandsprovidedconsumerswithinformationandinstructionalmanuals.It
enabledsmartphonebrandstoprovidemoreusefulinterestingapplicationstodrawtheircustomers’
attentionsandprovidecustomizedservices.

Fifth, smartphonebrands socialmediamarketinghascreatedawholenew levelofwordof
mouth.Socialmediahadbeenbestusedtoreachconsumersdirectly;certainly,thoseconsumerscan
alsoreachotherconsumers,whichcreateelectronicwordofmouthonwhichconsumersrelybecause
peerrecommendationsarecredibleandtrustworthy,whichhasbeenfinallyenhancedsmartphone
brandsloyalty.

ResultsshowedthatpsychographicssignificantlyaffecttherelationshipbetweenSocialmedia
marketingandbrandloyaltyamongsmartphoneusersinEgypt.Severalfactorscaninterpretthisresult.
Psychographicspertaintopeople’slifestyle(activities,interests,opinionsandvalues).Lifestyleis
viewedasasummaryconceptthatoffersthepossibilityofnewinsights,unusualconclusions,and
provides“abroader,morethree-dimensionalviewoftheconsumers”(Hawes,1978).Theseareakey
tounderstandingmotivationsandwhypeopledowhattheydo.

Smartphonebrandsownerswereabletounderstandthesekindsofpsychographicdifferencesand
asaresult,socialmediamarketingtoolsmadepsychographicinsightsactionableinawaythatwas
nearlyimpossiblebefore.Usingpsychographicsallowedmarketerstodosmarterkeywordtargeting–
forexample,targetingonemessageaboutthenewsmartphonewithspecificfeaturestobrowserswho
recentlysearchedforsmartphoneswiththisfeatureandanothermessagetoconsumerscomplaints
fromsmartphoneswithoutthisfeature.

Social media marketing enabled smartphone brands owners to explore browsers’ activities,
interests,opinions,andvalues,designmarketingmessagessuitableforeachlifestylecategory,target
thesemessagesforeachcategoryeasilyandeffectively.Moreover,socialmediamarketingmade
psychographicdifferencesmuchmoreclear, easy toaccess, and relevant tobothconsumersand
marketers.Socialmediamadepsychographicsmoreactionableandmadepsychographicdifferences
more important. Moreover, it enabled marketers to access psychographic insights more easily.
Furthermore,socialmediapresenceenabledmarketerstoinfluenceconsumers’lifestyle(β=1.16,
P<.01).Asmentionedbefore,marketerscannoweasilyexplorefans’lifestylesandtailormarketing
effortstobettersuitspecificcategoriesandevenmoreitenabledmarketerstomakeshiftsinconsumers’
activitiesandcutconsumers’timetonewlynewactivitiesthathadneverbeendonebefore;share
opinions within network communities, chat with friends or colleagues/classmates, participate in
socialevents,orreadnewsorgetdata.

Moreover,socialmediamarketinghasmadeashiftinconsumers’interestsfromtangibleworld
tovirtualsettings;consumerswouldlikenowtostayupdatedwiththelatestelectronicdevelopment,
likegainingknowledgethroughonline,liketoparticipateinthenetworkofsocialcommunities,and
enjoyonlineshopping.Furthermore,socialmediamarketinghasreversedconsumers’opinionsfrom
resistingthenewmobiletechnologytobelievenowthatcontinueddevelopmentofinternetservices
onmobileispositiveforsociety,culture,economy,andbringshappinesstodailylife.Finally,social
mediamarketinghastransferredconsumers’valuestothefavorofinternetapplicationsandmadethem
believethatusingtheinternetonthephoneenhancestheconvenienceinconsumers’life,enhances
interactionamongpeople,andprovidesmorenewknowledge.
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Allthepreviousshitsinconsumers’psychographicsaccompaniedwithSocialmediamarketing
haveallenhancedconsumersbrandloyaltyamongsmartphoneusersinEgypt.Itisnowconcluded
thatpsychographicsaffectstherelationshipbetweenSocialmediamarketingandbrandloyalty.In
sum,researchhypotheseshavebeenalltestedandresultshavebeendiscussed.Itisconcludedthat
mostoftheresearchhypothesesaresupportedandtheresearchgapconcerningtheambiguityof
therelationshipbetweenSocialmediamarketingandbrandloyaltyhasbeenalmostclarifiedbythe
supportedroleofdemographicsandpsychographics.

PRACTICAL IMPLICATIoN

Themainpurposeistohelpmanagerstounderstandthebenefitsofsocialmedia(Facebook)andhow
theycanhaveanimpactfulsocialmarketingmethodandstrategy.Therefore,thefollowingpractical
implicationshavebeenmadeclear.Thecurrentstudy’sresultsconcerningtheincreasingutilization
ofsocialmediamarketingoffersvaluableinsightsandimplications.Socialmediamarketinghasthe
sameadvantagesandbenefitsasofflineorthetraditionalmediaandmore.Thevastreach,interactive
interface,recommendationsandelectronicwordofmouth,lowcost,andpopularityofFacebookare
allfactorspromptingbrandmanagerstotakeadvantageofsuchcharacteristics.Thefindingsinthis
studyunderpintherelevanceofsocialmediaforbrandmanagement.ThisstudyhighlightedFacebook
asanimportantandintegralpartofthemarketingcommunicationstrategytominimizemanagers’
doubtsabouttheusefulnessofsocialmediainvolvements.Takingintoconsiderationthecreation
andmanagementofinteractionbetweenbrandownersandcustomersandcustomerseachothercan
significantlyenhanceconsumersbrandloyalty.

Socialmediamarketingthroughthecreationofpositivewordofmouthandthemanagementof
negativewordofmouthwillsignificantlyenhanceconsumersbrandloyalty.Whenthecontentsshown
insmartphonebrandonFacebookpageisthenewestinformationandwhenthepageischaracterized
byquickresponsetocommentsandcomplaints(trendiness),brandownerswilldefinitelyachieve
greaterloyaltyofsmartphoneusersinEgypt.Surprisingly,ifthebrandpageisprovidingentertaining
contentandcustomizedservices,enhancingbrandloyaltyamongsmartphoneusersinEgyptisnot
assured.Itisnotenoughformarketingmanagerstosimplymeasureandenhancebrandloyaltyamong
smartphoneusersinEgyptthroughsocialmediamarketinginisolationfromdemographics.

TargetingSocialmediamarketingmessageswiththefinalaimofenhancingbrandloyaltyamong
smartphoneusersinEgypttospecificgroupsbasedontheirageandeducationmakesmarketerswork
moreefficiently.Itisnotsufficientformarketingmanagerstosimplymeasureandenhancebrand
loyaltythroughsocialmediamarketinginisolationfrompsychographics.Targetingsocialmedia
marketingmessageswith thefinalaimofenhancingbrand loyalty tospecificsmartphoneusers’
groupsbasedontheiractivities,interests,opinions,andvaluesmakesmarketersworkmoreefficient.

Unliketraditionalmarketing,socialmediamarketingisrelativelylowininvestmentcostsand
enablessmartphonebrandsownerstoengageininteractiverelationshipswithcurrentandpotential
customers.Finally,socialmediaactivitiesareusedasmeansofgatheringinformationandlearning
aboutconsumersandtheirattitudesinaneconomicway.

LIMITATIoNS ANd FUTURE RESEARCH

Inspiteoftheimportanceofthecurrentresearchresults,therearesomelimitations.Basedonthese
limitations,severalfutureresearchareasaresuggested.First,thecurrentresearchhadfocusedon
brandloyaltyasaconsequenceofsocialmediamarketinginsmartphonesindustriescontext,however,
othercontextsshouldbeexaminedsuchasfoodindustries,homeappliancesandelectronics,carsand
motors.Second,thecurrentresearchhadfocusedonconsequencesofsocialmediamarketingsuchas
brandloyalty,however,otherconsumer-brandrelationshipsthathaveneverbeenstudiedinEgyptian
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contextshouldbeexaminedsuchasbrandinvolvement,attachment,defense, love, identification,
engagement,awareness,andimage.

Third,thecurrentresearchhadfocusedonconsequencesofsocialmediamarketing(brandloyalty),
however,anothercustomers-relatedmarketingconceptssuchastrust,delight,purchaseintention,and
commitmentshouldbestudied.Forth,thisstudyhadfocusedonSocialmediamarketingconsequences
fromcustomers’viewpoints,however,Socialmediamarketingfinancialconsequencessuchasreturn
on investment, returnonequity, andearningsare suggested for future research.Fifth, this study
hasbeenlimitedonFacebookasoneofthemostfamoussocialmedia,howeverothersocialmedia
platformsdifferinbrowsingandsharingstyles,studyingtheeffectofsocialmediamarketingexecuted
ontwitter,youtube,andInstagramissuggested.Sixth,thisstudyhasbeenexecutedthroughex-post
factodesignwhichisaquasi-experimentdesignwhichmayaffectthecausalityoftherelationships
amongtheresearchvariables,therefore,othertrueexperimentdesignsarerecommendedtobeused
forbettercause-effectrelationships.
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