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Abstract

The aim of the research is to evaluate the impact of social media marketing (with special reference to Facebook) on the brand preference of
customers with regard to smart mobile phones. Since Facebook has become very popular today and a trend has arisen to use social media
as a marketing tool, the researcher intended to evaluate the impact of social media marketing on brand preference, as the findings would
provide valuable insight for future businesses. Social media as measured social media visibility, social media engagement, and social media
influencewas the independent variableand brand preference was the dependent variable. The convenience sampling method was used where
the sample was taken from a group of people easy to contact or to reach. A sample of 186 young males and females was selected. Factor
loading and factor analysis were used to analyze the data and find the most influencing factors on brand preference. Reliability analysis,
validity analysis, and regression analysiswere performed to analyze the data. The R? value is 0.320 implying that 32.00% of the variance in
brand preference is explained by social media influence, social media engagement, and social media visibility. The findings show thatsocial

media visibility, social media engagement, and social media influencehave a positive impact on brand preference.
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1. Introduction

Smartphone use is increasingly growing in both
developed and developing countries, such as Sri Lanka.
A smartphone is a mobile phone that includes advanced
functionality beyond making phone calls and sending text
messages. A standard smartphone has key features such as
a high-resolution touch screen display, Wi-Fi access, Web
browsing capability, and the ability to accept sophisticated
applications. Android, Symbian, i0S, BlackBerry OS, and
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Windows Mobile are among the most common mobile
operating systems. Since many brands are constantly
innovating and upgrading their products, the smartphone
market has become extremely competitive. Leading
smartphone manufacturers such as Apple, Samsung, and
Huawei together own a large market share. There are more
than three billion smartphone users worldwide, with that
number expected to rise in coming years.

Sri Lanka has more than 23 million mobile connections
and more than five million active Internet users, according
to the “Telecommunication Regulation Commission of
Sri Lanka”. According to GSMA Intelligence, as of 2020,
Sri Lanka had 24.7 million mobile links. According to
the study of “Asia-Pacific Digital, Social, and Mobile
2015” released by ‘We Are Social’ and “IAB Singapore”,
in 2015, Sri Lanka had 27.4 million mobile connections
and 4.79 million active Internet users. Social networking
has grown in popularity and influence as the use of the
Internet and mobile phones have increased. Facebook,
Flickr, Google+, Instagram, LinkedIn, MySpace, Snap
Chat, Twitter, WeChat, WhatsApp, and YouTube are only a
few of the well-known social media platforms. According
to a study conducted by the Pew Research Center in the
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United States, 72% of US adults use Facebook and 62%
use the Internet. There are 2.7 million social media users
and over 2.2 million social media users on mobile devices.
The use of social media has increased by 40% and active
social media users account for 14% of the country’s overall
population. Since January 2020, the number of active
mobile social users has increased by 53%.

Social media plays a vital role in marketing and creating
relationships with customers. Most businesses are beginning
to use social media as a means of marketing. Social media
is an emerging phenomenon in business marketing and
public relations (PR).With the rise in popularity of social
media, businesses are increasingly turning to social media
for marketing purposes. Many businesses have created
fan pages for their products, and social media is used for
many advertising campaigns. Apart from promotions, some
businesses have built their entire business model around
social media, with product displays and orders taking place
there as well.

Organizations have also found social media to be
successful marketing tools. Organizations can now connect
directly with their customers and participate in one-on-one
interactions. Internet users have a more favorable opinion
of businesses that use social media (Akar & Topgu, 2011).
According to a survey conducted in Sri Lanka, 45% of
respondents are satisfied with getting information about a
brand from its Facebook page rather than visiting its website.
As a result, social media marketing has become increasingly
important as more businesses adopt it.

In recent years, the role of social media has become a
focus for researchers, and the researcher aims to assess
the impact of social media marketing on brand preference.
Smartphone manufacturers are now using social media to
promote and market their products.

According to a recent report, small and medium-sized
businesses will grow globally if they use social media
(Onyango, 2016). According to Da Costa (2003),71% of
small-to-mid-sized businesses use social media to market
themselves, and of those who do so, 52% post at least
daily.63% of customers actually expect companies to offer
customer service through their social media — and 90% of
social media users have already connected with a brand
or business through their chosen platform. According
to another research, 66% of companies use Facebook to
sell their goods locally. Since the smartphone market is
projected to expand even further, marketers have a big
opportunity to use social media as a marketing tool. In
Sri Lanka, Facebook is the most prominent social media
platform (Kengatharan, 2017). Facebook is also the most
popular social media site among marketers. According to
a research, there are over 3.5 million Facebook users and
roughly half of the population uses a cell phone. According
to a report, 42% of Facebook users communicate in two

languages, and 38% check their account 8 times per day.
On average, a Sri Lankan spends 34 minutes on Facebook
per day. Facebook users visit 17 pages a day on average
and follow local brands, with 35% following more than
15 brands. As a result, it’s critical to determine if these
Facebook pages have a direct effect on customers.

In Sri Lanka, youth make up the majority of smartphone
and Facebook users. Youth, on the other hand, are more
technologically advanced and are interested in purchasing
the latest smartphones to hit the market. The majority of
smartphone brands advertise on Facebook, so it’s worthwhile
to assess the effect of social media marketing, with a focus
on Facebook, on smartphone brand preference.

2. Literature Review

On a global scale, social networking sites and social
media have grown in popularity in recent years (Kengatharan,
2017). After its inception in 2004, Facebook is said to have
more than 1.5 billion active users as of April 2016 (www.
facebook.com). A social networking service is an online
platform that people use to build social networks or social
relationships with other people who share similar personal
or career interests, activities, backgrounds, or real-life
connections. Social networking services vary in format and
the number of features (Trusov et al. 2009). Indeed, online
social networks have fundamentally altered knowledge
dissemination by making it extremely simple to exchange and
ingest information over the Internet (Vinerean et al. 2013).
The peculiar characteristics of social media, as well as its
enormous success, have revolutionized marketing strategies
like advertisement and promotion. Consumer attitudes, from
knowledge acquisition to post-purchase behavior, such as
disappointing comments or behaviors (loanas & Stoica,
2014), and Internet use habits, have all been affected by
social media (Laroche et al. 2012).

Kaplan (2015) defined social media as “a group of
Internet-based applications that build on the ideological and
technological foundations of Web 2.0, and that allow the
creation and exchange of user-generated content. As Kaplan
discovered, social media has many benefits in that it lets
companies engage with customers, establish relationships,
and maintain those relationships in a timely and cost-
effective manner.

According to Sedeke (2012) social media is a group of
Internet-based applications that build on the ideological and
technical foundations of Web 2.0., and allow the creation and
exchange of user-generated content.Social media is a broad
term that describes software tools that create user-generated
content that can be shared(Paquette, 2013).

Other social media features include impacting and
shaping beliefs, behaviors, and end actions (Bianchi &
Andrews, 2018), as well as bringing like-minded people
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together. In today’s online world, Laroche et al. (2013) stated
that people like the concept of contributing to, building,
and entering groups to meet needs for belonging, social
connection, and recognition, or simply enjoying interactions
with other like-minded members.

The Internet and social media have drastically changed
the way people all over the world interact and communicate.
Social media networks allow us the opportunity to share
opinions with a far wider audience. Hence, market leaders
have declared that businesses must engage in Facebook,
Twitter, MySpace, and other social media sites to compete
in online environments (Kaplan, 2015). Companies should
use social media websites to connect and communicate
with future and current customers, promote a greater sense
of closeness in customer relationships, and create positive
relationships with customers (Sahai et al., 2018).), which
is particularly important in today’s market climate where
customer loyalty can be lost with the slightest mistake
(Hudson et al., 2016), and can also result in the online
dissemination of their negative experience with a specific
product, service, brand, or business.

In today’s technology-driven world, social networking
sites have become an avenue where retailers can extend
their marketing campaigns to a wider range of consumers.
Some businesses are starting to recognize the value of social
media. In today’s technologically advanced world, social
networking platforms have become a way for brands to
reach a broader audience with their marketing campaigns.
Social media marketing is a “connection between brands
and consumers, [while] offering a personal channel and
currency for user-centered networking and social interaction.
The tools and approaches for communicating with customers
have changed greatly with the emergence of social media;
therefore, businesses must learn how to use social media in a
way (Vijay &Srivastava, 2019).

With the advent of social media, the tools and methods
for engaging with consumers have changed dramatically;
as a result, companies must learn how to use social media
in a way that is compatible with their business strategy
(Mangold & Faulds, 2009).A retailer must understand
every aspect of social media before using it as a marketing
tool. Social media cannot be understood without first
defining Web 2.0: a term that describes a new way in
which end users use the World Wide Web, a place where
content is continuously altered by all operators in a sharing
and collaborative way (Kaplan, 2015). “It is more to do
with what people are doing with the technology than
the technology itself, for ratherthan merely retrieving
information, users are now creating and consuming it, and
hence adding value to the websites that permit them to do
s0”.Web 2.0 has evolved from simple information retrieval
to interactivity, interoperability, and collaboration (Verma
et al., 2017). From basic information processing through

interactivity, interoperability, and collaboration, Web 2.0
has progressed.

The phrase social networking sites’ is often used
interchangeably with social media. However, social media
is different because it allows participants to unite by
generating personal information profiles and inviting friends
and colleagues to have access to those profiles. Thus, social
media is the environment in which social networking takes
place and has altered how consumers gather information and
make buying decisions (Wang et al., 2017).Social media has
advanced from simply providing a platform for individuals
to stay in touch with their family and friends. Now it is a
place where consumers can learn more about their favorite
companies and the products they sell. Marketers and
retailers are utilizing these sites as another way to reach
consumers and provide a new way to shop. Technology-
related developments such as the rise of powerful search
engines, advanced mobile devices and interfaces, peer-to-
peer communication vehicles, and online social networks
have extended marketers’ ability to reach shoppers through
new touchpoints.

Taylor and Costello (2017) described major theoretical
perspectives that have been used in fashion advertising.
Key sub-areas of the field which are discussed include
what factors lead to effective advertisements; how different
types of models affect consumers and influence the
effectiveness of ads; how consumers can be segmented
potentially across nations; how social media advertising
can be used to produce positive marketing outcomes; and
how controversial fashion advertising impacts consumers.

Gautam and Sharma (2017) investigated the direct
and indirect impacts of social media marketing activities
(entertainment, customization, interaction, word of mouth,
and trend) on consumers’ purchase intentions in luxury
fashion brands.They found positive significant impacts
of social media marketing and customer relationships
on consumers’ purchase intentions. In addition, their
study model confirmed the full mediation of customer
relationships in the relationship between social media
marketing and consumers’ purchase intentions. Based
on their research findings, they strongly recommended
that marketers of luxury fashion brands engage in social
media marketing activities to provide value to customers.
Laksamana (2018) explored the impact of social media
marketing on purchase intention and brand loyalty.
He found that social media marketing leads to purchase
intention and brand loyalty. Hence, brand loyalty was
affected by purchase intention.

Gupta et al. (2021), proposes a direct relationship
between CSR-S and purchase intention with a mediating
effect of brand admiration.The results revealed that CSR-S
is positively related to purchase intention. The results
further showed that brand admiration partially mediates this
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relationship. The survey respondents confirmed that their
bank’s CSR communication helps enhance their purchase
likelihood and their feelings of admiration for their bank.
These findings will help policymakers at banking institutions
better understand the importance of CSR communication
on different social media platforms to achieve consumer-
related outcomes. Nur (2021) examined the effect of social
media on oil and gas firms’ value.Based on the analysis, the
social media account of the firm had a positive effect on
firm value. It indicated that social media give advantages
for oil and gas firms to give a signal of business prospect,
make use of opportunities related to industry alliances, and
recruit employees globally.

According to Dulek and Aydin (2020), social media can
be used at any time of the day and the easy accessibility
of social media thanks to mobile devices offers marketers
great opportunities to reach consumers using social media.
The impact of social media on brand loyalty, E-WOM,
and intention to purchase is undoubtedly important. They
investigatedthe effect of social media marketing on brand
loyalty, electronic word of mouth communication, and
purchase intention, as well as the effect of brand loyalty
and E-WOM on purchase intention. Results showed that
social media marketing had a positive effect on brand
loyalty and E-WOM. According to the findings, social
media marketing will increase purchase intention because
it has a positive effect on brand loyalty. According to the
findings, social media marketing is very important for
businesses.

Kim and Ko (2012) set out to identify attributes of
SMM activities and examine the relationships among those
perceived activities, value equity, relationship equity, brand
equity, customer equity, and purchase intention through a
structural equation model. Five constructs of perceived
SSM activities of luxury fashion brands are entertainment,
interaction, trendiness, customization, and word of mouth.
Their effects on value equity, relationship equity, and
brand equity are significantly positive. For the relationship
between customer equity drivers and customer equity,
brand equity has a significant negative effect on customer
equity while value equity and relationship equity show no
significant effect. As for purchase intention, value equity

Social Media Engagement

Social Media Engagement

\

and relationship equity had significant positive effects,
while relationship equity had no significant influence.
Finally, the relationship between purchase intention and
customer equity has significance. The findings of this study
can enable luxury brands to forecast the future purchasing
behavior of their customers more accurately and provide
a guide to managing their assets and marketing activities
as well.

Situmorang et al. (2021) examined the moderating effect
of attitude toward green brand on green brand positioning
and repurchase intention of environmentally friendly
products, product knowledge on attitude toward the green
brand, and the effect of green product knowledge on green
repurchase intention. The results showed that green brand
positioning has a significant effect on repurchase intention.
Attitude toward green brands has a positive effect in
mediating the relationship between green brand positioning
and repurchase intention. Similarly, green brand knowledge
has a positive effect on attitudes, although green knowledge
has no positive effect on repurchase intention. Product
positioning in the minds of consumers is important in
shaping attitudes. It is important for companies to continue
to develop environmentally friendly products so that product
positioning can be distinguished from competitors’ products.

In this regard, the conceptual framework of this study is
depicted in Figure 1.

3. Research Methods and Results

3.1. The Kaiser—-Meyer—Olkin (KMO)

The Kaiser—-Meyer—Olkin (KMO) sampling adequacy
tests, as well as Bartlett’s test of sphericity and the inspection
of correlation coefficients, were used to assess the data’s
suitability for factor analysis. As a caveat, each individual
variable’s KMO should be at least 0.5, otherwise, they
should be excluded from the factor analysis. The Kaiser’s
criterion (eigenvalue rule) is the most widely used technique
for maintaining a large number of variables. The Kaiser rule
is to drop all components with eigenvalues under 1.0 — this
being the eigenvalue equal to the information accounted for
by an average single item.

Brand Preference

Social Influence from Social
media

Figure 1: Research Model
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Another useful tool for demonstrating the appropri-
ateness of data for factor analysis is the Kaiser-Meyer-Olkin
(KMO) sampling adequacy metric. Statistics for KMO
range from O to 1. It is recommended that the KMO value
be greater than 0.5, with values ranging from 0.5 to 0.7
being moderate, 0.7 to 0.8 being decent, and 0.8 to 0.9
being superior. The value of KMO for the overall matrix
in this study is 0.906, implying that the sample used for
factor analysis is statistically important. This test must
be important, with a significance value of less than 0.05.
The test value of chi-square 1513.228 (P = 0.0000.05) is
highly important.As seen in the table above that the data is
appropriate for the factor analysis in the study.

3.2. Factor Analysis

Factor analysis was used to validate the variables in the
analysis (Table 1). It is obvious that the sample size of 186
(used in this study) is sufficient for a suitable factor solution
as 15 commonalities have values greater than 0.5.The
number of variables derived and the variance described are
shown in Table 1. The eigenvalue for the first three factors is
greater than 1, so these three factors account for 91.435 for
the overall variance.Principal Component Analysis (PCA)
is accompanied by Varimax rotation when the original
measurements are analyzed by PCA. The first part, extracted

Table 1: Factor Analysis Total Variance Explained

245

with an eigenvalue greater than one, explained 53.755 percent
of the variance. The second component, derived with an
Eigenvalue greater than one, explained 19.780 percent of the
variance. The third component, derived with an eigenvalue
greater than one,explained 17.900 percent of the variance.
Finally, the study revealed that three components accounted
for 91.435 percent of the overall variance. Table 2 shows the
factor structure that resulted from the factor study.

Each of the three components listed in the table, social
media visibility, social media engagement, and social
media influences, is labeled with the name of the value
that loaded the most for those variables. The first factor
is social media visibility, which is explained by seven
variables with factor loadings ranging from 0.966 to 0.981,
accounting for 53.755 percent of the variance. The second
factor is social media engagement, which is explained by
five variables with factor loadings ranging from 0.877 to
0.9970, accounting for 19.780 percent of the variance. The
third factor issocial media influence, whichis explained by
three variables with factor loadings ranging from 0.725
t0.866, accounting for 17.900 percent of the variance.
Following the factor analysis, the instruments’ reliability
was investigated. The factors are powerful, theoretically
significant, and easy to interpret. Confirmatory factor
analysis was used next to ensure that the model fit and
psychometric properties were established.

Rotation Sums
Initial Eigenvalues Extraction Sums of Squared Loadings of Squared
Component Loadings®
Total % of Variance | Cumulative % | Total | % of Variance | Cumulative % Total
1 9.138 53.755 53.755 9.138 53.755 53.755 6.825
2 3.363 19.780 73.535 3.363 19.780 73.535 5.412
3 3.043 17.900 91.435 3.043 17.90 91.435 6.927
4 0.777 4.568 96.004
5 0.321 1.886 97.890
6 0.092 0.539 98.429
7 0.080 0.471 98.900
8 0.072 0.426 99.325
9 0.055 0.323 99.648
10 0.026 0.155 99.803
11 0.018 0.106 99.909
12 0.012 0.071 99.981
13 0.003 0.019 100.000
14 8.790E-16 5.171E-15 100.000
15 8.285E-17 4.873E-16 100.000
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Table 2: Factor Structure (Pattern Matrix)?

Table 3: Reliability of the Data

Component

Indicators

Factor 01 | Factor 02 | Factor 03
V1 0.974
V2 0.974
V3 0.969
V4 0.966
V5 0.966
V6 0.981
V7 0.981
E1 0.970
E2 0.953
E3 0.898
E4 0.886
E5 0.877
S1 0.876
S2 0.866
S3 0.725
Eigen value 9.138 3.363 3.043
Proportion of Variance | 53.755 19.780 17.900
Explained (%)
Cumulative 53.755 73.535 91.435
Percentage Explained
Cronbach’s alpha — 0.815 0.817 0.960
Reliability of the
Factors

3.3. Reliability Test

Cronbach’s alpha was used to assess the reliability.
The degree to which an evaluation method produces stable
and accurate results is known as reliability. The Cronbach
alpha is a well-known method for determining reliability.
Cronbach alpha values less than 0.6 are considered low,
those in the 0.7 range are suitable, and those over 0.8 are
considered fine. Cronbach’s Alpha values are both greater
than and equal to 0.7. Therefore, the above measurements
are reliable. According to the Pearson correlation review,
social media visibilityhas a favorable relationship with brand
preference (r = 0.418, p = 0.01). This means if the social
media visibility variable (independent variable) increases,
the brand preference (dependent variable) variable increases
as well. The significance value is 0.000, which is less than
the chosen degree of significance of 1%. (0.01). This shows
that an increase or decrease in social media visibility of brand
preference has a direct impact on brand preference increase
or decrease. According to Table 3, the Pearson correlation

Variables Cronbach’s | No. of
Alpha Items

Social Media Visibility 0.815 07

Social Media Engagement 0.817 05

Social Media Influence from 0.960 03

Social Media

Brand Preference 0.857 05

is 0.418. This demonstrates a positive relationship between
brand preference and social media exposure.

According to the Pearson correlation review, social
media engagement has a favorable relationship with brand
preference (» = 0.371, p = 0.01). Thismeans if the social
media engagement variable (independent variable) increases,
the brand preference (dependent variable) variable increases
as well. The significance value is 0.000, which is less than the
chosen degree of significance of 1%. (0.01). This shows that
an increase or decrease in social media engagementof brand
preference has a large impact on brand preference increase
or decrease. According to Table 3, the Pearson correlation
is 0.371. This shows a positive relationship between social
media engagement and brand preference.

According to the Pearson correlation review, social
media engagement has a favorable relationship with
brand preference(r = 0.333, p = 0.01). This means if the
social media influencevariable (independent variable)
increases, the brand preference (dependent variable)
variable increases as well. The significance value is 0.000,
which is less than the chosen degree of significance
of 1%. (0.01). This shows that an increase or decrease
in social media influenceof brand preferencehas a
large impact on brand preference increase or decrease.
According to Table 3, the Pearson correlation is 0.371.
The significance value is 0.000, which is less than the
chosen degree of significance of 1%. (0.01). This shows
that an increase or decrease in social media influence of
brand preferencehas a large impact on brand preference
increase or decrease. The Pearson correlation has a value
of 0.333, as seen in the table above. This demonstrates
that social media influence and brand preference have a
positive relationship (Table 4).

3.4. Regression Analysis

The objective is to build a regression model or prediction
equation. Regression is ¥ = a + bx, which can be used to
describe, predict and control. One model was developed
to test the hypotheses. This indicates that social media
influence and brand preference have a positive relationship
(Table 5).
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Table 4: Correlation Analysis

247

Social Media Social Media Social Media Brand
Visibility Engagement Influence Preference

Social Media Visibility | Pearson Correlation

Sig. (2-tailed)

N 186
Social Media Pearson Correlation 0.417*
Engagement Sig. (2-tailed) 0.000

N 186 186
Social Media Pearson correlation 0.106 -0.043
Influence Sig. (2-tailed) 0.0158 0.563

N 186 186 186
Brand Preference Pearson correlation 0.418** 0.371** 0.333*

Sig. (2-tailed) 0.000 0.000 0.000

N 186 186 186 186

Table 5: Regression Analysis

Model R R?

Adjusted R? Std. Error of the Estimate

1 0.5652 0.320

0.308 0.40806

The model has explained a large amount of variation
in brand preference, as seen in the table above. The R? of
0.320 indicates that social media influence, social media
engagement, and social media visibility account for 32.00
percent of the variation in brand preference. The researchers
used multiple regression analysis to see whether social
media visibility, social media engagement, and social media
influence were all important predictors of brand preference.
The regression results revealed that three predictors explained
32.00 percent of the variance (R>= 0.32.00, F = 0.32.00)
(27.564). Brand preference was found to be substantially
predicted by social media exposure (R*= 0.337, p = 0.000)
and social media influence (= 0.747, p < 0.000). All of the
hypotheses established within the conceptual framework are
clearly supported by robust statistical methods.

4. Conclusion and Limitations

The goal is to provide additional insights into how to
improve brand loyalty for fashion retailer brands through
social media activities. It is recommended to carefully
handle user feedback and reviews. Complaints and negative
feedback should be handled with care and speed. It is
suggested that to improve interaction by producing more
useful and appealing content. It is suggested to react rapidly
to consumer messages and requests on social media.

An important variation in brand preference has been
clarified by the model. The R? 0f.320 indicates that social
media influence, social media engagement, and social
media visibility account for 32.00 percent of the variance
in brand preference. Principal Component Analysis (PCA)
is accompanied by Varimax rotation when the original
measurements are analyzed by PCA. The first part, extracted
with an eigenvalue greater than one, explained 53.755
percent of the variance. The second component, derived
with an Eigenvalue greater than one, explained 19.780
percent of the variance. The third component, derived with
an eigenvalue greater than one, explained 17.900 percent of
the variance.

Each of the three components listed in the table, social
media visibility, social media engagement, and social
media influences, is labeled with the name of the value that
loaded the most for those variables. The first factor is social
media visibility, which is explained byseven variables with
factor loadings ranging from 0.966 to 0.981, accounting for
53.755 percent of the variance. The second factor is social
media engagement, whichis explained by five variables with
factor loadings ranging from 0.877 to 0.9970, accounting
for 19.780 percent of the variance. The third factor issocial
media influence, whichis explained by three variables with
factor loadings ranging from 0.725 t0.866, accounting for
17.900 percent of the variance. The factors are powerful,
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theoretically significant, and easy to interpret. Confirmatory
factor analysis was used next to ensure that the model fit and
psychometric properties were established.

Due to unavoidable circumstances during the study, the
research has been restricted. The convenience sampling
approach was used in this analysis. The information gathered
does not possibly reflect the entire population. Anuradhapura
was chosen as the location for the study. When you perform
a survey, the intention is to get a representative image of
a number of variables or statements within a certain target
group or population. Due to practical reasons (too large,
too expensive, too time-consuming, etc) it is often difficult
to interrogate the total population. In that case, a sample is
used. This is a selection of respondents chosen in such a way
that they represent the total population as well as possible.
It is very important to use the correct sample size. Due to a
lack of resources such as time, money, and distance, research
is limited to Anuradhapura. If the study had been performed
in other areas of Sri Lanka, the findings may have been
different. Respondents are not autonomous, and they do not
express their true feelings or opinions because of a variety
of external factors such as the respondent’s mental state,
language barriers, and ability to complete the questionnaire.

Due to the limitations of this study, a few suggestions for
future research have been made. This research was performed
in a limited time period, with limited resource availability,
and with a limited scope level of undergraduate research.
The implication for academics and researchers is that more
quantitative analysis is needed to classify social media
components. The brand choice was significantly predicted
by social media engagement and social media influence. The
research should concentrate on evaluating the relationships
between various demographic groups, such as age, gender,
and income levels. Future research may also be performed to
determine the effects of social media components.
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