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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.

KEywoRdS
Brand Loyalty, Demographics, Ex-Post Facto Design, Psychographics, Smartphones, Social Media Marketing

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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