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Abstract - The concept of social media is top agenda for all the business firms today. Marketing Executives, Researchers 
and Consultants all are trying very hard to find out the ways in which a brand can make maximum use of different social 
media platforms to attract and retain their customer base. The biggest challenge which a company faces in modern era of 
business is the brand loyalty. Building and keeping the brand loyalty is the main area of focus for the marketers for a long 
time. The main goal of this study is to empirically research the extent social media helps in creation of consumer brand 
loyalty. The data collection instrument was the questionnaire which was circulated among the 250 respondents who are 
registered on different social media platforms. This study uses the techniques like factor analysis, and linear regression 

analysis to derive the various factors which influence the consumer brand loyalty. In this research study consumer brand 
loyalty was taken as dependent variable which is influenced by various independent variables like Relationship building, 
Brand reputation and communication used by marketers on various social media platforms. The findings of this research 
study provide that social media has a very prominent role in creation of brand loyalty of consumers. The coefficient of 
determination (R2) is equal 0.439 which means 43.9% of the variation that occurs in consumer brand loyalty is described by 
all the independent variables together (Relationship building, brand reputation, and communication). The geographical area 
covered in this research study was Delhi NCR region. The findings of the study will be very helpful for the researchers or 
marketers who are working in the field of developing and implementing different social media-based marketing strategies to 

maintain and create the brand loyalty of consumers. 
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I. INTRODUCTION 

 

Social media is the collective of online 

communications channels dedicated to community-

based input, interaction, content-sharing and 

collaboration. Earlier marketers have used only 

traditional methods and strategies to maintain the 

brand loyalty of the customers which include brand 

elements and classical marketing mix variables. But 

now the scenario has changed and new methods of 
marketing such as events, sponsorships, celebrity 

endorsements, one to one marketing activities, 

internet marketing and social   media marketing are 

gaining importance. Keeping this in mind the main 

focus of this paper is to study the impact or the 

influence of different social media strategies on 

consumer brand loyalty. In the modern context of 

business, marketing is no longer about the stuff that 

an organisation makes, but about the stories that those 

organisations tell. Further because of the 

digitalisation social media platforms have become the 

most influential tool to influence the loyalty level of 
the consumers towards the different brands available. 

Social media marketing is turning into a more 

noticeable wellspring of promoting and publicizing 

and is being utilized all the more reliably by 

organizations attempting to get their name out to 

people in general and in the brains of consumers. 

Individuals devotes their 33%of the time in a day on 

social media platforms (Lang,2010). Since innovation 

is turning out to be more and more in each year and 

ads are appearing online like never before, web 

promoting is turning into a part of the advertising 

arrangement for some organizations. A number of 

loyal followers who follows your brand, shows 

interest in your brand, will post positive feedback 

about your brand’s product or services will increase 

the value of your brand (Dholakia&Durham,2010). 

The structure of this study is as per the following. We 

start with the literature review followed by the 

research methodology then findings and analysis. 
Conclusion and limitation of the study is given at the 

end. 

 

II. LITERATURE REVIEW 

 

The popularity of internet showcasing with shoppers 

is unprecedented on the grounds that web promoting 

and publicizing can give customers more data, more 

intuitiveness, and can track the interests of buyers 

(Janal 1995). Shoppers can release the promotions 

they are not inspired by, and participate in the 

intuitive ads better to their interests. This gives 
buyers a feeling of control over an organization's 

promotions (Schumann and Esther 2007). Not just 

does web showcasing give shoppers the ability to deal 

with the promotions they get to be presented to, yet it 

likewise passes on the latest news and reports in 

regards to an organization.  An important way an 

organization can keep up their picture is through their 

site. An organization's site, as a type of internet 
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advertising, can influence the way a buyer sees the 

brand of an organization. 
Social media marketing is different than traditional 

methods of marketing; therefore, it requires special 

attention and strategy building to achieve brand 

image and loyalty. Social media marketing is related 

to Relationship marketing, where the firm need to 

shift from "trying to sell" to making connections with 

the consumers (Gordhamer, 2009). 

 

Staying focused in today's quick moving business 

scene requires a strong online networking 

methodology. Organizations procure online 

networking specialists and advisors to settle on 
substance and qualities of their offers and exercises in 

online networking situations so that the hearts and 

brains of the shoppers are caught and mark reliability 

takes after (Coon, 2010). Inside this point of view, the 

point of this paper is to shed light on buyer viewpoint 

on the online networking consequences for brand 

dedication so suggestions can be attracted for firms to 

create viable online networking advertising exercises 

for their brands. Research by E Marketer has 

demonstrated that customers go to online networking 

destinations to stay aware of a brand's items in 
limited time battles (Mangold and Foulds, 2009; 

Leggat, 2010. 

Georgios Tsimonis&SergiosDimitriadis, (2014) has 

explained the different reasons that leads to a brand 

get involved with social media networking sites. 

Social media has evolved at a very fast pace and 

gaining popularity among the people continuously. 

Thus, in order to keep up with the technological 

development’s companies decide to register 

themselves on social media. Viral nature of these 

networking sites has also made them popular. In the 

era of Digitalization these networking sites are fastest 
mode of spreading the Brand name or any other 

relevant information related to companies. Cost 

saving and competitive advantage are another 

important factor which push the companies to get 

them registered on social media platforms. 

 

Yoshida, Gordon, Nakazawa, Shibuya, Fuziwara 

(2018) has explained the significance of consumer 

engagement on social media with the brand and 

behavioral brand loyalty. This study suggested 

various new ways of using social media for the 
engagement of consumer. Online brand community 

identification, opinion seeking and entertainment 

value of social media pages are the important factors 

which positively influence online brand community 

identification which further has a strong impact on 

brand related social media engagement. These 

findings are similar to the previous research studies 

that shows keeping, forming & extending 

relationships with others in social media communities 

were the main motivation for social media 

engagement (Jahn &Kunz, 2012; Mollen& 

Wilson,2010). Behavioral brand loyalty is positively 

influenced by social media engagement. 

 

III. RESEARCH METHODOLOGY 

 

OBJECTIVE 

To study the extent social media helps in creation of 

consumer brand loyalty. 

 

SAMPLE AND DATA COLLECTION 

In this research primary data was used to study the 

extent social media helps in creation of consumer 

brand loyalty. The questionnaireswerecirculated 

through online and offline modes to 200 
respondents. The sampling technique used to draw 

the sample was convenience sampling. The 

statements of the questionnaire were framed by 

using five-point Likert scale where (1= strongly 

disagree and 5 strongly agree). Various statistical 

investigationswere performed by using SPSS. The 

Examination tools were reliability analysis, factor 

analysis and multiple regression analysis. 

Pilot testing was conducted to check the reliability 

of the data. The value of Cronbach’s Alpha should 

be more than 0.6 (Moh&Zaidatun,2001). For this 
study the Cronbach’s value was .705 which shows 

good internal consistency of scales. 

Factor analysis is a technique used for reduction 

and summarization of data by recognizing the 

latent variables. (Malhotra & Dash, 2009). In 

order to club the statements of questionnaire to 

form different social media-based factors which 

helps in creation of consumer brand loyalty 

exploratory factor analysis was executed by the 

technique of dimension reduction in SPSS. 

Multiple regression analysis technique is used in a 

research study where two or more independent 
variables are hypothesized to influence one or 

more dependent variables. (Samuel L. Baker 

;2006) This technique allows more than one factor 

to make a prediction. In this study the researcher 

has used multiple regression analysis to study the 

impact of social media-based factors (Independent 

variables) on consumer brand loyalty (Dependent 

variable). 

 

IV. FINDINGS AND ANALYSIS 

 
Total 200 respondents were part of the survey and 

all of them have an active social media account. 

The results of the study are partitioned into 

various subparts which include demographic 

analysis, factor analysis and regression analysis. 

 

Demographic Analysis 

The demographic variables for the research study 

were gender, occupation, education and level of 

income of the respondents. The demographic 

information available (Table .1) shows that out of 

total 200 respondents both male and female 
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equally constitute the sample which is 53.5% and 

46.5% respectively. Majority of respondents were 
students (60%) who were below the age group of 

24 years. 42 % of the total respondents comes 

under the category of income as none. 

 

 
Table.1  

 

FACTOR ANALYSIS 

To find out the different social media-based 

factors which helps in creation of consumer brand 

loyalty, factor analysis was executed by the 

technique of dimension reduction in SPSS.The 
value Of KMO (Kaiser-Meyer-Olkin) which is the 

measure of adequacy of the sample was .712 

shown in (Table 2) and it shows that factor 

analysis results were significant as it is above the 

recommended value. Values between (0.5-1.0) 

indicates that results of factor analysis were 

significant. (Coakes& Ong 2011) The results of 

factor analysis extracted 3 factors which together 

explained 70% of variance. Extracted factors were 

consumer brandloyalty. Relationship building, 

medium of communication,brand reputation. 
Factor loadings of the derived factors as per the 

rotated component matrix ranges from .488 to.783. 

In the current research Bartlett’s test of sphericity 

is also found to be significant. 

Table.2 

 

 
 

REGRESSION ANALYSIS 

This study has conducted the multiple regression 

analysis to measure the extent of various social 

media-based factors on consumer brand loyalty. In 

multiple regression two or more independent 

variables are on the right-hand side of the 

equation. Here consumer brand loyalty was taken 

as dependent variable(Y) and brand 

reputation(X1), relationship building(X2), 

communication(X3) were the independent 
variables. The main aim of the study was to 

examine the extent level of various independent 

variables on dependent variable i.e. consumer 

brand loyalty.  So, the estimated regression model 

is as follows 
 

Y = β0 + β1 X1 + β2 X2 + β3 X3 

Y (Consumer brand loyalty) = X1(brand 

reputation) + X2(relationship building) + 

X3(communication) 

 

 
Table.3 

 

 
Table.4 

 

 
Table.5 

 

In the table 3 it is shown that the independent 

variables brand reputation, relationship building, 

communication, has R value of 0.663. According 

to table 3 which describe the criteria for the 

correlation between independent variables and 

dependent variable, it can be understood that 

independent variables has a moderate correlation 
with decision for 66.3%, and from the coefficient 

of determination that is the square of the 

correlation coefficient (R2) in table 4 is equal 

0.439that showed 43.9% of the variation that 

occurs in the consumer brand loyalty is described 

by all of the independent variables .From the 

analysis (Table.5) it was observed that all 

independent variables results  were significant as 

their p value was less than 0.05. 

Results of the regression analysis provides that 

social media has a strong role in creation of 

consumer brand loyalty. Final regression equation 
of this study is as follows: 

Y=0.890+.277(X1) +.297(X2) +.168(X3) 

 

V. LIMITATION AND FUTURE SCOPE OF 

STUDY 

 

The main limitation of this research was the 

limited number of dependent and independent 

variables. As it was unable to cover the entire 

range of factors of social media which can have a 

very strong impact on consumer brand loyalty. 
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The future researchers should try to discover more 

possible significant factors.  Sample size of the 
study can also be another limitation although it 

was appropriate for the statistical investigations 

but it can be increase so that to have more 

generalise results, as there are millions of social 

media users. The time frame available for the 

research was also one of the main constraints and 

this is the reason in depth study of variables could 

not take place. The scope of this research can be 

extended to the other elements of marketing other 

than the consumer brand loyalty and specifically 

discover that which digital platform exactly has 

the maximum impact on consumer brand loyalty. 
 

VI. CONCLUSION 

 

The results of this study provide an overview on 

the different factors which helps in creation of 

consumer brand loyalty. The results of factor 

analysis and regression analysis provides a 

framework to understand that what impact does 

social media has on the brand loyalty of 

consumers. The findings of the study provide us 

various factors which have strong positive impact 
on brand loyalty of consumers. The factors so 

derived can be sum up as relationship building, 

communication, brand reputation. Considering the 

demographic analysis, it was found that age of the 

respondents has a very strong relation with the 

brand loyalty of consumers as it can be seen that 

55% of the total 200 respondents were below the 

age group of 24 year and 60% out of them were 

students with no income. So, we conclude that 

social media is being widely used by young 

individuals who are students and their level of 
loyalty is being influenced by social media 

presence of the brand. 
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