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ABSTRACT

Socialmediagivesfirmsabetterplatformtopromoteandbuildbrandtrustandloyalty.Theobjective
ofthisstudyistodevelopandvalidateaconceptualmodelthatintegratestherelationshipsamong
socialmediamarketingelements,brandtrust,andbrandloyalty.Datawascollectedfrom242social
mediausersinSaudiArabiaandthemodelwastestedbyemployingstructuralequationmodelling
usingSPSSandAMOS.Themodelwas testedusinga two-stageprocess,modelevaluationand
testingthesignificanceofthemodel.Resultsofthehypothesestestsrevealthatbrandcommunities,
entertainment,interaction,andcustomizationfeatureshaveasignificantandpositiverelationshipwith
brandtrustandbrandloyalty.Thefindingsofthisstudyprovideaguidetosocialmediamarketers
tobuildbrandtrustandloyalty.
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1. INTROdUCTION

Thetechnologyboomofrecentyearshasledmoreandmorebusinessestoresorttosocialmediaas
aninteractiveplatformenablingeffectivemarketing.Initially,socialmediawassimplyperceived
asanopportunity to remainconnectedwith friendsand family.Socialmediaenables interactive
communicationwithawiderangeofpeopletotransmitmessages,feeling,andemotions(Hossain&
Sakib,2016).Duringthelastdecade,socialmediahasreachedbillionsofpeopleglobally,duetothe
easeofsharingandaccessinginformation,interactingandgeneratingcontentonline(Hajli,2014).
Peoplegivealmostone-thirdoftheirtimeinteractinginonlinesocialmedia(Lang,2010).Further,
socialmediaprovidestheabilitytoconnectwithlike-mindedpeopleandbusinessesthroughvarious
virtualcommunities(Hagel&Armstrong,1997;Wellman&Gulia,2018).Forthisreason,researchers
andindustrysagesenthusiasticallyencouragefirmstoengageandgainfromparticipationinsocial
media(Kaplan&Haenlein,2010).

Buildingandmaintainingbrandtrustandloyaltyarethecentralthemesofresearchformarketers
foraverylongtime(Bennett&Rundle-Thiele,2002;Chaudhuri&Holbrook,2001;Oliver,1999).
Intheefforttopromotebrandloyalty,marketershaveutilizedvariousplatformsandmeanssuch
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as classical marketing mix variables, internet marketing, and social media marketing (Keller,
Parameswaran,&Jacob,2011).Yet,manystudies (e.g.,Edelman,2010;Kietzmann,Hermkens,
McCarthy,&Silvestre,2011)havelamentedthatmarketersdonotseemtoappreciateandutilize
socialmedia’sfullimpact.Whilefirmsmayhavejoinedsocialmediatoincreasebrandloyaltyand
acquiremorecustomers, thequestion still remainsonhow tobuildbrand loyalty throughsocial
media(Godeyetal.,2016).Anunderstandingofhowthedifferentfactorsofsocialmediamarketing
(SMM)influencebrandloyaltyisimportantfromastrategicperspective.Further,researchexamining
theeffectsofsocialmediamarketingfromtheperspectiveofbrandingliteratureisstillexploratory
andlacksempiricalevidence(Hollebeek,Glynn,&Brodie,2014).Thisstudyaddressesthesegaps
inliterature.

ThepurposeofthispaperistoprovideaframeworkthatshowshowtheSMMelements(brand
community, entertainment, interaction, and customization) influence brand loyalty. We test this
modelandfurtherexaminethemediationeffectofbrandtrustontheserelationships,whichhasbeen
neglectedinpreviousstudies(Laroche,Habibi,Richard,&Sankaranarayanan,2012).Findingsfrom
thisstudywillcontributetheoreticallytotheliteratureontheantecedentsofbrandtrustandloyalty.
Fromapracticeperspective,thisstudywillenablemarketingmanagerstousesocialmediaasatool
forbuildingbrandtrustandloyalty.

ThestudyfirstdevelopsaconceptualframeworktoshowthedimensionsofSMM,brandtrustand
brandloyalty.Thereafter,thestudydescribestheresearchmethods,justifiestheempiricalmethods
andexplainstheresults.Adiscussionoftheimplicationsofthefindingsanddirectionsforfuture
researchconcludesthestudy.

1.1. Research Setting
ThecontextofthisstudyisSaudiArabia.Whiletherehasbeenaphenomenalincreaseinsocialmedia,
fewresearcheshavebeenconductedtoinvestigatetheuseofsocialmediabymarketers.Arecentstudy
surveyed372socialmediauserstoassessthefactorsinfluencingconsumers’attitudestowardSMM
andtheirimpactonsocialmediausage(Sohail&Al-Jabri,2017).Anotherrecentstudyexamined
theeffectivenessofFacebookinparticularasamarketingtoolinSaudiArabia(Al-Hadban,Hadeel,
Al-Hassoun,&Hamdi,2015).Theyfoundastrongrelationshipbetweenorganizationalpresenceon
Facebookanditsmarketingefficiency.NocomprehensivestudyhasexaminedtheimpactofSMM
onbrandtrustandloyalty.Thisstudybuildsonliteratureandfillsthisgap.

SocialmediausageinSaudiArabiahasbeendramaticallyincreasingoverthepastfewyears
tobecomeoneofthecountrieswiththehighestnumbersofsocialmediausersintheregion.B2C
e-commercespendinginSaudiArabiatotaledaboutUSD8billionin2016andisexpectedtogrow
ataround20%overthenextfewyears(CITC,2017a).ThisrobustgrowthofB2Cspendingisdriven
byhighlevelsofInternetandmobilepenetration.InQ22017,InternetpenetrationinSaudiArabia
stoodat76%,whichiswellabovetheMiddleEastaverageof59%andtheglobalaverageof51%
(CITC,2017a).

SocialmediaplatformsusageinSaudiArabiahasbeenincreasingsignificantlyoverthepastfew
years.(CITC,2017b).Growthinsocialmediaplatformhasbeenthemainreasonforthegrowthof
anumberofinternetusersinthecountry.ThenumberofInternetusershasincreasedrapidlyinthe
lastyearsfrom41%in2010toreach70.4%attheendofQ12016.Thetotalnumberofinternetusers
isabout22.3million.Accordingtoasurvey,itwasobservedthatthetoponlinesocialnetworking
services/applicationsamongtherespondentswereWhatsApp(73%),Youtube(71%),Facebook(66%),
Instagram(54%)andTwitter(52%)(Daugherty,Eastin,&Bright,2008).Withthehighpenetration
oftheInternetandincreasinguseofsocialmedia,marketershavebeenincreasinglybeginningtouse
socialmediatobuildbrandtrustandloyalty.
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