
EXPLORING THE EFFECT OF BRAND AWARENESS ON THE
CONSUMER’S ONLINE BUYING DECISIONS MEDIATED BY
SOCIAL MEDIA ADVERTISING AMONG THE STUDENTS OF

HIGHER EDUCATION INSTITUTION OF SINDH 

DOCTOR OF PHILOSOPHY (PHD)
IN 

COMMERCE 

BY:

GHULAM AKBAR KHASKHELI
REG. NO.COM-2017-137

INSTITUTE OF COMMERCE
FACULTY OF MANAGEMNET SCIENCE

SHAH ABDUL LATIF UNIVERSITY, KHAIRPUR 
SINDH, PAKISTAN

2020



EXPLORING THE EFFECT OF BRAND AWARENESS ON THE
CONSUMER’S ONLINE BUYING DECISIONS MEDIATED BY
SOCIAL MEDIA ADVERTISING AMONG THE STUDENTS OF

HIGHER EDUCATION INSTITUTION OF SINDH 

A thesis submitted in the partial fulfillment of the requirements for the Degree of 

DOCTOR OF PHILOSOPHY (PHD)
IN COMMERCE

BY:

GHULAM AKBAR KHASKHELI

REG. NO.COM-2017-137

Supervisor:

PROF. DR. HASSAN JAWAD SOOMRO 

Co-Supervisor

PROF. DR. AMEER HUSSAIN SHAR

INSTITUTE OF COMMERCE
FACULTY OF MANAGEMENT SCIENCE

SHAH ABDUL LATIF UNIVERSITY, KHAIRPUR 
SINDH, PAKISTAN

2020



Author’s Declaration

I Ghulam Akbar Khaskheli hereby state that my PhD thesis titled “Exploring the effect
of brand awareness on the consumer’s online buying decisions mediated by social
media advertising among the students of higher education institution of Sindh” is
my own work and has not been submitted previously by me for taking any degree for this
University  (Shah  Abdul  Latif  University,  Khairpur) or  anywhere  else  in  the
country/world.

At  any  time  if  my  statement  is  found  to  be  incorrect  even  after  my  Graduate  that

university has the right to withdraw my PhD degree.

Name of Student: Ghulam Akbar Khaskheli

Date 10-02-2020



Plagiarism Undertaking

I Ghulam Akbar Khaskheli, PhD scholar solemnly declare that research work presented
in the thesis titled “Exploring the effect of brand awareness on the consumer’s online
buying decisions mediated by social media advertising among the students of higher
education  institution  of  Sindh”  is  solely  my  research  work  with  no  significant
contribution  from any other  person. Small  contribution/help  wherever  taken has been
duly acknowledged and that complete thesis has been written by me.

I understand the zero-tolerance policy of the HEC and University  (Shah Abdul Latif

University, Khairpur) towards plagiarism. Therefore, I as an Author of the above titled

thesis declare that no portion of my thesis has been plagiarized and any material used as

reference is properly referred/cited.

I undertake that if I am found guilty of any formal plagiarism in the above titled thesis

even after award of PhD degree, the University reserves the rights to withdraw/revoke my

degree  and  the  HEC  and  the  University  has  the  right  to  publish  my  name  on  the

HEC/University  Website  on  which  names  of  students  are  placed  who  submitted

plagiarized thesis.

Student/Author Signature      

Name Ghulam Akbar Khaskheli



CERTIFICATE OF RESEARCH GUIDE(S)

This is to certify that the thesis entitled:  Exploring the effect of brand awareness on

the consumer’s online buying decisions mediated by social media advertising among

the students of higher education institution of Sindh submitted to Shah Abdul Latif

University, Khairpur in partial fulfillment of requirements for the award of Degree of

Doctor of Philosophy in commerce subject), is a record of original research work done by

Mr. Ghulam Akbar Khaskheli under our supervision and guidance. 

GUIDE/SUPERVISOR

Mr. Prof. Dr. Hassan Jawad Soomro

CO-SUPERVISOR

Mr. Prof. Dr. Ameer Hussain Shar





DEDICATION

I dedicate this thesis to my father Ustad Ghulam Rasool Khaskheli who has motivated

me to pursue higher studies. Today whatever I have done is the true efforts of my father

who have supported me morally as well as financially. Thanks to be with me always dad.

 



TABLE OF CONTENTS

TITLE PAGE NO.

List of Tables

List of Figures

List of Abbreviations

Acknowledgment 
Abstract

I

V

VI

VIII

IX

CHAPTER-1 1

Introduction 1

1.1.   Background 1

1.2.   Brand Awareness 3

1.3.   Importance of brand awareness 4

1.4.   Types of brand awareness 4

1.4.1.   Brand recall 4

1.4.2.   Brand recognition 5

1.4.3.   Top-of-mind awareness 5

1.4.4.   Brand Image 5

1.5.   Brand Image Explanation 6

1.6.   Marketing implications of brand awareness 8

1.7.   Measuring brand awareness 10

1.8.   Brand awareness and hierarchical effects 11

1.9.   Implications of hierarchical model 11

1.10.   Social network advertising 15

1.10.1.   Operation 16

1.10.2.   Demographics 16

1.11.   Types of advertising 16

1.12.   Consumer Decision Making 17

1.12.1.   Purchase decision 18

1.13.   Problem statement 20

1.14.   Research objectives 20

1.14.1.   General Objectives 21

1.24.2.   Specific Objectives 21



1.15.   Significance of study 22

CHAPTER-2 23

Literature Review 23

2.1.   Internet 23

2.2.   Social media advertising 25

2.3.   Brand Awareness 26

2.4.   TOMA and Social Media 27

2.5.   Definitions of social media 28

2.6.   Social media and marketing 30

2.7.   Social  media  can  be  used  in  which  production  life  cycle

phase?

30

2.8.   Online Buying Decision 31

2.8.1.   Problem recognition 32

2.8.2   Information search 33

2.8.3.   Evaluation of alternatives 33

2.8.4.   Purchase decision 34

2.8.5.   Post-purchase behavior 34

2.9.   Buyer decision making Model 34

2.10.   Online Buying Decision making process 35

2.11.   Online Consumer Behavior 36

2.12.   Why social media is great for brand awareness 37

2.12.1.   Enables engagement 39

2.12.2.   Promotes content 40

2.12.3.   Social sharing 40

2.13.   Most used platforms to increase brand awareness 41

2.14.   Increase brand awareness through social media campaigns 41

2.15.   Factors Affecting Consumer Impression of a Brand 44

2.16.   Media Realization 45

2.16.1.   Media Definition 45

2.16.1.1.  Media Types 45

2.16.1.2.  Traditional media 46

2.17.   Social media and branding 47

2.18.   Brand recognition 52

2.19.   Brand and branding in general 52

2.20.   Brand strategy 55

2.21.   Brand and brand awareness 56



2.22.   Conceptual Framework 58

2.23. Research Hypothesis 58

CHAPTER-3 61

Material and Methods 61

3.1.   Research philosophy used in this research 61

3.2.   Design and Nature of Research 62

3.3.   Population of study 62

3.4.   Sampling technique 63

3.5.   Data collection 64

3.6.   Sample size 64

3.7.   Analysis method 64

3.8   Measures 64

CHAPTER-4 66

Results 66

4.1.   Descriptive analysis 66

4.2.   Demographic characteristics analysis 66

4.3.   Reliability of the Questionnaire 70

4.4.   Reliability statistics of modified model 72

4.5.   Inferential statistics 73

4.5.1.   SEM (Structural Equation Modeling) 73

4.5.2.   Confirmatory Factor analysis (CFA) 74

4.5.2.1   Modified Model 74

4.6.   Hypothesis Acceptance and rejection estimations 155

4.6.1   Mediating effect                         155

4.6.1.1   Standardized regression weights 155

4.7   Discussion 156

CHAPTER-5 158

5.1. Conclusion 158

5.2.    Managerial Implications 160

5.3.    Research Contributions 160

5.4. Recommendations 162



References 165

Appendix 176

 



i 
 

LIST OF TABLES 

Title Particulars Page No 

Table.1 Name of universities 62 

Table.2 Gender of respondents 66 

Table.3 Age group of respondents 67 

Table.4 Educational Qualification of respondents 68 

Table.5 Reliability of questionnaire 70 

Table.6 Reliability of modified model 72 

Table.7 Regression weights of CFA 75 

Table.8 Covariance 76 

Table.9 Correlation 77 

Table.10 CMIN 77 

Table.11 RMR, GFI 78 

Table.12 Baseline comparison 78 

Table.13 RMSEA 79 

Table.14 Regression weights 80 

Table.15 Standardized Total Effects STEs 80 

Table.16 Standardized Direct Effects SDEs 81 

Table.17 Standardized Indirect Effects 81 

Table.18 CMIN 82 

Table.19 RMR, GFI 82 

Table.20 Baseline comparison 82 

Table.21 RMSEA 83 

Table.22 Regression Weights 84 

Table.23 Standardized Total Effects 84 

Table.24 Standardized Direct Effects 85 

Table.25 Standardized Indirect Effects 85 

Table.26 CMI 85 

Table.27 RMR, GFI 86 

Table.28 Baseline Comparisons 86 

Table.29 RMSEA 87 

Table.30 Regression Weights 88 

Table.31 Standardized Total Effects 88 

Table.32 Standardized Direct Effects 88 

Table.33 Standardized Indirect Effects 89 

Table.34 CMIN 89 

Table.35 RMR, GFI 90 

Table.36 Baseline Comparisons 90 

Table.37 RMSEA 90 

Table.38 Regression Weights 91 

Table.39 Standardized Total Effects 92 

Table.40 Standardized Direct Effects 92 

Table.41 Standardized Indirect Effects 93 

Table.42 CMIN 93 



ii 
 

Table.43 RMR, GFI 94 

Table.44 Baseline Comparisons 94 

Table.45 RMSEA 94 

Table.46 Regression Weights 96 

Table.47 CMIN 97 

Table.48 RMR, GFI 97 

Table.49 Baseline Comparisons 98 

Table.50 RMSEA 98 

Table.51 Regression Weights 99 

Table.52 Standardized Total Effects 100 

Table.53 Standardized Direct Effects 100 

Table.54 Standardized Indirect Effects 101 

Table.55 CMIN 101 

Table.56 RMR, GFI 101 

Table.57 Baseline Comparisons 102 

Table.58 RMSEA 102 

Table.59 Regression Weights 103 

Table.60 Standardized Total Effects 104 

Table.60 Standardized Direct Effects 104 

Table.62 CMIN 105 

Table.63 RMR, GFI 105 

Table.64 Baseline Comparison 106 

Table.65 RMSEA 106 

Table.66 Regression Weights 106 

Table.67 Standardized Total Effects 107 

Table.68 Standardized Direct Effects 108 

Table.69 Standardized Indirect Effects 108 

Table.70 CMIN 109 

Table.71 RMR, GF 109 

Table.72 Baseline Comparisons 109 

Table.73 RMSEA 110 

Table.74 Regression Weights 110 

Table.75 Standardized Total Effects 111 

Table.76 Standardized Direct Effects 112 

Table.77 Standardized Indirect Effects 113 

Table.78 CMIN 113 

Table.79 RMR, GFI 113 

Table.80 Baseline Comparisons 114 

Table.81 RMSEA 114 

Table.82 Regression Weights 115 

Table.83 Standardized Total Effects 117 

Table.84 Standardized Direct Effects 118 

Table.85 Standardized Indirect Effects 119 

Table.86 CMIN 119 



iii 
 

Table.87 RMR, GFI 120 

Table.88 Baseline Comparisons 120 

Table.89 RMSEA 121 

Table.90 Regression Weights 122 

Table.91 Standardized Direct Effects 123 

Table.92 Standardized Direct Effects 124 

Table.93 Standardized Indirect Effects 125 

Table.94 CMIN 125 

Table.95 RMR, GFI 126 

Table.96 Baseline Comparisons 126 

Table.97 RMSEA 127 

Table.98 Regression Weights 128 

Table.99 Standardized Total Effects 129 

Table.100 Standardized Direct Effects 129 

Table.101 Standardized Indirect Effects 130 

Table.102 CMIN 130 

Table.103 RMR, GFI 131 

Table.104 Baseline Comparisons 131 

Table.105 RMSEA 132 

Table.106 Regression Weights 133 

Table.107 Standardized Total Effects 133 

Table.108 Standardized Total Effects 134 

Table.109 CMIN 135 

Table.110 RMR, GFI 135 

Table.111 Baseline Comparison 135 

Table.112 RMSEA 136 

Table.113 Regression Weights 137 

Table.114 Standardized Total Effects 138 

Table.115 Standardized Direct Effects 139 

Table.116 Standardized Indirect Effects 139 

Table.117 CMIN 139 

Table.118 Standardized Indirect Effects 139 

Table.119 CMIN 139 

Table.120 RMR, GFI 140 

Table.121 Baseline Comparisons 140 

Table.122 RMSEA 140 

Table.123 Regression Weights 141 

Table.124 Standardized Total Effects 141 

Table.125 Standardized Direct Effects 141 

Table.126 Standardized Indirect Effects 142 

Table.127 CMIN 142 

Table.128 RMR, GFI 142 

Table.129 Baseline Comparisons 143 

Table.130 RMSEA 143 



iv 
 

Table.131 Regression Weights 143 

Table.132 Standardized Total Effects 144 

Table.133 Standardized Direct Effects 144 

Table.134 Standardized Indirect Effects 144 

Table.135 CMIN 144 

Table.136 RMR, GFI 144 

Table.137 Baseline Comparisons 145 

Table.138 RMSEA 146 

Table.139 Regression Weights 147 

Table.140 Standardized Regression Weights 148 

Table.141 Standardized Total Effects 148 

Table.142 Standardized Direct Effects 149 

Table.143 Standardized Indirect Effects 150 

Table.144 CMIN 151 

Table.145 RMR, GFI 152 

Table.146 Baseline Comparisons 153 

Table.147 Mediating Effect 154 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



v 
 

LIST OF FIGURES 

Title Particulars Page No 

Figure.1 Add 9 

Figure.2 Kleenen add 9 

Figure.3 Hierarchy of effect 12 

Figure.4 The purchase funnel 12 

Figure.5 Annual sales volume 13 

Figure.6 Social media picture 14 

Figure.7 Monthly users of social media 16 

Figure.8 Facebook adds 17 

Figure.9 Shopper inspect the quality of fresh produce 34 

Figure.10 Forces influencing the online consumer’s behavior 36 

Figure.11 Social marketers biggest goals 39 

Figure.12 Commonly used types of content 42 

Figure.13 Conceptual framework 58 

Figure.14 Research philosophy 64 

Figure.15 Gender  graph 67 

Figure.16 Age group 68 

Figure.17 Educational qualification 69 

Figure.18 Social media sites 70 

Figure.19 Modified model 74 

Figure.20 Hypothesis1 79 

Figure.21 Hypothesis2 83 

Figure.22 Hypothesis3 87 

Figure.23 Hypothesis4 91 

Figure.24 Hypothesis5 95 

Figure.25 Hypothesis6 99 

Figure.26 Hypothesis7 103 

Figure.27 Hypothesis8 107 

Figure.28 Hypothesis9 111 

Figure.29 Hypothesis10 115 

Figure.30 Hypothesis11 121 

Figure.31 Hypothesis12 127 

Figure.32 Hypothesis13 132 

Figure.33 Hypothesis14 137 

Figure.35 Hypothesis16 142 

Figure.36 Hypothesis17 146 

 



vi 
 

LIST OF ABBREVATIONS 

BIM    Brand Image 

BRC    Brand Recall 

TOMA    Top of Mind Awareness 

BRG    Brand Recognition 

OBD    Online Buying Decisions 

SMA    Social Media Advertising 

BAW    Brand Awareness 

IM    Internet Marketing 

SNS    Social Networking Sites 

MC    Media Channels 

SPSS    Statistical Package for Social Sciences 

AMOS    Analysis of moment structures 

CMIN    Minimum discrepancy 

GFI    Goodness of fit indices 

AGFI    Adjusted goodness of fit indices 

TLI    Tucker Lewis index 

CFI    Comparative fit index 

PCFI    Parsimony Comparative Fit Index 

RMSEA   Root mean square error of approximation 

CR    Critical ratio 

AVE    Average Variance Extracted 

MSV    Maximum Shared Variance 

ASV    Average Squared Shared Variance 

CFA    Confirmatory Factor Analysis 



vii 
 

SEM    Structural equation Modeling 

SE    Standard Estimates 

DF    Degree of Freedom 

IFI    Incremental Fit Indices 

RFI    Routine fit indices 

STE    Standard Total Effects 

IDE    Indirect Effects 

SDE    Standard direct Effects 

DE    Direct Effects 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



viii 
 

Acknowledgement 

 

First of all, I would like thank Allah Almighty for His blessings and enabling me to 

complete this thesis. In respect of that, I want to thanks to so many people who assisted 

and guided me when I was on the track of my research study. I would like to thanks 

Higher Education Commission of Pakistan (HEC) for undertaking the challenging task to 

promote the research culture in the higher education institutions of Pakistan and 

supporting the research scholars. I am also the beneficiary of that culture. Without its 

financial support, it was impossible for me to conduct my research work. I am highly 

thankful to my supervisor Prof. Dr. Hassan Jawad Soomro and Co-Supervisor Prof. Dr. 

Ameer Hussain shar for their true endeavors and dedicated supervision during my 

research. I am also thankful to the staff and colleagues at the Shah Abdul Latif University 

for facilitating me. I am grateful to the Dean faculty of Management Sciences for 

providing me with an opportunity to become a part of research team at Shah Abdul Latif 

University Khairpur. All the professors for their inspirational teaching during the course 

work. I also thank the Staff of post graduate studies of Shah Abdul Latif University for 

the assistance and providing environment conducive for research. 

I am highly grateful to the Students of Higher Education Institutions who participated in 

the survey and those friends who helped me to collect data for the research study. Finally 

my best gratitude for my family, especially my father for the encouragement, prayers and 

financial and moral support they provided in the process of completing this research 

study. 

 

 

 

 

 



ix 
 

Abstract 

Brand awareness is very crucial element in terms of marketing. The study has tried to 

explore the effect of brand awareness on the consumer’s online buying decisions 

mediated by the social media advertising. The trends for advertising have changed 

dramatically with passage of time. Traditional marketer used the print media and then 

electronic media to advertise their brands. But in the 21st century the media molded his 

shape into the social media such as face book, linkdin, you tube, whatsapp and so many 

other types. And shopping converted it into online shopping and the target of online 

shopping is the youth whose birth year starts from the late 1990. So the study has 

discussed the various things about the different characteristics of social media and how it 

replaced the old media to current one and how it will be helpful for the marketers for 

brand awareness. The population of study is the students of public higher education 

institutions of Sindh. Universities in public sector is 7 in number and the enrolled number 

of students in  that higher education institutions  is 71205 as a whole according to the 

data published by HEC in its report in 2017. Sample size determined on the basis of 

roscoe 1975 rule of thumb method and according to that the sample size become 384 and 

sample further obtained by the method of proportionate sampling method and later the 

questionnaire was distributed randomly among the students of different age groups, 

qualification and gender. The adopted and modified survey instrument has used for the 

study, which was taken from the three different researches. After data collection it is 

analyzed through the SPSS and AMOS. Demographic variable’s calculation has made by 

using the simple frequency method and the CFA for construct’s confirmation and path 

analysis for hypothesis testing has performed in the AMOS. 

It is concluded on the basis of results obtained from the AMOS that brand awareness has 

direct positive and significant impact on the online buying decisions of consumers and 

social media partially mediates the relationship between these two constructs. 
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Chapter No.1 

1.1. Background 

In this world of rapid competition companies try to shift their resources from old ages to 

new one and marketers have a great task to build sustainable marketing strategies to use 

their resources properly. Shifting of trends has put a marketing environment in a great 

war of brands. To sell these brands they have a dire need to establish campaigns to make 

consumers familiar with the new brands.  According to Percy et., al (2006) to make aware 

to people regarding their brands companies have started to use the marketing strategies to 

overcome these difficulties especially in the online shopping fields. Brand recognition 

has strong relation in online buying decisions because if your customer is able to 

recognize your product from a cue of products you have done your campaigns 

successfully. Top of mind is also a determinant of brand awareness. It has link with the 

memory power of customers and customers always select the product which comes first 

in his mind. This type of awareness can be feed in the minds of customers through the 

service quality of the product which makes your product at the top in the mind of the 

customers Pitta et., al (1995) 

Brand recall is one of the selected methods of the selected methods of the consumers to 

purchase any product while the online buying decisions. It is big challenge for the 

marketers to add such a features which can be easily recalled by the consumers while 

having a online buying decision Soares et., al (2007). The focus of this study is the 

consumers, especially from the HEIs of the Sindh. In the 21st century it is the youth who 

mostly do the decisions of online purchasing. Brand awareness indicates the extent to 

which users remember or accept Barnes et., al (2004). The community engages in 

behavioral, strategy development, advertising management and brand management and. 

The ability to remember the customer is, central to decision. Unless the customer is 

familiar with the product category and has a place in that category, the purchase cannot 

be made. Distribution does not mean that a customer will be able to recall a particular 

brand tag, but he or she will able to recall many possible features going forward. For 

example, if a friend asks a friend to drop them something in the "blue pack", the friend 

will be expected to buy the Jaguar, even if the friend does not mention the correct brand 
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name Barnes et., al (2004). With the brand positioning with respectable premises, the set 

of lounges and sets of considerations that define the specific aspects of a consumer's 

purchase decision Björn, W (2003). Consumers have a broad range of products between 

these three segments, between three and seven brands. You usually buy most of these 

seats. Brand awareness is indicative of market effectiveness. The importance of brand 

awareness in consumer purchase decisions as a metric designed can increase the 

importance of brand awareness and other aspects of brand health in the marketplace. This 

ensures the success of the product or brand, the level of awareness can be managed 

throughout the life cycle. Many markets regularly monitor the level of the brand, and if 

they fall below the previous barrier, return to the level of awareness, advertising and 

promotional efforts Bush et., al (2004). 

According to Acker (1991), brand awareness is the potential of a potential buyer to 

indicate that a brand is part of a particular product category. In addition, brand awareness 

is a key role for consumers in making decisions as it carefully repeats the brand to enter 

the set, and is used as a hover stick and quality impression (McDonald). In this context, it 

is clear that brand awareness influences thoughts and attitudes, resulting in brand 

selection and even brand loyalty. Brand awareness consists of brand recognition and 

brand recall. Brand recognition is about consumers. When prompted for a brand, the 

brand has the ability to confirm visibility. In other words, brand recognition requires that 

consumers treat this brand the same way they have seen or heard it before. The next level 

of brand awareness is remembering the brand. This raises consumer concerns when, 

when given the product's ability to retrieve a brand, another type of inquiry is done as a 

category requirement or indicator. In other words, brand recall requires that consumers 

brand their memory properly. The importance of recognizing and remembering a brand 

depends on how many decisions consumers make in the store. Brand recognition can be 

more important to the extent that product decisions are made in-store. (Keller 1993, 

Keller 1998). In order to reach a purchase decision for a customer, awareness of the 

brand is very important that consumers are usually "like the brand they heard about" or 

"select this brand" like hover stock. Decide on a purchase using Reach out and then buy 

only knowledgeable, well-established brands, Keller (1993). In order to emphasize brand 

awareness, Cornwell et., al (2001) claimed that brand equity occurs when the consumer is 
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aware and familiar with the brand at a higher level and remembers some strong, unique 

brand associations. ۔ Researchers have found a relationship between purchase decision 

and brand awareness, Dolphin, R.R. (2003). According to Acker (1991), brand awareness 

is the potential of a potential buyer to indicate that a brand is part of a particular product 

category. This is an important role for consumers as they enter the set to consider the 

brand. 

1.2. Brand Awareness 

Brand is anything from which customer can identify their perceived vales or level of 

satisfaction in terms of goods and services. This research is mainly based upon the effect 

of brand awareness on the customer’s online buying decisions with respect to the social 

media advertising. The brand awareness is divided into four dimensions to measure the 

separate impact of each dimension on the process of online buying decisions.  

The brand awareness has many dimensions but in terms of this research it is divided into 

four dimensions namely brand image, brand recognisation, brand recall and the top of 

mind awareness. According to the Fahy et., al (2004) the brand awareness can be 

measured through the brand recall and brand reorganization, according to him if a 

customer wants to purchase a food product, which is related to a necessity product 

category. Customer does not focus on any brand awareness strategy and buys only the 

product which fulfills his needs and desires. FitzGerald, M. & Arnott, D. (1996) says that 

brand image can be measured through the customer’s knowledge about a particular 

product. The brand awareness can be influenced by many factors and one of them is 

social media advertising which positively impact the brand awareness. Through the social 

media many brand awareness campaigns takes place which enable and encourages the 

customers to buy their product of interest online without using any medium. The social 

media advertising also influences the decisions of male, female, society and children at 

broad level and has positive and significant impact on the customers online decision 

making process. Consumers online buying decision making is mainly consisted upon the 

five stages and costumer go through these five stages while purchasing any product or 

going to make decision to buy any product Harmon et., al (1999). The brand awareness 

strategies also go through various modes of communication such as faacebook, twitter, 
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instagram and many more to attract online customers to enhance the trends  of online 

shopping which also makes today’s world more east and flexible in the sense of buying 

process or the buying intentions. 

1.3. Importance of brand awareness 

Brand awareness is an indicator of the market performance of the brand. Each year, 

advertising is making money in an effort to improve brand awareness levels. Many 

markets regularly monitor the level of the brand, and if they fall below the previous 

barrier, return to the level of awareness, advertising and promotional efforts. Achieving 

community awareness / purpose is an important decision in the development of marketing 

strategy and planning Harriset., al. (2003). Brand awareness is the major brand asset that 

adds value to a service, product or company. To invest in brand awareness can lead 

towards sustainable benefits with greater value in long run Hsu, C. & McDonald, D. 

(2002). 

1.4. Types of brand awareness 

Marketers especially identify different kinds of brand awareness. The web remembers the 

browser (anonymous memory or sometimes even spam), and identifies the browser (also 

known as helpful brand recognition). The impact of these types of awareness marketing 

strategies have positive on advertising in many ways of advertising Martinez, E. & Pina, 

J.M. (2003). 

1.4.1. Brand recall 

Recall brand is also known as random memory or abnormal memory and the name of a 

product correctly known as a product name is known as the ability of the user. The 

assessment suggests: the number of users remembers the customer in terms of individual 

and product factors Pae et., al (2002).  Brand loyalty is set of consciousness, conditions, 

consumer focus and education about a brand. For example, users who have concerned 

with a class, such as serious users or product keener, may be less involved who may miss 

a slightly larger set of brand name names, Polonsky, M.J. & Speed, R. (2001). 
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1.4.2. Brand recognition 

Brand identities are also known as memory aids and they reflect the ability of clients to 

interact with them especially when it comes to communication, Quester, P. & Farrelly, F. 

(1998). It is not necessary to identify the username. In its place, it way that consumers 

could identify brand by offering it after selling their place or viewing their visual 

packaging. Unlike browser browsers, where some users are capable to remember brand 

names inside a specified category, when someone is branded as a brand name, the larger 

users are generally identified, Roy, D.P. & Cornwell, T.B. (2003). 

1.4.3. Top-of-mind awareness 

You usually buy most of these seats. This is most commonly known as mental awareness. 

Consequently, one of the goals for most marketplace contacts is to increase the likelihood 

that consumers will add the brand to their chosen competitors, Royo-Vela, M. (2005). 

Specifically, the most mind-conscious "is" the first brand of mind when a customer asks 

about a question they ask. When discussed among a large group of top minds (as opposed 

to a consumer), it is usually the name of "most remembered" or "most remembered" 

Ruth, J.A. & Simonin, B.L. (2003). 

A brand that is often mind-boggling is generally regarded as an actual buy choice, 

provided that username is correctly excluded from the browser. Top brand awareness is 

related once consumers make a quick option between purchasing fewer partners and 

competing in the type of purchase, Taylor, C.R. & Okazaki, S. (2006). 

1.4.4. Brand Image 

Image is a user's current one. This can be described as a unique bundle of associations in 

the minds of the target users. It shows what time it is. It is a set of beliefs about a 

particular brand. In short, these are just a few decisions about the product. It is a style in 

which a specific brand is positioned in the market. The brand images show emotional 

value and not just a mental image, Till, B.D. & Shimp, T.A. (1998). There is no 

organizational image without a brand image. It is an organization of people who are 

contacting and observing an organization. It should be an expression of the mission of an 
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organization and a vision. The key to a positive brand image are very important - unique 

logo logos, image organization business details, and support the importance of the brand, 

Vrontis, D. & Kitchen P.J. (2005). The brand image has the overall impression in the 

user’s mind that it is from all sources Wang, C.C. & Yun-Hsiou, Y. (2006). Develop 

different organizations with developers. Based on these organizations, they are creating a 

brand image. The image is a tax based tax on unity based taxation, which is about the 

consumer associated with valve safety, Babin, L. A., & Carder, S. T. (1996). The idea 

behind the brand image is that not only the consumer buys the product or service but it is 

related to the product / service. Brand images can be positive, unique, and immediately 

relevant. Brand images can be used by brand browsing such as advertising, packaging, 

word of mouth, and other promotional tools, Balasubramanian, S. K. (1994). 

Balasubramanian et., al (2006), Brand image is called brand affinity or the combined 

effect of consumer's 'perceptions of brands' solid and interactive affiliation. (Keller KL, 

1993) View brand imagery as a problem or the user structure associated with it as a result 

of their recall about the product of an item. According to Berry, Leonard L. (2000) brand 

image can be sent as a sentimental idea or reason for which buyers have a particular 

brand. As a result, the brand image is not present in the product, innovation or original 

product, in some cases it has been exposed by advertising, promotion or client. The brand 

image empowers consumers to understand the product, understand the risks of the 

purchase, evaluate the quality and gain some experience and fulfillment from product 

differentiation. This unique, compelling and robust brand image allows the brand to 

easily differentiate and stay in the consumer's psyche, increasing the likelihood of a 

brand's price rise Boote, D. N. & Beile, P. (2005).  Certainly, brand image can be called 

brand affiliation or purchase identity, Bowersox, D. & Morash, E. (1989).   

1.5. Brand Image Explanation 

Brand image, which develops the personality of the product, in a unique way and is 

different from the competitive image. The brand images include various features of mind, 

purity and consumer attributes Brennan et., al (1999). Brand Features these are the 

functional and intellectual connections that make it with customers. These are called 

specific or conceptual words. There are many benefits to buying decisions. There are 
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three types of benefits; those are good things that do better to you, more about helping 

you and helping others, Brennan, I. & Babin, L. A. (2004). The characteristics of a 

common chat lamp lounge are an overall assessment of consumer confidence. The Brand 

image may refer to the Brand as a User Id, Brennan et., al (2004) and De Chernatony, L 

& Riley, F. D.’O. (1998) declare that brand awareness is an important part of brand 

value. As indicated Cowley, E. & Barron, C. (2008), one of the brand's news capabilities 

is the ability of other brands to identify concepts, Brands as Brands as Review and Brand 

Rights. He went on to say that brand researchers have the ability to acquire a brand after 

their own psychology. D'Astous, A. & Seguin, N. (1999), states that "the story of a brand 

can be more important than the degree of decision making in the market". De Lencastre, 

P. & Côrte-Real, A. (2010) it is noteworthy that the brand for the purchase of a product 

will be developed through a brand of mind and purpose. As indicated DeLorme, D. E. & 

Reid, L. N. (1999) the continent's level of awareness: 

• Brand acknowledgement: Buyers have the ability to identify a particular brand among 

other brands. "Support Review". Supported reviews are a situation in which an individual 

is asked to identify a brand name that belongs to the same item class. 

 

• Brand review: This is a situation in which the buyer relies on the brand name in an 

item class. In addition, they are also called "non-helpful reviews" because they are not 

provided with any information from the Item class. 

 

• Top of psyche: This is called the first brand that a user can review between specific 

types of products. Many analysts see brand awareness as a factor that plays a 

fundamental part in consumers' brand decision making. Englis, B. G. & Solomon, M. R. 

(1996) the results of their study ensured that brand awareness had the most impact on 

buyers' purchase decision. Gould et., al (2000) in their study, the importance of brand 

awareness in consumer decision making process was analyzed and they found that brand 

awareness is an essential factor. Additionally (Jiang, P. 2004) found in their study that 

brand awareness influences the buyer's decision. From here on in this study, brand 

awareness is considered the top of brand identity and psychology. A brand image was 

created, but created automatically. Product photos include product appeal, ease of use, 
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performance, fame and overall value. Brand image is actually brand content. When 

consumers buy products, they will also buy their own picture. A brand image is a 

consumer purchase objective and a store. Positive brand image always meet the consumer 

expectations Grove et., al (2007). A positive brand image enhances the unity and brand 

value of an organization, Gupta, P. B. & Gould, S. J. (1997). 

 

1.6. Marketing implications of brand awareness 

Clearly the concepts of the browsing space are closely linked (defined as a set of brands 

that are memorized in a memory conversation) and the idea is fixed (which is to be 

closely assigned to the user) on Decision to focus on making a purchase. The central 

function of advertising is to increase brand, increase exposure and set to brand. After 

learning about the degree, a large number of users can be aware, which is collectively 

known as the set off alarms? Thus, it is possible to change the way awareness is updated 

about consumers or products. Empirical studies in this area assess that this site is at least 

three times more likely to be from a designated site. It's not alone to challenge a 

purchase; consumers also need to be able to purchase a system that can be considered as a 

pre-purchase option. Consumer awareness is known as transforming consumer awareness 

through genuine advocacy and positive brand behavior. As advertising is a great tool for 

generating advertising and brand behavior, there is usually a need to turn the behavior of 

other elements of the marketing program into actual sales. For a modest purchase, speed 

control equipment (FMCG), on some shoppers' shopping lists. For them, the brand's 

orientation on sales merchandise serves as a visual reminder and category of triggers. 

Many services, such as home help, gardening services, pizza delivery, fall into this 

category. In this case, there needs to be a class before consciousness of brandism. Such 

purchases are important, and the consumer is likely to choose one of the store's souvenirs. 

While browser memory is dominant, it is not important for users to select ads, by 

contrast, when the browser is a recognized communication. 

The important impact of advertising strategies on brand memory and brand identity. 

When communicating that brand identity is intended for communication, the creative 

implementation of brand packaging or brand name recognition should be shown. 
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However, for those purposes that rely on textual browser memory, creative 

implementation leads to a strong association between the brand and the brand. 

Advertisers also use forests, me coniums, and other devices to encourage browser 

memory. When it comes to brand governance, most users can only brand one category 

during reminder training. Brand governance is defined simply as the individual choice of 

a particular brand name during the branding process. While the branch appears to have an 

essential purpose after it emerges, the ruler as a whole can be a double edged sword. 

Figure.1 

 

Figure.2 
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1.7. Measuring brand awareness 

As such, awareness of particular age can be identified. Here are ways for the disease. In 

general, researchers use surveys to ask information about their participants' brand or 

category on a sample. 

Brand awareness can be measured by two recall test which are: 

• Unaided recall tests: Where respondents are presented with a product category 

and have been asked to name as many brands as possible. Thus, indirect memory 

provides the examiner with the test or cues. Anonymous memory tests are used to 

test memory. 

• Aided recall test: Where respondents gave the brand name and asked if it was 

why. In some auxiliary recording experiments, respondents may be asked to 

indicate whether they know about an example presentation, color, logo or other 

features. Used for inspection tests to test the brand identity. 

• Other brand-effects tests: Additionally, in order to recall the experiences, brand 

investigators usually employ test bits, such as brand covariance tests, brand 

reviews, brand image, brand governance, brand pricing, brand sulfate, and other 

health measures. Although these tests do not explicitly follow broadcasts, they 

provide general measures of brand health and are often accompanied by computer 

memories. 

• To measure brand fluid, for example, when a researcher places the stock market 

on a shelf, each brand will have an equal quantity of shell. Users are shown 

images of the shelf display and have been asked by users to name the browser. 

1.8. Brand awareness and hierarchical effects 

➢ The criterion is what is known as a model. Evaluation models are a duty in which 

the structured models are designed to move users through meaningful and 

efficient steps, initially to increase brand awareness (or alertness) and purchasing 

power.  
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➢ Nonetheless, some authors have argued that in aerial model theory, especially in 

the communication and advertising market. 

➢ The priest of scope-based effects is the only original hierarchical model of the 

1960s. It is suggested to create a six step arrangement from customer brand 

awareness to purchase a product. 

 

1.9. Implications of hierarchical model 

This shows that brand positioning is only one of the ten steps, which have accelerated the 

growth of general consumers through purchasing decisions. Lawlessness is a prerequisite 

for buying, an unknown single moral purchase cannot be guaranteed. Hence, brand 

awareness is indicative of sales performance, but not of sales performance. For these 

reasons, marketers use a variety of standard approaches to monitor market performance, 

including cognitive, affective, and behavioral dynamics. 

As consumers ’affective influence (awareness of choice, choice of knowledge) through 

the purchase of preferences (punishment), to get more detailed information about the 

brand, consumers agree on a variety of topics such as product reviews, expert feedback, 

keyword subtitles and brand / business websites. As consumers move closer to a real 

purchase, they begin to rely on more personal sources of information such as 

recommendations from friends and relatives or the advice of a sales representative. For 

example, an influencer blogger's opinion may be sufficient for predicting priorities / 

rules, while it is important for the seller to discontinue the actual purchase. 
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         Figure.3 

 

All hierarchical patterns indicate that a brand or brand is integral to the selection, which 

is equivalent to highlighting the importance of raising awareness early in the challenge of 

product or brand life. Ethical Models provides the marketing and advertising of core 

insights that improve the nature of these target audiences, highlighting the best messaging 

and media strategies at different levels throughout the life cycle of a product.  

Figure.4 
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Brand advertising can increase the likelihood that a consumer will add a standard brand 

to their space. The cost of brand-related advertising has a positive impact on brand 

awareness. Increase the tempo that is custom branding can withstand endurance. 

"Improve consumers' ability to remember and display a brand in a brand." escalating 

advertising will boost consumer awareness and make easy the involvement of consumer 

dispensation brands. 

Figure.5 

 

In order to increase the market share by market, it is significant that the high awareness 

of the brand is very important in the whole life cycle of the brand. To gain top-of-

mindness, it is important for merchants to engage in traditional advertising campaigns, 

especially at the time of launch. Successful campaigns reach both levels (showing more 

people messages) and higher frequency usage (showing people multiple times). 

Advertising, especially media-focused advertising is the most cost-effective way to reach 

a large audience. In fact, advertising campaigns can be very expensive and can never last. 

Gupta, P. B., & Lord, K. R. (1998), shows that advertising awareness is a good source of 

brand with meaning and identity, as well as enhances the image of brand in brand and 

social media. The reminder campaign is intended to introduce new brands only to the 

presence of the brand and to brand providers. A reminder retains a broad range of 

campaign resources, but with less frequency and consequently lower cost advertising 

options. For example, Facebook has become a very important communication channel. In 
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addition, social media channels allow two-way, traditional communication that disagrees 

with traditional mainstream media. Specifically, to connect with members of the brand 

and to do so more easily, to allow the brand to prioritize, to restrict the brand and 

ultimately to tolerate it. The increase in social media has raised the chance for “opinion 

leaders” to contribute to the awareness of brand. In theory, Labor could be any journalist, 

journalist or public figure in any opinion, but the increase in digital environment had 

changed us to make it possible and possible. In fact, the digital environment had shaped 

more opportunities for bloggers, for its authenticity and loyalty as to why it impacts them. 

For example, overall, a recent survey shows that digital sensitivities are more popular 

than celebrities when it comes to performance. The findings revealed that 60% of 

participants said that they would consider buying centralized price warrants, compared to 

60% who were required to make a blog review through a purchase or social media post. 

Create an impact for marketers; the digital landscape makes it a little easier to identify 

social impact. 

Figure.6 
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1.10. Social network advertising 

Social network advertising, as well as social media targeting, is a group of terms used to 

describe online advertising forms that focus on social networking services. One of the 

major benefits of this type of advertising is that advertisers can take advantage of 

demographic information and validate their ads. 

Social media targeting includes the current target audience (such as geo-targeting, 

behavioral targeting, social, psychological targeting, etc.), to identify the potential target 

audience. With social media targeting, advertising is based on the information collected 

by targeted group profiles. 

Social network advertising is not necessarily the target of social media. The purpose of 

social media is to provide a method that is able to deliver social media advertising 

directly to consumers. Refer to the social network users associated with social network 

advertising media in the ways set by these ads. 

 

1.10.1. Operation 

Provide users with information, interests and pictures within the social community. This 

information is conveyed through social media targeting software and generates display 

ads with advertising features that interact with social network users. An important part of 

the range of social media is the provision of social demographic and interest information 

for ingredients. Using this information, the goal of social media is to make it possible for 

users who are genuinely interested in it. The availability of user data allows for detailed 

analysis and reporting, which is a major part of social media targeting and whether it is 

more effective than single data. 

1.10.2. Demographics 

About 3 quarters of users of internet are members of at least one social network. 49% of 

American adult women visit social media sites in just a few days, while only 34% of men 

visit them. The fastest birth age group on Twitter is 55-64 years old, up from 79% since 
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2012. And the 45-54 year old group is fastest growing on chatbooks and Google+. Social 

media use is still 89% of Internet users, who are 18-29 years old, 43% of the general 

public and still over 65 years of age. 

1.11. Types of advertising 

Popular social media sites, bookmarks, tracks, and YouTube, give different ways to 

browse ads. Facebook provides advertiser options such as promotional posts, promotional 

stories, page post ads, facebook item (such as) ads and external website (standard) ads. 

There are prototypes, trends, and high-end accounts that show up on consumer news ads 

for ads, for Ads on YouTube, Branded Shops, Promotional Videos, Video Ads. 

Some networks are already included with the "Buy Button", or require different 

manufacturers of merchandise to expand their business media into their business media. 

Social networks like Kids Book and Tens are already involved. Get Started "Buy Button" 

Online Shopping is the gateway to online shopping, upload these ads to the social media 

intervention news feed and give you the option to click a button and buy things and then 

just do it. More than 2% of online sales. In 1997 the "buy button" on Amazon patented 

the system not only with terms of internet sales, but also a conditional function of Internet 

life. 

Figure.7 
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Figure.8 

 

1.12. Consumer Decision Making 

Consumer decision-making processes consist primarily of five stages according to 

researchers in the five fields Gupta et., al (2000).  Here are the steps included in the 

model. Identify a need or problem; find information, test alternatives, purchase and post-

purchase processes. However, buyers do not need every step Gupta et., al (2000).  The 

user may skip the evaluation of alternatives when considering the less involved product 

Gupta et., al (2000). In addition to the decision-making process, there are other factors 

that influence consumer behavior, both external and internal. External influences are 

social class and referral groups, while internal factors are stimulus, exposure, attention, 

perception, and attitude. 

1.12.1. Purchase decision 

The purchase decision is part of the consumer decision making process. It is important to 

note that there are two first steps to look for information and test alternatives that work 

consistently to reach the buying decision stage and brands influence consumers in these 

stages. 

After identifying the problem, users move to the stage of the information search where 

they will find out about the price, quality, and country of origin, brand and any related 

issue as per their intention. Information can be obtained internally through social groups 

and reference groups, through direct or indirect experience with marketing materials or 

product and external search. According to Hackley, C. & Tiwsakul, R. (2006), brands are 

influenced by internal and external search of information. In internal search, consumers 
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recall a set of brands from their memory, while in external search; consumers suggest 

themselves at the time of purchase or recommend to a sales person who will influence 

their purchase. 

The next step is to test the alternatives that consumers have saved. Brand equity can be a 

factor to consider. Consumer product alternatives are in the set of consumer products. For 

example, brand awareness - when a consumer loses the right brand, he or she produces a 

certain quality product, and they can quickly remove the brand from others. After 

choosing the alternative stage evaluation, it becomes a purchase decision that is related to 

the selection and purchase quantity of a particular product in a particular retail outlet. 

"This ad can be traced back to the earliest recorded history. Archaeologists working in 

countries around the Mediterranean discovered signs announcing various events and 

offerings. During the Golden Age in Greece, Roman gladiators painted walls to announce 

battles, town staff announced livestock manufacture, manufactured goods and even 

cosmetics” (Hoeffler, S. & Keller, K. L. (2002). 

Today, advertising is a billion-dollar industry, employing millions of people and affecting 

the lives of billions of people worldwide (http://encarta.msn.com). In 2000, international 

advertising spending exceeded 414 billion (Hoeffler, S. & Keller, K. L. (2002), and 

according to estimates are expected to increase by 6 percent over the next two years. 

Continue, this year it is estimated at 7427 billion and next year it is 1 451 billion. 

However, as a result of long-term changes, such as the rise of a larger and more diverse 

range of media, as well as the advent of new technologies, especially the Internet, 

consumers are becoming more aware than ever, and as a result, some traditional 

Advertising methods are no longer as effective as they used to be. Instead, firms are 

increasingly employed by corporate sponsorship of other marketing tools, such as sports, 

arts and cultural programs, to name a few Holm, O. (2006). Sponsorship is claimed to be 

the fastest marketing form in the world, and in 2001, it was estimated at $ 24.6 billion 

worldwide. Further, activities were implemented with the expectation that companies 

could enter international markets and appeal to local consumers' preferences Karrh, J. A. 

(1998). This promotional tool has been successful in reaching a wider global audience, 

and given that consumer behavior is very different in preferences and product selection, it 

shows why sponsorship has improved other marketing methods. Yet, as a result of 
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globalization, the use of advertising across cultural borders has increased tremendously, 

and while one expert claims that on average 1,600 ads are exposed, another expert 

estimates that tomorrow The number is more than 5000 a day Kramoliš, J. & K. Martina 

(2013), "from billboards to bumper stickers to hats and T-shirts to logos". In the context 

of this advertising turmoil that is now seeing a lot of growth and more intense than ever, 

it is important for companies to deliver more powerful, engaging and innovative 

advertising messages to their competitors. Separate. However, this has proven to be very 

expensive, especially in highly competitive product markets, such as the soft drink 

industry, which requires a high advertising budget to retain competitors. Examples of 

companies such as the Coca-Cola Company and PepsiCo spend billions of dollars 

advertising to remain key players in their industry. 

Not only is Coca-Cola and Pepsi the dominant market in the beverage market worldwide, 

they are also one of the two most notable and widely marketed brands in the world and 

spend billions annually La Ferle, C. & Edwards, S.M. (2006). Dollars for Advertising 

Campaigns In 2004, Coca-Cola's global advertising budget exceeded $ 1.5 billion, while 

Pepsi's advertising spending totaled $ 1.3 billion. Coca-Cola advertising is always 

celebrated globally, and it introduced its first advertising theme in the early 1900s and 

has seen many famous themes worldwide. Today, Coca-Cola relies heavily on "images of 

happiness and solidarity, tradition and nationalism", while Pepsi relies heavily on the 

appeal of celebrities, popular music and youth in its television commercials La Pastina, 

A. (2001). Do In the domestic market, it can be difficult to understand not only the needs 

of consumer behavior and target groups, but it is an even bigger struggle for 

multinational companies.  

1.13. Problem statement 

It’s clear; currently we have been living in the age of the use of social media. Face book 

as a social network have a 400 million members which is a larger number of member 

than a single country and face book have active members about 400 million as users. but 

still there is a gap behind that development and it is hard to come up with new studies, 

that how social media are be the part of branding and how if companies want to 

strengthen brand awareness than how they could relate this to strategies to use the social 
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media advertising to increase sales, hire competent staff, find new customers, improve 

support function, become a part in product development and internal communication 

improvement Keller & Lehmann. (2006), there is also question remains about to create 

awareness for brand, how companies can create awareness through social media 

advertising. Since a long this has been discussed with the increase of use of social media. 

Aaker considered as a traditional marketer, claims that it’s the strength of brand presence 

which considered as the brand awareness in the consumer’s minds (Aaker, 1996). 

The previous researches on the brand awareness has only measured the impact of brand 

awareness on the decision making process with the two main variables brand recognition 

and brand recall but this study has add two more variables in this study and identified that 

the brand awareness has not studied with respect to the social media advertising and 

online buying decisions. 

1.14. Research objectives 

The general objectives of the study are to explore the effect of brand awareness on the 

consumer’s online decision making through the social media advertising. But the specific 

objective of this study is to explore the effect especially in the higher education 

institutions of Sindh with regard to the brand awareness and social media advertising. 

1.14.1. General Objectives 

To study the mediating impact of social media advertising between the brand awareness 

and consumer’s online buying decisions. 

1.24.2. Specific Objectives  

1. To find the impact of Brand image on the consumer’s online buying decisions. 

2. To find the impact of Brand recall on the consumer’s online buying decisions.  

3. To find the impact of Top of Mind Awareness on the consumer’s online buying 

decisions. 

4. To find the impact of Brand Recognition on the consumer’s online buying decisions. 
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5. To find the impact of Brand Awareness on the consumer’s online buying decisions. 

6. To find the relationship between Brand Image and Social Media Advertising. 

7. To find the relationship between Brand recall and the Social Media Advertising. 

8: To find the relationship between Top of Mind Awareness and  the Social Media 

Advertising. 

9: To find the relationship between Brand recognition and the Social Media Advertising. 

10. To find the relationship between Brand Awareness and the Social Media Advertising. 

11: To find the mediating relationship of Social Media advertising between the brand 

image and online buying decisions. 

12: To find the mediating relationship of Social Media advertising between the brand 

recall and online buying decisions. 

13: To find the mediating relationship of Social Media advertising between the top of 

mind awareness and online buying decisions. 

14: To find the mediating relationship of Social Media advertising between the brand 

recognition and online buying decisions. 

15: To find the impact of Social Media Advertising on the Online Buying Decisions. 

16: To find the mediating relationship of Social Media advertising between the brand 

awareness and online buying decisions. 

1.15. Significance of study  

This study has tried to find the relationship between the brand awareness and social 

media advertising and their effect on the online buying decision making. This study will 

contribute for the various marketing fields and will help the marketer to make strong 

brand awareness for selling of online product through the social media advertising such 

as facebook advertising, instagram advertising, twiter, trembler and many other sites of 

advertising. This research will provide a great insight to marketing companies to find the 
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different techniques of social media advertising in this research which will be obtained 

from this research in future after completion of this dissertation. This study will be a 

valuable addition in existing literature and filling of Research Gap. Benefit to marketing 

personnel as this study will find the ways that how brand awareness can be created 

through the social media advertising which will influence the consumer’s online buying 

decision. 
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Chapter No.2 

2. Literature Review 

2.1. Internet 

The internet transforms the environment of the business and creates new opportunities 

and challenges. In today’s world, the internet used as a main source of information, 

entertainment and communication, but also it plays role as the vehicle for the business 

transactions. Since its inception internet is considered as the most useful tool for the 

marketing and it is considered as its primary use. Now the web has become a successful 

distribution channel for the most enterprises of the world. One of them is spreading brand 

communication strategies and marketing the product through social networking sites 

Parasuraman A., &  Zinkhan P. M. (2002). According to the data provided by different 

institutions of the world, the world currently have 2.4 billion users of the internet and 

which is a large portion of world’s population. So it is better for marketers to go to be 

competitive in the market through the internet. 

Now a day in current situation, the marketers are very conscious that in what way they 

will be able to tackle the products by using the brand equity as driving tool for 

consumers. That’s why for the marketers it has become essential to check the extent of 

brand equity lounged for the purchase of consumers; marketers will also come to know 

about the brand equity’s strength and weakness and it will be helpful for foreign 

marketers because they will improve their performance according to that Aaker & D.A. 

(1996). To suggest the methods and the awareness of the brand in the market through 

media is the purpose of the paper. Over the couple of preceding decades it has been trend 

in the markets to observe the consumer products, the perception of brand is related to the 

consumer’s behavior. Consumers’ behavior presents the catering to this demand, to 

introduce products in the markets as brand and use the fast foods products. It’s a difficult 

task to create the brand awareness in such market. And also for their marketing new 

opportunities and paths are being provided through their knowledge and maturity in 

context of advancement of the market. For sake of targeting this issue this paper 

enlightens the most favorable way for the awareness of the brand by using the media. 
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Every consumer has distinctive behavior and it is tempered by media and traditional 

media through psychological to influence the purchasing habits and decisions Ailawadi 

et.,al (2003). In this modern era where online buying and online awareness made through 

World Wide Web which leads to be powerful in social and professional circles.  The 

social and professional rings influential and more online awareness and online purchasing 

is done by the internet. In this technical world in light of distinction of spontaneous media 

and recent technologies like routine marketing changed the organizations and clients; in 

marketing and trade there is a revolution by giving different services like exchanges, 

search out brand awareness promotion, saving money, fortification, publicity, training, 

buying and present, moreover it gives the possible results in the zones of marketing, 

costumers behavior and criticism, lower interactions and asking for operating cost, and 

consumers preservation. To attain the particular objectives for business manager and 

consumers internet has created the channels for empowering the organization to 

achievement of clients’ worldwide, as use the channel to search products purchase the 

consumers of all ages of people and select the organizations as world wide as possible. 

Bendixen et.,al (2003). This data must be exploited by consumers and business. Now 

days all the business utilize the live showrooms for online shopping of their products and 

services and they are doing their awareness by traditional medial like TV, radio, 

magazines, billboard, print advertising and newspapers. Two things are very important 

for the success of business is brand awareness and image. In shape of consumers there is 

no any branding importance. Only we give the preference to the synonymous brand name 

which is used by us in our daily routine. When we go through the promotion stage of the 

business there we feel the brand name strength. Just here we pick the example of most 

renowned company of shoe of athletics, Nike. 

We can imagine the importance of branding by that fact that we are come to know the 

Nike directly our thinking will be on athletics. The name of Nike made its industry top by 

their brand name and association. With concern to the above stated, the company is 

seems to be good due to the establishments of brand, like Starbucks in the field of service 

business. The reputation of the Starbucks in worldwide is due to the brand in the field of 

service. Though this is not physically present every where people have just heard its 

name. It does not mean the absence of the Starbucks shows the brands inexistence in 
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certain central area. The focus of brand image and brand awareness decision is currently 

became important because we have in mind the brand and its position than its physical 

product, the reason of this why its competitors chose that brand. Chaudhuri et.,al (2001) 

According to the prediction of the marketing managers the 2010 year will be the year 

when social media will be used by all the companies as an important tool in the 

communication (Carlsson 2010).  To find the new ways of communication with 

customers, marketers should look the web besides this there are different kinds of social 

media are busy to reach the new customers because it is  important to create the dialogue 

with the customers Dolak & Dave. (2003). On the other hand well known researcher 

David Aaker which is famous in branding related subject have said that with the 

increasing number of media, it have been quiet difficult for the companies to make 

awareness of the brand. To face this difficulty the only way for the companies is to direct 

promotion or messaging through all kinds of media. Aaker & D.A. (1996) 

Brand is a key factor behind the decision to buy into consumer operations in business, 

and a 19 per cent higher price has been shown to be charged thanks to strong brands. 

Keller & Lehmann. (2006). Which particular aspects and parameters are of particular 

interest to us in the branding? To have a required analysis of the state-of - the-art in 

brand marketing literature, it was deemed necessary to examine brand strategy, brand 

equity and assets that underlie brand equity that are brand awareness, perceived quality, 

brand loyalty, brand association and other proprietary brand assets more closely. Keller 

(2003) 

 

2.2. Social media advertising 

Parasuraman A., & Zinkhan P. M. (2002) says the paid form of brand advertising is 

social media, and it needs a planned and proper communicative message and also 

requires a planned budget.  Advertising in its nature is customers centered. In minor or 

major communication the role of the customer is very important, because it is the 

customer who will decide the fate of advertising campaigns. 
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weber, the guru of social media has a view point that the only dimension for 

measurement of brand awareness is not brand recall and recognition, but the dynamic 

measures includes the brand image also (weber, 2009). 

2.3. Brand Awareness 

(Aaker, 1996), says it is the liking and disliking of the customers towards a potential 

brand from a product class. Level of brand awareness exists in a series with the brand 

recall being the low level. A potential customer always would be initially aware of a 

product and it is very important for him. In the purchasing decisions customer always 

realize the importance of brand and demographic characteristics of customer has no 

positive relationship and impact on brand awareness. Because of the quality, customer 

prefers branded over the non branded product, either the price of the branded product is 

very high. Regarding the existence of multiple meanings for brand value in the research, 

there is very little discussion in Keller & K.L. (1993).on exactly what brand equity 

entails, say Park and Srinivasan. At the conceptual level, there is no general agreement 

among researchers as to what brand equity consists. The prediction of Aaker was that 

with the various kinds of media which are going to be developing or developed, the 

brands awareness will be more challengeable in future and the success will be in branding 

awareness to those who will be active through all media. Aaker & D.A. (1996) On brand 

equity Weber (2009) gave diverging concept which means that how the brand is 

remembered and well in the mind of customer, it should keep in mind that the era of 

social media has changed the mindsets of marketing and the brand is equity can be 

measured in sense of how other customers recommend the more people. According to the 

point of view of Aaker the brand awareness exists in various degrees, and its analysis and 

measurement can be through the remembrance of the customers that how much 

customers recall the brand. Measurement scale begins from the weakest level: 

Recognition (customer knows about the brand) 

→recall (from the product group which brand can be retained by customer) 

→top of mind (customer can remember the first brand) 

→dominant (customer can remember just one brand) Aaker (1996). 
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Marketing messages should be bombarded on the consumers every day for the creation of 

successful brand awareness, according to the Aaker two things are required, first one, 

sales base should be broad. It’s often impossible to support the brand with small unit and 

short life cycle because it is expensive. That’s why the firms focus on few brands and 

reduce the number of their brands. Second, the firms should obtain the complete 

information to operate the traditional media outside Aaker (1996). Between the brands 

positioning and brand awareness is also a close connection. Specific target audience is 

benefited by brand offer in a positioning statement to satisfy the particular customers 

Kim & Kim & An (2003).The concept of Brand positioning to tell the potential 

customers that what it offers, who it is for and what is the brand Market Research 

Worldwide. (2009). To focus on the creation of brand equity the brand awareness has 

great Importance, and how social media influence the brand awareness, this thesis focus 

on the brand awareness which is the feature of branding. The thoughts of Weber and 

Aaker are the combination: word-of-mouth would be considered by strongest brand 

awareness Market Street Research (2004) the customers who have the more brand 

awareness will recommend to others. The first stage is weak brand awareness 

(recognition), medium brand awareness (recall), brand awareness (the brand which 

customer thinks first is the top of brand) the strongest brand awareness (dominant, just 

single brand is recalled by customer) Aaker (1996). 

 

2.4. Top of mind awareness and Social Media 

Still, social media is used to strengthening and to reach the new customer in business to 

consumer market Moore et., al (2002). According to the Motameni & Shahrokhi (1998) 

brand awareness is just in (FMCG) fast moving consumer goods sector, either supplier’s 

or in own brands only strong brands can survive. To attain the particular objectives for 

business manager and consumers internet has created the channels for empowering the 

organization to achievement of clients’ worldwide, as use the channel to search products 

purchase the consumers of all ages of people and select the organizations as world wide 

as possible. This data must be exploited by consumers and business. Now days all the 

business utilize the live showrooms for online shopping of their products and services 

and they are doing their awareness by traditional medial like TV, radio, magazines, 
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billboard, print advertising and newspapers. Two things are very important for the 

success of business is brand awareness and image. In shape of consumers there is no any 

branding importance. Only we give the preference to the synonymous brand name which 

is used by us in our daily routine. When we go through the promotion stage of the 

business there we feel the brand name strength. Just here we pick the example of most 

renowned company of shoe of athletics, Nike. 

We can imagine the importance of branding by that fact that we are come to know the 

Nike directly our thinking will be on athletics. The name of Nike made its industry top by 

their brand name and association. With concern to the above stated, the company is 

seems to be good due to the establishments of brand, like Starbucks in the field of service 

business. The reputation of the Starbucks in worldwide is due to the brand in the field of 

service. Though this is not physically present every where people have just heard its 

name. It does not mean the absence of the Starbucks shows the brands inexistence in 

certain central area. The focus of brand image and brand awareness decision is currently 

became important because we have in mind the brand and its position than its physical 

product, the reason of this why its competitors chose that brand. The brands that have 

strong support from customers are known as strong brands. For the ever survival of the 

brand the brand owner should find consumer and customers information that what they 

want in relations to the brand. This research focuses on the social and the branding on the 

social web creates a contact with the customers, medium size company have been 

selected in this empirical base study, company X, in business to consumer market within 

the  FMCG in most strongest brands among the 300 in Sweden. The turnover of the 

company was 750 MSEK in 2008. 

 

2.5. Definitions of social media 

Social media is defined by the Wikipedia as it is a highly reachable and widely spread 

through social communication, easily publishing tool. Web-based technologies are used 

by the social media to change the transmission media monologues into social media 

discussions. The knowledge and information is also transformed to the satisfied 

consumers and producers Pitta, D.A. & Katsanis, L.P. (1995). 

Social media is different from traditional or industrial media like film, television and 
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newspaper. Social media is inexpensive in comparison of industrial media for the access 

of information or publish because they require the particular source to publish.  

Instead of social medial Weber use the term “social web” and according to him social 

web is that online place where people share their ideas, comments and opinions. In which 

MySpace, Gather, Facebook, BlackPlanet, Eons, LinkedIn and many more social 

networks are included. Amazon, Netflix and eBay are the branded web destinations 

included. It includes the IBM, Best Buy, Cisco and Oracle enterprise sites. The unpaid 

media created by individuals on the web is social media which includes. To attain the 

particular objectives for business manager and consumers internet has created the 

channels for empowering the organization to achievement of clients’ worldwide, as use 

the channel to search products purchase the consumers of all ages of people and select the 

organizations as world wide as possible, Arslan, F M. & Altuna, O, K., (2010).  This data 

must be exploited by consumers and business. Now days all the business utilize the live 

showrooms for online shopping of their products and services and they are doing their 

awareness by traditional medial like TV, radio, magazines, billboard, print advertising 

and newspapers. Two things are very important for the success of business is brand 

awareness and image. In shape of consumers there is no any branding importance. Only 

we give the preference to the synonymous brand name which is used by us in our daily 

routine. When we go through the promotion stage of the business there we feel the brand 

name strength. Just here we pick the example of most renowned company of shoe of 

athletics, Nike. We can imagine the importance of branding by that fact that we are come 

to know the Nike directly our thinking will be on athletics. The name of Nike made its 

industry top by their brand name and association. With concern to the above stated, the 

company is seems to be good due to the establishments of brand, like Starbucks in the 

field of service business. The reputation of the Starbucks in worldwide is due to the brand 

in the field of service. Though this is not physically present every where people have just 

heard its name. It does not mean the absence of the Starbucks shows the brands 

inexistence in certain central area. The focus of brand image and brand awareness 

decision is currently became important because we have in mind the brand and its 

position than its physical product, the reason of this why its competitors chose that brand. 

Reputation aggregators: Google, Yahoo, Live and Ask Search engines. These search 
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engines aggregates the websites to those products or services which provide best offers 

and keep the things according to their status. 

-Blogs: They are the online journals here images, ideas and links are posted by the 

peoples to other sites are pages. Some are hosted on the Blogger, Blog her (for women), 

Weblog, etc and some may come into view on personal or commercial site, Chaudhuri, 

A. & Holbrook, M.B. (2001). 

-Microblogs: send and read the messages by its users on the micro blogging service is 

called tweet and that social network is called Twitter. Short text message is called tweet 

which based on 140 characters and displayed on the profile of author’s page and send to 

the subscribers called followers. Author can deliver or restrict the messages to only their 

friends or may be access openly. Some advertising by -Topic-specific e-communities is 

done by supported and few by free. On the website Hewlett Packard has communities 

and sports involving communities have the websites like KayakMind for those who 

have kayaking. Quick growth happens of Password-protected e- communities. 

Same interest people meet and discuss with each other and express the ideas that place 

is social network. Xanga, Stimbleupon are the example of mentioned above. Some sites 

are video sharing like YouTube, about 10 billion videos are shared in a month to the US 

viewers and some are just for image sharing, Cianfrone, B. A et., al (2008). 

2.6. Social media and marketing 

By the Weber’s point of view communication with audiences in digital atmosphere and 

marketing by social web is totally new trend. For customer communities marketers 

should be aggregator instead of broadcaster. The number of rising of marketing 

messages to various people is not broadcasting; marketers should use the social network 

which is used by the most people means in which people have interest. Instead of 

communicate at customers they should be talked by the marketers, Dekimpe, M.G et., al 

(1997). Aggregation of the customer’s task is done by two ways, should provide the 

retailing environment which customer wants to visit and compelling content on website, 

and second participate the public outside, Dekimpe, M.G et., al (1997). Dekimpe in 

1997 argued that the maximum benefit of social media is not only for multinational 

corporations but it is easier and effective for small or medium-size company. Social web 
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is way to changes and the complete distribution of people. Demographically the factors 

like life style, gender, education, income have been less relevant, in real sense 

segmenting is important that what people thinks and wants according to their attitude 

and behavior. Group of Customers in the large markets which are affected by the 

marketing is the goal of marketers to identify such, Dekimpe, M.G et., al (1997). 

Three researchers Hoyer, Wayne, D., and Steven P. Brown, (1990) argued about the 

integrated marketing strategy established by social network. According to them since few 

early days in news groups and chat rooms the online communities have significantly 

raised. Cisco a customer community put forwarded which help the customers by 

providing technical support information by web communities. The customers started to 

compete each other by answering the queries posted by others. By this creation of 

customer community strategy similar interest people trust and recommend the other 

people in the group, Hoyer, Wayne, D., and Steven P. Brown, (1990) 

Harris and Rae argue that Facebook and Myspace social networks are used to develop the 

brand and relationship with the customers to recognizing the online, this is up to date 

trend in UK, and how the companies use the social networks in the marketing is very 

difficult on this stage Hoyer, Wayne, D., and Steven P. Brown, (1990) 

 

2.7. Social media can be used in which production life cycle phase? 

 

Weber gave suggestion that in whole product life cycle, product development, market 

adoption and market introduction social web play an important role. Weber said blogs 

like wikis (by simplified markup language or WYSIWYG text editor the number of web 

pages can be easily created through wiki website) in knowledge management systems, 

corporate intranets, for personal note taking and to power community websites the 

created collaborative websites are used by wiki software on time of development period 

of different products features communities are used. To attain the particular objectives for 

business manager and consumers internet has created the channels for empowering the 

organization to achievement of clients’ worldwide, as use the channel to search products 

purchase the consumers of all ages of people and select the organizations as world wide 

as possible. This data must be exploited by consumers and business. Now days all the 

http://en.wikipedia.org/wiki/WYSIWYG
http://en.wikipedia.org/wiki/Knowledge_management
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business utilize the live showrooms for online shopping of their products and services 

and they are doing their awareness by traditional medial like TV, radio, magazines, 

billboard, print advertising and newspapers. Two things are very important for the 

success of business is brand awareness and image. In shape of consumers there is no any 

branding importance. Only we give the preference to the synonymous brand name which 

is used by us in our daily routine. When we go through the promotion stage of the 

business there we feel the brand name strength. Just here we pick the example of most 

renowned company of shoe of athletics, Nike. We can imagine the importance of 

branding by that fact that we are come to know the Nike directly our thinking will be on 

athletics. The name of Nike made its industry top by their brand name and association. 

With concern to the above stated, the company is seems to be good due to the 

establishments of brand, like Starbucks in the field of service business. The reputation of 

the Starbucks in worldwide is due to the brand in the field of service. Though this is not 

physically present every where people have just heard its name. It does not mean the 

absence of the Starbucks shows the brands inexistence in certain central area. The focus 

of brand image and brand awareness decision is currently became important because we 

have in mind the brand and its position than its physical product, the reason of this why 

its competitors chose that brand. Podcast and webinars are conducted during market 

introduction (on the web effective seminar is planned and conducted) in which customers 

have been taught and engaged about the benefits of the new product it is possible to use 

applications. Different things are used by social web like customer service and support, 

problem solving and to create the contact one thing added word of mouth, Katona et., al 

(2011). 

 

2.8. Online Buying Decision 

Before the purchase process decision or the purchase of a good service, there is a decision 

making process used by the customer about the marketing transaction. It is regarded as a 

special form of cost-psychological analysis in the presence of many alternatives. This 

usually involves buying and making a decision. Decision making is a psychological 

construct. This means that although a decision cannot be "why", we can wait for an 

observable behavior that has been decided. Therefore, we conclude that a psychic 
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"decision" is being made. It is a construction that is committed to the commitment of the 

process. That is, based on observational actions, we understand that people are committed 

to influencing the process. Mackay et., al (2009) seeks to harness the ability to make 

economic decisions. He claimed that if a complete analysis had been completed, a 

decision would have been extremely complex. He also says that people's ability to 

process information is limited. The duty of a fully qualified economic actor is unrealistic. 

Emotional and irrational thoughts that try to inspire are only partially successful. The 

decision to trade was first introduced in 1910 by John Drew. Later studies expanded on 

Dewey's early exploration.  

2.8.1. Problem recognition 

Identifying the problem is the first important step in a buying decision. Without being 

able to buy, no one can buy Manyiawa, S. & Brennan, R. (2016). The need be triggered 

by inside inspiration (for example, hunger) or external stimulation (for example 

advertising). The jihadist prisoners need to be built. Depending on the severity of the 

issue, only when one person satisfies the requirements at a particular stage, or he can 

move on to another. 

2.8.2. Information search 

The information exploration phase is the next step in identifying what they need or 

finding the best solution. It is an attempt to identify and observe information related to 

central purchasing decisions in both internal and foreign trading environments 

Nebenzahl, I. & Jaffe, E. D. (1998). 
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2.8.3. Evaluation of alternatives 

Figure.9 

 

Shoppers inspect the quality of fresh produce. 

In this phase, consumers can weigh up different brands / product based on different types 

of products, and whether they can provide benefits that consumers seek. This phase is 

associated with many behavioral processes, since "behavior puts one thought in the same 

mind: whether it likes or dislikes it, turns it on, or drives it". Another factor that affects, 

however, is their contribution to attending the diagnostic process. For example, if the user 

gets involved, or reviews multiple brands, when low is low, only one brand will be 

reviewed Nebenzahl, I. D. & Secunda, E. D. (1993). 

2.8.4. Purchase decision 

This is the fourth stage, where the buyer buys. According to Nebenzahl, I. & Jaffe, E. D. 

(1998), the final purchase decision can be influenced by two factors: negative feedback 

from other customers and the level of compliance or acceptance of feedback. For 

example, after the above three steps, a customer chooses to buy a Nixon D80 DSLR 

camera. Because if his best friend who is a photographer gives him a negative feedback 

he will be obliged to change his preference again. Second, the decision can be ruined by 

unexpected situations such as sudden job losses or closing a retail store. 

2.8.5. Post-purchase behavior 

These steps are critical to retaining customers. In short, customers are satisfied or 

satisfied with the product or their expectations. Then it can affect the decision making 

https://en.wikipedia.org/wiki/File:Mahane_Yehuda_shoppers.jpg
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process of the same company in the future, particularly in the information exploration 

phase and alternative phase assessment Parasuraman A., Zinkhan P. M. (2002). But on a 

satisfied or unfair basis, the customer will return positive or negative feedback. At this 

stage, positive post-purchase contact should be carefully made to engage the company. 

Also, this step is very common in critical affiliation (consumer market terms). Consumers 

often go through withdrawal psychological tensions or feelings of anxiety. Questions 

include: "Have I made the right decision?", "Is this a good choice?" Etc. 

2.9. Buyer decision making Model 

There are usually three ways to analyze purchase decisions. 

Economic models - large quantities of logical and logically reliable and close to complete 

knowledge. What maximizes user performance? They are more than credible and are 

influenced by cultural factors such as cultural influences and family influences. How 

Behavioral Patterns - Professional models is used by marketers. They are especially 

suited to economic and psychological models. In business decision making, elementary 

education, literature Pechmann, C., & Stewart, D. W. (1990), identified three types of 

purchase decision patterns. They are inconsistent models (which are why they are called 

"simple schemes") in which only one behavior was allowed to decompose the 

relationship. There are several types of models (called "low form plans") in which many 

different components are assumed to determine the purchasing behavior. And finally they 

are called "equilibrium systems" models (henceforth they are called "conspiracy 

planning" or "plan schemes"), which involve many functional relationships (or random or 

multiple) in complex systems of equations. He concluded that only this third type of 

model is able to explain the buyer's complexity. Nicosia builds a comprehensive model of 

a model that includes five models. Encoding models include "gene attributes", 

"environmental factors", "user attributes", "organization attributes", and "feature 

attributes". Other patterns include custom coding, search and evaluation, decision making 

and consumption in the system. Some neuro-marketing research papers were examined to 

determine how effectively they decide on cost and cost-relatedness, in combination with 

electrolographics (AEA) continuously. In the design of the false articles, participants 

were presented with 14 different grocery items (7 private labels and 7 brand buyers) with 
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purchase testing for which value was increased and AEA activity was recorded. The 

result of that a better purchase decision is made during the decision period, with 

relatively more left-flattened action (for example, higher point incentives). The Philly 

AESCM patent with purchase decision was stronger than that of private label products 

compared to national label products, and the cost of one product was lower than the cost 

of one product (i.e., conceptual reference price).  

Figure.10 

 

 

2.10. Online Buying Decision making process 

Online shopping behavior (also called online buying behavior and Internet 

shopping/buying behavior) refers to the process of purchasing products or services via the 

Internet. Online shopping became popular in the mid-1990s with the popularization of the 

World Wide Web (WWW). What consumers want from online stores? 

• Service 

• want timely, human feedback 

• Simplicity: 

• want simple, easy to use site technology 
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• Convergence: 

• want sites that feel like offline stores 

Growth of online shopping 

A recent survey states that nearly 70% of consumers have purchased at least one Defined 

category via internet 

2.11. Online Consumer Behavior 

The Internet has become an important channel for companies to provide product 

information and offer direct sales to their customers. Internet applications seek to create a 

false and pure existence of companies of all kinds and of all industries. People use the 

Internet to quickly check information on the Internet or things. A consumer's intention to 

make a particular purchase can be very high and therefore the general intention of 

adopting the Internet for purchase will usually be determined if the purpose of purchasing 

certain products varies Pryor, J. B., & Kriss, M. (1977). Other times, users click because 

they trust the link that they are looking for. The online user may be in a different social 

and work environment than offline controls. The online consumer is usually powerful, in 

demand and the consumer complicates their purchase. 

The launch of Social Media Marketing (SMM) is one of the great developments in the 

history of the business. This particular technology revolution in the past has 

revolutionized the traditional marketing techniques in a rigorous way and brought the 

market to a new level. SMM's business is at the center of the business world and has 

appointed merchants with new tools to interact with merchants and integrate them in new 

ways. In the article, marketers should understand that social media has impacted 

customer purchase decision making (CPDM). Councils are an important aspect of 

behavioral marketing because it helps marketers develop marketing and technology in a 

robust and robust way. For example, as organizations launch new products or services 

which are typically purchased by a few customers in the early stages their use increases. 

Today, organizations are using social media technology to transform consumer behavior 

and gain their loyalty Rettie, R., Burchell, K., & Riley, D. (2012). 
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Today's social media becomes a part of a person's life. Social media such as Facebook, 

Twitter, Instagram or LinkIn is a numerical number of users and keeps growing every 

day. It is estimated that 500 million people interact with social media Rettie, R., Burchell, 

K., & Riley, D. (2012). The growing number of social media users has driven the market. 

Marketers recognize that social media marketing as an important part of their marketing 

communication strategy. Also, social media helps organizations communicate with their 

customers. 

They help marketers determine customer needs and understand what their market is 

about. The key function of social media is to allow users to create product products, make 

recommendations for contacts and friends, and share any of their social media purchases. 

Communication through social media influences consumer decisions and marketing 

strategies. Theories of social justice have shown that interaction between individuals is 

influencing their academic, affective, and behavioral patterns Russell, C. A. & Belch, M. 

(2005). In addition, ads have created new user behavior on social media pages. 

Consumers are buying and doing business on social media. Recommendations from 

friends or contacts on social media can also help make decisions. These 

recommendations can help with brand reviews, purchase records, and advertising 

support. The more direct a response to a product or service the more attractive users to 

buy. Start focusing on top brand and service notices and social media marketing. In 

recent years, many companies believe that one of their most valuable assets is the 

branding and complexity of their products and services to companies around the world 

Russell, C. A. & Belch, M. (2005), all people, both and one person. Business managers 

are facing increased effort and effort to reduce time to make decisions and choices. Has 

the ability to periodically simplify customer decisions, reduce risk, and define their 

expectations very valuable. The senior management capabilities of each organization are 

building a strong brand while commitments and commitments must improve the strength 

of their capabilities over time. By adjusting the differences between branding and loyalty-

enhancing products, merchants will be financially secure. It is easy to understand that 

your education is critical. Social media can help because it's a ton of people's platforms, 

so you get more potential. It just makes sense. According to a study by Russell, C. A. & 

Puto, C. P. (1999), the number of people on the Internet in 2018 was 4.021 billion, up 7% 
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from last year! They are using social media in all societies, but social media continues to 

determine users for the past twenty-two years. By 2021, that means 3.02 billion social 

media users. Many social markets say their top goal is for more communities, 

Figure.11 

 

2.12. Why social media is great for brand awareness 

Go to recap, what is brand awareness? This is the only limit that anyone can remember or 

lie to. Brands are well aware of the entire society that is often present in the conversation 

and working in the decision-making process. This alone highlights the importance of 

brand awareness. How much is this game on social media? We live in the world of social 

media marketing and every business knows the importance of social media. Whether 

you're impressed, impressed, or simply putting good content, social media has proven to 

be an important factor in raising awareness. This is because social media is a great 
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platform for brands to maintain customer relationships, while also having the opportunity 

to gain a new perspective. In fact, many people know about the new brand because it has 

been done on a friend's social media. Let's take a look at some of the media used to create 

social media awareness. Social media awareness is on the rise. The truth is that there are 

many ways to use social media to create modern awareness. And, the best part is, you can 

find them all, if you choose. Here are a few ways social media can benefit your 

community. 

2.12.1. Enables engagement 

Social sites are a playground for engaging with each other. This makes it a great place to 

engage with your customers throughout every step of your journey. Are these potential 

clients, existing customers, or people trying to get you back? There are several ways to 

engage you. It's a conversation, a rehab, an ad, etc. 

2.12.2. Promotes content 

You can also share your favorite brands with their content on their social platforms. 

Many brands work to consolidate their blogs, videos and other content using these sites. 

It's easy because the people below them are people who are interested in saying that, they 

can't find it useful to mention. By sharing content, you're making it easier for people to 

see, find and share it. This means you have the ability to create brand awareness with 

your property claims. 

2.12.3. Social sharing 

This one is obvious. But, social media happens on that platform. And social sharing may 

be great for the big. By dealing with some sharing, the code can be reached. That fan hole 

and thousands of people found it funny. If you create something that people can find fun, 

believable, or good news with people, it's very easy to share it with you. You can also 

make it easy. Think of your blog or a blog that you frequent. There are likely social 

sharing buttons. Relax, right? Think of an electronics store you bought, they probably use 

the social section. You will find that finding a good balance between speaking and 

providing insightful content leads to social partnerships. The other is to mention people 
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and strike up negotiations, people will likely appear. The point is, social sharing gains 

because you can expand your reach, as your followers interact with them and so on. 

2.13. Most used platforms to increase brand awareness 

We all know what works for you and what doesn't work for you. He probably used a 

good tool for you, and would probably send you daily or weekly reports. Some of the 

tools you think of our social analytics and social annotation tools. You can use your 

social profile anytime you're providing your valuable insights. What is a social analytics 

tool that a lot of people are talking about? This particular tool lets you set up, and how 

you can. It's a tool that's designed to help you increase your traffic. Burt 24 can also be a 

great social mention method to use. One such tool talks about you and your industry, in 

which you are concerned. You can see where your brand is defined and where these 

networks are. This way you can plan an action and use it to create awareness for your 

community. 

2.14. Increase brand awareness through social media campaigns 

Honestly, there are different ways your social media can promote your brand by using 

social comments and a tool for engaging analytics and content sharing. So, we’re going to 

discuss the top 5 steps we think matter most. 

➢ Be visual 

They say a picture is worth a thousand words ... and it's true. Views are appealing. People 

will actually stop schooling for some drafts if something interesting happens. You can 

find ways to add images to your browser to help your brand or get a better idea. First of 

all, you should first start with the browser identity before trying to identify the browser. 

Think of it as your content, you possibly include an image because it helps break the text 

and allows you to define it. You can use it as a visual or memorable to respond to your 

feed or just to have some fun. The point is a good dream can share you, which pushes you 

in the path of endurance awareness. 
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Figure.12 

 

In fact, around 80% of marketers use visual assets in their social media marketing. 

According to social media examiner: 

➢ Work your platform 

Automated self-movement is, in fact, great. But, you have to do it the right way. 

That means you really don't want to have a timeline on silverware. There are 

limitations to using surprises and support tags. The same cannot be said for the 

book value. You have more work to do and history works well. So, if you are 

speeding up your social profiles, take the time to create a special message for at 

least one of them, even if it is talking about the same thing. You need it to be a 

great opportunity for the country to deliver the platform.  

 

Existing loyalty also constitutes an important barrier to loyal tourist entry, often 

attracting customers to change loyalty prices (Aaker 1996). The ability to use buy-in 

shopping programs and marketing is one of the ways to identify consumer identity that 
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is made available through the participation of buyers' programs, for greater brand 

loyalty (Aaker 1996). 

 

Brand Association: This is a business as well as the brand is helpful in a way in which 

the customers business is aligned with the business. It may be features or special 

patterns. Brand councils are handled by the brand identity, which is what the 

organization wants to bear in mind. One of the keys to creating a strong brand is to 

develop a brand identity (Aaker 1996). Other properties include asset-based assets such 

as channel relationships and patents that are closely linked (Aaker 1996). 

As indicated by Salancik, G. R. & Conway, M. (1975), users of the code of ethics find 

evidence of the strength and identity of intelligence, intention, inclination and 

determination. Need to work with user modes. Consumers dealing with buyers can be 

interpreted as dealing with end-purchase consumers as a controversial issue with many 

internal and external factors affecting consumers' purchasing decisions. 

According to Salancik, G. R. & Conway, M. (1975), there are five stages of consumer 

purchase. This can be seen in the diagram below. As can be seen from above, consumers 

go through five steps in their purchase process. According to (Kotler, 1999), consumers 

do not go through all the stages of their regular purchase. For example, in the purchase of 

ordinary goods, information search and assessment have been excluded. At the end of the 

day, consumers experiencing a complex shopping situation go through all these steps. 

Need Identification: This is where consumers appreciate their problem or need. Internal 

or external stimuli can also result in need. Examples of internal stimulation are where you 

have to eat as an appetite problem. External triggers emerge from the business on TV, 

after which the buyer is convinced that the brand / product is needed. As long as it's 

important that advertisers know what the excitement of their brand is for. 

Search for information: This is when users start searching for information by business 

source, individual source, public source and experimental source. This information 

upgrades customer knowledge and brand awareness. 

Alternative evaluation: This is the stage where users review and rank the Focus brand 

around the information you have. Such information can be price or quality, etc. 
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Purchase Decision: This is what happens when consumers buy products. Consumers' 

perceptions of a brand can be influenced by factors such as unpredictability and the 

behavior of others. 

Post-Purchase Decision: This is where consumers compare their expectations and 

execution. (Kotler et al., 1999) expressed that their expectations are met when their 

expectations are in line with product performance. The contradiction between consumers 

depends on what kind of product the customer is buying. (Kotler et al., 1999) developed a 

purchasing behavior model that included four different behaviors of buyers. 

Complex shopping behavior occurs when consumers purchase a high quality brand and 

look for information before making a purchase. 

Buying habits is when consumers buy a product in addition to their habits. 

Find out the different types of treats to shop for when customers shop and try different 

bags with a mixed bag. 

Dissatisfaction is a point of diminishing purchasing behavior whereby the buyer is 

involved in buying something to the extent that it is expensive or unusual. 

 

2.15. Factors Affecting Consumer Impression of a Brand 

 

Russo-Spena, T., & Mele, C. (2012), describes this effect as the mechanism by which 

information is received, selected, resolved and interpreted by an individual. One percent 

of factors that influence a brand's consumer perception are: 

Quality: This is one of the factors that consumers consider when deciding on their brand. 

As indicated by Russo-Spena, T., & Mele, C. (2012), quality is an essential component of 

brand recognition. 

Price: Stern et., al (2007). highlighted that price can be used as a factor in making brand 

decisions in two ways. Either try at the lowest price to avoid monetary risk or at the 

highest price so that product quality can be achieved. According to Stern et., al (2007), 

price, space, and brand are three essential factors when consumers decide on a regular 

product. 

Impact of Others: According to Tsai, M., Liang, W. & Liu, M. (2007), client influence is 

an integral part of the influence of others. Consumers are advised to consult and find their 
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recommendations in relation to another product or brand. Other people's suggestions have 

a strong impact on consumer buying behavior. In any case, the level of such influence 

depends on the situation or the individual. Later connectors have a tendency to be more 

quickly affected by schedule connectors. The influence of others cannot be enhanced by 

marketers. 

Likewise, the buyer may be culturally influenced by a family or other organization as a 

whole, socially oriented, or socially, or a small group such as a family or peer group. 

Likewise, buying decisions can be influenced by the attitude of others. 

Advertising: The main point of advertising is awareness. Advertising is the highlight of 

the conversation. As indicated by Yadav M. S., & Varadarajan P. R. (2005), the trend of 

this trend will be very strong if periodic promotion, development and packaging is 

considered as a standard strategy. Some ways to reach and reach consumers through 

advertising are through TV, radio, cinema, billboards and more. 

Packaging: This is the process of designing a brand / product cover. According to (Kotler 

et al., 1991), packaging is a manifestation of advertising as it relates to responsibilities, 

for example, attracting, photographing and presenting consumers. 

Convenience: According to Yadav M. S., Varadarajan P. R. (2005), brand convenience 

has a significant impact on the buyer. In other words, easy access to the brand / product 

in the store is essential when purchasing low inclusion products. 

 

2.16. Media Realization 

 

2.16.1. Media Definition  

In the context of marketing, media is any form of communication that is specifically used 

to convey promotional messages. This usually refers to different channels of 

communication. Mass media is compassionate, especially designed to capture a wider 

audience (Nelson, 2013). 

 

2.16.1.1. Media Types 

 

Media is different. It exists as traditional and new media. 
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2.16.1.2. Traditional media 

This type of media uses TV, mail, direct sales, radio, print advertising (such as coupon 

books, magazines, billboards) and printed materials (such as brochures or catalogs). Youn 

et., al (2003). The saturation of advertising triggers, including the large number of 

advertisements, the proliferation of television channels, and the availability of zipping 

mechanisms are some of the reasons for skepticism toward the effectiveness of traditional 

Aaker & D.A. (1996). In addition to these factors, the low reputation of the ad is also 

discussed. Advertising is seen as partial information through explicit advertising, which 

can result in consumers' resistance to intense advertising pressure Aaker & D.A. (1996). 

In a scenario where brands are competing to see, hear, but especially compete in the 

minds of consumers, product placement offers itself an exciting and unique alternative. 

Which enables the brand to artificially make its products visible, which is built in. Films 

made in their natural environment are also a compelling reason for the brand to invest in 

such a strategy. This subtle nature of product empowerment can cause spectators to not 

consider exercise as a business activity, and therefore does not impede their brand and 

product. 

This strategy has emerged in various forms of entertainment, which is recognized as a 

useful way for brands to interact with their products or services Aaker & D.A. (1996). An 

alternative to their maximum investment in communications without compromising on a 

brand's image and simultaneously becoming more attractive to it’s target. Therefore, as 

product placement becomes a very popular marketing communication strategy that has 

tremendous potential in an awareness-driven audience Dolak & Dave. (2003), this topic 

is best understood in order to better understand the impact on consumers. Can be used for 

to understand this, this topic needs to be explored in depth. According to PQMedia data, 

in 2009, such communications were invested in the United States for approximately $ 

3.61 billion, while in Europe it was worth $ 610 million. This investment includes 

product placement not only in films but also in television, music, games and other media. 

Ever since researchers began to view this strategy as an important tool for brand 

communication strategies, product placement has been somewhat anticipated Dolak & 

Dave. (2003). And the fact is that product placement, and brand placement in films have 

become the most attractive techniques of branded entertainment Dolak & Dave. (2003).. 
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This attraction is reinforced by the fact that product placement enables brands to increase 

brand recognition Keller & Lehmann. (2006). Despite the fact that the brand is similar to 

the product placement, especially when it has a prominent role in the story or represents 

the impact of brand awareness on the identity of the brand through the product 

placement, each brand is unique and its Has its own internal characteristics. Because of 

this, depending on the level of awareness of each brand, the effectiveness of product 

placement may vary. 

Therefore, understanding the impact and importance of brand awareness on brand 

recognition through product placement is valuable. Does it make sense for brands to 

adopt this strategy, which are not even considered in the consumer-created set and are 

less aware? Or is it just relevant strategies for brands that are well-known in consumer 

minds? The results of this research are worthwhile because it is important for brands to 

improve their investment in communication, at a time when the visibility of a brand is 

becoming more important. Due to the increasing importance and advancement of product 

space, the literature and studies in this area are extensive and are constantly updating. 

Many contexts have been tested for its effectiveness in a variety of contexts as it is a 

strategy that distances itself from traditional communication and offers the potential to 

strengthen brand image. In compiling the current thesis, much of this chapter provides 

theoretical research about the location of the product. First, there will be a focus on the 

evolution of communications over the years, later on demonstrating less traditional 

methods of communication, such as product placement. In addition, the importance of 

communication for brand building will be covered, with a focus on brand image and 

brand awareness. 

2.17. Social media and branding 

 

The brand equity is compared by Weber in traditional way in the era of social media in 

term of brand remembrance it has become important, brand equity can be measured by 

customers word of mouth instead of brand recall because it is living thing. With 

customers dialogue and expectation should be strong for the strong brand. Rather than 

past the companies are to be allowed by social web to use these kinds of strong 
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dialogues efficiently Katona et., al (2011). About the usage of blog as marketing tool, 

Katona et., al (2011) gave the opinion that by this way of communication it is 

impossible control your message. But on specific matter if you give your ideas you will 

be the part of discussion. For different purposes Blogs can be used. 

Blog is very important for small startup companies, it is executive in the industries and 

discuss about the credibility, market space and knowledge about search engines. The 

Blogs are helps media and PR efforts along with the customers because writers and 

reporters are always busy in interview of the people through Blogs. In Reference Blogs 

are used, Parasuraman A., Zinkhan P. M. (2002). 

The Blog is important tool to help secure speaking engagements, contributed articles and 

quotes in major media to enhance your and company’s profile if you are decision maker. 

This will increase the reliability and develop the new customer’s interest, can be relaxed 

with you which may be want to use to buy the other brand, services and products. What is 

happening in the field blogged by an executive and direct contact or dialogue the 

customers, Parasuraman A., Zinkhan P. M. (2002). According to the Moore et., al (2002), 

the marketers started to understand the consumer buying attitude very near that what he 

thinks because social media has became the center of intelligence. Different things have 

been examined in this article like role of online advertisement, intentions to purchase, 

online communities and E-word of mouth influencing consumer’s brand loyalty these are 

the SMM tools. According to Motameni & Shahrokhi (1998), in any service or product 

buying behavior the social media can be influenced. Consumer decision can be affected 

by Quality, brand, advertising or price.  249 consumers have been used by the university 

as sample to analyze the cost of item and product purchase. The purchase is done by the 

consumers either expensive or inexpensive is based on the friends of social media’s 

recommendations is the result of this study. It is clear from consumer decision making 

and social media that advertising attitudes, purchasing intentions of consumer and brand 

attitudes are affected by social media. May be it plays mediating effect, not it is necessary 

that affect the consumer decision making Motameni & Shahrokhi. (1998). Brand attitudes 

can be built by social media which affects the buying behavior. The decision of 

purchasing of product is based on the good brand or name of the product. When a friend 

suggests or shares the product on social media than it influences the decision making and 
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brand attitudes. Commercial sources advertisement affects the purchasing intention and 

consumer brand attitudes, Pitta, D.A. & Katsanis, L.P. (1995). On the basis of that 

information marketers get support to make the marketing strategy. For marketing 

campaign social media is used by many marketers. For them that is easy and cheap to 

advertise the brands or services also easy to communicate with consumers. Not only 

advertising purpose but social medial can be a tool for brands or services attachment with 

consumers. It is also cleared in other research that potential consumers can direct 

communicate with brand representative by social media. Social media is used by most 

consumers as the purpose of purchase and search the items, to advertise their products 

advantage is taken by the brands service providers. Globalized level of segmentation 

cross-culturally is given by the online successful consumer market worldwide, Arslan, F 

M. & Altuna, O, K., (2010). Social media is easy and inexpensive way if there is problem 

in product or services consumer can reach and contact the company shortly. For 

companies it is big challenge how to respond the comments on social media. Their strong 

brand image can be built by the response and reaction and more consumers will purchase 

the products or services. Consumer’s decision making could be influence by every single 

detail of the product. The reason of engage of the consumers on the social media is why 

because they focus on activities of the consumers. The internet is used as a medium by 

consumer and has three important motives o gratifications which are entertainment, social 

aspects and information, Chaudhuri, A. & Holbrook, M.B. (2001). There are two main 

groups of motivation: Rational motives, like sharing of the knowledge and 

encouragement and emotional motives like public relationship and articulacy, Cianfrone, 

B. A et., al (2008). Consumer’s online behavior is found on the activities of the consumer 

on social media. Currently internet is used by the consumer as a motivation tool. For 

decision making and support their motivation is connect with their business and old 

friends. The second-hand resources to social media for decision making are reviews. The 

expensive and inexpensive items are affected by reviews on social media. The reviews 

are being checked by people on different items like nail polishes, cosmetics, cars, hotels 

and books. Decision making will be more reason able on the basis of these reviews which 

support and motivate consumer and will purchase and spend the money on it. Social 

media is also helpful in other fields like fair trials and political or juror impartiality not 
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only in consumer decision making. Social media and internet has made easy and helpful 

for the jurors to make the deliberations and online decision, Dekimpe, M.G et., al (1997) 

The juror can broadcast the options of ongoing court through social media. The support 

for making decision or any evidence may be finds the jurors. Now a day twitter is famous 

for sharing information and news. 

Shared news may not be true or not but jurors will have help from the opinions of the 

people that what they think about it. According to the researchers open vision has wide 

influence on juror’s decision making due to the social media, Dekimpe, M.G et., al 

(1997). By sharing health information on social media and news, the person’s decision 

making effect have been found by another researcher. Influenza vaccination coverage 

on social media and Dutch news websites were observed in the study. Promotion and 

campaigns were done during the February, March and April 2012 on the social media 

and Dutch news about the influenza vaccine. It has been cleared in the result of that 

research that messages in various tones are given by social media and news. 

To attain the particular objectives for business manager and consumers internet has 

created the channels for empowering the organization to achievement of clients’ 

worldwide, as use the channel to search products purchase the consumers of all ages of 

people and select the organizations as world wide as possible. This data must be 

exploited by consumers and business. Now days all the business utilize the live 

showrooms for online shopping of their products and services and they are doing their 

awareness by traditional medial like TV, radio, magazines, billboard, print advertising 

and newspapers. Two things are very important for the success of business is brand 

awareness and image. In shape of consumers there is no any branding importance. Only 

we give the preference to the synonymous brand name which is used by us in our daily 

routine. When we go through the promotion stage of the business there we feel the brand 

name strength. Just here we pick the example of most renowned company of shoe of 

athletics, Nike. We can imagine the importance of branding by that fact that we are come 

to know the Nike directly our thinking will be on athletics. The name of Nike made its 

industry top by their brand name and association. With concern to the above stated, the 

company is seems to be good due to the establishments of brand, like Starbucks in the 

field of service business. The reputation of the Starbucks in worldwide is due to the brand 
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in the field of service. Though this is not physically present every where people have just 

heard its name. It does not mean the absence of the Starbucks shows the brands 

inexistence in certain central area. The focus of brand image and brand awareness 

decision is currently became important because we have in mind the brand and its 

position than its physical product, the reason of this why its competitors chose that brand. 

Reports are the non judgmental and most objective of the news media, where as behavior 

of internet users is serious on social media and health authorities suggestions may be 

influence the campaigns of vaccination, Fitzsimons, G. M et., al (2008). Though, E-

announcements were the first step according to this study. People responds were more on 

social media than news media. The social media became an important source for the 

people regarding health information and decision making. People use dynamic process 

with various kinds of knowledge because they have not used the travel related products 

and services Fitzsimons, G. M et., al (2008). Social media is used by travelers as a 

guideline for the trip founded in many studies. Traveler’s decisions can affect by the 

reviews of people about places, food, restaurant and transport. The travel organization 

share the information on social media like photos, travel information, advice personal 

travel reviews means it is communication tool for them. These all mentioned above are 

very crucial for future trip destination impersonation and decision making 

Rating for travel information is used in U.S about 48%. Among them, Reviews and 

suggestions are checked by 49%, social networks and photos; friends are used by 18%, 

blogs are read by 12% and only 5% watch videos Hoyer, Wayne, D., & Steven P. Brown, 

(1990) have given the theory about the decision making of social influence affected people. 

Community group members influence socially to the communities. The particular behavior 

is used by the person to person is the definition of social influence Hoyer, Wayne, D., and 

Steven P. Brown, (1990). It’s clear from the social theory consumers have need of 

confirmation about decision making whatever they are getting is best or not, it means social 

media  has great influence on consumer decision making process. 

2.18. Brand recognition 

It’s the consumer’s ability to recognize the prior exposure with the brand in a cue when it 

is placed. It can be considered as the ability of product quality to be in the mind of 

customer that encourages him to buy the previous brand that has satisfied him. 
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2.19. Brand and branding in general 

In this study why branding is looking so interesting? There are various kinds of ideas 

are regarding brands and branding. Very early use of brand was only to show the 

possession domestic animals, Jiang, P (2004). Currently brand is used as the symbol to 

separate the other producers, and it is the responsibility of the manufacturer to draw a 

good quality Jiang, P (2004) but now a day brand is known as divine asset for firms and 

make the plans to be successful Jiang, P (2004) Conclusion of this is that how marketing 

in broad prospective is affected by social media, from that it is clear focus of branding 

should be within marketing. According to the sense of mentioned above branding have 

different concepts diverging definitions and dimensions. Now it has become important 

to choose the best concept of branding on which basis the study could be analyze and 

focused. Besides brand and branding Different areas will be looked in the study like 

brand portfolio, brand awareness and brand equity. In brand management literature 

traditional definition of the brand was used by the American Marketing Association in 

1960; recognize as a type of making a distinction tool. “Differentiate with symbol or 

name (like package design, logo or trademark) the main purpose was to differentiate the 

goods and service from one seller or group and make distinction from their contestants” 

Jiang, P (2004). 

This ensures the success of the product or brand, the level of awareness can be managed 

throughout the life cycle. Many markets regularly monitor the level of the brand, and if 

they fall below the previous barrier, return to the level of awareness, advertising and 

promotional efforts Bush et., al (2004). Brand image can be measured through the 

customer’s knowledge about a particular product. The brand awareness can be influenced 

by many factors and one of them is social media advertising which positively impact the 

brand awareness. Through the social media many brand awareness campaigns takes place 

which enable and encourages the customers to buy their product of interest online 

without using any medium. The social media advertising also influences the decisions of 

male, female, society and children at broad level and has positive and significant impact 

on the customers online decision making process, FitzGerald, M. & Arnott, D. (1996). 

Brand image is called brand affinity or the combined effect of consumer's 'perceptions of 

brands' solid and interactive affiliation. (Keller KL, 1993) View brand imagery as a 
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problem or the user structure associated with it as a result of their recall about the product 

of an item. According to Berry, Leonard L. (2000) brand image can be sent as a 

sentimental idea or reason for which buyers have a particular brand, Balasubramanian et., 

al (2006). The important impact of advertising strategies on brand memory and brand 

identity is when communicating that brand identity is intended for communication, the 

creative implementation of brand packaging or brand name recognition should be shown. 

This shows that brand positioning is only one of the ten steps, which have accelerated the 

growth of general consumers through purchasing decisions. Lawlessness is a prerequisite 

for buying, an unknown single moral purchase cannot be guaranteed. Hence, brand 

awareness is indicative of sales performance, but not of sales performance. Brand equity 

can be a factor to consider. Consumer product alternatives are in the set of consumer 

products. For example, brand awareness - when a consumer loses the right brand, he or 

she produces a certain quality product, and they can quickly remove the brand from 

others. After choosing the alternative stage evaluation, it becomes a purchase decision 

that is related to the selection and purchase quantity of a particular product in a particular 

retail outlet. "This ad can be traced back to the earliest recorded history. Archaeologists 

working in countries around the Mediterranean discovered signs announcing various 

events and offerings. During the Golden Age in Greece, Roman gladiators painted walls 

to announce battles, town staff announced livestock manufacture, manufactured goods 

and even cosmetics” (Hoeffler, S. & Keller, K. L. (2002).In classical brand management, 

Jalilvand et., al (2011) gave the concept about the brand that in supplement offer the 

consumer are set to pay the quality price. According to the point of view of Jalilvand et., 

al (2011) that different kinds of perceptions are given to make difference of product from 

other competitors. The reliable degree of perception is needed by the brand strength 

positively, consumer share it. For the improvement of brand strength these perceptions 

should used give the positive concept about brand to the consumers. From the perspective 

of Katona et., al (2011) the point of view of the brand managers that the name is looked 

for the purpose of aim and short term sale. And the concept about consumer is that the 

brand attracts the consumers argued by Keller K.L (1993) “the brand is not only the 

differentiate the products from their competitors but brand function as provide values and 

meaning like semiotic engine”. According to the consumers point of view Katona et., al 
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(2011) and Keller K.L (1993) gave four corresponding concepts of brand, a visual 

identifier, an assurance of reliable quality, a shorthand device, an expression of self-

concept. Brands can enhance or easier the preference of the consumer by reducing their 

supposed risk is the concept behind it (de Keller K.L (1993). The Katona et., al (2011) 

gave quite same concept he argued from the perspective of consumer, brand is made up 

of multidimensional by which it is represented in various elements that which customers 

are correspond to brand. Brand and brand has been looked by other aspect by Krishnan & 

H.S. (1996). According to him in both the mind of consumer and company the brand 

building process takes pace. According to Krishnan & H.S. (1996) the core vale is middle 

part of brand building process. Brands first demarcation benefit is it gives the positioning 

of the brand. The unique core is important and should be developed for ability of brand to 

compete is the basic argument. The Krishnan & H.S. (1996) examined it by different 

angles and found that choices of core value are the center of consumer’s needs (Krishnan 

& H.S. (1996), from 1960 it is same to traditional view of branding. The literature gives 

the information about the brand that companies give value to the strong brands as it gives 

the more profit and consumer appreciation make them less uncertain. Kwon & Yoon-Hee 

(1990) though, in fast moving consumer goods sector (FMCG) brought branding as 

valuable for distributers, the sales in the shops is created by the strong brands. Regarding 

branding Weber said value of it cost appeared due to the social media. According to him 

the definition of branding is the contact with your customer. As long as the dialogue will 

be strong the brand will be strong. Infect he was asking about branding and traditional 

marketing core concepts, the purpose was we are in social media era instead of 

broadcasting messages to target groups and consumers but should get information and 

branding and marketing will be effective when marketer will come to know which social 

media is using the consumers, the dialogue will be effective between the customer and 

beneficial. Lee et., al (2011) according to him it is really difficult that customers and 

stakeholders can come and contact with you. The aim should be you should be invited by 

customers to deliver the message. It should not be on the basis of “force” Lee et., al 

(2011) The brand is the promise with the customers is yet another way to find the sense 

of brand. This means from products and what is to be expected and from the competitors 

it differentiates you. Who are you brand derive you, which people want the brand and 
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which recognize. In 1996 Aaker gave the opinion that to build a brand is very hard. In 

comparison to the 30 years past one of the factors media and fragmenting markets are the 

reason of this. Due to the limited national channels and media options reliability was easy 

in markets and media. In today’s era of media interactive television, event sponsorship 

and advertisement is made possible and easy. Aaker argued that the real challenge is to 

direct messaging on these media without deteriorating the brand. And for reaching the 

target populations companies have divide the population and made strategies to reach 

easily by channels and media. The brand identity is developed and made for all selected 

sections. For same brand developing various identities will create for brand also 

customer. Same brand identity is exposed by customers if they develop multidimensional 

because consumers always check Aaker (1996). In 1996 Aaker wrote the book and many 

channels came like online communities, social networks etc. so that for media market 

Aaker’s following arguments should be considered, manage and build a brand became 

very difficult. Social media is trend therefore studies about it are rare in past time For the 

FMCG products researcher gave point of view that good distribution is enjoyed by well 

known brands, through which high market shared is maintained. Among FMCG shelf 

spaces is strong in the competition and have benefit due to strong brand. Mass 

communication tool is the concentration of pull strategy, its purpose to advertisement and 

branded product’s strong consumer demand and retailers; distributors have more benefit 

of that brand, Low, G.S & Lamb jr.C.W (2000). 

 

2.20. Brand strategy 

The definition of the brand strategy is brand’s long term support, which consists of the 

characters of the selected consumers. The preferences and expectations from the brand 

is included in it. Following parts are defined in marketing strategy on prophet.com, 

positioning of brand building, brand portfolio management building the brand name and 

architecture, concentrate on brand’s possible extension. According to the Macdonald 

branding strategy is decision term; levels of brand should be implemented one, two or 

three, it should be present or absent and role of business in the product value statement. 

Relative weight of the brands have been considered by him, all documents graphic 

arrangement, wrapping and goods on manufacturing sites, salesperson’s business cards 
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as well managers and also the architecture degree of globalization who possess the 

branding strategy, Macdonald et., al  (2000). 

2.21. Brand and brand awareness 

There are different definitions of brand awareness are in literature there is a little consent 

with SMM, Odin et., al  (2001). In marketing point of view it is concept about the brand 

that it adds the value to product, in large corporations and multidimensional companies it 

was not concept and measured in 1980 by the assets of the company. Instead asset value 

and net income was considered by traditional ways on the basis of “goodwill” Oh, 

Haemoon, (2000). The added value of brand name was not permitted to put on balance 

sheet by accounting accepted procedure, and it was not counted as the firm’s net value. 

Brand equity term can understand by this background. There are various definitions of 

brand equity, can be defined by two point of views like perception of the consumer 

regarding brand and financial focus. Some examples are given here, brand is linked with 

the set of brand liabilities, symbols and name, product or services value is added or 

subtracted to company or the customer of the firm Aaker (1996). Point of view exist in 

the Aaker’s study regarding brand equity, it is based on consumer point of view, and 

memory of consumer linkage. Comprehensive definition brand equity has been provided 

by him as brand is linked with the set of brand liabilities, symbols and name, product or 

services value is added or subtracted to company or the customer of the firm, Aaker 

(1996). According to the prediction of Aaker the development of multitude of media or 

which will develop in future will be more challenge for brand awareness. The other 

prediction of Aaker was that winners of raising the brand awareness will be those who 

will use traditional media channels and move their messages in all media like (newspaper 

advertisement, Television, radio, web, event sponsorships, through promotion, business 

shows) Aaker (1996). Against the traditional way of brand equity, Lee et., al (2011) 

argued that how the brand is remembered and well in the mind of customer, it should 

keep in mind that the era of social media has changed the mindsets of marketing and the 

brand is equity can be measured in sense of how other customers recommend the more 

people, Lee et., al (2011). Between brand positioning and brand awareness is very close 

connection. It is not enough for the brand to know brand credit, but brand should have 
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best place (top-of- mind recall or leading recall) in the selected consumer’s focus, Oh, 

Haemoon, (2000). Position of the product should be strong when there is need of product 

that come first in the mind. Consider and recall must be linked due to the reason of 

motivation and benefit provided by the product. Brand and the benefit are interrelated 

which create positive attitude in the mind of consumer that’s why brand equity is created 

(Elliott and Percy 2007). Kotler (2003), argued about the positioning that brand make a 

place in the mind of selected consumer as distinct and esteemed. In this brand benefit is 

offered to the target consumers for their need and satisfaction. Brand positioning is a 

element by which it is told to customer that what is brand, for whom it is and its offers 

Ou et., al (2011). 

Brand awareness has to create the brand equity, currently traditional way of brand 

awareness is always in discussion and asked in the studies, and how social media affects 

on it, this study will focus on the that feature and the brand awareness will be looked as 

the Aaker has done. Aaker (1996) defined the brand equity among the four described 

assets, perceived quality that it has important  status in brand association for many 

motives: financial performance among all the brand association is linked to perceived 

quality and shows the other brand perceive aspects (Aaker 1996). 
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2.22. Conceptual Framework 

Figure.13 

 

2.23. Research Hypothesis 

H 1: Brand image has positive and significant impact on the consumer’s online buying 

decisions.  

H 2: Brand recall has positive and significant impact on the consumer’s online buying 

decisions. 



59 
 

H 3: Top of Mind Awareness has positive and significant impact on the consumer’s 

online buying decisions. 

H 4: Brand Recognition has positive and significant impact on the consumer’s online 

buying decisions. 

H 5: Brand Awareness has positive and significant impact on the consumer’s online 

buying decisions.  

H 6: Brand Image has positive and significant relationship with the Social Media 

Advertising. 

H 7: Brand recall has positive and significant relationship with the Social Media 

Advertising. 

H 8: Top of Mind Awareness has positive and significant relationship with the Social 

Media Advertising. 

H 9: Brand recognition has positive and significant relationship with the Social Media 

Advertising. 

H 10: Brand Awareness has positive and significant relationship with the Social Media 

Advertising. 

H 11: Social Media advertising mediates the positive and significant relationship between 

the brand image and online buying decisions. 

H 12: Social Media advertising mediates the positive and significant relationship between 

the brand recall and online buying decisions. 

H 13: Social Media advertising mediates the positive and significant relationship between 

the brand Top of mind awareness and online buying decisions. 

H 14: Social Media advertising mediates the positive and significant relationship between 

the brand recognition and online buying decisions. 
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H 15: Social Media Advertising has positive and significant impact on the Online Buying 

Decisions. 

H 16: Social Media Advertising mediates the Positive relationship between Brand 

Awareness and the Online Buying Decisions. 
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Chapter No.3 

3. Research Methodology 

The objective of research method chapter is to make aware the reader to the data 

consistency in the study. The chapter also describes rationale behind the selection of 

constructs for study. This chapter also explains the sampling and analyzing techniques in 

detail. The tools such as AMOS and SPSS is used which will be explained in chapter 

No.4 of this dissertation. 

3.1. Research philosophy used in this research 

Figure.14 

 

 

Source: https://research-methodology.net/research-philosophy/ 

https://research-methodology.net/research-philosophy/
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According to research philosophy if the research technique used in the research is 

quantitative it must be in the domain of positivism because this research is deductive in 

itself. These researches is highly structured and have a large population of 71205 students 

of HEIs including the male and female students, studying in different public universities 

and belongs to different age groups and have a different qualification level. 

3.2. Design and Nature of Research 

 The study in its nature is quantitative because the data for this study will be primary and 

obtained through a questionnaire. Five point scale will be used for collection of data and 

that data will be analyzed through the structural equation modeling (SEM) and after 

collection and analysis it will be interpreted through various tools if statistics. 

 3.3. Population of study  

As the population of the study consisted upon the students of HEIs and the method of 

data collection was primary and it has collected through a modified and adopted 

questionnaire. Population for study is all the Male and Female Students of General Public 

Sector Universities of Sindh. Total number of General public sector universities in Sindh 

is Seven which includes the SMIU Karchi, University of Sindh, University of Karachi, 

Salu Khairpur, IBA University Sukkur, BBSU Karachi and SBBU SBA. According to 

data taken from HEC website from a Document, Titled As the number of Students 

enrolled in public universities of Sindh. According to the survey the number of students 

enrolled in the SMIU Karachi in 2018 were 588, 26948 were registered in University of 

Sindh, 27277 were registered in University of Karachi, 11487 were enrolled in SALU 

Khairpur, 3358 were enrolled in Sukkur IBA, 1202 were at the BBSU Karachi and the 

345 were at SBBU SBA. Details are given below in the following table: 
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Table No.1 

S.No  Name Of University  Total No. Of students enrolled  sample selected  

1  SMIU Karachi  588  3  

2  University of Sindh  26948  145  

3  University of Karachi  27277  147  

4  SALU Khairpur  11487  61  

5  IBA University Sukkur  3358  18  

6  BBSU Karachi  1202  7  

7  SBBU SBA  345  2  

      Total  71205  384  

 

3.4. Sampling technique  

A proportionate sampling technique which is also a part of the probability sampling 

method has used. According to which the sample from the each university has calculated 

on its average weighted ratio. According to ratio the sample from each university is as 

follows: the ratio of 588 from the overall population has become 3, it means 3 

respondents has been selected from SMIU Karachi for this study. The ratio of 26948 

from the overall population has become 145; it means 145 respondents have been 

selected from University of Sindh for this study. The ratio of 27277 from the overall 

population has become 147; it means 147 respondents have been selected from 

University of Karachi for this study. The ratio of 11487 from the overall population has 

become 61; it means 61 respondents have been selected from SALU Khairpur for this 

study. The ratio of 3358 from the overall population has become 18; it means 18 

respondents have been selected from IBA University Sukkur for this study. The ratio of 
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1202 from the overall population has become 07; it means 07 respondents have been 

selected from BBSU Karachi for this study. The ratio of 345 from the overall population 

has become 02; it means 02 respondents have been selected from SBBU SBA for this 

study. Further to distribute the questionnaires among the respondents, a random sampling 

method has used for to be fair in the data collection. 

3.5. Data collection 

Data was collected through the primary source of data collection which was a survey 

questionnaire based on the 5 points likert-Scale. 1=SDA, 2=DA, 3=DK, 4=SA, 5=A 

3.6. Sample size  

According to the above mentioned sampling technique the sample of 384 was selected for 

the study out of them  23 questionnaires were not returned by the respondents, two was 

left blank and 9 were not properly filled so the final response for the analysis obtained 

from 350 respondents. Remaining 34 questionnaires have not considered avoiding 

biasness in the study results. So the 350 questionnaires were returned completely and the 

analyses were done on the properly filled questionnaires for the accurate results.  

3.7. Analysis method 

Statistical method of analysis has used to test brand awareness’s impact on the two 

different constructs (I) online buying decision and (II) social media advertising by means 

of their relationship. In the midst section of study the method of analysis is present. 

3.8. Measures 

Following adopted and modified questionnaires were used for data collection. The 

questionnaire has consist the 4 basic demographic questions, which were based on the 

Gender, qualification, age and the question on the usage of the social network. For SMA 

the adjusted questionnaire by Elisabeta Ioanas, ivona stoica (2014) has been used in 

study. in which number of questions on SMA were 7 and it was used as the intervening 

factor between Brand Awareness and OBD. For the Factor, Brand Awareness the 

questionnaire has taken and modified from the study of Macdonald, K., Sharp, 
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M.,(2000). For the factor, online buying decisions questionnaire taken from the paper of 

Macdonald, K., Sharp, M.,(2000). And it was later adjusted and modified as per the 

requirements of this research study. 
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Chapter No.4 

 

4. Results 

This chapter includes explanation of the applied data method to present results. First CFA 

of all variable has performed jointly. This is performed through a multivariate used 

technique AMOS by the help of SPSS 22. 

 

4.1. Descriptive analysis 

Descriptive method of analysis has used by simple frequency analysis. The frequency 

analysis has operated in SPSS. To give details of descriptive analysis the pie charts have 

build for clear understanding. The population was 71205 and sample size on the basis of 

proportionate sampling method has become 384 and the sample size was determined on 

the roscoe 1975 sampling method. From the 384, only 350 questionnaires were properly 

filled and later used for analysis. The details are given below: 

 

4.2. Demographic characteristics analysis 

Four demographic items has entered in SPSS 22 for analyses which were used for this 

study. The frequencies, but separately has calculated for each single item. The 

demographic items has not inserted in any other analysis in AMOS with the separate 

explanation. 

Table No.2 

 

 

Question about gender/Sex is very frequent in all type of researches. The study is based, 

the students who are enrolled in the seven public sector institutions/universities. Most 

common studying gender in Sindh’s Universities is either a Male or female. For this 
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dissertation work, 384 questionnaires were distributed and 350 returned back. Out of 350 

after analysis it is 225 respondents who are Male with 64.3% of sample and 125 

respondents who were Female with 35.7% of sample. 

 

 

Figure.15 

 

    Table No.3 

 

 

Question about Age is once a very frequent in all type of researches. The study is based, 

the students who are enrolled in the seven public sector institutions/universities. Most 
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common studying gender in Sindh’s Universities is either a Male or female of age 

between 18 or 35 years above. For this dissertation work, 384 questionnaires were 

distributed and 350 returned back. Out of 350 after analysis it is 186 respondents who are 

the age of 18-25 with 53.1% of sample, 118 respondents who are the age of 25-30 with 

33.7% of sample, and 24 respondents who are the age of 30-35 with 6.9% of sample and 

22 respondents who are the age of above 35 years with 6.3% of sample. 

 

Figure.16 
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Table No.4 

 

 

Universities in Sindh are offering various degree programs at different from Bachelors to 

PhD, so the question about Student’s Educational qualification is very help and it is once 

a very frequent in all type of researches. The study is based, the students who are enrolled 

in the seven public sector institutions/universities. For this dissertation work, 384 

questionnaires were distributed and 350 returned back. Out of 350 after analysis it is 186 

respondents who are the age of 18-25 with 53.1% of sample, 118 respondents who are the 

age of 25-30 with 33.7% of sample, and 24 respondents who are the age of 30-35 with 

6.9% of sample and 22 respondents who are the age of above 35 years with 6.3% of 

sample. 

Figure.17 
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Figure.18 
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4.3. Reliability of the Questionnaire 

The data inputted in SPSS resulted in following table: 

 

     Table No.5 

Variable  Dimensions  Items  Reliability  

Brand Awareness 

 

 

 

 

 

 

 

 

 

 

Social Media 

Advertising 

 

Online Buying 

Decision  

Brand Image  7  .721 

Brand Recall  3  .853  

Top_of_mind  3 .536  

Brand Recognition  8  .680 

Social Media 

Advertising  

7  .671  

Buying Decision  8 .631  

 

 

Test of reliability has performed on the direct data which inserted same as the 

questionnaire was. The inserted number of questions on brand image is 7 and the 

reliability of those 7 questions has become .721. The inserted number of questions on the 

brand recall is 3 and the reliability has become .653. The inserted number of questions on 

the top of mind is 3 and the reliability has become .536. The inserted number of questions 

on the brand recognition is 8 and the reliability has become .680. The inserted number of 
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questions on the SMA is 7 and the reliability has become .671. The inserted number of 

questions on the OBD is 8 and the reliability has become .631. After testing it before the 

modifications in the CFA the average reliability has become .60 and it was not up to the 

suggested parameters of the suggesting tools. The table below is inserted to show 

reliability after modifications. 

4.4. Reliability statistics of modified model 

Reliability has measured separately for the selected variables 

 

Table No.6 

Variable  Dimensions  Items  Reliability  

Brand Awareness 

 

 

 

 

 

 

 

 

 

 

SocialMediaAdvertising 

 

Online Buying Decision  

Brand Image  4  .812  

Brand Recall  3  .853  

Top_of_mind  2 .836  

Brand Recognition  4  .884  

Social Media 

Advertising  

4  .821  

Buying Decision  3 .838  
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Test of reliability has performed also after the modifications in the measurement model 

and some questions were eliminated due to the low reliability score. After the 

modification the case become as above table mentions. The inserted number of questions 

on brand image is 7 and after modification it becomes 4 and the reliability of those 4 

questions has become .812. The inserted number of questions on the brand recall is 3 and 

after modification it does same as 3and the reliability has become same .853. The inserted 

number of questions on the top of mind is 3 and after modifications it becomes 2 and the 

reliability has become .836. The inserted number of questions on the brand recognition is 

8 and after modifications it becomes 4 and the reliability has become .884. The inserted 

number of questions on the SMA is 7 and after modifications it becomes 4 and the 

reliability has become .821. The inserted number of questions on the OBD is 8 and after 

modifications it becomes 3 and the reliability has become .838. After testing it before the 

modifications in the CFA the average reliability has become .830 

 

4.5. Inferential statistics 

4.5.1. SEM (Structural Equation Modeling) 

The results has calculated through the AMOS and interpreted on the basis of facts and 

figures obtained through the analysis. Because the rational subsequent technique is SEM 

for factor’s confirmation or exploration of relations among the unobserved constructs can 

be defined by structural model. However it indicates which latent variable indirectly or 

directly makes a change in values of other latent variable in model. (Byrne, 1998). In 

general, path analysis (or Regression analysis) and CFA both combined, is called SEM. 
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4.5.2. Confirmatory Factor analysis (CFA) 

4.5.2.1. Modified Model 

Figure.19 

 

 

Results: Chi-square = 441.359, DF = 174, Probability level = .000 

CFA has done in AMOS 20. Numbers of questions inserted in AMOS were 35. Questions 

on brand image were 7, on brand recall it were 3, on the top of mind it were 3, it were on 

brand recognition 8, on SMA it were 7 and on the OBD it were 8. The CFA has done on 

all proposed factors of study at once. On that, by looking at CFA the factor loadings of all 

variables are good. The co-variance among all variables is above the .60. The fitness by 

looking at values shows that the chi-square is 441.359 which indicate fitness and the P 

value is .000 showing significances of model. GFI is .895, it is recommended that the 

GFI must be above than .850 and it is now the .895 and in round it is .9 and very near to 

1. AGFI is 861 again above .850 and TLI is showing goodness at 954, CFI is .962 and 

RMSEA and P-close is at its normal because it is suggested if the RMSEA is less than .08 

it showing fitness. 
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Regression Weights 

Table No.7 
   

Estimate S.E. C.R. P Label 

BIM1 <--- Brand_Image 1.000 
    

BIM2 <--- Brand_Image .864 .075 11.548 *** 
 

BIM4 <--- Brand_Image 1.036 .078 13.208 *** 
 

BIM5 <--- Brand_Image 1.094 .076 14.307 *** 
 

SMA1 <--- Social_media_Advertising 1.000 
    

SMA2 <--- Social_media_Advertising 1.031 .037 27.874 *** 
 

SMA4 <--- Social_media_Advertising 1.019 .036 28.526 *** 
 

SMA5 <--- Social_media_Advertising .962 .035 27.615 *** 
 

BRG1 <--- brand_recog 1.000 
    

BRG2 <--- brand_recog .884 .037 23.664 *** 
 

BRG4 <--- brand_recog 1.231 .041 29.902 *** 
 

BRC2 <--- brand_recall 1.000 
    

BRC4 <--- brand_recall 1.050 .048 22.020 *** 
 

BRC5 <--- brand_recall 1.411 .044 32.315 *** 
 

TOMA1 <--- Top_of__Mind 1.000 
    

OBD1 <--- Online_Buying_Decisions 1.000 
    

OBD6 <--- Online_Buying_Decisions .762 .042 18.039 *** 
 

OBD8 <--- Online_Buying_Decisions 1.019 .034 29.836 *** 
 

BRC1 <--- brand_recall .728 .053 13.641 *** 
 

BRG3 <--- brand_recog 1.301 .042 31.190 *** 
 

TOMA2 <--- Top_of__Mind .833 .076 10.939 *** 
 

 

The regression weights, standardized Estimates, CR and P-value of BIM1, BIM2, BIM4 

and BIM5 is positive and *** showing the P-value as three star which is means have a 

significant results for brand Image’s 4 questions. The regression weights, standardized 

Estimates, CR and P-value of SMA1,SMA2, SMA4 and SMA5 is positive and *** 

showing the P-value as three star which is means have a significant results for social 

media advertising’s 4 questions. The regression weights, standardized Estimates, CR and 

P-value of BRG1, BRG2, BRG3 and BRG4 is positive and *** showing the P-value as 

three star which is means have a significant results for brand recognition’s 4 questions. 

The regression weights, standardized Estimates, CR and P-value of BRC1, BRC2, BRC4 

and BRC5 is positive and *** showing the P-value as three star which is means have a 

significant results for brand recall’s 4 questions. The regression weights, standardized 

Estimates, CR and P-value of TOMA1 and TOMA2 is positive and *** showing the P-

value as three star which is means have a significant results for Top of mind awareness’s 
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2 questions. The regression weights, standardized Estimates, CR and P-value of OBD1, 

OBD6 and OBD8 is positive and *** showing the P-value as three star which is means 

have a significant results for online buying’s 3 questions. 

 

Covariance 

Table No.8 
   

Estimate S.E. C.R. P Label 

Brand_Image <--> Social_media_Advertising .956 .105 9.079 *** 
 

Brand_Image <--> brand_recog 1.170 .131 8.951 *** 
 

Brand_Image <--> brand_recall .905 .104 8.714 *** 
 

Brand_Image <--> Top_of__Mind 1.124 .147 7.642 *** 
 

Brand_Image <--> Online_Buying_Decisions .747 .102 7.322 *** 
 

Social_media_Advertising <--> brand_recog .788 .081 9.768 *** 
 

Social_media_Advertising <--> brand_recall .597 .064 9.341 *** 
 

Social_media_Advertising <--> Top_of__Mind .690 .091 7.619 *** 
 

Social_media_Advertising <--> Online_Buying_Decisions .708 .072 9.887 *** 
 

brand_recog <--> brand_recall .990 .090 10.945 *** 
 

brand_recog <--> Top_of__Mind .748 .109 6.866 *** 
 

brand_recog <--> Online_Buying_Decisions .679 .082 8.247 *** 
 

brand_recall <--> Top_of__Mind .569 .088 6.451 *** 
 

brand_recall <--> Online_Buying_Decisions .549 .067 8.172 *** 
 

Top_of__Mind <--> Online_Buying_Decisions .932 .107 8.729 *** 
 

 

Covariance is measure of level of variance among exogenous and endogenous constructs. 

Covariance between BI and SMA is .956, .105, 9.079 and p-value is .000 respectively. BI 

and BR are 1.170, .131, 8.951 and P-value is.000 respectively. BI and BRC are.905, 104, 

8.714 and .000 shows P-value. BI and TOMA have value 1.124, .147, 7.642 and P-value 

.000 respectively. BI and OBD has .747, .102, 7.322 and P-value .000 respectively SMA 

and BRG have values .788, .081, 9.768 and P-value .000 respectively. SMA and BRC 

have values .597, .064, 9.341 and P-value .000 respectively. SMA and TOMA have 

values .690, .091, 7.619 and P-value .000 respectively. SMA and OBD have values .708, 

.072, 9.887 and P-value .000 respectively. BRG and BRC have values .990, .090, 10.945 

and P-value .000 respectively. BRG and TOMA have values .748, .109, 6.866 and P-

value .000 respectively. BRG and OBD have values .679, .082, 8.247 and P-value .000 

respectively. BRC and TOMA have values .569, .088, 6.451 and P value .000 

respectively. BRC and OBD have values .549, .067, 8.172 and P-value .000 respectively. 

TOMA  and OBD have values .932, .107, 8.729 and P-value .000 respectively 
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Correlations 

Table No.9 
   

Estimate 

Brand_Image <--> Social_media_Advertising .754 

Brand_Image <--> brand_recog .741 

Brand_Image <--> brand_recall .699 

Brand_Image <--> Top_of__Mind .666 

Brand_Image <--> Online_Buying_Decisions .530 

Social_media_Advertising <--> brand_recog .699 

Social_media_Advertising <--> brand_recall .646 

Social_media_Advertising <--> Top_of__Mind .573 

Social_media_Advertising <--> Online_Buying_Decisions .705     
brand_recog <--> brand_recall .859     
brand_recog <--> Top_of__Mind .498 

brand_recog <--> Online_Buying_Decisions .542 

brand_recall <--> Top_of__Mind .462 

brand_recall <--> Online_Buying_Decisions .535 

Top_of__Mind <--> Online_Buying_Decisions .696 

 

Correlation among constructs has given above in table no.6 which represents the 

following as: the correlation of two BI and SMA is .754, for BI and BRG is .741, for BI 

and BRC is .699, for BI and TOMA is .666, for BI and OBD is .530, for SMA and BRG 

is .699, for SMA and BRC is .646, for SMA and TOMA is .573, for SMA and OBD is 

.705, for BRG and BRC is .859, for BRG and TOMA is .498, for BRG and OBD .542, 

for BRC and TOMA is .462, for BRC and OBD is .535, for TOMA and OBD is .696. 

Above value of relation among constructs shows that all variables have a strong 

correlation suggested by standard values. The constructs also have a positive correlation 

among themselves. 

CMIN 

Table No.10 

Model NPAR CMIN DF P CMIN/DF 

Default model 57 441.359 174 .000 2.537 

Saturated model 231 .000 0 
  

Independence model 21 7268.082 210 .000 34.610 
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The CMIN value for the model is 441.339 which is also a chi-square value. DF value is 

174. If 441.359 are divided by 174 it will become the 2.537 and it is mandatory to have a 

CMIN/DF value less than 4 according to the parameters of research. And for significance 

of model the p value is .000 that shows significance. 

RMR, GFI 

Table No.11 

Model RMR GFI AGFI PGFI 

Default model .070 .895 .861 .674 

Saturated model .000 1.000 
  

Independence model .929 .151 .066 .137 

 

The GFI and RMI model shows value of RMI .70 which should be greater than .060 and 

it is .70. The goodness of indices normal range starts at the level .85 but in round it is .9. 

The adjusted GFI points at .861 again it is above than the normal which is .85. In 

goodness if indices value is above .85 it should be acceptable. 

Baseline Comparisons 

Table No.12 

Model NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 

CFI 

Default model .939 .927 .962 .954 .962 

Saturated model 1.000 
 

1.000 
 

1.000 

Independence model .000 .000 .000 .000 .000 

 

In baseline comparison, the NFI which stands (Normal fit) indices is .939 and according 

to (Lomax & Schumacker, 2004) if value of NFI is above than .90 it shows fit good 

indices. The RFI is .927, IFI is .962 and TLI is also above .90 and the TLI value is .954. 

Hence it is accept the goodness of model indices fit. The CFI, (comparative-fit-indices) 

for this model is .952. According to (Byrne, 1994) if CFI is above .930 it shows the 

goodness. 
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RMSEA 

Table No.13 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .066 .059 .074 .000 

Independence model .310 .304 .316 .000 

 

Wu and Lei (2007), “the root mean square error of approximation” RMSEA is a 

measure to check the validity of fitness and value of RMSEA, if is less .080, it is fit to the 

goodness. The RMSEA of this model .066 which is within standard value and PCLOSE 

is .000, values are in standard domain of fitness and showing that all test which are 

performed proved fit to goodness of model. 

H 1: Brand image has positive and significant impact on the consumer’s online buying 

decisions.  

Figure.20 

 

Result: Chi-square = 17.037, Degrees of freedom = 13, Probability level = .198 
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Regression Weights 

Table No.14 
   

Estimate S.E. C.R. P Labe

l 

Online_Buying_Decision

s 

<--

- 

Brand_Image .410 .049 8.425 *** par_6 

BIM1 <--

- 

Brand_Image 1.000 
    

BIM2 <--

- 

Brand_Image .862 .079 10.87 *** par_1 

BIM4 <--

- 

Brand_Image 1.069 .084 12.65 *** par_2 

BIM5 <--

- 

Brand_Image 1.108 .084 13.22 *** par_3 

OBD1 <--

- 

Online_Buying_Decisions 1.000 
    

OBD6 <--

- 

Online_Buying_Decisions .766 .044 17.35 *** par_4 

OBD8 <--

- 

Online_Buying_Decisions 1.069 .039 27.22 *** par_5 

 

The regression weights, standardized Estimates, CR and P-value of BIM1, BIM2, BIM4 

and BIM5 is positive and *** showing the P-value as three star which is means have a 

significant results for brand Image’s 4 questions. The regression weights, standardized 

Estimates, CR and P-value of OBD1, OBD6 and OBD8 is positive and *** showing the 

P-value as three star which is means have a significant results for online buying’s 3 

questions. 

Standardized Total Effects STEs 

Table No.15 
 

Brand_Image Online_Buying_Decisions 

Online_Buying_Decisions .522 .000 

OBD8 .507 .971 

OBD6 .381 .730 

OBD1 .473 .906 

BIM5 .819 .000 

BIM4 .766 .000 

BIM2 .646 .000 

BIM1 .716 .000 
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The STE of BIM on the OBD is showing that BIM is positive and have a total effect 

above than .50 which suggests that BIM has total effect on the OBD above than .50 

which represents that BIM has impact positive and significant impact on OBD. 

Standardized Direct Effects SDEs 

Table No.16 
 

Brand_Image Online_Buying_Decisions 

Online_Buying_Decisions .522 .000 

OBD8 .000 .971 

OBD6 .000 .730 

OBD1 .000 .906 

BIM5 .819 .000 

BIM4 .766 .000 

BIM2 .646 .000 

BIM1 .716 .000 

 

BIM also have a direct effect above than .50 on the OBD that again represents that BIM 

has positive direct and significant effect on OBD. 

Standardized Indirect Effects 

Table No.17 
 

Brand_Image Online_Buying_Decisions 

Online_Buying_Decisions .000 .000 

OBD8 .507 .000 

OBD6 .381 .000 

OBD1 .473 .000 

BIM5 .000 .000 

BIM4 .000 .000 

BIM2 .000 .000 

BIM1 .000 .000 

 

The IDE of BIM on the OBD is somewhat less than .50 which represent that the IDE is 

less than the direct effect, so it is indicating that there is another factor which intervenes 

the IDE between the BIM and OBD. 
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CMIN 

Table No.18 

Model NPAR CMIN DF P CMIN/DF 

Default model 15 17.037 13 .198 1.311 

Saturated model 28 .000 0 
  

Independence model 7 1367.447 21 .000 65.117 

 

The CMIN value for the model is 17.037 which is also a chi-square value. DF value is 13. 

If 17.039 are divided by 13 it will become the 1.311 and it is mandatory to have a 

CMIN/DF value less than 4 according to the parameters of research. And for significance 

of model the p value is .000 that shows significance. 

RMR, GFI 

Table No.19 

Model RMR GFI AGFI PGFI 

Default model .061 .986 .970 .458 

Saturated model .000 1.000 
  

Independence model .993 .416 .221 .312 

 

The GFI and RMI model shows value of RMR .61 which should be greater than .60 and 

it is .61. The goodness of indices normal range starts at the level .85 but in round it is 

.986. The adjusted GFI points at .986 again it is above than the normal which is .85. In 

goodness if indices value is above .85 it should be acceptable. 

Baseline Comparisons 

Table No.20 

Model NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 

CFI 

Default model .988 .980 .997 .995 .997 

Saturated model 1.000 
 

1.000 
 

1.000 

Independence model .000 .000 .000 .000 .000 
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In baseline comparison, the NFI which stands (Normal fit) indices is .988 and according 

to (Schumacker & Lomax, 2004) if value of NFI is above than .90 it shows fit good 

indices. The RFI is .980, IFI is .997 and TLI is also above .90 and the TLI value is .995. 

Hence it is accept the goodness of model indices fit. The CFI, (comparative-fit-indices) 

for this model is .997. According to (Byrne, 1994) if CFI is above .930 it shows the 

goodness. 

RMSEA 

Table No.21 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .030 .000 .065 .802 

Independence model .429 .409 .448 .000 

 

Wu and Lei (2007), “the root mean square error of approximation” RMSEA is a 

measure to check the validity of fitness and value of RMSEA, if is less .080, it is fit to the 

goodness. The RMSEA of this model .030 which is within standard value and PCLOSE 

is .000, values are in standard domain of fitness and showing that all test which are 

performed proved fit to goodness of model. 

H 2: Brand recall has positive and significant impact on the consumer’s online buying 

decisions. 

Figure.21 

 

Result: Chi-square = 35.735, DF = 13 Probability level = .001 
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Regression Weights 

Table No.22 
   

Estimate S.E. C.R. P Label 

Online_Buying_Decisions <--- brand_recall .563 .055 10.155 *** par_6 

BRC2 <--- brand_recall 1.000 
    

BRC4 <--- brand_recall 1.042 .048 21.517 *** par_1 

BRC5 <--- brand_recall 1.417 .046 30.677 *** par_2 

OBD1 <--- Online_Buying_Decisions 1.000 
    

OBD6 <--- Online_Buying_Decisions .770 .044 17.486 *** par_3 

OBD8 <--- Online_Buying_Decisions 1.067 .039 27.439 *** par_4 

BRC1 <--- brand_recall .737 .053 13.803 *** par_5 

 

The regression weights, standardized Estimates, CR and P-value of BRC1, BRC2, BRC4 

and BRC5 is positive and *** showing the P-value as three star which is means have a 

significant results for brand recall’s 4 questions. The regression weights, standardized 

Estimates, CR and P-value of OBD1, OBD6 and OBD8 is positive and *** showing the 

P-value as three star which is means have a significant results for online buying’s 3 

questions. 

Standardized Total Effects  

Table No.23 
 

brand_recall Online_Buying_Decisions 

Online_Buying_Decisions .528 .000 

BRC1 .629 .000 

OBD8 .512 .970 

OBD6 .388 .734 

OBD1 .478 .906 

BRC5 .966 .000 

BRC4 .817 .000 

BRC2 .909 .000 

 

The STE of BRC on the OBD is showing that BIM is positive and have a total effect 

above than .50 which suggests that BRC has total effect on the OBD above than .50 

which represents that BRC has impact positive and significant impact on OBD. 
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Standardized Direct Effects  

Table No.24 
 

brand_recall Online_Buying_Decisions 

Online_Buying_Decisions .528 .000 

BRC1 .629 .000 

OBD8 .000 .970 

OBD6 .000 .734 

OBD1 .000 .906 

BRC5 .966 .000 

BRC4 .817 .000 

BRC2 .909 .000 

 

BRC also have a direct effect above than .50 on the OBD that again represents that BRC 

has positive direct and significant effect on OBD. 

Standardized Indirect Effects 

Table No.25 
 

brand_recall Online_Buying_Decisions 

Online_Buying_Decisions .000 .000 

BRC1 .000 .000 

OBD8 .512 .000 

OBD6 .388 .000 

OBD1 .478 .000 

BRC5 .000 .000 

BRC4 .000 .000 

BRC2 .000 .000 

 

The IDE of BRC on the OBD is somewhat less than .50 which represent that the IDE is 

less than the direct effect, so it is indicating that there is another factor which intervenes 

the IDE between the BRC and OBD. 

CMIN 

Table No.26 

Model NPAR CMIN DF P CMIN/DF 

Default model 15 35.735 13 .001 2.749 

Saturated model 28 .000 0 
  

Independence model 7 1935.758 21 .000 92.179 
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The CMIN value for the model is 35.735which is also a chi-square value. DF value is 13. 

If 35.735 are divided by 13 it will become the 2.749 and it is mandatory to have a 

CMIN/DF value less than 4 according to the parameters of research. And for significance 

of model the p value is .000 that shows significance. 

RMR, GFI 

Table No.27 

Model RMR GFI AGFI PGFI 

Default model .057 .971 .937 .451 

Saturated model .000 1.000 
  

Independence model .698 .340 .120 .255 

 

The GFI and RMR model shows value of RMR .057 which should be greater than .060 

and it is .057. The goodness of indices normal range starts at the level .85 but in round it 

is .971. The adjusted GFI points at .971 again it is above than the normal which is .85. In 

goodness if indices value is above .85 it should be acceptable. 

Baseline Comparisons 

Table No.28 

Model NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 

CFI 

Default model .982 .970 .988 .981 .988 

Saturated model 1.000 
 

1.000 
 

1.000 

Independence model .000 .000 .000 .000 .000 

 

In baseline comparison, the NFI which stands (Normal fit) indices is .982 and according 

to (Schumacker & Lomax, 2004) if value of NFI is above than .90 it shows fit good 

indices. The RFI is .970, IFI is .988 and TLI is also above .90 and the TLI value is .981. 

Hence it is accept the goodness of model indices fit. The CFI, (comparative-fit-indices) 

for this model is .982. According to (Byrne, 1994) if CFI is above .930 it shows the 

goodness. 
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RMSEA 

Table No.29 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .071 .044 .099 .098 

Independence model .511 .492 .531 .000 

 

Wu and Lei (2007), “the root mean square error of approximation” RMSEA is a 

measure to check the validity of fitness and value of RMSEA, if is less .080, it is fit to the 

goodness. The RMSEA of this model .071 which is within standard value and PCLOSE 

is .000, values are in standard domain of fitness and showing that all test which are 

performed proved fit to goodness of model. 

 

H 3: Top of Mind Awareness has positive and significant impact on the consumer’s 

online buying decisions. 

Figure.22 

 

 

Result: Chi-square = 27.694, DF = 4, Probability level = .000 
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Regression Weights 

Table No.30 
   

Estimate S.E. C.R. P Label 

Online_Buying_Decisions <--- Top_of__Mind .647 .066 9.745 *** par_4 

TOMA1 <--- Top_of__Mind 1.000 
    

OBD1 <--- Online_Buying_Decisions 1.000 
    

OBD6 <--- Online_Buying_Decisions .761 .043 17.791 *** par_1 

OBD8 <--- Online_Buying_Decisions 1.027 .036 28.177 *** par_2 

TOMA2 <--- Top_of__Mind 1.005 .100 10.011 *** par_3 

 

The regression weights, standardized Estimates, CR and P-value of TOMA1 and TOMA2 

is positive and *** showing the P-value as three star which is means have a significant 

results for Top of mind awareness’s 2 questions. The regression weights, standardized 

Estimates, CR and P-value of OBD1, OBD6 and OBD8 is positive and *** showing the 

P-value as three star which is means have a significant results for online buying’s 3 

questions. 

Standardized Total Effects  

Table No.31 
 

Top_of__Mind Online_Buying_Decisions 

Online_Buying_Decisions .708 .000 

TOMA2 .768 .000 

OBD8 .673 .951 

OBD6 .523 .738 

OBD1 .653 .923 

TOMA1 .717 .000 

 

The STE of TOMA on the OBD is showing that TOMA is positive and have a total effect 

above than .50 which suggests that TOMA has total effect on the OBD above than .50 

which represents that TOMA has impact positive and significant impact on OBD. 

Standardized Direct Effects 

Table No.32 
 

Top_of__Mind Online_Buying_Decisions 

Online_Buying_Decisions .708 .000 

TOMA2 .768 .000 
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OBD8 .000 .951 

OBD6 .000 .738 

OBD1 .000 .923 

TOMA1 .717 .000 

 

TOMA also have a direct effect above than .50 on the OBD that again represents that 

TOMA has positive direct and significant effect on OBD. 

Standardized Indirect Effects 

Table No.33 
 

Top_of__Mind Online_Buying_Decisions 

Online_Buying_Decisions .000 .000 

TOMA2 .000 .000 

OBD8 .673 .000 

OBD6 .523 .000 

OBD1 .653 .000 

TOMA1 .000 .000 

 

The IDE of TOMA on the OBD is somewhat less than .50 which represent that the IDE is 

less than the direct effect, so it is indicating that there is another factor which intervenes 

the IDE between the TOMA and OBD. 

CMIN 

Table No.34 

Model NPAR CMIN DF P CMIN/DF 

Default model 11 27.694 8 .000 3.923 

Saturated model 15 .000 0 
  

Independence model 5 1059.409 10 .000 105.941 

 

The CMIN value for the model is 27.694which is also a chi-square value. DF value is 4. 

If 27.694is divided by 174 it will become the 3.923 and it is mandatory to have a 

CMIN/DF value less than 4 according to the parameters of research. And for significance 

of model the p value is .000 that shows significance. 
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RMR, GFI 

Table No.35 

Model RMR GFI AGFI PGFI 

Default model .064 .971 .892 .259 

Saturated model .000 1.000 
  

Independence model .764 .424 .136 .283 

 

The GFI and RMR model shows value of RMR .064 which should be greater than .060 

and it is .064. The goodness of indices normal range starts at the level .85 but in round it 

is .971. The adjusted GFI points at .892 again it is above than the normal which is .85. In 

goodness if indices value is above .85 it should be acceptable. 

Baseline Comparisons 

Table No.36 

Model NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 

CFI 

Default model .974 .935 .978 .944 .977 

Saturated model 1.000 
 

1.000 
 

1.000 

Independence model .000 .000 .000 .000 .000 

 

In baseline comparison, the NFI which stands (Normal fit) indices is .974and according 

to (Schumacker & Lomax, 2004) if value of NFI is above than .90 it shows fit good 

indices. The RFI is .935, IFI is .978 and TLI is also above .90 and the TLI value is .944. 

Hence it is accept the goodness of model indices fit. The CFI, (comparative-fit-indices) 

for this model is .977. According to (Byrne, 1994) if CFI is above .930 it shows the 

goodness. 

RMSEA 

Table No.37 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .076 .087 .178 .002 

Independence model .548 .521 .577 .000 
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Wu and Lei (2007), “the root mean square error of approximation” RMSEA is a 

measure to check the validity of fitness and value of RMSEA, if is less .080, it is fit to the 

goodness. The RMSEA of this model .076 which is within standard value and PCLOSE 

is .000, values are in standard domain of fitness and showing that all test which are 

performed proved fit to goodness of model. 

H 4: Brand Recognition has positive and significant impact on the consumer’s online 

buying decisions. 

Figure.23 

 

Result: Chi-square = 28.853, DF = 13 Probability level = .007 

Regression Weights 

Table No.38 
   

Estimate S.E. C.R. P Label 

Online_Buying_Decisions <--- brand_recog .468 .045 10.300 *** par_6 

BRG1 <--- brand_recog 1.000 
    

BRG2 <--- brand_recog .886 .037 23.743 *** par_1 

BRG4 <--- brand_recog 1.224 .042 29.301 *** par_2 

OBD1 <--- Online_Buying_Decisions 1.000 
    

OBD6 <--- Online_Buying_Decisions .772 .044 17.608 *** par_3 

OBD8 <--- Online_Buying_Decisions 1.062 .039 27.518 *** par_4 

BRG3 <--- brand_recog 1.309 .042 31.458 *** par_5 
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The regression weights, standardized Estimates, CR and P-value of BRG1, BRG2, BRG3 

and BRG4 is positive and *** showing the P-value as three star which is means have a 

significant results for brand recognition’s 4 questions. The regression weights, 

standardized Estimates, CR and P-value of OBD1, OBD6 and OBD8 is positive and *** 

showing the P-value as three star which is means have a significant results for online 

buying’s 3 questions. 

Standardized Total Effects 

Table No.39 
 

brand_recog Online_Buying_Decisions 

Online_Buying_Decisions .535 .000 

BRG3 .980 .000 

OBD8 .517 .967 

OBD6 .394 .737 

OBD1 .486 .908 

BRG4 .953 .000 

BRG2 .874 .000 

BRG1 .880 .000 

 

The STE of BRG on the OBD is showing that BRG is positive and have a total effect 

above than .50 which suggests that BRG has total effect on the OBD above than .50 

which represents that BRG has impact positive and significant impact on OBD. 

 

Standardized Direct Effects 

Table No.40 
 

brand_recog Online_Buying_Decisions 

Online_Buying_Decisions .535 .000 

BRG3 .980 .000 

OBD8 .000 .967 

OBD6 .000 .737 

OBD1 .000 .908 

BRG4 .953 .000 

BRG2 .874 .000 

BRG1 .880 .000 
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BRG also have a direct effect above than .50 on the OBD that again represents that BRG 

has positive direct and significant effect on OBD. 

Standardized Indirect Effects 

Table No.41 
 

brand_recog Online_Buying_Decisions 

Online_Buying_Decisions .000 .000 

BRG3 .000 .000 

OBD8 .517 .000 

OBD6 .394 .000 

OBD1 .486 .000 

BRG4 .000 .000 

BRG2 .000 .000 

BRG1 .000 .000 

 

The IDE of BRG on the OBD is somewhat less than .50 which represent that the IDE is 

less than the direct effect, so it is indicating that there is another factor which intervenes 

the IDE between the BRG and OBD. 

CMIN 

Table No.42 

Model NPAR CMIN DF P CMIN/DF 

Default model 15 28.853 13 .007 2.219 

Saturated model 28 .000 0 
  

Independence model 7 2578.994 21 .000 122.809 

 

The CMIN value for the model is 28.853which is also a chi-square value. DF value is 13. 

If 28.853is divided by 13 it will become the 2.219 and it is mandatory to have a 

CMIN/DF value less than 4 according to the parameters of research. And for significance 

of model the p value is .000 that shows significance. 
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RMR, GFI 

Table No.43 

Model RMR GFI AGFI PGFI 

Default model .073 .977 .950 .454 

Saturated model .000 1.000 
  

Independence model .989 .288 .051 .216 

 

The GFI and RMR model shows value of RMR .73 which should be greater than .60 and 

it is .73. The goodness of indices normal range starts at the level .85 but in round it is 

.977. The adjusted GFI points at .950 again it is above than the normal which is .85. In 

goodness if indices value is above .85 it should be acceptable. 

 

Baseline Comparisons 

Table No.44 

Model NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 

CFI 

Default model .989 .982 .994 .990 .994 

Saturated model 1.000 
 

1.000 
 

1.000 

Independence model .000 .000 .000 .000 .000 

 

In baseline comparison, the NFI which stands (Normal fit) indices is .989 and according 

to (Lomax & Schumacker, 2004) if value of NFI is above than .90 it shows fit good 

indices. The RFI is .982, IFI is .994 and TLI is also above .90 and the TLI value is .990. 

Hence it is accept the goodness of model indices fit. The CFI, (comparative-fit-indices) 

for this model is .994. According to (Byrne, 1994) if CFI is above .930 it shows the 

goodness. 

RMSEA 

Table No.45 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .059 .030 .088 .272 

Independence model .591 .572 .610 .000 
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Wu and Lei (2007), “the root mean square error of approximation” RMSEA is a 

measure to check the validity of fitness and value of RMSEA, if is less .080, it is fit to the 

goodness. The RMSEA of this model .059 which is within standard value and PCLOSE 

is .000, values are in standard domain of fitness and showing that all test which are 

performed proved fit to goodness of model. 

 

H5: Brand Awareness has positive and significant impact on the consumer’s online 

buying decisions  

Figure.24 

 

 

Result: Chi-square = 376.068, DF = 114, Probability level = .000 
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Regression Weights 

Table No.46 
   

Estimat

e 

S.E. C.R. P Label 

brand_recall <--- Brand_Awareness 1.000 
    

Top_of__Mind <--- Brand_Awareness .848 .096 8.791 *** par_1

3 

Brand_Image <--- Brand_Awareness 1.171 .100 11.75

7 

*** par_1

4 

brand_recog <--- Brand_Awareness 1.254 .072 17.49

0 

*** par_1

5 

Online_Buying_Decision

s 

<--- Brand_Awareness .715 .064 11.13

2 

*** par_1

6 

BIM1 <--- Brand_Image 1.000 
    

BIM2 <--- Brand_Image .873 .080 10.85

9 

*** par_1 

BIM4 <--- Brand_Image 1.093 .085 12.78

4 

*** par_2 

BIM5 <--- Brand_Image 1.156 .084 13.68

3 

*** par_3 

BRG1 <--- brand_recog 1.000 
    

BRG2 <--- brand_recog .883 .037 23.62

0 

*** par_4 

BRG4 <--- brand_recog 1.230 .041 29.81

2 

*** par_5 

BRC2 <--- brand_recall 1.000 
    

BRC4 <--- brand_recall 1.049 .048 22.04

9 

*** par_6 

BRC5 <--- brand_recall 1.408 .044 32.21

7 

*** par_7 

TOMA1 <--- Top_of__Mind 1.000 
    

OBD1 <--- Online_Buying_Decision

s 

1.000 
    

OBD6 <--- Online_Buying_Decision

s 

.771 .044 17.63

0 

*** par_8 

OBD8 <--- Online_Buying_Decision

s 

1.059 .038 27.93

4 

*** par_9 

BRC1 <--- brand_recall .729 .053 13.69

1 

*** par_1

0 

BRG3 <--- brand_recog 1.303 .042 31.27

3 

*** par_1

1 

TOMA2 <--- Top_of__Mind .825 .101 8.134 *** par_1

2 

 

The regression weights, standardized Estimates, CR and P-value of BIM1, BIM2, BIM4 

and BIM5 is positive and *** showing the P-value as three star which is means have a 

significant results for brand Image’s 4 questions. The regression weights, standardized 

Estimates, CR and P-value of SMA1,SMA2, SMA4 and SMA5 is positive and *** 

showing the P-value as three star which is means have a significant results for social 
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media advertising’s 4 questions. The regression weights, standardized Estimates, CR and 

P-value of BRG1, BRG2, BRG3 and BRG4 is positive and *** showing the P-value as 

three star which is means have a significant results for brand recognition’s 4 questions. 

The regression weights, standardized Estimates, CR and P-value of BRC1, BRC2, BRC4 

and BRC5 is positive and *** showing the P-value as three star which is means have a 

significant results for brand recall’s 4 questions. The regression weights, standardized 

Estimates, CR and P-value of TOMA1 and TOMA2 is positive and *** showing the P-

value as three star which is means have a significant results for Top of mind awareness’s 

2 questions. The regression weights, standardized Estimates, CR and P-value of OBD1, 

OBD6 and OBD8 is positive and *** showing the P-value as three star which is means 

have a significant results for online buying’s 3 questions. 

CMIN 

Table No.47 

Model NPAR CMIN DF P CMIN/DF 

Default model 39 376.068 114 .000 3.299 

Saturated model 153 .000 0 
  

Independence model 17 5303.909 136 .000 38.999 

 

The CMIN value for the model is 376.068 which is also a chi-square value. DF value is 

114. If 376.068 are divided by 114 it will become the 3.299 and it is mandatory to have a 

CMIN/DF value less than 4 according to the parameters of research. And for significance 

of model the p value is .000 that shows significance. 

RMR, GFI 

Table No.48 

Model RMR GFI AGFI PGFI 

Default model .083 .890 .853 .663 

Saturated model .000 1.000 
  

Independence model .993 .193 .092 .171 

 

The GFI and RMR model shows value of RMR .083 which should be greater than .060 

and it is .083. The goodness of indices normal range starts at the level .85 but in round it 
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is .9. The adjusted GFI points at .853 again it is above than the normal which is .85. In 

goodness if indices value is above .85 it should be acceptable. 

Baseline Comparisons 

Table No.49 

Model NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 

CFI 

Default model .929 .915 .950 .940 .949 

Saturated model 1.000 
 

1.000 
 

1.000 

Independence model .000 .000 .000 .000 .000 

 

In baseline comparison, the NFI which stands (Normal fit) indices is .929 and according 

to (Lomax & Schumacker, 2004) if value of NFI is above than .90 it shows fit good 

indices. The RFI is .915, IFI is .950 and TLI is also above .90 and the TLI value is .940. 

Hence it is accept the goodness of model indices fit. The CFI, (comparative-fit-indices) 

for this model is .949. According to (Byrne, 1994) if CFI is above .930 it shows the 

goodness. 

RMSEA 

Table No.50 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .071 .072 .090 .000 

Independence model .330 .322 .338 .000 

 

Wu and Lei (2007), “the root mean square error of approximation” RMSEA is a 

measure to check the validity of fitness and value of RMSEA, if is less .080, it is fit to the 

goodness. The RMSEA of this model .071 which is within standard value and PCLOSE 

is .000, values are in standard domain of fitness and showing that all test which are 

performed proved fit to goodness of model. 

 

H 6: Brand Image has positive and significant relationship with the Social Media 

Advertising. 

Figure.25 
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Result: Chi-square = 45.177, DF = 19, Probability level = .001 

Regression Weights 

Table No.51 
   

Estimate S.E. C.R. P Label 

Social_media_Advertising <--- Brand_Image .536 .044 12.199 *** par_7 

BIM1 <--- Brand_Image 1.000 
    

BIM2 <--- Brand_Image .862 .076 11.381 *** par_1 

BIM4 <--- Brand_Image 1.042 .080 13.052 *** par_2 

BIM5 <--- Brand_Image 1.077 .078 13.792 *** par_3 

SMA1 <--- Social_media_Advertising 1.000 
    

SMA2 <--- Social_media_Advertising 1.030 .037 27.484 *** par_4 

SMA4 <--- Social_media_Advertising 1.018 .036 28.138 *** par_5 

SMA5 <--- Social_media_Advertising .969 .035 27.872 *** par_6 

 

The regression weights, standardized Estimates, CR and P-value of BIM1, BIM2, BIM4 

and BIM5 is positive and *** showing the P-value as three star which is means have a 

significant results for brand Image’s 4 questions. The regression weights, standardized 

Estimates, CR and P-value of SMA1,SMA2, SMA4 and SMA5 is positive and *** 

showing the P-value as three star which is means have a significant results for social 

media advertising’s 4 questions.  
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Standardized Total Effects 

Table No.52 
 

Brand_Image Social_media_Advertising 

Social_media_Advertising .755 .000 

SMA5 .692 .916 

SMA4 .695 .920 

SMA2 .689 .912 

SMA1 .683 .905 

BIM5 .809 .000 

BIM4 .758 .000 

BIM2 .657 .000 

BIM1 .728 .000 

 

The STE of BIM on the SMA is showing that BIM is positive and have a total effect 

above than .50 which suggests that BIM has total effect on the SMA above than .50 

which represents that BIM has impact positive and significant impact on SMA. 

 

Standardized Direct Effects 

Table No.53 
 

Brand_Image Social_media_Advertising 

Social_media_Advertising .755 .000 

SMA5 .000 .916 

SMA4 .000 .920 

SMA2 .000 .912 

SMA1 .000 .905 

BIM5 .809 .000 

BIM4 .758 .000 

BIM2 .657 .000 

BIM1 .728 .000 

 

BIM also have a direct effect above than .50 on the SMA that again represents that BIM 

has positive direct and significant effect on SMA. 
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Standardized Indirect Effects 

Table No.54 
 

Brand_Image Social_media_Advertising 

Social_media_Advertising .000 .000 

SMA5 .692 .000 

SMA4 .695 .000 

SMA2 .689 .000 

SMA1 .683 .000 

BIM5 .000 .000 

BIM4 .000 .000 

BIM2 .000 .000 

BIM1 .000 .000 

 

The IDE of BIM on the SMA is somewhat less than .50 which represent that the IDE is 

less than the direct effect, so it is indicating that there is another factor which intervenes 

the IDE between the BIM and SMA. 

CMIN 

Table No.55 

Model NPAR CMIN DF P CMIN/DF 

Default model 17 45.177 19 .001 2.378 

Saturated model 36 .000 0 
  

Independence model 8 2195.907 28 .000 78.425 

 

The CMIN value for the model is 45.177 which is also a chi-square value. DF value is 19. 

If 45.177 are divided by 19 it will become the 2.378 and it is mandatory to have a 

CMIN/DF value less than 4 according to the parameters of research. And for significance 

of model the p value is .000 that shows significance. 

RMR, GFI 

Table No.56 

Model RMR GFI AGFI PGFI 

Default model .076 .970 .943 .512 

Saturated model .000 1.000 
  

Independence model 1.040 .282 .077 .219 
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The GFI and RMR model shows value of RMR .076 which should be greater than .060 

and it is .070. The goodness of indices normal range starts at the level .85 but in round it 

is .970. The adjusted GFI points at .943 again it is above than the normal which is .85. In 

goodness if indices value is above .85 it should be acceptable. 

Baseline Comparisons 

Table No.57 

Model NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 

CFI 

Default model .979 .970 .988 .982 .988 

Saturated model 1.000 
 

1.000 
 

1.000 

Independence model .000 .000 .000 .000 .000 

 

In baseline comparison, the NFI which stands (Normal fit) indices is .979 and according 

to (Lomax & Schumacker, 2004) if value of NFI is above than .90 it shows fit good 

indices. The RFI is .970, IFI is .988 and TLI is also above .90 and the TLI value is .982. 

Hence it is accept the goodness of model indices fit. The CFI, (comparative-fit-indices) 

for this model is .988. According to (Byrne, 1994) if CFI is above .930 it shows the 

goodness. 

RMSEA 

Table No.58 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .063 .039 .087 .170 

Independence model .471 .454 .488 .000 

 

Wu and Lei (2007), “the root mean square error of approximation” RMSEA is a 

measure to check the validity of fitness and value of RMSEA, if is less .080, it is fit to the 

goodness. The RMSEA of this model .063 which is within standard value and PCLOSE 

is .000, values are in standard domain of fitness and showing that all test which are 

performed proved fit to goodness of model. 

H 7: Brand recall has positive and significant relationship with the Social Media 

Advertising. 
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Figure.26 

 

Result: Chi-square = 55.492, DF = 19, Probability level = .000 

Regression Weights 

Table No.59 
   

Estimate S.E. C.R. P Label 

Social_media_Advertising <--- brand_recall .631 .048 13.179 *** par_7 

SMA1 <--- Social_media_Advertising 1.000 
    

SMA2 <--- Social_media_Advertising 1.030 .037 27.522 *** par_1 

SMA4 <--- Social_media_Advertising 1.017 .036 28.105 *** par_2 

SMA5 <--- Social_media_Advertising .969 .035 27.825 *** par_3 

BRC2 <--- brand_recall 1.000 
    

BRC4 <--- brand_recall 1.041 .048 21.491 *** par_4 

BRC5 <--- brand_recall 1.417 .046 31.021 *** par_5 

BRC1 <--- brand_recall .739 .053 13.872 *** par_6 

 

The regression weights, standardized Estimates, The regression weights, standardized 

Estimates, CR and P-value of SMA1,SMA2, SMA4 and SMA5 is positive and *** 

showing the P-value as three star which is means have a significant results for social 

media advertising’s 4 questions. The regression weights, standardized Estimates, CR and 

P-value of BRC1, BRC2, BRC4 and BRC5 is positive and *** showing the P-value as 

three star which is means have a significant results for brand recall’s 4 questions.  
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Standardized Total Effects 

Table No.60 
 

brand_recall Social_media_Advertising 

Social_media_Advertising .645 .000 

BRC1 .631 .000 

BRC5 .966 .000 

BRC4 .817 .000 

BRC2 .909 .000 

SMA5 .591 .916 

SMA4 .593 .919 

SMA2 .589 .912 

SMA1 .584 .905 

 

The STE of BRC on the SMA is showing that BRC is positive and have a total effect 

above than .50 which suggests that BRC has total effect on the SMA above than .50 

which represents that BRC has impact positive and significant impact on SMA. 

 

Standardized Direct Effects 

Table No.60 
 

brand_recall Social_media_Advertising 

Social_media_Advertising .645 .000 

BRC1 .631 .000 

BRC5 .966 .000 

BRC4 .817 .000 

BRC2 .909 .000 

SMA5 .000 .916 

SMA4 .000 .919 

SMA2 .000 .912 

SMA1 .000 .905 

 

BRC also have a direct effect above than .50 on the SMA that again represents that BRC 

has positive direct and significant effect on SMA. 
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Standardized Indirect Effects 

Table No.61 
 

brand_recall Social_media_Advertising 

Social_media_Advertising .000 .000 

BRC1 .000 .000 

BRC5 .000 .000 

BRC4 .000 .000 

BRC2 .000 .000 

SMA5 .591 .000 

SMA4 .593 .000 

SMA2 .589 .000 

SMA1 .584 .000 

 

The IDE of BRC on the SMA is somewhat less than .50 which represent that the IDE is 

less than the direct effect, so it is indicating that there is another factor which intervenes 

the IDE between the BRC and SMA. 

CMIN 

Table No.62 

Model NPAR CMIN DF P CMIN/DF 

Default model 17 55.492 19 .000 2.921 

Saturated model 36 .000 0 
  

Independence model 8 2695.081 28 .000 96.253 

 

The CMIN value for the model is 55.492 which is also a chi-square value. DF value is 19. 

If 55.492 are divided by 19 it will become the 2.921 and it is mandatory to have a 

CMIN/DF value less than 4 according to the parameters of research. And for significance 

of model the p value is .000 that shows significance. 
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RMR, GFI 

Table No.63 

Model RMR GFI AGFI PGFI 

Default model .063 .962 .929 .508 

Saturated model .000 1.000 
  

Independence model .721 .261 .050 .203 

 

The GFI and RMR model shows value of RMR .063 which should be greater than .060 

and it is .063. The goodness of indices normal range starts at the level .85 but in round it 

is .962. The adjusted GFI points at .929 again it is above than the normal which is .85. In 

goodness if indices value is above .85 it should be acceptable. 

Baseline Comparison 

Table No.64 

Model NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 

CFI 

Default model .979 .970 .986 .980 .986 

Saturated model 1.000 
 

1.000 
 

1.000 

Independence model .000 .000 .000 .000 .000 

 

In baseline comparison, the NFI which stands (Normal fit) indices is .979 and according 

to (Lomax & Schumacker, 2004) if value of NFI is above than .90 it shows fit good 

indices. The RFI is .970, IFI is .986 and TLI is also above .90 and the TLI value is .980. 

Hence it is accept the goodness of model indices fit. The CFI, (comparative-fit-indices) 

for this model is .986. According to (Byrne, 1994) if CFI is above .930 it shows the 

goodness. 

RMSEA 

Table No.65 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .074 .052 .097 .038 

Independence model .522 .506 .539 .000 
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Wu and Lei (2007), “the root mean square error of approximation” RMSEA is a 

measure to check the validity of fitness and value of RMSEA, if is less .080, it is fit to the 

goodness. The RMSEA of this model .074 which is within standard value and PCLOSE 

is .000, values are in standard domain of fitness and showing that all test which are 

performed proved fit to goodness of model. 

 

H 8: Top of Mind Awareness has positive and significant relationship with the Social 

Media Advertising. 

Figure.27 

 

 

Result: Chi-square = 19.536, DF = 8, Probability level = .012 

Regression Weights 

Table No.66 
   

Estimate S.E. C.R. P Label 

Social_media_Advertising <--- Top_of__Mind .499 .061 8.229 *** par_5 

SMA1 <--- Social_media_Advertising 1.000 
    

SMA2 <--- Social_media_Advertising 1.030 .038 27.351 *** par_1 

SMA4 <--- Social_media_Advertising 1.020 .036 28.171 *** par_2 

SMA5 <--- Social_media_Advertising .969 .035 27.693 *** par_3 

TOMA1 <--- Top_of__Mind 1.000 
    

TOMA2 <--- Top_of__Mind 1.070 .129 8.297 *** par_4 
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The regression weights, standardized Estimates, CR and P-value of SMA1,SMA2, SMA4 

and SMA5 is positive and *** showing the P-value as three star which is means have a 

significant results for social media advertising’s 4 questions.  The regression weights, 

standardized Estimates, CR and P-value of TOMA1 and TOMA2 is positive and *** 

showing the P-value as three star which is means have a significant results for Top of 

mind awareness’s 2 questions.  

Standardized Total Effects 

Table No.67 
 

Top_of__Mind Social_media_Advertising 

Social_media_Advertising .587 .000 

TOMA2 .792 .000 

TOMA1 .695 .000 

SMA5 .538 .915 

SMA4 .541 .921 

SMA2 .535 .911 

SMA1 .531 .904 

 

The STE of TOMA on the SMA is showing that TOMA is positive and have a total effect 

above than .50 which suggests that TOMA has total effect on the SMA above than .50 

which represents that TOMA has impact positive and significant impact on SMA. 

 

Standardized Direct Effects 

Table No.68 
 

Top_of__Mind Social_media_Advertising 

Social_media_Advertising .587 .000 

TOMA2 .792 .000 

TOMA1 .695 .000 

SMA5 .000 .915 

SMA4 .000 .921 

SMA2 .000 .911 

SMA1 .000 .904 

 

TOMA also have a direct effect above than .50 on the SMA that again represents that 

TOMA has positive direct and significant effect on SMA. 
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Standardized Indirect Effects 

Table No.69 
 

Top_of__Mind Social_media_Advertising 

Social_media_Advertising .000 .000 

TOMA2 .000 .000 

TOMA1 .000 .000 

SMA5 .538 .000 

SMA4 .541 .000 

SMA2 .535 .000 

SMA1 .531 .000 

 

The IDE of TOMA on the SMA is somewhat less than .50 which represent that the IDE is 

less than the direct effect, so it is indicating that there is another factor which intervenes 

the IDE between the TOMA and SMA. 

CMIN 

Table No.70 

Model NPAR CMIN DF P CMIN/DF 

Default model 13 19.536 8 .012 2.442 

Saturated model 21 .000 0 
  

Independence model 6 1682.089 15 .000 112.139 

 

The CMIN value for the model is 19.536 which is also a chi-square value. DF value is 8. 

If 19.536 are divided by 8 it will become the 2. 442 and it is mandatory to have a 

CMIN/DF value less than 4 according to the parameters of research. And for significance 

of model the p value is .000 that shows significance. 

RMR, GF 

Table No.71 

Model RMR GFI AGFI PGFI 

Default model .078 .983 .954 .374 

Saturated model .000 1.000 
  

Independence model .694 .343 .080 .245 
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The GFI and RMR model shows value of RMR .078 which should be greater than .060 

and it is .078. The goodness of indices normal range starts at the level .85 but in round it 

is .983. The adjusted GFI points at .954 again it is above than the normal which is .85. In 

goodness if indices value is above .85 it should be acceptable. 

Baseline Comparisons 

Table No.72 

Model NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 

CFI 

Default model .988 .978 .993 .987 .993 

Saturated model 1.000 
 

1.000 
 

1.000 

Independence model .000 .000 .000 .000 .000 

 

In baseline comparison, the NFI which stands (Normal fit) indices is .988 and according 

to (Lomax & Schumacker, 2004) if value of NFI is above than .90 it shows fit good 

indices. The RFI is .978, IFI is .993 and TLI is also above .90 and the TLI value is .987. 

Hence it is accept the goodness of model indices fit. The CFI, (comparative-fit-indices) 

for this model is .993. According to (Byrne, 1994) if CFI is above .930 it shows the 

goodness. 

RMSEA 

Table No.73 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .064 .028 .101 .223 

Independence model .564 .542 .587 .000 

 

Wu and Lei (2007), “the root mean square error of approximation” RMSEA is a 

measure to check the validity of fitness and value of RMSEA, if is less .080, it is fit to the 

goodness. The RMSEA of this model .064 which is within standard value and PCLOSE 

is .000, values are in standard domain of fitness and showing that all test which are 

performed proved fit to goodness of model. 
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H 9: Brand recognition has positive and significant relationship with the Social Media 

Advertising. 

Figure.28 

 

 

Result: Chi-square = 38.658, DF = 19, Probability level = .005 

Regression Weights 

Table No.74 
   

Estimate S.E. C.R. P Label 

Social_media_Advertising <--- brand_recog .559 .039 14.449 *** par_7 

SMA1 <--- Social_media_Advertising 1.000 
    

SMA2 <--- Social_media_Advertising 1.035 .037 27.753 *** par_1 

SMA4 <--- Social_media_Advertising 1.017 .036 27.918 *** par_2 

SMA5 <--- Social_media_Advertising .968 .035 27.675 *** par_3 

BRG1 <--- brand_recog 1.000 
    

BRG2 <--- brand_recog .888 .037 23.874 *** par_4 

BRG4 <--- brand_recog 1.225 .042 29.437 *** par_5 

BRG3 <--- brand_recog 1.306 .042 31.372 *** par_6 

 

The regression weights, standardized Estimates, CR and P-value of SMA1,SMA2, SMA4 

and SMA5 is positive and *** showing the P-value as three star which is means have a 

significant results for social media advertising’s 4 questions. The regression weights, 

standardized Estimates, CR and P-value of BRG1, BRG2, BRG3 and BRG4 is positive 
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and *** showing the P-value as three star which is means have a significant results for 

brand recognition’s 4 questions. 

 

Standardized Total Effects 

Table No.75 
 

brand_recog Social_media_Advertising 

Social_media_Advertising .698 .000 

BRG3 .978 .000 

BRG4 .954 .000 

BRG2 .876 .000 

BRG1 .881 .000 

SMA5 .639 .915 

SMA4 .641 .918 

SMA2 .639 .916 

SMA1 .631 .904 

 

The STE of BRG on the SMA is showing that BRG is positive and have a total effect 

above than .50 which suggests that BRG has total effect on the SMA above than .50 

which represents that BRG has impact positive and significant impact on SMA. 

Standardized Direct Effects 

Table No.76 
 

brand_recog Social_media_Advertising 

Social_media_Advertising .698 .000 

BRG3 .978 .000 

BRG4 .954 .000 

BRG2 .876 .000 

BRG1 .881 .000 

SMA5 .000 .915 

SMA4 .000 .918 

SMA2 .000 .916 

SMA1 .000 .904 

 

BRG also have a direct effect above than .50 on the SMA that again represents that BRG 

has positive direct and significant effect on SMA. 
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Standardized Indirect Effects 

Table No.77 
 

brand_recog Social_media_Advertising 

Social_media_Advertising .000 .000 

BRG3 .000 .000 

BRG4 .000 .000 

BRG2 .000 .000 

BRG1 .000 .000 

SMA5 .639 .000 

SMA4 .641 .000 

SMA2 .639 .000 

SMA1 .631 .000 

 

The IDE of BRG on the SMA is somewhat less than .50 which represent that the IDE is 

less than the direct effect, so it is indicating that there is another factor which intervenes 

the IDE between the BRG and SMA. 

CMIN 

Table No.78 

Model NPAR CMIN DF P CMIN/DF 

Default model 17 38.658 19 .005 2.035 

Saturated model 36 .000 0 
  

Independence model 8 3366.689 28 .000 120.239 

 

The CMIN value for the model is 38.658 which is also a chi-square value. DF value is 19. 

If 38.658 are divided by 19 it will become the 2.035 and it is mandatory to have a 

CMIN/DF value less than 4 according to the parameters of research. And for significance 

of model the p value is .000 that shows significance. 

RMR, GFI 

Table No.79 

Model RMR GFI AGFI PGFI 

Default model .074 .974 .950 .514 

Saturated model .000 1.000 
  

Independence model .994 .220 -.003 .171 
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The GFI and RMR model shows value of RMR .74 which should be greater than .060 

and it is .074. The goodness of indices normal range starts at the level .85 but in round it 

is .974. The adjusted GFI points at .950 again it is above than the normal which is .85. In 

goodness if indices value is above .85 it should be acceptable. 

Baseline Comparisons 

Table No.80 

Model NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 

CFI 

Default model .989 .983 .994 .991 .994 

Saturated model 1.000 
 

1.000 
 

1.000 

Independence model .000 .000 .000 .000 .000 

 

In baseline comparison, the NFI which stands (Normal fit) indices is .983 and according 

to (Lomax & Schumacker, 2004) if value of NFI is above than .90 it shows fit good 

indices. The RFI is .983, IFI is .994 and TLI is also above .90 and the TLI value is .991. 

Hence it is accept the goodness of model indices fit. The CFI, (comparative-fit-indices) 

for this model is .994. According to (Byrne, 1994) if CFI is above .930 it shows the 

goodness. 

RMSEA 

Table No.81 

Model  RMSEA LO 90 HI 90 PCLOSE 

Default model .054 .029 .079 .352 

Independence model .585 .568 .601 .000 

 

Wu and Lei (2007), “the root mean square error of approximation” RMSEA is a 

measure to check the validity of fitness and value of RMSEA, if is less .080, it is fit to the 

goodness. The RMSEA of this model .054 which is within standard value and PCLOSE 

is .000, values are in standard domain of fitness and showing that all test which are 

performed proved fit to goodness of model. 
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H10: Brand Awareness has positive and significant relationship with the Social Media 

Advertising  

Figure.29 

 

 

Result: Chi-square = 380.881, DF = 130, Probability level = .000 

Regression Weights 

Table No.82 
   

Estimat

e 

S.E. C.R. P Label 

brand_recall <--

- 

Brand_Awareness 1.000 
    

Top_of__Mind <--

- 

Brand_Awareness .854 .09

8 

8.707 **

* 

par_1

4 

Brand_Image <--

- 

Brand_Awareness 1.228 .10

2 

12.04

5 

**

* 

par_1

5 

brand_recog <--

- 

Brand_Awareness 1.269 .07

2 

17.62

0 

**

* 

par_1

6 

Social_media_Advertisin

g 

<--

- 

Brand_Awareness .843 .05

7 

14.78

8 

**

* 

par_1

7 

BIM1 <--

- 

Brand_Image 1.000 
    

BIM2 <--

- 

Brand_Image .873 .08

0 

10.96

5 

**

* 

par_1 

BIM4 <--

- 

Brand_Image 1.087 .08

4 

12.87

1 

**

* 

par_2 
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BIM5 <--

- 

Brand_Image 1.148 .08

3 

13.79

7 

**

* 

par_3 

SMA1 <--

- 

Social_media_Advertisin

g 

1.000 
    

SMA2 <--

- 

Social_media_Advertisin

g 

1.033 .03

7 

27.73

7 

**

* 

par_4 

SMA4 <--

- 

Social_media_Advertisin

g 

1.016 .03

6 

28.04

5 

**

* 

par_5 

SMA5 <--

- 

Social_media_Advertisin

g 

.968 .03

5 

27.76

4 

**

* 

par_6 

BRG1 <--

- 

brand_recog 1.000 
    

BRG2 <--

- 

brand_recog .885 .03

7 

23.69

1 

**

* 

par_7 

BRG4 <--

- 

brand_recog 1.231 .04

1 

29.79

9 

**

* 

par_8 

BRC2 <--

- 

brand_recall 1.000 
    

BRC4 <--

- 

brand_recall 1.047 .04

8 

21.97

0 

**

* 

par_9 

BRC5 <--

- 

brand_recall 1.409 .04

4 

32.16

2 

**

* 

par_1

0 

TOMA1 <--

- 

Top_of__Mind 1.000 
    

BRC1 <--

- 

brand_recall .732 .05

3 

13.75

2 

**

* 

par_1

1 

BRG3 <--

- 

brand_recog 1.303 .04

2 

31.21

4 

**

* 

par_1

2 

TOMA2 <--

- 

Top_of__Mind .837 .10

3 

8.162 **

* 

par_1

3 

 

The regression weights, standardized Estimates, CR and P-value of BIM1, BIM2, BIM4 

and BIM5 is positive and *** showing the P-value as three star which is means have a 

significant results for brand Image’s 4 questions. The regression weights, standardized 

Estimates, CR and P-value of SMA1,SMA2, SMA4 and SMA5 is positive and *** 

showing the P-value as three star which is means have a significant results for social 

media advertising’s 4 questions. The regression weights, standardized Estimates, CR and 

P-value of BRG1, BRG2, BRG3 and BRG4 is positive and *** showing the P-value as 

three star which is means have a significant results for brand recognition’s 4 questions. 

The regression weights, standardized Estimates, CR and P-value of BRC1, BRC2, BRC4 

and BRC5 is positive and *** showing the P-value as three star which is means have a 

significant results for brand recall’s 4 questions. The regression weights, standardized 

Estimates, CR and P-value of TOMA1 and TOMA2 is positive and *** showing the P-
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value as three star which is means have a significant results for Top of mind awareness’s 

2 questions. The regression weights, standardized Estimates, CR and P-value of OBD1, 

OBD6 and OBD8 is positive and *** showing the P-value as three star which is means 

have a significant results for online buying’s 3 questions. 

Standardized Total Effects 

Table No.83 
 

Brand_A

wareness 

Top_of_

_Mind 

brand_

recall 

brand_

recog 

Social_media_

Advertising 

Brand_

Image 

Top_of__Mind .587 
     

brand_recall .893 
     

brand_recog .930 
     

Social_media_

Advertising 

.771 
     

Brand_Image .825 
     

TOMA2 .412 .701 
    

BRG3 .907 
  

.975 
  

BRC1 .559 
 

.626 
   

TOMA1 .461 .785 
    

BRC5 .859 
 

.963 
   

BRC4 .735 
 

.823 
   

BRC2 .813 
 

.911 
   

BRG4 .891 
  

.958 
  

BRG2 .812 
  

.873 
  

BRG1 .819 
  

.880 
  

SMA5 .706 
   

.915 
 

SMA4 .708 
   

.918 
 

SMA2 .705 
   

.915 
 

SMA1 .698 
   

.905 
 

BIM5 .687 
    

.833 

BIM4 .631 
    

.765 

BIM2 .530 
    

.643 

BIM1 .580 
    

.703 

 

The STE of TOMA, BIM, BRC, BRG and SMA is also above .50 of all items. It depicts 

that all construct have a positive influence and significant effect on each other and that 

also supports the hypothesis no.10 that is Brand Awareness has positive and significant 

relationship with the Social Media Advertising. 
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Standardized Direct Effects 

Table No.84 
 

Brand_A

wareness 

Top_of_

_Mind 

brand_

recall 

brand_

recog 

Social_media_

Advertising 

Brand_

Image 

Top_of__Mind .587 .000 .000 .000 .000 .000 

brand_recall .893 .000 .000 .000 .000 .000 

brand_recog .930 .000 .000 .000 .000 .000 

Social_media_

Advertising 

.771 .000 .000 .000 .000 .000 

Brand_Image .825 .000 .000 .000 .000 .000 

TOMA2 .000 .701 .000 .000 .000 .000 

BRG3 .000 .000 .000 .975 .000 .000 

BRC1 .000 .000 .626 .000 .000 .000 

TOMA1 .000 .785 .000 .000 .000 .000 

BRC5 .000 .000 .963 .000 .000 .000 

BRC4 .000 .000 .823 .000 .000 .000 

BRC2 .000 .000 .911 .000 .000 .000 

BRG4 .000 .000 .000 .958 .000 .000 

BRG2 .000 .000 .000 .873 .000 .000 

BRG1 .000 .000 .000 .880 .000 .000 

SMA5 .000 .000 .000 .000 .915 .000 

SMA4 .000 .000 .000 .000 .918 .000 

SMA2 .000 .000 .000 .000 .915 .000 

SMA1 .000 .000 .000 .000 .905 .000 

BIM5 .000 .000 .000 .000 .000 .833 

BIM4 .000 .000 .000 .000 .000 .765 

BIM2 .000 .000 .000 .000 .000 .643 

BIM1 .000 .000 .000 .000 .000 .703 

 

The SDE of TOMA, BIM, BRC, BRG and SMA is also above .50 of all items. It depicts 

that all construct have a positive influence and significant effect on each other and that 

again also supports the hypothesis no.10. 
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Standardized Indirect Effects 

Table No.85 
 

Brand_A

wareness 

Top_of_

_Mind 

brand_

recall 

brand_

recog 

Social_media_

Advertising 

Brand_

Image 

Top_of__Mind .000 .000 .000 .000 .000 .000 

brand_recall .000 .000 .000 .000 .000 .000 

brand_recog .000 .000 .000 .000 .000 .000 

Social_media_

Advertising 

.000 .000 .000 .000 .000 .000 

Brand_Image .000 .000 .000 .000 .000 .000 

TOMA2 .412 .000 .000 .000 .000 .000 

BRG3 .907 .000 .000 .000 .000 .000 

BRC1 .559 .000 .000 .000 .000 .000 

TOMA1 .461 .000 .000 .000 .000 .000 

BRC5 .859 .000 .000 .000 .000 .000 

BRC4 .735 .000 .000 .000 .000 .000 

BRC2 .813 .000 .000 .000 .000 .000 

BRG4 .891 .000 .000 .000 .000 .000 

BRG2 .812 .000 .000 .000 .000 .000 

BRG1 .819 .000 .000 .000 .000 .000 

SMA5 .706 .000 .000 .000 .000 .000 

SMA4 .708 .000 .000 .000 .000 .000 

SMA2 .705 .000 .000 .000 .000 .000 

SMA1 .698 .000 .000 .000 .000 .000 

BIM5 .687 .000 .000 .000 .000 .000 

BIM4 .631 .000 .000 .000 .000 .000 

BIM2 .530 .000 .000 .000 .000 .000 

BIM1 .580 .000 .000 .000 .000 .000 

 

The “SIDE” of TOMA, BIM, BRC, BRG and SMA is also above .50 of all items. It 

depicts that all construct have a positive influence and significant effect on each other and 

that also supports the hypothesis no.10. 

CMIN 

Table No.86 

Model NPAR CMIN DF P CMIN/DF 

Default model 41 380.881 130 .000 2.930 

Saturated model 171 .000 0 
  

Independence model 18 6101.121 153 .000 39.877 
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The CMIN value for the model is 380.881 which is also a chi-square value. DF value is 

130. If 380.881 are divided by 130 it will become the 2.930 and it is mandatory to have a 

CMIN/DF value less than 4 according to the parameters of research. And for significance 

of model the p value is .000 that shows significance. 

RMR, GFI 

Table No.87 

Model RMR GFI AGFI PGFI 

Default model .114 .891 .856 .677 

Saturated model .000 1.000 
  

Independence model .998 .164 .065 .147 

 

The GFI and RMR model shows value of RMR .114 which should be greater than .60 

and it is .114. The goodness of indices normal range starts at the level .85 but in round it 

is .9. The adjusted GFI points at .856 again it is above than the normal which is .85. In 

goodness if indices value is above .85 it should be acceptable. 

Baseline Comparisons 

Table No.88 

Model NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 

CFI 

Default model .938 .927 .958 .950 .958 

Saturated model 1.000 
 

1.000 
 

1.000 

Independence model .000 .000 .000 .000 .000 

 

In baseline comparison, the NFI which stands (Normal fit) indices is .938 and according 

to (Lomax & Schumacker, 2004) if value of NFI is above than .90 it shows fit good 

indices. The RFI is .927, IFI is .958 and TLI is also above .90 and the TLI value is .950. 

Hence it is accept the goodness of model indices fit. The CFI, (comparative-fit-indices) 

for this model is .958. According to (Byrne, 1994) if CFI is above .930 it shows the 

goodness. 
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RMSEA 

Table No.89 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .074 .066 .083 .000 

Independence model .334 .327 .341 .000 

 

Wu and Lei (2007), “the root mean square error of approximation” RMSEA is a 

measure to check the validity of fitness and value of RMSEA, if is less .080, it is fit to the 

goodness. The RMSEA of this model .074 which is within standard value and PCLOSE 

is .000, values are in standard domain of fitness and showing that all test which are 

performed proved fit to goodness of model. 

H 11: Social Media advertising mediates the positive and significant relationship 

between the brand image and online buying decisions. 

Figure.30 

 

Result: Chi-square = 97.229, DF = 41, Probability level = .000 
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Regression Weights 

Table No.90 
   

Estimat

e 

S.E

. 

C.R. P Label 

Social_media_Advertisin

g 

<--

- 

Brand_Image .536 .04

4 

12.22

0 

*** par_1

1 

Online_Buying_Decisions <--

- 

Social_media_Advertisin

g 

.772 .08

5 

9.064 *** par_9 

Online_Buying_Decisions <--

- 

Brand_Image .000 .06

1 

.002 .99

9 

par_1

0 

BIM1 <--

- 

Brand_Image 1.000 
    

BIM2 <--

- 

Brand_Image .861 .07

6 

11.38

4 

*** par_1 

BIM4 <--

- 

Brand_Image 1.040 .08

0 

13.05

9 

*** par_2 

BIM5 <--

- 

Brand_Image 1.076 .07

8 

13.80

7 

*** par_3 

SMA1 <--

- 

Social_media_Advertisin

g 

1.000 
    

SMA2 <--

- 

Social_media_Advertisin

g 

1.028 .03

7 

27.66

7 

*** par_4 

SMA4 <--

- 

Social_media_Advertisin

g 

1.020 .03

6 

28.63

9 

*** par_5 

SMA5 <--

- 

Social_media_Advertisin

g 

.962 .03

5 

27.64

7 

*** par_6 

OBD1 <--

- 

Online_Buying_Decision

s 

1.000 
    

OBD6 <--

- 

Online_Buying_Decision

s 

.762 .04

3 

17.67

9 

*** par_7 

OBD8 <--

- 

Online_Buying_Decision

s 

1.040 .03

6 

29.09

2 

*** par_8 

 

The regression weights, standardized Estimates, CR and P-value of BIM1, BIM2, BIM4 

and BIM5 is positive and *** showing the P-value as three star which is means have a 

significant results for brand Image’s 4 questions. The regression weights, standardized 

Estimates, CR and P-value of SMA1,SMA2, SMA4 and SMA5 is positive and *** 

showing the P-value as three star which is means have a significant results for social 

media advertising’s 4 questions. The regression weights, standardized Estimates, CR and 

P-value of BRG1, BRG2, BRG3 and BRG4 is positive and *** showing the P-value as 

three star which is means have a significant results for brand recognition’s 4 questions. 

The regression weights, standardized Estimates, CR and P-value of BRC1, BRC2, BRC4 

and BRC5 is positive and *** showing the P-value as three star which is means have a 
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significant results for brand recall’s 4 questions. The regression weights, standardized 

Estimates, CR and P-value of TOMA1 and TOMA2 is positive and *** showing the P-

value as three star which is means have a significant results for Top of mind awareness’s 

2 questions. The regression weights, standardized Estimates, CR and P-value of OBD1, 

OBD6 and OBD8 is positive and *** showing the P-value as three star which is means 

have a significant results for online buying’s 3 questions. 

Standardized Total Effects 

Table No.100 
 

Brand_Ima

ge 

Social_media_Adverti

sing 

Online_Buying_Decis

ions 

Social_media_Adverti

sing 

.755 .000 .000 

Online_Buying_Decis

ions 

.529 .700 .000 

OBD8 .507 .670 .957 

OBD6 .389 .515 .736 

OBD1 .485 .642 .917 

SMA5 .688 .911 .000 

SMA4 .697 .923 .000 

SMA2 .688 .912 .000 

SMA1 .684 .906 .000 

BIM5 .809 .000 .000 

BIM4 .758 .000 .000 

BIM2 .657 .000 .000 

BIM1 .728 .000 .000 

 

The STE of SMA, OBD and BIM is also above .50 of all items. It depicts that all 

construct have a positive influence and significant effect on each other and that also 

supports the hypothesis no.11 that is Social Media advertising mediate a positive and 

significant relationship between brands image and online buying decisions. 
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Standardized Direct Effects 

Table No.101 
 

Brand_Ima

ge 

Social_media_Adverti

sing 

Online_Buying_Decis

ions 

Social_media_Adverti

sing 

.755 .000 .000 

Online_Buying_Decis

ions 

.000 .700 .000 

OBD8 .000 .000 .957 

OBD6 .000 .000 .736 

OBD1 .000 .000 .917 

SMA5 .000 .911 .000 

SMA4 .000 .923 .000 

SMA2 .000 .912 .000 

SMA1 .000 .906 .000 

BIM5 .809 .000 .000 

BIM4 .758 .000 .000 

BIM2 .657 .000 .000 

BIM1 .728 .000 .000 

 

The SDE of OBD, BIM and SMA is also above .50 of all items. It depicts that all 

construct have a positive influence and significant effect on each other and that again also 

supports the hypothesis no.11. 

Standardized Indirect Effects 

Table No.102 
 

Brand_Ima

ge 

Social_media_Adverti

sing 

Online_Buying_Decis

ions 

Social_media_Adverti

sing 

.000 .000 .000 

Online_Buying_Decis

ions 

.529 .000 .000 

OBD8 .507 .670 .000 

OBD6 .389 .515 .000 

OBD1 .485 .642 .000 

SMA5 .688 .000 .000 

SMA4 .697 .000 .000 

SMA2 .688 .000 .000 

SMA1 .684 .000 .000 
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BIM5 .000 .000 .000 

BIM4 .000 .000 .000 

BIM2 .000 .000 .000 

BIM1 .000 .000 .000 

 

The “SIDE” of BIM, OBD and SMA is also above .50 of all items. It depicts that all 

construct have a positive influence and significant effect on each other and that also 

supports the hypothesis no.11. 

CMIN 

Table No.103 

Model NPAR CMIN DF P CMIN/DF 

Default model 25 97.229 41 .000 2.371 

Saturated model 66 .000 0 
  

Independence model 11 3215.900 55 .000 58.471 

 

The CMIN value for the model is 97.229 which is also a chi-square value. DF value is 41. 

If 97.229 are divided by 41 it will become the 2.371 and it is mandatory to have a 

CMIN/DF value less than 4 according to the parameters of research. And for significance 

of model the p value is .000 that shows significance. 

RMR, GFI 

Table No.104 

Model RMR GFI AGFI PGFI 

Default model .078 .955 .927 .593 

Saturated model .000 1.000 
  

Independence model .896 .242 .091 .202 

 

The GFI and RMR model shows value of RMR .078 which should be greater than .060 

and it is .078. The goodness of indices normal range starts at the level .85 but in round it 

is .955. The adjusted GFI points at .927 again it is above than the normal which is .85. In 

goodness if indices value is above .85 it should be acceptable. 
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Baseline Comparisons 

Table No.105 

Model NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 

CFI 

Default model .970 .959 .982 .976 .982 

Saturated model 1.000 
 

1.000 
 

1.000 

Independence model .000 .000 .000 .000 .000 

 

In baseline comparison, the NFI which stands (Normal fit) indices is .970 and according 

to (Lomax & Schumacker, 2004) if value of NFI is above than .90 it shows fit good 

indices. The RFI is .959, IFI is .982 and TLI is also above .90 and the TLI value is .976. 

Hence it is accept the goodness of model indices fit. The CFI, (comparative-fit-indices) 

for this model is .982. According to (Byrne, 1994) if CFI is above .930 it shows the 

goodness. 

RMSEA 

Table No.106 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .063 .047 .079 .093 

Independence model .406 .394 .418 .000 

 

Wu and Lei (2007), “the root mean square error of approximation” RMSEA is a 

measure to check the validity of fitness and value of RMSEA, if is less .080, it is fit to the 

goodness. The RMSEA of this model .063 which is within standard value and PCLOSE 

is .000, values are in standard domain of fitness and showing that all test which are 

performed proved fit to goodness of model. 

 

H 12: Social Media advertising mediates the positive and significant relationship 

between the brand recall and online buying decisions. 

Figure.31 
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Result: Chi-square = 117.665, DF = 41, Probability level = .000 

Regression Weights 

Table No.107 
   

Estimat

e 

S.E

. 

C.R. P Label 

Social_media_Advertisin

g 

<--

- 

brand_recall .632 .04

8 

13.20

3 

*** par_1

0 

Online_Buying_Decisions <--

- 

Social_media_Advertisin

g 

.672 .06

6 

10.21

9 

*** par_9 

Online_Buying_Decisions <--

- 

brand_recall .149 .06

1 

2.446 .01

4 

par_1

1 

SMA1 <--

- 

Social_media_Advertisin

g 

1.000 
    

SMA2 <--

- 

Social_media_Advertisin

g 

1.029 .03

7 

27.66

4 

*** par_1 

SMA4 <--

- 

Social_media_Advertisin

g 

1.020 .03

6 

28.56

1 

*** par_2 

SMA5 <--

- 

Social_media_Advertisin

g 

.963 .03

5 

27.61

1 

*** par_3 

BRC2 <--

- 

brand_recall 1.000 
    

BRC4 <--

- 

brand_recall 1.041 .04

8 

21.54

2 

*** par_4 

BRC5 <--

- 

brand_recall 1.415 .04

6 

31.03

9 

*** par_5 

OBD1 <--

- 

Online_Buying_Decision

s 

1.000 
    

OBD6 <--

- 

Online_Buying_Decision

s 

.765 .04

3 

17.72

6 

*** par_6 

OBD8 <-- Online_Buying_Decision 1.042 .03 29.15 *** par_7 
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- s 6 8 

BRC1 <--

- 

brand_recall .739 .05

3 

13.90

0 

*** par_8 

 

The regression weights, standardized Estimates, CR and P-value of SMA1,SMA2, SMA4 

and SMA5 is positive and *** showing the P-value as three star which is means have a 

significant results for social media advertising’s 4 questions. The regression weights, 

standardized Estimates, CR and P-value of BRC1, BRC2, BRC4 and BRC5 is positive 

and *** showing the P-value as three star which is means have a significant results for 

brand recall’s 4 questions. The regression weights, standardized Estimates, CR and P-

value of OBD1, OBD6 and OBD8 is positive and *** showing the P-value as three star 

which is means have a significant results for online buying’s 3 questions. 

Standardized Total Effects 

Table No.108 
 

brand_rec

all 

Social_media_Adverti

sing 

Online_Buying_Decis

ions 

Social_media_Adverti

sing 

.646 .000 .000 

Online_Buying_Decisi

ons 

.532 .611 .000 

BRC1 .632 .000 .000 

OBD8 .510 .585 .958 

OBD6 .392 .450 .737 

OBD1 .488 .560 .916 

BRC5 .965 .000 .000 

BRC4 .817 .000 .000 

BRC2 .909 .000 .000 

SMA5 .588 .911 .000 

SMA4 .596 .923 .000 

SMA2 .589 .912 .000 

SMA1 .585 .906 .000 

 

The STE of OBD, BRC, and SMA is also above .50 of all items. It depicts that all 

construct have a positive influence and significant effect on each other and that also 

supports the hypothesis no.12 that is Social Media advertising mediates the positive and 

significant relationship between the brand recall and online buying decisions. 
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Standardized Direct Effects 

Table No.109 
 

brand_rec

all 

Social_media_Adverti

sing 

Online_Buying_Decis

ions 

Social_media_Adverti

sing 

.646 .000 .000 

Online_Buying_Decisi

ons 

.138 .611 .000 

BRC1 .632 .000 .000 

OBD8 .000 .000 .958 

OBD6 .000 .000 .737 

OBD1 .000 .000 .916 

BRC5 .965 .000 .000 

BRC4 .817 .000 .000 

BRC2 .909 .000 .000 

SMA5 .000 .911 .000 

SMA4 .000 .923 .000 

SMA2 .000 .912 .000 

SMA1 .000 .906 .000 

 

The SDE of OBD, BRC, and SMA is also above .50 of all items. It depicts that all 

construct have a positive influence and significant effect on each other and that again also 

supports the hypothesis no.12. 

Standardized Indirect Effects 

Table No.110 
 

brand_rec

all 

Social_media_Adverti

sing 

Online_Buying_Decis

ions 

Social_media_Adverti

sing 

.000 .000 .000 

Online_Buying_Decisi

ons 

.394 .000 .000 

BRC1 .000 .000 .000 

OBD8 .510 .585 .000 

OBD6 .392 .450 .000 

OBD1 .488 .560 .000 

BRC5 .000 .000 .000 

BRC4 .000 .000 .000 

BRC2 .000 .000 .000 
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SMA5 .588 .000 .000 

SMA4 .596 .000 .000 

SMA2 .589 .000 .000 

SMA1 .585 .000 .000 

 

The “SIDE” of OBD, BRC, and SMA is also above .50 of all items. It depicts that all 

construct have a positive influence and significant effect on each other and that also 

supports the hypothesis no.12. 

CMIN 

Table No.111 

Model NPAR CMIN DF P CMIN/DF 

Default model 25 117.665 41 .000 2.870 

Saturated model 66 .000 0 
  

Independence model 11 3734.180 55 .000 67.894 

 

The CMIN value for the model is 117.665 which is also a chi-square value. DF value is 

41. If 117.665 are divided by 41 it will become the 2.870 and it is mandatory to have a 

CMIN/DF value less than 4 according to the parameters of research. And for significance 

of model the p value is .000 that shows significance. 

RMR, GFI 

Table No.112 

Model RMR GFI AGFI PGFI 

Default model .079 .943 .909 .586 

Saturated model .000 1.000 
  

Independence model .685 .224 .068 .186 

 

The GFI and RMR model shows value of RMR .079 which should be greater than .60 

and it is .079. The goodness of indices normal range starts at the level .85 but in round it 

is .943. The adjusted GFI points at .909 again it is above than the normal which is .85. In 

goodness if indices value is above .85 it should be acceptable. 
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Baseline Comparisons 

Table No.113 

Model NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 

CFI 

Default model .968 .958 .979 .972 .979 

Saturated model 1.000 
 

1.000 
 

1.000 

Independence model .000 .000 .000 .000 .000 

 

In baseline comparison, the NFI which stands (Normal fit) indices is .968 and according 

to (Lomax & Schumacker, 2004) if value of NFI is above than .90 it shows fit good 

indices. The RFI is .958, IFI is .979 and TLI is also above .90 and the TLI value is .972. 

Hence it is accept the goodness of model indices fit. The CFI, (comparative-fit-indices) 

for this model is .979. According to (Byrne, 1994) if CFI is above .930 it shows the 

goodness. 

RMSEA 

Table No.114 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .073 .058 .089 .007 

Independence model .438 .426 .450 .000 

 

Wu and Lei (2007), “the root mean square error of approximation” RMSEA is a 

measure to check the validity of fitness and value of RMSEA, if is less .080, it is fit to the 

goodness. The RMSEA of this model .073 which is within standard value and PCLOSE 

is .000, values are in standard domain of fitness and showing that all test which are 

performed proved fit to goodness of model. 

 

H13: Social Media advertising mediates the positive and significant relationship between 

the brand Top of mind awareness and online buying decisions. 

Figure.32 
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Result: Chi-square = 84.793, DF = 24, Probability level = .000 

Regression Weights 

Table No.115 
   

Estimate S.E. C.R. P Label 

Social_media_Advertising <--- Top_of__Mind .490 .058 8.440 *** par_9 

Online_Buying_Decisions <--- Social_media_Advertising .489 .065 7.537 *** par_7 

Online_Buying_Decisions <--- Top_of__Mind .416 .065 6.404 *** par_8 

SMA1 <--- Social_media_Advertising 1.000 
    

SMA2 <--- Social_media_Advertising 1.028 .037 27.522 *** par_1 

SMA4 <--- Social_media_Advertising 1.022 .036 28.602 *** par_2 

SMA5 <--- Social_media_Advertising .963 .035 27.507 *** par_3 

TOMA1 <--- Top_of__Mind 1.000 
    

OBD1 <--- Online_Buying_Decisions 1.000 
    

OBD6 <--- Online_Buying_Decisions .760 .042 17.956 *** par_4 

OBD8 <--- Online_Buying_Decisions 1.019 .034 29.771 *** par_5 

TOMA2 <--- Top_of__Mind 1.020 .099 10.274 *** par_6 

 

The regression weights, standardized Estimates, CR and P-value of SMA1,SMA2, SMA4 

and SMA5 is positive and *** showing the P-value as three star which is means have a 

significant results for social media advertising’s 4 questions.  

The regression weights, standardized Estimates, CR and P-value of TOMA1 and TOMA2 

is positive and *** showing the P-value as three star which is means have a significant 

results for Top of mind awareness’s 2 questions. The regression weights, standardized 
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Estimates, CR and P-value of OBD1, OBD6 and OBD8 is positive and *** showing the 

P-value as three star which is means have a significant results for online buying’s 3 

questions. 

Standardized Total Effects 

Table No.116 
 

Top_of__Mi

nd 

Social_media_Advert

ising 

Online_Buying_Deci

sions 

Social_media_Advert

ising 

.591 .000 .000 

Online_Buying_Decis

ions 

.709 .439 .000 

TOMA2 .773 .000 .000 

OBD8 .672 .416 .947 

OBD6 .525 .325 .740 

OBD1 .657 .406 .926 

TOMA1 .711 .000 .000 

SMA5 .538 .911 .000 

SMA4 .546 .924 .000 

SMA2 .538 .911 .000 

SMA1 .535 .905 .000 

 

The STE of TOMA, OBD and SMA is also above .50 of all items. It depicts that all 

construct have a positive influence and significant effect on each other and that also 

supports the hypothesis no.13 that is Social Media advertising mediates the positive and 

significant relationship between the brand Top of mind awareness and online buying 

decisions. 

Standardized Direct Effects 

Table No.117 
 

Top_of__Mi

nd 

Social_media_Advert

ising 

Online_Buying_Deci

sions 

Social_media_Advert

ising 

.591 .000 .000 

Online_Buying_Decis

ions 

.450 .439 .000 

TOMA2 .773 .000 .000 
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OBD8 .000 .000 .947 

OBD6 .000 .000 .740 

OBD1 .000 .000 .926 

TOMA1 .711 .000 .000 

SMA5 .000 .911 .000 

SMA4 .000 .924 .000 

SMA2 .000 .911 .000 

SMA1 .000 .905 .000 

 

The SDE of TOMA, OBD and SMA is also above .50 of all items. It depicts that all 

construct have a positive influence and significant effect on each other and that again also 

supports the hypothesis no.13. 

Standardized Indirect Effects 

Table No.118 
 

Top_of__Mi

nd 

Social_media_Advert

ising 

Online_Buying_Deci

sions 

Social_media_Advert

ising 

.000 .000 .000 

Online_Buying_Decis

ions 

.259 .000 .000 

TOMA2 .000 .000 .000 

OBD8 .672 .416 .000 

OBD6 .525 .325 .000 

OBD1 .657 .406 .000 

TOMA1 .000 .000 .000 

SMA5 .538 .000 .000 

SMA4 .546 .000 .000 

SMA2 .538 .000 .000 

SMA1 .535 .000 .000 

 

The “SIDE” of TOMA, BIM, BRC, BRG and SMA is also above .50 of all items. It 

depicts that all construct have a positive influence and significant effect on each other and 

that also supports the hypothesis no.13. 
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CMIN 

Table No.119 

Model NPAR CMIN DF P CMIN/DF 

Default model 21 84.793 24 .000 3.533 

Saturated model 45 .000 0 
  

Independence model 9 2772.821 36 .000 77.023 

 

The CMIN value for the model is 84.793 which is also a chi-square value. DF value is 24. 

If 84.793 are divided by 24 it will become the 3.533 and it is mandatory to have a 

CMIN/DF value less than 4 according to the parameters of research. And for significance 

of model the p value is .000 that shows significance. 

RMR, GFI 

Table No.120 

Model RMR GFI AGFI PGFI 

Default model .078 .950 .907 .507 

Saturated model .000 1.000 
  

Independence model .707 .261 .076 .209 

 

The GFI and RMR model shows value of RMR .078 which should be greater than .060 

and it is .078. The goodness of indices normal range starts at the level .85 but in round it 

is .950. The adjusted GFI points at .907 again it is above than the normal which is .85. In 

goodness if indices value is above .85 it should be acceptable. 

Baseline Comparisons 

Table No.121 

Model NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 

CFI 

Default model .969 .954 .978 .967 .978 

Saturated model 1.000 
 

1.000 
 

1.000 

Independence model .000 .000 .000 .000 .000 
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In baseline comparison, the NFI which stands (Normal fit) indices is .969 and according 

to (Lomax & Schumacker, 2004) if value of NFI is above than .90 it shows fit good 

indices. The RFI is .954, IFI is .978 and TLI is also above .90 and the TLI value is .967. 

Hence it is accept the goodness of model indices fit. The CFI, (comparative-fit-indices) 

for this model is .978. According to (Byrne, 1994) if CFI is above .930 it shows the 

goodness. 

RMSEA 

Table No.122 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .075 .066 .105 .002 

Independence model .467 .452 .482 .000 

 

Wu and Lei (2007), “the root mean square error of approximation” RMSEA is a 

measure to check the validity of fitness and value of RMSEA, if is less .080, it is fit to the 

goodness. The RMSEA of this model .075 which is within standard value and PCLOSE 

is .000, values are in standard domain of fitness and showing that all test which are 

performed proved fit to goodness of model. 

 

H 14: Social Media advertising mediates the positive and significant relationship 

between the brand recognition and online buying decisions. 
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Figure.33 

 

 

Result: Chi-square = 120.046, DF = 41, Probability level = .000 

Regression Weights 

Table No.123 
   

Estimat

e 

S.E

. 

C.R. P Label 

Social_media_Advertisin

g 

<--

- 

brand_recog .559 .03

9 

14.46

5 

*** par_1

0 

Online_Buying_Decisions <--

- 

Social_media_Advertisin

g 

.697 .07

1 

9.879 *** par_9 

Online_Buying_Decisions <--

- 

brand_recog .086 .05

3 

1.631 .10

3 

par_1

1 

SMA1 <--

- 

Social_media_Advertisin

g 

1.000 
    

SMA2 <--

- 

Social_media_Advertisin

g 

1.033 .03

7 

27.87

6 

*** par_1 

SMA4 <--

- 

Social_media_Advertisin

g 

1.019 .03

6 

28.38

7 

*** par_2 

SMA5 <--

- 

Social_media_Advertisin

g 

.962 .03

5 

27.49

2 

*** par_3 

BRG1 <--

- 

brand_recog 1.000 
    

BRG2 <--

- 

brand_recog .887 .03

7 

23.86

3 

*** par_4 

BRG4 <--

- 

brand_recog 1.225 .04

2 

29.44

9 

*** par_5 

OBD1 <-- Online_Buying_Decision 1.000 
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- s 

OBD6 <--

- 

Online_Buying_Decision

s 

.765 .04

3 

17.74

4 

*** par_6 

OBD8 <--

- 

Online_Buying_Decision

s 

1.041 .03

6 

29.09

7 

*** par_7 

BRG3 <--

- 

brand_recog 1.306 .04

2 

31.39

2 

*** par_8 

 

The regression weights, standardized Estimates, CR and P-value of SMA1,SMA2, SMA4 

and SMA5 is positive and *** showing the P-value as three star which is means have a 

significant results for social media advertising’s 4 questions. The regression weights, 

standardized Estimates, CR and P-value of BRG1, BRG2, BRG3 and BRG4 is positive 

and *** showing the P-value as three star which is means have a significant results for 

brand recognition’s 4 questions. The regression weights, standardized Estimates, CR and 

P-value of OBD1, OBD6 and OBD8 is positive and *** showing the P-value as three star 

which is means have a significant results for online buying’s 3 questions. 

Standardized Total Effects 

Table No.124 
 

brand_rec

og 

Social_media_Adverti

sing 

Online_Buying_Decis

ions 

Social_media_Adverti

sing 

.698 .000 .000 

Online_Buying_Decisi

ons 

.539 .632 .000 

BRG3 .978 .000 .000 

OBD8 .516 .605 .958 

OBD6 .397 .466 .738 

OBD1 .494 .579 .917 

BRG4 .954 .000 .000 

BRG2 .875 .000 .000 

BRG1 .881 .000 .000 

SMA5 .635 .910 .000 

SMA4 .643 .921 .000 

SMA2 .639 .915 .000 

SMA1 .632 .905 .000 
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The STE of OBD, BRG and SMA is also above .50 of all items. It depicts that all 

construct have a positive influence and significant effect on each other and that also 

supports the hypothesis no.14 that is Social Media advertising mediates the positive and 

significant relationship between the brand recognition and online buying decisions. 

Standardized Direct Effects 

Table No.125 
 

brand_rec

og 

Social_media_Adverti

sing 

Online_Buying_Decis

ions 

Social_media_Adverti

sing 

.698 .000 .000 

Online_Buying_Decisi

ons 

.098 .632 .000 

BRG3 .978 .000 .000 

OBD8 .000 .000 .958 

OBD6 .000 .000 .738 

OBD1 .000 .000 .917 

BRG4 .954 .000 .000 

BRG2 .875 .000 .000 

BRG1 .881 .000 .000 

SMA5 .000 .910 .000 

SMA4 .000 .921 .000 

SMA2 .000 .915 .000 

SMA1 .000 .905 .000 

 

The SDE of OBD, BRG and SMA is also above .50 of all items. It depicts that all 

construct have a positive influence and significant effect on each other and that again also 

supports the hypothesis no.14. 

Standardized Indirect Effects 

Table No.125 
 

brand_rec

og 

Social_media_Adverti

sing 

Online_Buying_Decis

ions 

Social_media_Adverti

sing 

.000 .000 .000 

Online_Buying_Decisi

ons 

.441 .000 .000 

BRG3 .000 .000 .000 
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OBD8 .516 .605 .000 

OBD6 .397 .466 .000 

OBD1 .494 .579 .000 

BRG4 .000 .000 .000 

BRG2 .000 .000 .000 

BRG1 .000 .000 .000 

SMA5 .635 .000 .000 

SMA4 .643 .000 .000 

SMA2 .639 .000 .000 

SMA1 .632 .000 .000 

 

The “SIDE” of OBD, BRG and SMA is also above .50 of all items. It depicts that all 

construct have a positive influence and significant effect on each other and that also 

supports the hypothesis no.14. 

CMIN 

Table No.126 

Model NPAR CMIN DF P CMIN/DF 

Default model 25 120.046 41 .000 2.928 

Saturated model 66 .000 0 
  

Independence model 11 4421.144 55 .000 80.384 

 

The CMIN value for the model is 120.046 which is also a chi-square value. DF value is 

41. If 120.046 are divided by 41 it will become the 2.928 and it is mandatory to have a 

CMIN/DF value less than 4 according to the parameters of research. And for significance 

of model the p value is .000 that shows significance. 

RMR, GFI 

Table No.127 

Model RMR GFI AGFI PGFI 

Default model .073 .946 .912 .587 

Saturated model .000 1.000 
  

Independence model .874 .197 .037 .164 
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The GFI and RMI model shows value of RMI .073 which should be greater than .60 and 

it is .073. The goodness of indices normal range starts at the level .85 but in round it is 

.946. The adjusted GFI points at .912 again it is above than the normal which is .85. In 

goodness if indices value is above .85 it should be acceptable. 

Baseline Comparisons 

Table No.128 

Model NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 

CFI 

Default model .973 .964 .982 .976 .982 

Saturated model 1.000 
 

1.000 
 

1.000 

Independence model .000 .000 .000 .000 .000 

 

In baseline comparison, the NFI which stands (Normal fit) indices is .973 and according 

to (Lomax & Schumacker, 2004) if value of NFI is above than .90 it shows fit good 

indices. The RFI is .964, IFI is .964 and TLI is also above .90 and the TLI value is .976. 

Hence it is accept the goodness of model indices fit. The CFI, (comparative-fit-indices) 

for this model is .982. According to (Byrne, 1994) if CFI is above .930 it shows the 

goodness. 

RMSEA 

Table No.129 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .074 .059 .090 .005 

Independence model .477 .465 .489 .000 

 

Wu and Lei (2007), “the root mean square error of approximation” RMSEA is a 

measure to check the validity of fitness and value of RMSEA, if is less .080, it is fit to the 

goodness. The RMSEA of this model .074 which is within standard value and PCLOSE 

is .000, values are in standard domain of fitness and showing that all test which are 

performed proved fit to goodness of model. 
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H15: Social Media Advertising has positive and Significant Relationship with the Online 

Buying Decisions.  

Figure.35 

 

 

Result: Chi-square = 59.180, DF = 13, Probability level = .000 

Regression Weights 

Table No.130 
   

Estimate S.E. C.R. P Label 

Online_Buying_Decisions <--- Social_media_Advertising .773 .053 14.597 *** par_6 

SMA1 <--- Social_media_Advertising 1.000 
    

SMA2 <--- Social_media_Advertising 1.028 .037 27.524 *** par_1 

SMA4 <--- Social_media_Advertising 1.022 .036 28.579 *** par_2 

SMA5 <--- Social_media_Advertising .963 .035 27.502 *** par_3 

OBD1 <--- Online_Buying_Decisions 1.000 
    

OBD6 <--- Online_Buying_Decisions .762 .043 17.687 *** par_4 

OBD8 <--- Online_Buying_Decisions 1.040 .036 29.085 *** par_5 

 

The regression weights, standardized Estimates, CR and P-value of SMA1,SMA2, SMA4 

and SMA5 is positive and *** showing the P-value as three star which is means have a 

significant results for social media advertising’s 4 questions.  The regression weights, 

standardized Estimates, CR and P-value of OBD1, OBD6 and OBD8 is positive and *** 
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showing the P-value as three star which is means have a significant results for online 

buying’s 3 questions. 

Standardized Total Effects 

Table No.131 
 

Social_media_Advertising Online_Buying_Decisions 

Online_Buying_Decisions .701 .000 

OBD8 .671 .957 

OBD6 .516 .736 

OBD1 .643 .918 

SMA5 .911 .000 

SMA4 .924 .000 

SMA2 .911 .000 

SMA1 .905 .000 

 

The STE of SMA on the OBD is showing that SMA is positive and has a total effect 

above than .50 which suggests that SMA has total effect on the OBD above than .50 

which represents that SMA has impact positive and significant impact on OBD. 

Standardized Direct Effects 

Table No.132 
 

Social_media_Advertising Online_Buying_Decisions 

Online_Buying_Decisions .701 .000 

OBD8 .000 .957 

OBD6 .000 .736 

OBD1 .000 .918 

SMA5 .911 .000 

SMA4 .924 .000 

SMA2 .911 .000 

SMA1 .905 .000 

 

SMA also has a direct effect above than .50 on the OBD that again represents that SMA 

has positive direct and significant effect on OBD. 
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Standardized Indirect Effects 

Table No.133 
 

Social_media_Advertising Online_Buying_Decisions 

Online_Buying_Decisions .000 .000 

OBD8 .671 .000 

OBD6 .516 .000 

OBD1 .643 .000 

SMA5 .000 .000 

SMA4 .000 .000 

SMA2 .000 .000 

SMA1 .000 .000 

 

The IDE of SMA on the OBD is somewhat less than .50 which represent that the IDE is 

less than the direct effect, so it is indicating that there is another factor which intervenes 

the IDE between the SMA and OBD. 

CMIN 

Table No.134 

Model NPAR CMIN DF P CMIN/DF 

Default model 15 59.180 14 .000 3.552 

Saturated model 28 .000 0 
  

Independence model 7 2468.550 21 .000 117.550 

 

The CMIN value for the model is 59.180 which is also a chi-square value. DF value is 14. 

If 59.180 are divided by 14 it will become the 3.552and it is mandatory to have a 

CMIN/DF value less than 4 according to the parameters of research. And for significance 

of model the p value is .000 that shows significance. 

RMR, GFI 

Table No.135 

Model RMR GFI AGFI PGFI 

Default model .077 .957 .907 .444 

Saturated model .000 1.000 
  

Independence model .684 .264 .018 .198 
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The GFI and RMR model shows value of RMR .077 which should be greater than .60 

and it is .077. The goodness of indices normal range starts at the level .85 but in round it 

is .957. The adjusted GFI points at .907 again it is above than the normal which is .85. In 

goodness if indices value is above .85 it should be acceptable. 

Baseline Comparisons 

Table No.136 

Model NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 

CFI 

Default model .976 .961 .981 .970 .981 

Saturated model 1.000 
 

1.000 
 

1.000 

Independence model .000 .000 .000 .000 .000 

 

In baseline comparison, the NFI which stands (Normal fit) indices is .976 and according 

to (Lomax & Schumacker, 2004) if value of NFI is above than .90 it shows fit good 

indices. The RFI is .961, IFI is .981 and TLI is also above .90 and the TLI value is .970. 

Hence it is accept the goodness of model indices fit. The CFI, (comparative-fit-indices) 

for this model is .981. According to (Byrne, 1994) if CFI is above .930 it shows the 

goodness. 

RMSEA 

Table No.137 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .79 .076 .128 .001 

Independence model .578 .559 .597 .000 

 

Wu and Lei (2007), “the root mean square error of approximation” RMSEA is a 

measure to check the validity of fitness and value of RMSEA, if is less .080, it is fit to the 

goodness. The RMSEA of this model .079 which is within standard value and PCLOSE 

is .001, values are in standard domain of fitness and showing that all test which are 

performed proved fit to goodness of model. 
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H16: Social Media Advertising mediates the Positive relationship between Brand 

Awareness and the Online Buying Decisions.  

Figure.36 

 

 

Result: Chi-square = 569.514, DF = 182, Probability level = .000 

Regression Weights 

Table No.138 
   

Estimat

e 

S.E

. 

C.R. P Label 

Social_media_Advertisin

g 

<--

- 

Brand_Awareness .845 .05

7 

14.83

0 

*** par_2

0 

brand_recall <--

- 

Brand_Awareness 1.000 
    

Top_of__Mind <--

- 

Brand_Awareness .869 .09

8 

8.882 *** par_1

6 

Brand_Image <--

- 

Brand_Awareness 1.229 .10

2 

12.05

8 

*** par_1

7 

brand_recog <--

- 

Brand_Awareness 1.264 .07

2 

17.60

2 

*** par_1

8 

Online_Buying_Decisions <--

- 

Brand_Awareness .219 .08

9 

2.461 .01

4 

par_1

9 

Online_Buying_Decisions <--

- 

Social_media_Advertisin

g 

.616 .08

2 

7.525 *** par_2

1 

BIM1 <--

- 

Brand_Image 1.000 
    

BIM2 <-- Brand_Image .872 .07 10.97 *** par_1 
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- 9 6 

BIM4 <--

- 

Brand_Image 1.086 .08

4 

12.87

9 

*** par_2 

BIM5 <--

- 

Brand_Image 1.146 .08

3 

13.80

8 

*** par_3 

SMA1 <--

- 

Social_media_Advertisin

g 

1.000 
    

SMA2 <--

- 

Social_media_Advertisin

g 

1.031 .03

7 

27.84

3 

*** par_4 

SMA4 <--

- 

Social_media_Advertisin

g 

1.019 .03

6 

28.46

9 

*** par_5 

SMA5 <--

- 

Social_media_Advertisin

g 

.962 .03

5 

27.58

2 

*** par_6 

BRG1 <--

- 

brand_recog 1.000 
    

BRG2 <--

- 

brand_recog .885 .03

7 

23.68

9 

*** par_7 

BRG4 <--

- 

brand_recog 1.230 .04

1 

29.80

0 

*** par_8 

BRC2 <--

- 

brand_recall 1.000 
    

BRC4 <--

- 

brand_recall 1.048 .04

8 

21.98

4 

*** par_9 

BRC5 <--

- 

brand_recall 1.408 .04

4 

32.13

7 

*** par_1

0 

TOMA1 <--

- 

Top_of__Mind 1.000 
    

OBD1 <--

- 

Online_Buying_Decision

s 

1.000 
    

OBD6 <--

- 

Online_Buying_Decision

s 

.765 .04

3 

17.75

2 

*** par_1

1 

OBD8 <--

- 

Online_Buying_Decision

s 

1.042 .03

6 

29.16

0 

*** par_1

2 

BRC1 <--

- 

brand_recall .732 .05

3 

13.76

9 

*** par_1

3 

BRG3 <--

- 

brand_recog 1.303 .04

2 

31.23

7 

*** par_1

4 

TOMA2 <--

- 

Top_of__Mind .841 .10

1 

8.332 *** par_1

5 

 

The regression weights, standardized Estimates, CR and P-value of BIM1, BIM2, BIM4 

and BIM5 is positive and *** showing the P-value as three star which is means have a 

significant results for brand Image’s 4 questions. The regression weights, standardized 

Estimates, CR and P-value of SMA1,SMA2, SMA4 and SMA5 is positive and *** 

showing the P-value as three star which is means have a significant results for social 

media advertising’s 4 questions. The regression weights, standardized Estimates, CR and 
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P-value of BRG1, BRG2, BRG3 and BRG4 is positive and *** showing the P-value as 

three star which is means have a significant results for brand recognition’s 4 questions. 

The regression weights, standardized Estimates, CR and P-value of BRC1, BRC2, BRC4 

and BRC5 is positive and *** showing the P-value as three star which is means have a 

significant results for brand recall’s 4 questions. The regression weights, standardized 

Estimates, CR and P-value of TOMA1 and TOMA2 is positive and *** showing the P-

value as three star which is means have a significant results for Top of mind awareness’s 

2 questions. The regression weights, standardized Estimates, CR and P-value of OBD1, 

OBD6 and OBD8 is positive and *** showing the P-value as three star which is means 

have a significant results for online buying’s 3 questions. 

Standardized Regression Weights 

Table No.139 
   

Estimate 

Social_media_Advertising <--- Brand_Awareness .773 

brand_recall <--- Brand_Awareness .893 

Top_of__Mind <--- Brand_Awareness .599 

Brand_Image <--- Brand_Awareness .825 

brand_recog <--- Brand_Awareness .927 

Online_Buying_Decisions <--- Brand_Awareness .182 

Online_Buying_Decisions <--- Social_media_Advertising .560 

BIM1 <--- Brand_Image .704 

BIM2 <--- Brand_Image .643 

BIM4 <--- Brand_Image .764 

BIM5 <--- Brand_Image .833 

SMA1 <--- Social_media_Advertising .906 

SMA2 <--- Social_media_Advertising .914 

SMA4 <--- Social_media_Advertising .922 

SMA5 <--- Social_media_Advertising .911 

BRG1 <--- brand_recog .880 

BRG2 <--- brand_recog .872 

BRG4 <--- brand_recog .958 

BRC2 <--- brand_recall .911 

BRC4 <--- brand_recall .824 

BRC5 <--- brand_recall .962 

TOMA1 <--- Top_of__Mind .783 

OBD1 <--- Online_Buying_Decisions .916 

OBD6 <--- Online_Buying_Decisions .738 
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OBD8 <--- Online_Buying_Decisions .958 

BRC1 <--- brand_recall .627 

BRG3 <--- brand_recog .975 

TOMA2 <--- Top_of__Mind .703 

 

The STE of TOMA, BIM, BRC, BRG and SMA is also above .50 of all items. It depicts 

that all construct have a positive influence and significant effect on each other and that 

also supports the hypothesis no.16 that is Social Media Advertising mediates the Positive 

relationship between Brand Awareness and the Online Buying Decisions.  

Standardized Total Effects 

Table No.140 
 

Brand_A

wareness 

Social_media_

Advertising 

Online_Buyin

g_Decisions 

Top_of

__Mind 

brand

_recall 

brand

_recog 

Brand_

Image 

Social_media_

Advertising 

.773 .000 .000 .000 .000 .000 .000 

Online_Buyin

g_Decisions 

.614 .560 .000 .000 .000 .000 .000 

Top_of__Min

d 

.599 .000 .000 .000 .000 .000 .000 

brand_recall .893 .000 .000 .000 .000 .000 .000 

brand_recog .927 .000 .000 .000 .000 .000 .000 

Brand_Image .825 .000 .000 .000 .000 .000 .000 

TOMA2 .421 .000 .000 .703 .000 .000 .000 

BRG3 .904 .000 .000 .000 .000 .975 .000 

BRC1 .560 .000 .000 .000 .627 .000 .000 

OBD8 .588 .536 .958 .000 .000 .000 .000 

OBD6 .453 .413 .738 .000 .000 .000 .000 

OBD1 .563 .513 .916 .000 .000 .000 .000 

TOMA1 .469 .000 .000 .783 .000 .000 .000 

BRC5 .859 .000 .000 .000 .962 .000 .000 

BRC4 .736 .000 .000 .000 .824 .000 .000 

BRC2 .813 .000 .000 .000 .911 .000 .000 

BRG4 .888 .000 .000 .000 .000 .958 .000 

BRG2 .809 .000 .000 .000 .000 .872 .000 

BRG1 .816 .000 .000 .000 .000 .880 .000 

SMA5 .704 .911 .000 .000 .000 .000 .000 

SMA4 .712 .922 .000 .000 .000 .000 .000 

SMA2 .706 .914 .000 .000 .000 .000 .000 

SMA1 .700 .906 .000 .000 .000 .000 .000 

BIM5 .687 .000 .000 .000 .000 .000 .833 

BIM4 .630 .000 .000 .000 .000 .000 .764 

BIM2 .530 .000 .000 .000 .000 .000 .643 

BIM1 .581 .000 .000 .000 .000 .000 .704 
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The SDE of TOMA, BIM, BRC, BRG and SMA is also above .50 of all items. It depicts 

that all construct have a positive influence and significant effect on each other and that 

again also supports the hypothesis no.16. 

Standardized Direct Effects 

Table No.141 
 

Brand_A

wareness 

Social_media_

Advertising 

Online_Buyin

g_Decisions 

Top_of

__Mind 

brand

_recall 

brand

_recog 

Brand_

Image 

Social_media_

Advertising 

.773 .000 .000 .000 .000 .000 .000 

Online_Buyin

g_Decisions 

.182 .560 .000 .000 .000 .000 .000 

Top_of__Min

d 

.599 .000 .000 .000 .000 .000 .000 

brand_recall .893 .000 .000 .000 .000 .000 .000 

brand_recog .927 .000 .000 .000 .000 .000 .000 

Brand_Image .825 .000 .000 .000 .000 .000 .000 

TOMA2 .000 .000 .000 .703 .000 .000 .000 

BRG3 .000 .000 .000 .000 .000 .975 .000 

BRC1 .000 .000 .000 .000 .627 .000 .000 

OBD8 .000 .000 .958 .000 .000 .000 .000 

OBD6 .000 .000 .738 .000 .000 .000 .000 

OBD1 .000 .000 .916 .000 .000 .000 .000 

TOMA1 .000 .000 .000 .783 .000 .000 .000 

BRC5 .000 .000 .000 .000 .962 .000 .000 

BRC4 .000 .000 .000 .000 .824 .000 .000 

BRC2 .000 .000 .000 .000 .911 .000 .000 

BRG4 .000 .000 .000 .000 .000 .958 .000 

BRG2 .000 .000 .000 .000 .000 .872 .000 

BRG1 .000 .000 .000 .000 .000 .880 .000 

SMA5 .000 .911 .000 .000 .000 .000 .000 

SMA4 .000 .922 .000 .000 .000 .000 .000 

SMA2 .000 .914 .000 .000 .000 .000 .000 

SMA1 .000 .906 .000 .000 .000 .000 .000 

BIM5 .000 .000 .000 .000 .000 .000 .833 

BIM4 .000 .000 .000 .000 .000 .000 .764 

BIM2 .000 .000 .000 .000 .000 .000 .643 

BIM1 .000 .000 .000 .000 .000 .000 .704 

 

The “SIDE” of TOMA, BIM, BRC, BRG and SMA is also above .50 of all items. It 

depicts that all construct have a positive influence and significant effect on each other and 

that also supports the hypothesis no.16. 
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Standardized Indirect Effects 

Table No.142 
 

Brand_A

wareness 

Social_media_

Advertising 

Online_Buyin

g_Decisions 

Top_of

__Mind 

brand

_recall 

brand

_recog 

Brand_

Image 

Social_media_

Advertising 

.000 .000 .000 .000 .000 .000 .000 

Online_Buyin

g_Decisions 

.432 .000 .000 .000 .000 .000 .000 

Top_of__Min

d 

.000 .000 .000 .000 .000 .000 .000 

brand_recall .000 .000 .000 .000 .000 .000 .000 

brand_recog .000 .000 .000 .000 .000 .000 .000 

Brand_Image .000 .000 .000 .000 .000 .000 .000 

TOMA2 .421 .000 .000 .000 .000 .000 .000 

BRG3 .904 .000 .000 .000 .000 .000 .000 

BRC1 .560 .000 .000 .000 .000 .000 .000 

OBD8 .588 .536 .000 .000 .000 .000 .000 

OBD6 .453 .413 .000 .000 .000 .000 .000 

OBD1 .563 .513 .000 .000 .000 .000 .000 

TOMA1 .469 .000 .000 .000 .000 .000 .000 

BRC5 .859 .000 .000 .000 .000 .000 .000 

BRC4 .736 .000 .000 .000 .000 .000 .000 

BRC2 .813 .000 .000 .000 .000 .000 .000 

BRG4 .888 .000 .000 .000 .000 .000 .000 

BRG2 .809 .000 .000 .000 .000 .000 .000 

BRG1 .816 .000 .000 .000 .000 .000 .000 

SMA5 .704 .000 .000 .000 .000 .000 .000 

SMA4 .712 .000 .000 .000 .000 .000 .000 

SMA2 .706 .000 .000 .000 .000 .000 .000 

SMA1 .700 .000 .000 .000 .000 .000 .000 

BIM5 .687 .000 .000 .000 .000 .000 .000 

BIM4 .630 .000 .000 .000 .000 .000 .000 

BIM2 .530 .000 .000 .000 .000 .000 .000 

BIM1 .581 .000 .000 .000 .000 .000 .000 

 

CMIN 

Table No.143 

Model NPAR CMIN DF P CMIN/DF 

Default model 49 569.514 182 .000 3.129 

Saturated model 231 .000 0 
  

Independence model 21 7268.082 210 .000 34.610 

 

The CMIN value for the model is 569.514 which is also a chi-square value. DF value is 

182. If 569.514 are divided by 182 it will become the 3.129 and it is mandatory to have a 
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CMIN/DF value less than 4 according to the parameters of research. And for significance 

of model the p value is .000 that shows significance. 

RMR, GFI 

Table No.144 

Model RMR GFI AGFI PGFI 

Default model .0123 .870 .835 .685 

Saturated model .000 1.000 
  

Independence model .929 .151 .066 .137 

 

The GFI and RMI model shows value of RMI .0123 which should be greater than .60 and 

it is .0123. The goodness of indices normal range starts at the level .85 but in round it is 

.9. The adjusted GFI points at .870 again it is above than the normal which is .85. In 

goodness if indices value is above .85 it should be acceptable. 

Baseline Comparisons 

Table No.145 

Model NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 

CFI 

Default model .922 .910 .945 .937 .945 

Saturated model 1.000 
 

1.000 
 

1.000 

Independence model .000 .000 .000 .000 .000 

 

In baseline comparison, the NFI which stands (Normal fit) indices is .922 and according 

to (Lomax & Schumacker, 2004) if value of NFI is above than .90 it shows fit good 

indices. The RFI is .910, IFI is .945 and TLI is also above .90 and the TLI value is .937. 

Hence it is accept the goodness of model indices fit. The CFI, (comparative-fit-indices) 

for this model is .945. According to (Byrne, 1994) if CFI is above .930 it shows the 

goodness. 
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RMSEA 

Table No.146 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .078 .071 .085 .000 

Independence model .310 .304 .316 .000 

 

Wu and Lei (2007), “the root mean square error of approximation” RMSEA is a 

measure to check the validity of fitness and value of RMSEA, if is less .080, it is fit to the 

goodness. The RMSEA of this model .078 which is within standard value and PCLOSE 

is .000, values are in standard domain of fitness and showing that all test which are 

performed proved fit to goodness of model. 
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4.6. Hypothesis Acceptance and rejection estimations 

4.6.1. Mediating effect                          

4.6.1.1. Standardized regression weights 

Table No.147 

Variables  Estimates  P-Value  

Brand Awareness<--- Online Buying 

Decision  

.61  0.000  

Brand Awareness<---  Social Media 

Advertising  

.77  0.000  

Social Media Advertising<---  Online 

Buying Decisions  

.70  0.000  

Brand Awareness<--- Online Buying 

Decisions  

.18  .000  

 

Results above show the following refection in regard to the acceptance or rejection of 

hypothesis.  

H 1: Brand image has positive and significant impact on the consumer’s online buying 

decisions. Accepted 

H 2: Brand recall has positive and significant impact on the consumer’s online buying 

decisions. Accepted  
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H 3: Top of Mind Awareness has positive and significant impact on the consumer’s 

online buying decisions. Accepted  

H 4: Brand Recognition has positive and significant impact on the consumer’s online 

buying decisions. Accepted  

H 5: Brand Awareness has positive and significant impact on the consumer’s online 

buying decisions. Accepted 

H 6: Brand Image has positive and significant relationship with the Social Media 

Advertising. Accepted  

H 7: Brand recall has positive and significant relationship with the Social Media 

Advertising. Accepted  

H 8: Top of Mind Awareness has positive and significant relationship with the Social 

Media Advertising. Accepted  

H 9: Brand recognition has positive and significant relationship with the Social Media 

Advertising. Accepted  

H 10: Brand Awareness has positive and significant relationship with the Social Media 

Advertising. Accepted  

H 11: Social Media advertising mediates the positive and significant relationship 

between the brand image and online buying decisions. Accepted  

H 12: Social Media advertising mediates the positive and significant relationship 

between the brand recall and online buying decisions. Accepted  

H 13: Social Media advertising mediates the positive and significant relationship 

between the brand Top of mind awareness and online buying decisions. Rejected 

H 14: Social Media advertising mediates the positive and significant relationship 

between the brand recognition and online buying decisions. Accepted  

H 15: Social Media Advertising has positive and significant impact on the Online Buying 

Decisions. Accepted  

H 16: Social Media Advertising mediates the Positive relationship between Brand 

Awareness and the Online Buying Decisions. Accepted  
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4.7. Discussion 

After analyzing the overall results it is cleared that all the suggested parameter were 

applied in the testing of proposed hypothesis of study. The tables in the part of chapter 

No.4 is self explanatory. First model fitness has been tested by using the AMOS in which 

CFA has done. After the modifications the measurement model has shown that the all the 

figures of model fitness were in the range of fitness. For testing of hypothesis it has been 

adopted the path analysis in the study which has showed that all suggested hypothesis are 

in the normal range and hence been accepted by all means. CFA has done in AMOS 20. 

Numbers of questions inserted in AMOS were 35. Questions on brand image were 7, on 

brand recall it were 3, on the top of mind it were 3, it were on brand recognition 8, on 

SMA it were 7 and on the OBD it were 8. The CFA has done on all proposed factors of 

study at once. On that, by looking at CFA the factor loadings of all variables are good. 

The co-variance among all variables is above the .60. The fitness by looking at values 

shows that the chi-square is 441.359 which indicate fitness and the P value is .000 

showing significances of model. GFI is .895, it is recommended that the GFI must be 

above than .850 and it is now the .895 and in round it is .9 and very near to 1. AGFI is 

861 again above .850 and TLI is showing goodness at 954, CFI is .962 and RMSEA and 

P-close is at its normal because it is suggested if the RMSEA is less than .08 it showing 

fitness. Test of reliability has performed also after the modifications in the measurement 

model and some questions were eliminated due to the low reliability score. After the 

modification the case become as above table mentions. The inserted number of questions 

on brand image is 7 and after modification it becomes 4 and the reliability of those 4 

questions has become .812. The inserted number of questions on the brand recall is 3 and 

after modification it does same as 3and the reliability has become same .853. The inserted 

number of questions on the top of mind is 3 and after modifications it becomes 2 and the 

reliability has become .836. The inserted number of questions on the brand recognition is 

8 and after modifications it becomes 4 and the reliability has become .884. The inserted 

number of questions on the SMA is 7 and after modifications it becomes 4 and the 

reliability has become .821. The inserted number of questions on the OBD is 8 and after 

modifications it becomes 3 and the reliability has become .838. After testing it before the 

modifications in the CFA the average reliability has become .830. 
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The whole SEM analysis have suggested that the regression weights, standardized 

Estimates, CR and P-value of BIM1, BIM2, BIM4 and BIM5 is positive and *** showing 

the P-value as three star which is means have a significant results for brand Image’s 4 

questions. The regression weights, standardized Estimates, CR and P-value of 

SMA1,SMA2, SMA4 and SMA5 is positive and *** showing the P-value as three star 

which is means have a significant results for social media advertising’s 4 questions. The 

regression weights, standardized Estimates, CR and P-value of BRG1, BRG2, BRG3 and 

BRG4 is positive and *** showing the P-value as three star which is means have a 

significant results for brand recognition’s 4 questions. 

The regression weights, standardized Estimates, CR and P-value of BRC1, BRC2, BRC4 

and BRC5 is positive and *** showing the P-value as three star which is means have a 

significant results for brand recall’s 4 questions. The regression weights, standardized 

Estimates, CR and P-value of TOMA1 and TOMA2 is positive and *** showing the P-

value as three star which is means have a significant results for Top of mind awareness’s 

2 questions. The regression weights, standardized Estimates, CR and P-value of OBD1, 

OBD6 and OBD8 is positive and *** showing the P-value as three star which is means 

have a significant results for online buying’s 3 questions. 

 

 

 

 

 

 

 

 

 

 

 



158 
 

Chapter No.5 

 

5.1. Conclusion 

If you want to grow your business, the brand awareness is crucial element. It is common 

that the more people know about your brand, the more of your product or service you can 

sell and it is social media that increase brand awareness. so on that basis the conclusion 

of study is that social media advertising is the most influential factor on the consumer’s 

online buying decisions that create a brand awareness on the different social media 

channels such as face book, linkdn, twitter, whatsapp, YouTube and many other modes of 

social media which stimulates the consumer’s, specially the students of higher education 

institutions. According to the survey of this study, face book have the highest number of 

users in the educational institutions. Advertisements on the face book provides stimulus 

to students of higher education institutions to buy the products online. According to the 

results of the study the social media advertising partially mediates the relationship 

between the brand awareness and the consumer’s online buying decisions. According to a 

number of students those who have recorded their responses on the survey questionnaire 

that social media advertising makes them aware about the new brands that were not in 

their knowledge before. Based on this study, organizations strategically can make a plan 

to allocate budget for various branding activities, priorities and giving preference to 

brand awareness campaigns on social media to stimulate the consumers to buy their 

products. On the practitioners and theory, this research has very important implications. 

This will be a new insight that will provide a framework for understanding the impact of 

brand awareness on consumer’s online buying decisions with the intervention of social 

media advertising. The practical context of this study will help foreign brand marketers to 

use social media to see their weaknesses and strengths to in the use of social media for 

increasing the brand awareness and their sales performance. 

While hypothesis testing, study has represented that brand awareness has a significant 

and strong degree of relationship with the online buying decision. So the marketers, who 

work domestically, can satisfy their customers by adopting this knowledge to their 

activities and marketing plans and on the accurate consumer’s needs they can provide the 
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product as customer requires.  The purchase decision may be stimulated if firms want to 

increase their sales; they have to offer qualities and right brand features, which customer 

expects. Influence of Brand Awareness in Brand Recognition through Product Placement 

with low level of awareness. In conclusion we have to emphasize the fact that brand is 

the factor which has an impact on consumer purchase decision-making process. Brands 

provide information about products and gives distinct individuality to a product. It also 

creates associations that affect the mind of the consumer in purchase process. Very 

important category of consumer behavior research is brand awareness. Suitable forms of 

marketing activities as a whole can create a positive brand associations and start a 

purchase action of positively seen brands. Brand represents a certain value in the mind of 

consumer. Without the psychological linkage would be a product or a service 

indistinguishable from each other. Branding ensures a particular level of the quality of the 

product. Our survey was aimed on impact of a brand on consumer behavior. More than a 

half the amount of respondents chooses their products or services by a brand. Participated 

survey respondents stated that the quality is the key factor in their decision-making 

process of purchasing a brand. A higher quality of products, national pride, support of the 

Indian economy, support of domestic producers was the most mentioned reason for 

purchasing Indian brands. Previous studies have shown that brand management helps 

enterprises to protect their image and that a strong brand has a high market share. The 

actual or prospective purchaser of products or services (AMA, 2015) – customer is an 

important category in brand management. A brand can be successful if the brand 

management system is competent and as a result of relevant marketing activities can be 

seen loyal and satisfied customer/consumer. Consumer behavior is influenced by a 

variety of factors interacting in complex ways. With better understanding of customer’s 

perceptions; companies can determine the actions required to meet the customer’s need 

(Shende, 2014). Due to the current global conditions, the marketplace is becoming a 

place of a super saturation of products resulting in brand loyalty disappearance. These 

conditions can be avoided when companies create loyalty relationships with their 

customers. Therefore it is necessary that the value proposition of the offered brands meet 

consumers' values and desires. 
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5.2. Managerial Implications  

The main innovative feature of the present study was the use of brands with different 

levels of brand awareness to analyze their impact on brand recognition. Thus, the main 

managerial implications of this dissertation are related to which products should be 

incorporated into movie scenes, given their level of brand awareness. It is important that 

when delineating new communications strategies that include product placement, to make 

sure that the products being integrated have already some awareness and is meaningful to 

the audience. According to this study, product placement may not be appropriate for 

product launches or for brands that do not yet have a minimum level of awareness. This 

way, it is possible to conclude that this technique will be less useful in these cases, being 

less effective in this phase of the product lifecycle, therefore being more appropriate to 

opt for other techniques to gain visibility in the market.  

Product placement alone, as it is a non-intrusive form of communication, where mainly 

the brand’s elements are highlighted, may not be enough to be used as a form of isolated 

communication, since brand elements are not sufficiently recognized. This situation was 

very evident in Lenovo’s case, which, despite having a significant market share, was 

considered a brand with low level of awareness, registering this way the second lower 

level of recognition. On the other hand, Dell, unlike Lenovo, has been strongly investing 

in product placement and has built an easily identifiable image using this technique. This 

conclusion is aligned with the conclusion of Youn and Doyle (2003), which stated that 

product placement, enables brands to increase brand recognition.  

5.3 Research Contributions  

The recognition of brand elements considering their different levels of brand awareness 

still reveals few studies. Babin and Carder (1996) already studied viewers’ recognition of 

brands placed within social media advertisings; however, the characteristics of the brands 

were not taken into account. Their studies consisted in verifying if people could 

successfully recognize the brands that were placed in two separate social media channels; 

it would not be considered a proper advertisement. It was concluded that viewers not only 

were able to identify the brands that were represented, but also managed to say those that 
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were not present. Therefore, it was necessary to give a step further and better understand 

how brand recognition is influenced.  The trend for brands to communicate in movies, 

regardless of their level of awareness, has been increasing since it is a marketing 

communication strategy with vast potentials in awakening retreating audiences (Soba and 

Aydin, 2013). In this sense, it is considered essential that researchers continue to test and 

discuss the communicative effectiveness of different brands in movies.  As verified, the 

existing literature does not explore this matter very much, so this research contributes by 

providing new insights into brand recognition in movies for brands with different levels 

of brand awareness in the category of cars and computers, as well as the profile of people 

who are more likely to recognize brands in this context.  

The main conclusions of this study may be relevant at the academic level, particularly in 

how brand awareness contributes to the increase of brand recognition of brands in the 

category of cars and computers. The direct comparison between the cars category and 

computers category also represents a research contribution. By placing side-by-side these 

two categories, it was possible to identify which may have more propensity to be 

identified. This research also encompasses a brand awareness test, thus giving an idea of 

the positioning of brands in these two categories in consumers’ minds. This contribution 

is important since brands are seeking to find out how well known they are and also how 

they are positioned compared to the competition. By exactly pin-pointing which brands 

are more present in consumers’ minds, it is possible to infer which brands will be better 

recognized in movies and television series. 
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5.4. Recommendations 

Brand awareness has key role in marketing. It is a basic tool and can be effective to 

enhance sales of any organization. It would be recommended for managers to use social 

media as a tool for brand awareness. 

Following guidelines are recommended: 

1. Use social media campaigns if wants to introduce a new product in market. The 

effective awareness method would be social media. 

2. Make your employees to use social networks only for product awareness tool which 

will benefit to add value to product development. 

3. Trends are changing from only buying to online buying which make world easy to 

trade. So use latest ways of advertising on well know social networks such as, youtube, 

whatsapp and facebook. 

4. Make customer friendly adds on web as they attract your customer to buy your 

products more frequently. 

5. More research is needed on social media as a marketing tool because in future concept 

of ordinary buying will be converted to online one. 

Brand awareness is critical if you want to grow your business. Its common sense: the 

more that people know about your brand, the more of your product or service you’ll sell. 

And, social media is a great place to increase your brand awareness. 

Statista predicts that there will be 3.02 billion social media users worldwide by 2021. So 

how do you get your brand in front of those billions of users? How do you get the 

attention of the thousands or millions of potential customers wandering around social 

media? Here, we provide a list of tips that will help you increase your brand awareness 

via social media. 

 

 

https://www.statista.com/statistics/278414/number-of-worldwide-social-network-users/


163 
 

1. Use visual content to increase brand awareness 

Visual content is simply more engaging to the average social media user. Create your 

own graphics or images and post them on social media. People are more likely to share 

something on their social networks that is visually appealing than a post with text 

only. According to BuzzSumo, Facebook posts that contain images see engagement 

levels 2.3 times higher than those without images. 

2. Develop a unique voice and personality 

On social media, you’re interacting with human beings. So, talk like one. Let your 

personality come out freely and develop the tone and voice of your posts to reflect that. 

People are much more likely to engage when the conversation feels casual. Plus, if you’re 

charismatic, your personality will help you gain followers. 

3. Use a different tone on different platforms 

On Twitter, you can be much more playful than on LinkedIn. Facebook also calls for a 

different tone. Certain types of people use different social media channels, and for 

different reasons. LinkedIn, for example, being a professional social media site, is more 

serious. On the other hand, you can let your humor come out more on other platforms. 

4. Don’t post the same content across all channels 

When you want to share the same piece of content or other information across all your 

social channels, don’t ever post the exact same post on each site. Always be sure to post a 

unique message along with the info you are sharing. Don’t just copy and paste the same 

post across all platforms. 

5. Share great content 

Killer content speaks for itself. If you create new content, you will obviously want to 

share it across all your social channels. But if the content doesn’t deliver value or solve a 

problem of some sort for your readership, it won’t be shared. Shares rely on awesome 

content. Without valuable content, your posts will be relegated to cyberspace’s infinite 

trash heap. 

http://buzzsumo.com/blog/how-to-massively-boost-your-blog-traffic-with-these-5-awesome-image-stats/#gs.zsko4hs
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6. Consistent branding across all channels and your website 

Create a branding style guide and stick to it. Define the colors your company uses for its 

branding and always use those. Don’t use various logos—choose one and always use it. 

Ensure your branding is consistent across all your social media sites, as well as your 

website and blog. Consistency helps people more easily recognize you and increases 

brand awareness. 

7. Follow influencers 

Find industry influencers and follow them. Listen to what they are talking about. Engage 

with them on social and take every chance you get to interact with their followers via 

comments, answers to questions, etc. 

8. Use Quora 

When forming a social media strategy, many small and growing businesses overlook 

Quora. However, answering questions on Quora can be a great way to increase brand 

awareness and drive traffic back to your website, where you can close a deal and convert 

leads into customers. Make sure to be subtle and not blatantly sales people will see right 

through it, and you might even get your account suspended. 

9. Hold contests 

Share the parameters of the contest on social and let the games begin. People love to 

compete and will share your contest post with others, expanding the reach of your brand 

and increasing brand awareness. 

10. Blogging 

If you don’t have a blog, start one. Create posts that help solve common problems and 

truly educate your audience on emerging trends and things that will make their lives 

easier. Then share those posts across all your channels. Again, if the content is high 

quality, it will get shared. 

 

https://www.agilecrm.com/deals
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Appendix 

Questionnaire 

Cover Letter 

Dear all, 

I am Ghulam Akbar Khaskheli, currently writing my thesis about the impact of brand 

awareness on the online buying decisions mediated by social media advertising among 

the students of HEIs. The survey will only take few minutes to answer, and your answers 

will have a huge contribution to my thesis writing I very much appreciate that you take 

time to fill out the survey. Your responses will help us to understand more about the 

changes social media has actually brought to us. Your responses are voluntary, 

anonymous and confidential. Responses will not be analyzed individually. 

Best regards 

Ghulam Akbar Khaskheli 

 

Part- A: Demographic Questions 

1. What is your current age? (Narrow range) 

• 18-20 

• 21-22 

• 23-25 

• 26-28 

• 28-30 

2. Which gender do you identify most with? 

• Male 

• Female 

3. What is your highest qualification? 
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• Bachelor’s degree 

• Master’s degree 

• PhD Degree 

4. Which income group does your household fall under (per Month)? 

• Less than 20,000 

• 21,000 – 30,000 

• 31,000 to 40,000 

• 41,000 to 50,000 

• 51,000 to 60,000 

• Above 60,000 

 

5.  Which of the following social media sites you are using on a daily basis?  

1. facebook 

2. linkdenin 

3. youtube 

4. pinterest 

5. Whatsapp 

6. instagram 

6. What is the source of information regarding the purchase of your products through 

online? 

1. Advertisements on SNS  

2. EWOM (electronic Word of Mouth) 

3. Pages (Information given on separate page for each brand/product/company) 

 

7. If you are on SNS, what do you usually do with it?  

1. Sharing personal updates like Photos and Videos 

2. Communicating with friends  

3. Playing games  

4. Getting updates 
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5. Searching information about products or services 

8. Which of the following factors is the cause of your online purchasing decision? 

• Previous experience 

• Knowledge or awareness of brand 

• Brand reputation 

• Information from the social media 

 

Please provide your degree of agreement towards following questions 

SDA – Strongly Disagree DA - Disagree    N – Neutral    A – Agree 

SA - Strongly agree 

 

Sl. 

N

o 

Stat

eme

nts 

SD
A 

DA N A S
A 

Social media Advertising 

1 I pay attention to advertisements shown in Social media. O O O O O 

2 I search for related information about advertisements shown in 

Social media. 
O O O O O 

3 Social media is an effective tool for the online shopping O O O O O 

4 Do you think that social media makes your decision making 

easy? 

O O O O O 

5 Do you agree that feedbacks (reviews/comments/posts and so on) 

on social media affect your purchase? 
O O O O O 

6 Are you likely to change your attitude towards a certain brand or 

product or service after you have read positive 

comments/reviews/online articles etc. about it? 

O O O O O 

7 Do you agree that, for instance, advertisements/blog posts/ FB 

pages/user reviews on social media influence you to try new 

brands/products/services? 

O O O O O 

Online Buying decision 

1 I am willing to rely on advertisements in social media that 

conveyed 

Information when making purchase-related decisions. 

O O O O O 

2 I am willing to make important purchase-related decisions 

based on 

Advertisements in social media that conveyed information. 

O O O O O 
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3 I would be willing to pay a premium price for a product from my 

brand of choice. 

O O O O O 

4 I would be willing to recommend to others as product from my 

brand of choice. 
O O O O O 

5 you always likely to purchase a brand that can be easily 

recognized by you 
O O O O O 

6 Do you search for related information on social media before a 

purchase 

O O O O O 

7 Does social media triggers you to purchase a product/service 
O O O O O 

Brand Recognition 

1 I easily recognize the brand features in social media 

advertisements. 
O O O O O 

2 Several characteristics of brand instantly come to my mind when 

I see it 

in social media. 

O O O O O 

3 I easily memorize the symbol/logo of brand seen in social media. O O O O O 

4 I purchase the product online when I have adequate Knowledge 

about the Brand  
O O O O O 

6 I would only buy a product from a brand that is well known to 

me. 

O O O O O 

7 I would be willing to buy a product from a brand I have no 

knowledge about. 
O O O O O 

8 I typically buy a product from a brand that I can quickly 

recognize among competing brands. 
O O O O O 

Brand recall 

1 Before purchase, I could quickly recall the symbol/logo of my 

current product. 
O O O O O 

2 I can easily recall brand of choice during any purchase 
O O O O O 

3 I consider Point of Difference among brands before selecting a 

brand 

O O O O O 

Top of Mind 

1 when I have awareness about any brand, than I think to purchase 

product 
O O O O O 

2 Do you tend to seek out information that is consistent with your 

initial opinion/preference for a purchase 

O O O O O 

 My Position of Choice Set is high toward the brand O O O O O 

Brand image 

1 Brands I have seen in social media are reliable. O O O O O 
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2 I trust the brands that are featured / advertised in social media. O O O O O 

3 Brands I have seen in social media are attractive. O O O O O 

4 I can purchase the product whose features are known to me O O O O O 

5 It is possible for me to will buy a product on Social media in the 

near 

Future. 

O O O O O 

6 The probability that I would consider buying product in Social 

media is 

High. 

O O O O O 

7 I purchase the product through Social media even if the price of 

the product is comparatively high. 

O O O O O 

 

 




