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ABSTRACT

Social media are being extensively used as a platform to conduct marketing and advertising activities. 
However, there is always a challenge in how organizations can figure out the results of social media 
marketing. Therefore, this study aimed to study the effect of social media marketing on brand loyalty 
among smartphone users in Egypt and to identify the effect of some demographics and psychographics 
on this relationship. A cluster sample consisting of 502 smartphone users has been surveyed using a 
questionnaire that has been designed and validated. Ex-post facto design was employed to achieve the 
research objectives. Multi-group analysis and path analysis were employed to test research hypotheses. 
Results showed that social media marketing significantly affects brand loyalty, and smartphone users’ 
age and education significantly affect this relationship. Finally, smartphone users’ psychographics 
significantly affected this relationship.
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INTRODUCTION

Social networking is providing a whole new level of communication between marketers and consumers 
(Shareef et al, 2019). Indeed, 4.20 billion are on social media out of 4.66 billion on internet (Annual 
Digital Report, 2021), therefor, countless consumers and potential consumers can be reached through 
various digital channels: emails, social networking sites, blogs and micro-blogs, peer review or 
referral sites, and social content sites. Hence, more companies are encouraged to use social media as 
an important part of their online marketing strategies (Chen & Lin, 2019) as more people are joining 
social network sites suggesting to conduct a new business platform in e-commerce, known as social 
commerce (Abdelsalam et al, 2020).

Many organizations use social media to promote their products, as well as simply share information 
(Golijan, 2011) as it is an ideal form of communication to reach a large audience as well as specific 
targeted audience that do not require any financial resources (Michaelidou et al, 2011). Social media 
bring an interesting dynamic to the sales and marketing interface at which customers want to voice 
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their concerns and want to be educated on products and services as a move from passive to active 
presence, (Liu, 2012; Marshall et al., 2012).

Stephen, (2016) assured that most of consumer marketing in the future will be carried out in 
digital settings, particularly social media. With the increased use of social media marketing by several 
types of brands, it has become crucial to study and analyze this phenomenon. The value of social 
media data is rarely discovered, analyzed and visualized (Hajli & Laroche, 2019). Thus, studying the 
consequences of social media marketing is the main purpose of this research targeting to spot more 
light on this new technological marketing communication strategy through investigating the effect 
of social media marketing on brand loyalty.

Smartphones have become an inseparable part of our daily lives. Nowadays, smartphones and 
social media go hand in hand as 92.6% of global browsing social media is through smartphones 
(Annual Digital Report, 2021). In recent years, mobile devices have taken social media marketing to 
a whole new level as users continually choose to access their networks remotely, via smartphones, 
tablets, and laptops. Therefore, studying the effect of social media marketing on brand loyalty among 
smartphone users in Egypt will enhance marketers’ understanding and knowledge about consequences 
of social media marketing and factors affecting this relationship.

The scientific contribution can be presented through several points. Based on the challenge of 
how organizations can figure out the results of Social media marketing (Costa et al, 2018) especially 
in the light of the scientific gap represented in the contradiction between previous researches’ 
results, this study is among the first to fill the gap through testing the consequences of social media 
marketing in terms of brand loyalty among smartphone users in Egypt. Moreover, in a trial to extent 
the theoretical contribution, the current study different from previous studies, investigated the role 
of demographics and psychographics in the relationship between social media marketing and brand 
loyalty among smartphone users in Egypt.

The causal research design has been used as it is the only research design that enables exploring 
the cause-effect relationships through executing experiment (Sekaran & Bougie, 2016, El-Assi, 2019). 
Ex-post facto experimental design, different from previous studies, has been chosen to achieve the 
research objectives. It hasn’t been studied in social media marketing context in Egyptian or foreign 
contexts which will support the causality of the relationships and enhance the scientific contribution 
of the current study.

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, and direct mail is now unconventional and outdated especially in the 
new age of information and new technologies, (Alkhas, 2011). Marketers are now are now required 
to compete with new marketing strategies which are based on interaction, information, education, 
and choice (Scott, 2007). The feedback from customers has also become vital for businesses because 
customers are not able to share opinions on the web where other customers can also see this feedback 
(Alkhas, 2011).

Social media users are active to share, interact and participate in producing online content 
(Ioakimidis, 2010). Social networks also provide opportunities to marketers including the ability to 
listen to fans, respond to them, discuss issues, reach common understandings, and in due course, 
strengthen long-term relationships (Williams & Chinn, 2010). The more an organization or brand are 
trustworthy, or responsible, or insightful from publics point of view, the more they are perceived as 
credible. When publics are talking about these features, they create electric-word-of-mouth which is 
one of the strengths of social media marketing.
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Social media marketing has been defined as “a philosophy and a business strategy, supported 
by a technology platform, business rules, workflow, processes and social characteristics, designed to 
engage the customer in a collaborative conversation in order to provide mutually beneficial value in a 
trusted and transparent business environment” (Evans, 2010). This definition highlighted that social 
media marketing is different from traditional marketing where social media marketing provides several 
opportunities for marketers and customers. Marketers can now achieve user generated classification 
and engage in interactive communication with potential and current consumers. Customers from the 
other side can take control of information content, communication, or other related activities about 
a brand (Garnyte & De Ávila Pérez, 2009).

Empirical research regarding the specific use of social network sites has described advertiser 
credibility (Lee et al, 2011); dimensions of uses and gratifications (Bonds-Raacke & Raacke, 2010); 
user personalities and motivations for use (Ross et al., 2009); and, involvement (Muntinga et al, 2011), 
its effect on spreading investment culture in Egypt (Galal, 2017), and effectiveness (Calder et al, 2009).

Previous studies concerning social media marketing aimed at assessing its usage and effectiveness 
(Marzouk, 2016; Ouoba, 2011), strategies (Chanthinok et al, 2015; Karimi & Naghibi, 2015; Lorenzo-
Romero et al, 2013; Gordon, 2017), barriers and measurement (Michaelidou et al, 2011), public 
opinion formulation (Gazzar, 2013), considerations and implications (Botha, 2014), opportunities and 
challenges (Abeza, 2012), cultural, ethical and legal considerations (Amin et al, 2017), antecedents 
and consequences (Somali, 2018), and adoption models and stages (TsitsiChikandiwa et al, 2013). 
Another stream of studies focused on understanding how social media marketing impacts marketing-
related outcomes, such as consumers’ purchase intentions (Wang et al, 2012; Hutter et al, 2013), 
brand perceptions (Naylor et al, 2012), the selling environment (Marshall et al., 2012), company 
ROI (Fisher, 2009; Hoffman & Fodor, 2010), customer equity (Kim & Ko, 2012), brand awareness 
(Hutter et al, 2013), and brand equity creation (Bruhn et al, 2012). Finally, social media marketing 
effect on business growth (Aloch, 2017) has been studied.

Although Social media marketing is considered a new rapidly growing platform for branding, its 
impact on number of psychological and behavioral consequences, especially in middle east context, is 
still missed. Brand loyalty is a brand aspect that has attracted scholars’ and practitioners’ attention in 
the last few years. Nevertheless, how Social media marketing can result in enhancing this aspect, in 
other words, social media marketing consequences in the terms of brand loyalty is yet to be understood.

Brand loyalty has attracted the attention of both academicians and practitioners over the past 
decade as one of the most important marketing concepts (Alhaddad, 2015). Market is full of substitute 
brands in certain product categories and consumers may perceive no differences among them when 
evaluating brands, but loyal customers are less price sensitive, resist competitors’ efforts, spread 
positive word-of-mouth, and perceive high product or service quality. Therefore, brand loyalty is a 
key determinant of the value of brands (Aaker, 2012), and studying the factors affecting it is of mass 
importance (Schultz, Block, and Viswanathan, 2014).

Brand loyalty is defined as “a deeply held commitment to re-buy or re-patronize a preferred 
product/service consistently in the future, thereby causing repetitive same-brand or same brand set 
purchasing despite situational influences and marketing efforts having the potential to cause switching 
behavior” (Oliver, 1999). The relationship between social media marketing and brand loyalty has 
been researched over the past period of time; nevertheless, it isn’t clear or specific. It has been proved 
that when the brand performs social media marketing through offering advantageous campaigns 
and offering relevant and popular contents on social media, brand loyalty is directly affected and 
enhanced (Gunelius, 2011; Chung & Austria, 2010; Azadi & Rahimzadeh, E., 2012; Swani et al, 
2013; Erdoğmuş & Cicek, 2012).

Despite the numerous papers that have proved that there is a positive relationship between 
social media marketing and brand loyalty, there are a sufficient number of papers that present a new 
perspective. Laroche, Habibi, & Richard (2013) claimed that the relationship between social media 
marketing and brand loyalty is mediated by brand use and brand trust, while Zheng et al (2015) and 
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Lim et al (2015) argued that the relationship is mediated by brand commitment. Finally, Tatar and 
Erdog˘mus (2016) concluded that the direct relationship between social media marketing is denied. 
This highlights a scientific gap represented in relationship ambiguity which requires more research 
and investigation and leads to the formulation of following hypothesis:

Hypothesis 1: Social media marketing significantly affects brand loyalty among smartphone users 
in Egypt.

Social Media Marketing, Brand Loyalty, and Demographics
It is clear from the literature review above that there is a scientific gap concerning the relationship 
between social media marketing and brand loyalty; some studies proved that social media marketing 
affects brand loyalty while other proved that there is an indirect effect. Studying the same issue 
repeatedly will have limited contribution to social media marketing knowledge. That pushed the 
researcher to think of a mediating or a moderating variable, its absence has led to this gap.

Demographics provide descriptive information about who product buyers are. Businesses 
owners need demographics to determine the target market for products or services and tailor suitable 
marketing strategies (product packaging, advertisements, business location and pricing) for it. Hustad 
& Pessemier (1971) suggested that the value of demographic information is primarily in identifying 
whether a consumer has a basic need for a product and whether he is capable of purchasing it.

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 
significant role in determining the behavior of individuals and web users (Girard et al., 2003). Based 
on the previous argument, in the context of our study, some demographic variables (gender, age, 
and education) will be examined to determine if they affect the relationship between social media 
marketing and brand loyalty among smartphone users in Egypt. These demographic characteristics 
are most popular among researchers (e.g., Gironda, 2014; Leung, 2012; Kim & Ko, 2012; Hassan, 
2015) and they have a direct influence on consumers’ lifestyle and behavior and represent individual 
consumer differences (Dayan et al, 2017). Therefore, the following hypotheses have been formulated:

Hypothesis 2: Consumers’ gender significantly affects the relationship between Social media 
marketing and brand loyalty among smartphone users in Egypt.

Hypothesis 3: Consumers’ age significantly affects the relationship between Social media marketing 
and brand loyalty among smartphone users in Egypt.

Hypothesis 4: Consumers’ education significantly affects the relationship between Social media 
marketing and brand loyalty among smartphone users in Egypt.

Social Media Marketing, Brand Loyalty, and Psychographics
Demographic variables alone are generally not “powerful” predictors of individual or household 
behavior in the marketplace (Bieda & Kassarjian, 1971). The limitation of studying demographics 
alone leaded to the development of psychographics. The new construct, psychographics -or commonly 
known as lifestyle- combines the benefits of demographics with the deeper dimensions of psychological 
characteristics.

Psychographics are factors that explains consumer behavior (Pieniak et al, 2008; Brunsø et al, 
2009 by which consumer’s decision-making process is affected. It consists of consumer aspects such 
as personality, buying motives, interests, attitudes, beliefs, and values.

According to Engel et al (1990) psychographics are used to develop an in-depth understanding 
of market segments and therefore used for developing marketing strategies for brands. The purpose 
of the analysis is to “understand consumer lifestyles of the core consumers in order to communicate 
more effectively with people in that segment. However, knowledge about the role psychographics 
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play in Social media marketing usage is still missed. In addition, marketers can easily get consumers’ 
demographic, geographic, psychographic information from their Facebook profiles and tailor 
marketing efforts to each group of consumers (Hoy & Milne, 2010).

In conclusion, psychographics play an important role in consumer decision making process, can 
affect consumer perception of different marketing aspects, and examining psychographic constructs 
is extremely important in marketing research (Gironda, 2014), but how could they mediate the 
relationship between Social media marketing and its possible outcomes is yet uncovered. This argument 
leads to formation of the following hypothesis:

Hypothesis 5: Consumers’ psychographics significantly affect the relationship between social media 
marketing and brand loyalty among smartphone users in Egypt.

Providing insight to this issue will help those making marketing decisions better understand the 
effects that having for example a Facebook brand page or a twitter brand platform might have on 
brand loyalty, and the role of some demographics and psychographics play in these relationships. 
Figure (1) shows the research proposed model and hypotheses.

As shown in the figure, demographics role will be tested through moderation analysis as they 
are not affected by the independent variable (due to its nature; nothing affects gender, age, education, 
etc.). The role of psychographics will be tested through mediation analysis as they are first affected 
by the independent variable (consumers’ lifestyle can be affected by several factors including social 
media marketing) then is supposed to affect the dependent variable.

METHODOLOGY

Population and Sample
According to the Arab social media report (2015), smartphones are the main mode of access to 
social media. Most respondents (83%) browse social media via their smartphones rather than lap 
or desktops. The majority (84%) of social media users in Arab World visit Facebook through their 
smartphones and/ or tablets. To answer the research questions and achieve its objectives, smartphone 
users have been chosen as a population because smartphones users are not only brand page followers, 
rather, some of them are traditional marketing followers. Therefore, smartphone users are suitable 
as population for the purposes and hypotheses of the current study as they consist of consumers that 
prefer to know about brands through social media and consumers that prefer to know about brands 
through traditional media. This study will be limited to studying the effect of social media marketing 
as representative of social media marketing on brand loyalty.

Sample units are Egyptian smartphone users whether following a brand Facebook page or not. 
The researcher has tried to survey consumers above 18 years old who are using smartphone for at least 

Figure 1. Research proposed model and hypothesized relationships (*Gender, age, and education)
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six months and for consumers who depend on Social media marketing, they should have been doing 
that for at least three months. The experimental group consisted of 251 respondents of smartphone 
users in Egypt and so does the control group.

Measures
Based on research objectives, research variables are Social media marketing as an independent variable, 
brand loyalty as dependent variable, demographics are moderating variables, and psychographics 
are mediating variables.

Brand loyalty has been operationally defined through the main two dimensions comprising the 
brand loyalty scale. Many authors have agreed on attitudinal and behavioral loyalty as the dimensions 
of brand loyalty. Although the scale of Zeithmal et al (1996) is the first and their work is pioneer, 
the researcher will use the scale of Suarez Alvarez, Díaz Martín & Casielles (2007) scale with slight 
modification to measure brand loyalty. The rationale is that Zeithmal et al (1996) is too short or too 
brief, moreover, Suarez Alvarez, Díaz Martín, & Casielles (2007) scale is the most comprehensive 
scale.

Social media marketing is the independent variable. The treatment (Social media marketing) will 
be measured to make sure that the sampling unit in the experimental group has really been exposed 
to the treatment. The current study will use the scale developed by Kim & Ko (2012) to measure 
Social media marketing as it is the most comprehensive one and has been lately validated (Yadav 
& Rahman, 2017). Psychographics consists of three dimensions; activities, interest, and opinions 
and Yu (2011) measured e-lifestyle through four dimensions reflecting e-activities, e-opinions, 
e-interests, and e-values. This scale will be used to measure smartphone users’ psychographics. Finally, 
Demographic characteristics include gender, age, and education as they have a direct influence on 
consumers’ lifestyle and behavior.

Data Analysis
Measure Goodness of Fit
The test of goodness of fit is established through validity and reliability of the measures (Sekaran & 
Bougie, 2016). Validity of the measures was approved through pilot study conducted on a convenience 
sample which comprised of 50 smartphone users in Egypt from the chosen governorates. Confirmatory 
factor analysis was used to examine the research variables’ dimensionality (As shown in table 1). The 
analysis was performed with AMOS 24 and IBM SPSS 24.

Following Hair et al (2010) to evaluate construct validity, convergent validity was assessed by 
calculating the standardized factor loadings which are ideal when greater than 0.3 (Guilford, 1961, 
Brown, 2014). Several indicators have been used to evaluate the goodness of fit (GFI) of the model. 
Reliability: Cronbach’s coefficient alpha (Cronbach’s alpha; Cronbach, 1946) has been calculated 
for each variable as a whole and for each sub dimension as shown in table (1). It is obvious that all 
construct items had standardized factor loadings above 0.3, T values were significant at 0.01, Cronbach 
alphas recorded more than .07 for the scale items, and model fit indicators are satisfactory. In general, 
these results suggest that the theoretical model used was valid.

SAMPLE DESCRIPTION STATISTICS:

The sample constitutes of 502 respondents of smartphone users in Egypt divided into two groups; 
experimental group (smartphone users who follow their brands page on Facebook) and control 
group (smartphone users who don’t follow their brand pages on Facebook) of 251 respondents each. 
Follows in table (2) is the experimental and control group demographic descriptive statistics and 
other descriptive data such as smartphone brand used and period of acquisition.
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Table 1. Instrument validity (standardized confirmatory factor-analysis) and reliability (cronbach’ alpha)
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As shown in table (2), of the experimental group, 51% were male and 49% were females while 
51.4% were males and 48.6% were females in the control group.

Moreover, most respondents of the experimental group (21.5%) were between 30-40 years old 
most of the control group (24.7%) were between 20-30 years old. Most respondents of the experimental 
group (36.3%) had moderate education while 62.9% of the control group had bachelor’s degrees.

DESCRIPTIVE STATISTICS

Table (3) shows variables’ descriptive statistics, respondents of the experimental group indicated 
high levels of mean score for Social media marketing (mean=3.5920, SD=.69784) and high mean 
score for brand loyalty (mean=3.5959, SD=.81002) compared with the control group brand loyalty 
(mean=3.3051, SD=.67282).

Next, a correlation matrix of all variables has been developed and used to test the hypothesis 
and the results are shown in table (4).

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

HYPOTHESIS TESTING RESULTS

This research aimed at testing 8 hypotheses; following is the procedures undertaken to test these 
hypotheses, then results are discussed.

The Effect of Social Media Marketing on Brand Loyalty
The first hypothesis has been tested after executing two steps; (1) comparing the mean scores of brand 
loyalty for the two groups (experimental and control), and (2) regression analysis. The independent 

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

Less than 20 51 20.3 43 17.1

From 20 to< 30 50 19.9 62 24.7

From 30 to< 40 54 21.5 52 20.7

From 40 to< 50 46 18.3 48 19.1

More than 50 50 19.9 46 18.3

Total 251 100.0 251 100.0

Education

Moderate education 91 36.3 40 15.9

Bachelor’s degree 79 31.5 158 62.9

Post bachelor’s 
degree 81 32.3 53 21.1

Total 251 100.0 251 100.0
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samples t-test compares the means of the experimental and control group in order to determine 
whether population means (brand loyalty) are significantly different. Table (5) shows the results of 
the independent-samples t-tests.

As shown in table (5), p value is lower than the required cut-off of .05 for the brand loyalty; 
(t=4.376), thus, it is indicated that there is a statistically significant difference in the mean of brand 
loyalty among smartphone users in Egypt scores between experimental group and control group. This 
difference is for the social media marketing group. Brand loyalty of the experimental group recorded 
3.5959 while the control group’s recorded 3.3051.

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

Variables
Experimental group Control group

Mean Standard 
Deviation Variation Mean Standard 

Deviation Variation

Attitudinal loyalty 3.6255 .86440 .747 3.2696 .76152 .580

Behavioral loyalty 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 --- --- ---

Word of Mouth 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 Social media marketing 3.5920 .69784

2 Brand loyalty 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

Brand loyalty 4.376 500 3.5959 3.3051 0.000
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Regression analysis has been conducted to ensure the previously shown results (independent 
samples t-test) that social media marketing significantly affects brand loyalty among smartphone 
users in Egypt. Results showed that social media marketing has a significant effect on brand loyalty 
among smartphone users in Egypt (β=.581, C.R.= 11.291, sig=.00, R2=.338, S.E.= .035). In other 
words, social media marketing explains 36% of the variances in brand loyalty among smartphone 
users in Egypt.

In sum, the current research results showed that Social media marketing significantly affects 
brand loyalty among smartphone users in Egypt as there is a significant difference between means of 
brand loyalty of experimental and control group as well as the significant regression coefficients for 
social media marketing and brand loyalty among smartphone users in Egypt. As there is still a debate 
about the effect of social media marketing on brand loyalty between the two sides (opponents and 
supporters), the role of some demographics and psychographics will be tested to clarify this debate.

The Effect of Demographics
To test the hypotheses 2-7, multi group analysis using SPSS Amos 24 has been employed. The samples 
were splitted into subsamples according to demographic features (e.g., males versus females, age 
groups., etc). A method known as the subgroup method is used for detecting moderating effects and 
has been extensively used in the literature (e.g., Brockman and Morgan, 2006; Hilal, 2021; Karikari, 
Osei-Frimpong, & Owusu-Frimpong, 2017; Homburg and Giering, 2001; Khan & Rahman, 2016).

6/2/1/ The Effect of Gender
Table (6) shows the effect of gender on the relationship between Social media marketing and brand 
loyalty among smartphone users in Egypt).

As shown in table (6), coefficients of determination between social media marketing and brand 
loyalty are more for males (R2=.308) than females (R2=.369). This implies that male respondents 
depend more on social media marketing than female respondents and social media marketing is more 
correlated with brand loyalty for male group than female respondents.

It is also shown in table (6) that the critical ratio for differences between males and females are 
lower than 1.96 (-.034) which means that social media marketing effect on brand loyalty for male 
respondents is the same as female respondents. It is concluded that, although correlation and regression 
coefficients varied between males and females, multi group analysis showed that gender does not 
affect the relationship between social media marketing and brand loyalty.

6/2/2/ The Effect of Age
Table (7) shows the effect of age on the relationship between Social media marketing and brand loyalty.

It is obvious that coefficients of determination and regression of social media marketing and 
brand loyalty varied greatly across age groups. Coefficients of determination and regression recorded 
the highest score of respondents who are more than 50 years old (R2=.143, β=.379) followed by 
respondents less than 20 years old (R2=.124, β=.352). Other age groups surprisingly recorder 
insignificant coefficients of determination and regression. However, the researcher cannot deduce a 

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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general trend of age concerning the effect of social media marketing and brand loyalty as coefficients 
of determination and regression are fluctuating.

As shown in table (7), some of the critical ratios for differences among age groups are significant 
and others aren’t. Respondents who are less than 20 years old are significantly different from 
respondents who are more than 50 years old (critical ratio= - 2.307), respondents who are between 
30-40 years old are significantly different from respondents who are more than 50 years old (critical 
ratio= 1.972), respondents who are 40-50 years old are significantly different from respondents 
who are more than 50 years old (critical ratio= 2.465), and respondents who are 30-40 years old are 
significantly different from respondents who are more than 50 years old (critical ratio= -3.208) which 
means that social media marketing effect on brand loyalty is significantly different across age groups.

Based on multi group analysis, it is concluded that age does affect the relationship between social 
media marketing and brand loyalty among smartphone users in Egypt.

6/2/3/ The Effect of Education
Table (8) shows the effect of education on the relationship between Social media marketing and brand 
loyalty among smartphone users in Egypt.

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) Less than 20 years old﻿
(2) 20-30 years old﻿
(3) 30-40 years old﻿
(4) 40-50 years old﻿
(5) More than 50 years old

#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

Higher than 
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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As shown, coefficients of determination and regression of social media marketing and brand 
loyalty are partially significant and varied greatly across education groups. It is noted that coefficients 
of determination and regression of social media marketing and brand loyalty is the highest for 
respondents with moderate education (R2=.255, β=.505), lowest for Higher than university groups 
(R2=.071, β=.267), insignificant for the university degree holders.

As shown in table (8), some of the critical ratios for differences among education groups are 
significant while other are insignificant. Respondents with moderate education are significantly 
different from respondents with university degree (critical ratio=-3.081) and different from respondents 
with higher than university degree (critical ratio=-2.157). In other words, social media marketing 
effect on brand loyalty is significantly different across education groups.

Based on multi group analysis, it is concluded that education affects the relationship between 
social media marketing and brand loyalty among smartphone users in Egypt.

The Role of Psychographics
The role of psychographics has been explored through a test of path analysis for the direct and indirect 
relationships between social media marketing and brand loyalty among smartphone users in Egypt. 
Amos and IBM SPSS 22 have been used. After showing the analysis results, a discussion is presented.

Path analysis was employed to test the research hypothesis 3 which states that psychographics 
affect the relationship between Social media marketing and brand loyalty among smartphone users 
in Egypt. Figure (2) shows the results. The overall fit of the structural model to the data was highly 
acceptable (χ2/df = --, CFI = 1, NFI= 1, TLI =--, RMSEA=--).

It is obvious from the previous figure that the indirect effect of social media marketing and brand 
loyalty through psychographics is stronger than the direct effect. As shown in figure (2), social media 
marketing direct effect recorded .15 while the indirect effect through psychographics recorded .64.

This indicates that psychographics enhanced the relationship between Social media marketing and 
brand loyalty among smartphone users in Egypt by more than 30%. Table (9) shows the hypothesis 
testing and path analysis results.

It is obvious from table (9) that the indirect relationship between Social media marketing and 
brand loyalty is significant as regression weight estimate (CR) values for the path are more than 
2.54. Moreover, the p value (.000) indicates that the regression weight for social media marketing 
in the prediction of brand loyalty is significantly different from zero at the 0.001 level (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, psychographics significantly affect the relationship between social media marketing and 
brand loyalty among smartphone users in Egypt. Accordingly, hypothesis 5 is accepted.

Table (10) shows summary of hypotheses testing results.

DISCUSSION AND CONCLUSION

The current research results showed that Social media marketing significantly affects brand loyalty 
among smartphone users in Egypt as there is a significant difference between means of brand loyalty 
of experimental and control group as well as the significant regression coefficients for social media 
marketing and brand loyalty among smartphone users in Egypt. The current research results concerning 
the effect of social media marketing and brand loyalty are consistent with Gunelius (2011), and Chung 
& Austria (2010), Azadi & Rahimzadeh (2012), Swani et al (2013), and Erdoğmuş & Cicek (2012). 
However, the current research opposed the results of Laroche, Habibi & Richard (2013), Zheng et al 
(2015), Lim et al (2015), and Tatar and Erdog˘mus (2016).

Several factors can interpret this result. First, one of the main online brand-related activities 
is entrainment (Vale & Fernandes, 2018), smartphone users in Egypt found their brand platforms 
entertaining as the mean of entertainment recorded 3.6275. Smartphone brand owners made their 
interactions creative & funny to attract browser’s attention, increase traffic, and increase exposure 
which finally enhanced their loyalty with their smartphone brand. Second, interaction as a dimension 
of social media marketing has significantly influenced smartphone users’ loyalty as its mean recorded 
3.7052. Social media has created a totally new level of interaction between brands and consumers and 
consumers themselves. Conversations and talk between the two sides have enabled brand owners to 
build instant relationship and have the unique opportunity to communicate on a personal level with 
their customers which finally helped businesses to effectively interact their followers on social media. 
Moreover, interaction enhanced loyalty to the brand; consumers are now more ready to recommend 
this brand, make positive comments about it, and consider it as first choice when thinking of new 
purchase. Finally, it raised level of awareness of the brand, consumers knew more about the brand, 
its features, and recall it in different purchase decision making processes.

Table 9. Results of hypothesis testing and path analysis

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

SMM* ---> Brand Loyalty .148 .100 .038 2.610 .009

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

Psychographics ---> Brand Loyalty .643 .254 .022 11.375 .000

Table 10. Summary of hypotheses testing results

Hypotheses Decision

SMM* ---> Brand Loyalty Accepted

Demographics affect SMM ---> Brand Loyalty Partially Accepted

   - Gender effect Denied

   - Age effect Supported

   - Education effect Supported

Psychographics affect SMM*---> Brand Loyalty Accepted
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Third, in an ever changing and updated world, trendiness (mean=3.5963) has forced itself and 
played a significant role nowadays where smartphone users found their brand pages continuously 
updated and respond to their feedback in a timely manner which finally enhanced brand loyalty. Often, 
customers are taking on social media about complaints where 78.5% people expressed their sentiments 
or views (e.g. satisfaction, happiness, disapproval, anger, etc.) when using social media (Arab Social 
Media Report, 2017), therefore, mobile brands had a plan to respond to complaints in the right way 
and on the right time. Forth, information seeking is one of the main activities of Facebook users when 
browsing their brand pages. Customization mean recorded 3.6892 which means that social media 
marketing of smartphone brands provided consumers with information and instructional manuals. It 
enabled smartphone brands to provide more useful interesting applications to draw their customers’ 
attentions and provide customized services.

Fifth, smartphone brands social media marketing has created a whole new level of word of 
mouth. Social media had been best used to reach consumers directly; certainly, those consumers can 
also reach other consumers, which create electronic word of mouth on which consumers rely because 
peer recommendations are credible and trustworthy, which has been finally enhanced smartphone 
brands loyalty.

Results showed that psychographics significantly affect the relationship between Social media 
marketing and brand loyalty among smartphone users in Egypt. Several factors can interpret this result. 
Psychographics pertain to people’s lifestyle (activities, interests, opinions and values). Lifestyle is 
viewed as a summary concept that offers the possibility of new insights, unusual conclusions, and 
provides “a broader, more three-dimensional view of the consumers” (Hawes, 1978). These are a key 
to understanding motivations and why people do what they do.

Smartphone brands owners were able to understand these kinds of psychographic differences and 
as a result, social media marketing tools made psychographic insights actionable in a way that was 
nearly impossible before. Using psychographics allowed marketers to do smarter keyword targeting – 
for example, targeting one message about the new smartphone with specific features to browsers who 
recently searched for smartphones with this feature and another message to consumers complaints 
from smartphones without this feature.

Social media marketing enabled smartphone brands owners to explore browsers’ activities, 
interests, opinions, and values, design marketing messages suitable for each lifestyle category, target 
these messages for each category easily and effectively. Moreover, social media marketing made 
psychographic differences much more clear, easy to access, and relevant to both consumers and 
marketers. Social media made psychographics more actionable and made psychographic differences 
more important. Moreover, it enabled marketers to access psychographic insights more easily. 
Furthermore, social media presence enabled marketers to influence consumers’ lifestyle (β=1.16, 
P<.01). As mentioned before, marketers can now easily explore fans’ lifestyles and tailor marketing 
efforts to better suit specific categories and even more it enabled marketers to make shifts in consumers’ 
activities and cut consumers’ time to newly new activities that had never been done before; share 
opinions within network communities, chat with friends or colleagues/classmates, participate in 
social events, or read news or get data.

Moreover, social media marketing has made a shift in consumers’ interests from tangible world 
to virtual settings; consumers would like now to stay updated with the latest electronic development, 
like gaining knowledge through online, like to participate in the network of social communities, and 
enjoy online shopping. Furthermore, social media marketing has reversed consumers’ opinions from 
resisting the new mobile technology to believe now that continued development of internet services 
on mobile is positive for society, culture, economy, and brings happiness to daily life. Finally, social 
media marketing has transferred consumers’ values to the favor of internet applications and made them 
believe that using the internet on the phone enhances the convenience in consumers’ life, enhances 
interaction among people, and provides more new knowledge.
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All the previous shits in consumers’ psychographics accompanied with Social media marketing 
have all enhanced consumers brand loyalty among smartphone users in Egypt. It is now concluded 
that psychographics affects the relationship between Social media marketing and brand loyalty. In 
sum, research hypotheses have been all tested and results have been discussed. It is concluded that 
most of the research hypotheses are supported and the research gap concerning the ambiguity of 
the relationship between Social media marketing and brand loyalty has been almost clarified by the 
supported role of demographics and psychographics.

PRACTICAL IMPLICATION

The main purpose is to help managers to understand the benefits of social media (Facebook) and how 
they can have an impactful social marketing method and strategy. Therefore, the following practical 
implications have been made clear. The current study’s results concerning the increasing utilization 
of social media marketing offers valuable insights and implications. Social media marketing has the 
same advantages and benefits as offline or the traditional media and more. The vast reach, interactive 
interface, recommendations and electronic word of mouth, low cost, and popularity of Facebook are 
all factors prompting brand managers to take advantage of such characteristics. The findings in this 
study underpin the relevance of social media for brand management. This study highlighted Facebook 
as an important and integral part of the marketing communication strategy to minimize managers’ 
doubts about the usefulness of social media involvements. Taking into consideration the creation 
and management of interaction between brand owners and customers and customers each other can 
significantly enhance consumers brand loyalty.

Social media marketing through the creation of positive word of mouth and the management of 
negative word of mouth will significantly enhance consumers brand loyalty. When the contents shown 
in smartphone brand on Facebook page is the newest information and when the page is characterized 
by quick response to comments and complaints (trendiness), brand owners will definitely achieve 
greater loyalty of smartphone users in Egypt. Surprisingly, if the brand page is providing entertaining 
content and customized services, enhancing brand loyalty among smartphone users in Egypt is not 
assured. It is not enough for marketing managers to simply measure and enhance brand loyalty among 
smartphone users in Egypt through social media marketing in isolation from demographics.

Targeting Social media marketing messages with the final aim of enhancing brand loyalty among 
smartphone users in Egypt to specific groups based on their age and education makes marketers work 
more efficiently. It is not sufficient for marketing managers to simply measure and enhance brand 
loyalty through social media marketing in isolation from psychographics. Targeting social media 
marketing messages with the final aim of enhancing brand loyalty to specific smartphone users’ 
groups based on their activities, interests, opinions, and values makes marketers work more efficient.

Unlike traditional marketing, social media marketing is relatively low in investment costs and 
enables smartphone brands owners to engage in interactive relationships with current and potential 
customers. Finally, social media activities are used as means of gathering information and learning 
about consumers and their attitudes in an economic way.

LIMITATIONS AND FUTURE RESEARCH

In spite of the importance of the current research results, there are some limitations. Based on these 
limitations, several future research areas are suggested. First, the current research had focused on 
brand loyalty as a consequence of social media marketing in smartphones industries context, however, 
other contexts should be examined such as food industries, home appliances and electronics, cars and 
motors. Second, the current research had focused on consequences of social media marketing such as 
brand loyalty, however, other consumer-brand relationships that have never been studied in Egyptian 
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context should be examined such as brand involvement, attachment, defense, love, identification, 
engagement, awareness, and image.

Third, the current research had focused on consequences of social media marketing (brand loyalty), 
however, another customers-related marketing concepts such as trust, delight, purchase intention, and 
commitment should be studied. Forth, this study had focused on Social media marketing consequences 
from customers’ viewpoints, however, Social media marketing financial consequences such as return 
on investment, return on equity, and earnings are suggested for future research. Fifth, this study 
has been limited on Facebook as one of the most famous social media, however other social media 
platforms differ in browsing and sharing styles, studying the effect of social media marketing executed 
on twitter, youtube, and Instagram is suggested. Sixth, this study has been executed through ex-post 
facto design which is a quasi-experiment design which may affect the causality of the relationships 
among the research variables, therefore, other true experiment designs are recommended to be used 
for better cause-effect relationships.
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