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ABSTRACT

The aim of the research is to examine the effect of social media marketing activities 
on brand awareness, brand image, and brand loyalty. In addition, it has been aimed 
to analyze the effect of brand awareness and brand image on brand loyalty in this 
research. The population of the research consists of the consumers who actively 
follow five brands with the highest social score according to the Marketing Gulf 
social media brand performance data on social media communication channels 
such as Facebook, Twitter, and Instagram. In this research, qualitative method has 
been used, and research data has been obtained via online questionnaires shared on 
social media from 100 brand followers, and their responses were scaled on Likert 
scale. As a result of the analysis, social media marketing activities have been found 
as effective factors on brand image and brand loyalty. It has been determined as 
the most obvious effect seen on brand awareness. Also, brand awareness and brand 
image have a significant effect on brand loyalty, though brand awareness has a 
limited effect on the brand image.
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E-CRM Through Social Media Marketing Activities

INTRODUCTION

Branding is a crucial aspect of today’s competitive economy since it distinguishes 
comparable goods and services supplied by various enterprises in customers’ eyes 
and makes them preferred over one another. While representing authenticity, value, 
and devotion to the products and services given to customers by companies, the brand 
serves various functions, including decreasing consumer risks associated with goods 
and services and developing social relationships without revealing their identity. Firms 
that have gained brand status have been classified differently from other businesses 
regarding the product and services (Haudi et al., 2022). They have a unique position 
in customers’ minds that help establish a brand identity. Communication between 
consumers and brands is directly related to brand identity formation. The stronger 
the brand preference and brand loyalty marketers can confirm, the stronger the 
communication strength between the brand and the customer. The most important 
aspect of branding is that a good relationship with customers may influence their 
purchasing decisions and commitment (Haudi et al., 2022). As a result, firms are 
doing research to catch customers’ attention, stay in their thoughts, build a favorable 
brand image, and enhance brand loyalty by utilizing all available communication 
channels in brand communications to develop or defend brand value (Kakeesh et 
al., 2021).

Social media is one of the most prevalent avenues of communication that businesses 
have recently used in their marketing efforts. Social media is an online application 
program, mass media tool, or platform that allows users to communicate, collaborate 
or share material (Kakeesh et al., 2021). The impact of social media on consumer 
behavior spans a wide range of activities, including educating, sharing ideas and 
attitudes, gaining knowledge and understanding, and visualizing post-purchase 
behavior without actually making a purchase (Taylor & Hunter, 2002). As a result, 
businesses are becoming more engaged in their marketing communications and 
developing new apps to make items and brands cheaper through online marketing 
efforts via social media communication channels. The social media marketing 
practices encourage the customers to select brands and their products, sending 
messages to other online customers.

Businesses may use social media marketing to create their brand profiles and 
provide online customer support, product information, and special offers that are 
simple, inexpensive, and consistent (Taylor & Hunter, 2002). Furthermore, alerting 
clients about goods and brands of companies that appear on social networks where 
millions of people sign in is highly effective in terms of familiarity and brand 
recognition (Taylor & Hunter, 2002). Marketers are aware of the potential and appeal 
that social media has offered as part of the marketing plan for their organizations 
(Naim, 2021). According to a study, social media marketing activities are important 
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