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ABSTRACT  

 

Purpose –This study focuses on examining the impact of Facebook marketing components on 

customer-based brand equity (CBBE) and purchase intention (PI).   

Design/methodology/approach – A conceptual model was developed based on the literature 

and related hypotheses were tested based on the responses of 390 Facebook (FB) fans of four leading 

fashion-wear retailers in Sri Lanka who have been selected on a random basis. The data was collected 

using an online survey and analyzed using the structural equation modeling.  

Findings- The results indicate that Facebook marketing has a strong impact on customer-based 

brand equity. The items entertainment, reputation and relationship remain for Facebook marketing 

construct to test its impact on customer-based brand equity. This finding helps to recognize the role 

of Facebook marketing from the strategic point of view, confirming its significant contribution in taking 

a brand to the next level. Furthermore, the direct impact of Facebook marketing on purchase 

intention was not significant and customer-based brand equity fully mediates the relationship between 

Facebook marketing and purchase intention.  

Originality –This research applies the Honeycomb model which is a rarely used model to identify 

the components of Facebook marketing. Hence, this can be identified as one of first this kind of 

research in Sri Lanka. Further, this study address Fashion-wear retail industry which another 

important but understudied sector in Sri Lanka. 

Implications – This article connects the consumers’ opinion on Facebook marketing. The findings 

of Facebook marketing on taking brand equity into next level will be useful for decision making in 

business organizations. The effective use of social media will reduce the promotional expenses. 

Further, the application of Honeycomb model shows the appropriate criteria for Facebook marketing 

and fill the gap of the unavailability of criteria for social marketing evaluation. 

Keywords – Facebook, Digital Marketing, Social Media, Brand Equity, Purchase Intention, 

Fashionwear, Retail 
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INTRODUCTION 

The world has stepped into a new era in the past decade with the rapid 

popularity of social media (SM). Its power spreads to each and every corner and 

transforms human beings into a new pattern of life. Today, SM is a tightly bound 

element in the lifestyle of people. Luttrell, (2018) reveals that one-third of women 

aged 18-34 browse Facebook as the first task in the morning. This surprisingly tight 

relationship between the FB and humans saw this medium evolving as the most 

trusted source of information. Majority of youth move away from relying on other 

information sources such as newspaper, TV, radio and shifted to the habit of believing 

Facebook (FB) as a reliable source of information.  

The impact of SM in the field of business is massive. While the society is heading 

towards the technological orientation, business firms which are experts in SM grab 

all opportunities in the marketplace. Despite the size or expertise in the industry, 

cleverness of business firms in the SM platform makes them progress as great players 

in the industry. Fashion-wear is an industry which fits in adequately to this platform 

due to its nature being glamorous (Ahmad et al., 2015). Customers also prefer to spend 

time watching elegant models wearing trendy outfits. These images provide a 

psychological satisfaction to customers in line with their expected entertainment from 

SM. SM platform is an open ground which provides immense opportunities for 

fashion-wear retailers enabling their businesses to thrive. While large players in the 

market struggle to fit into this SM platform, new players who are clever in this field 

grab this opportunity in the market. Further, these new players prove FB’s potential 

as a business take off tool for fashion brands (Kim and Ko, 2012).  

When considering the Sri Lankan context, the spending pattern of Sri Lankans is 

considerably different to that of South Asian and Southeast Asian countries. Sri 

Lankan, people spend largely on lifestyle and luxury products (Oxford Business 

Group, 2017). Further, with the increasing commonality of SM among the Sri Lankan 

consumer, a new kind of purchasing behaviour emerges. Shopping in digital space is 

growing along with the number of millennials who embrace the lifestyle of the digital 

world. Although this trend enhances the popularity of FB Day by day as a business 

tool and digital presence has been identified as a fertile breeding ground for fashion 

retailers (Lanka Business Online, 2015), only 10% – 15% apparel retailers in Sri 

Lanka are on online (Sandunima et al., 2019). The others who are having online 

presence also expects the number of likes, comments, shares and sales generation 

(Rajapakahs and Thilina, 2020). This limited understanding generates doubts among 

the business firms as practitioners regarding the outcome of FB marketing (Hutter et 

al., 2013). In addition, many studies in this field have not extended beyond the focus 

on bottom-line improvement (Coursaris et al.,2016). To fill this vacuum, thus, this 

study focuses mainly on identifying impact of FB marketing emphasizing on the Sri 

Lankan fashion-retail industry to take a brand to the next level while investing in FB 

as a tool for bottom-line improvement. As a result, the goal of this research is to 

determine the influence of Facebook marketing on CBBE and purchase intent. It also 

focuses on determining the significance of CBBE as a mediating factor in the 

interaction between Facebook marketing and purchase intent. 
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The first part of this paper is a review of the existing literature on Facebook marketing 

and CBBE. It then goes into detail on the scale development process as well as how 

to examine the scale's reliability and validity. Finally, the paper summarizes the 

findings and recommendations, as well as suggested avenues for future research to 

better understand the effect of Facebook marketing. 

LITERATURE REVIEW 

Facebook marketing 

                  Remarkably, scholarly publications rarely carry the definition of FB 

marketing. Thus, the definition has been adopted and referred from other sources that 

are non-academic. FB marketing can be defined as the practice of promoting a brand 

and maintaining its presence on FB (www.bigcommerce.com, 2019). Another 

definition of FB marketing refers to creating—and actively using—a FB page as a 

communications channel to maintain contact with, and attract customers (Marketing-

Schools.org, 2019). The popularity of FB as a SM tool worldwide and its vast fan 

base, lures business firms to use it as a communication tool. With the brand presence 

on FB, consumers can interact with brands in the same way they interact with their 

friends (Pinto and Yagnik, 2017). Thus, it paves opportunity for brands to go beyond 

the role of a communication tool and build relationships with customers. Further, the 

marketing tools available in FB marketing allow marketers to practice micro 

marketing by targeting a one-to one customer base. The power of FB converts the 

passive recipients into influential activists. Further, customers’ confidence in the 

brands which are available on FB is comparatively high (Kavisekera and Abeysekera, 

2016). However, a conflict occurs between the motives of two parties– i.e., motives 

of FB users and those of brands in FB. While users expect entertainment from FB, 

brands expect to sell something (Husain et al.,2016). These two motives which are 

not well connected create inefficiency in this digital platform. Further, brands need to 

be vigilant in every single use of their FB. If the target customers feel that the brand 

is genuine and breaches trust, it can trigger to dilute the brand image within seconds 

(Pinto and Yagnik, 2017). 

The components of FB marketing have been identified differently according to 

various sources. Jayasuriya et al., (2018) summarized these components used in 

scholarly articles. In this analysis, entertainment, interaction, trendiness 

customization, and word of mouth have been identified as the popular components 

used to describe FB marketing. Smith, (2007) introduced a special model for SM 

named as the SM Honeycomb. However, this model has not been adequately 

employed in past studies. However, (Kietzmann et al., 2011) have extended this study 

and found out the implications on the building blocks of the SM Honeycomb model 

function differently in various platforms. Accordingly, presence, identity, 

relationship, reputation, and conversation have been identified as the important 

components of FB marketing (Figure 1). Regardless of many studies conducted in 

identifying the components of FB marketing, studies identifying the contribution of 

these components taking the brand to the next level, are limited (Jayasuriya and Azam, 

2018). 
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Figure 1: Honeycomb model components important for Facebook Marketing 

 

 

 

 

 

 

 

 

 

 

Source: (Kietzmann et al., 2011) 

Perception related to the virtual or physical location of a person is considered as the 

Presence in the Honeycomb model. In the SM context, the perception of presence is 

highly important for SM platforms like Skype, MSN and Viber. Users can post their 

status updates and check-ins on such networks. However, a later study by Kietzmann 

et al. (2012) found that presence is less important on social media platforms like 

LinkedIn, Facebook, and YouTube. On this basis, the presence component has been 

omitted from this study.  

The identity block describes how much information users reveal about themselves on 

the SM platform. This is beyond the disclosure of demographic information such as 

name age, and occupation. Some users manage their identity differently in various 

platforms. For instance, by protecting their identity (e.g. blog), using their personal 

identity to be in touch with friends (e.g. Facebook) and presenting a professional 

identify for self-branding (e.g. LinkedIn) (Jones, 2007). In an organizational setting, 

the corporate name, logo, slogan, color and website design, as well as the description 

mentioned under the “About” section, reveal their identity to the visitors (Hamzah et 

al., 2014). 

The degree of interaction between different parties in FB is considered as the 

conversation building box. Many SM platforms have been designed in a manner to 

enhance conversations (Jones, 2007). The SM presence of business firms has enabled 

customers to interact with such firms. In order to encourage customers, organizations 

have to actively engage with their visitors using discussions, competitions and 

practical supports (Godey et al., 2016).  

Reputation can be used to predict future behavior based on previous behaviors. To put 

it another way, reputation is concerned with the development and maintenance of trust 
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between parties (Jones, 2007). Building trust needs to be achieved overtime. 

Companies which have a high visibility and are morally responsible can be considered 

to have a high reputation (Ghafoor et al., 2016).  

The extent to which users can relate themselves to others has been discussed in the 

relationship building blocks. Consumers who have built some form of relationship 

may converse, share, or at least list these retailers/brands as their friends in FB. This 

relationship network is comparatively large in relation to the influencers in SM (Jones, 

2007). In this sense, in order to be more influential, organizations which involve in 

FB marketing need to widen their relationship network with their customers (Babac, 

2011).  Consumers also prefer to have a relationship with companies which are 

considered as innovative, ambitious, ingenious and hardworking (Veloutsou and 

Moutinho, 2009).  

In addition to the above mentioned elements, the literature analysis conducted 

Jayasuriya et al., 2018 discovered entertainment and electronic word of mouth as the 

most popular elements in SM. Hence these two elements were also incorporated to 

the study. Entertainment is a combination of fun, excitement, cool and play. Studies 

have identified entertainment as the main motive behind the use of SM and user-

generated content (Godey et al., 2016). Similarly, consumers visit SM with the 

intention of seeking entertainment and business firms engage in SM with the intention 

to sell something. Entertainment has been recognized as a great way of getting closer 

to customers and business firms, thinning the line between marketing communication 

and entertainment. Consequently, business firms focus on developing brand-related 

content that are high in entertainment element (Lou and Koh, 2016).  

E-WoM  (electronic word of Mouth) can be defined as any positive or negative 

statement made by consumers or non-consumers in relation to a product or service 

(Hennig-Thurau et al., 2004). To date, as a peer to peer communication medium, e-

WoM is popular and widely used in terms of credibility and trustworthiness (Kapoor 

et al., 2013). In the SM, people use e-WoM to seek, give, and pass opinions (Godey 

et al., 2016). Hence, a consumer who is satisfied with a product may upload a 

picture/image of it while a dissatisfied may post a negative comment (Nigam, 2012). 

When a user posts a “like” on a certain brand, this news is instantly broadcasted in the 

respective brand’s newsfeeds, thus, generates a “passive word of mouth” (Ramadan, 

2017). Considering these facts, e-WoM can make a significant/high impact on Brand 

Equity (BE).  

Facebook Marketing in Fashion-wear Industry 

              Fashion firms have recognized the value of social media communication for 

communicating with clients in recent years. Karamian et.al., , (2015) mentioned that 

Facebook is already considered as the business take-off tool for Fashion brands. This 

study was conducted in Major shopping districts in Esfahan and target audience was 

selected in convenient sampling method. The favorable and significant influence of 

social media marketing on brand loyalty, brand awareness, and perceived quality has 

been established based on the 315 responses to this study. Jayasuriya and Azam, 
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(2018) developed a conceptual framework based on a review of literature and in there  

SM marketing variables have been identified as identity, conversation, reputation and 

relationship and their relationship with brand equity components have been discussed. 

Kim and Ko, (2012) study on luxury fashion brands identified five contracts as 

entertainment, interaction, trendiness, customization, and word of mouth as the 

factors that impact on value equity, customer equity and brand equity. Respondents 

were selected based on convenience sampling method and data was analyzed using 

the structural equation modelling.  

In the fashion-wear retail, the fast fashion industry is rapidly evolving. The fashion-

conscious section of the market, according to Hayes and Jones (2006), is likely to be 

turbulent, rapidly changing, and difficult to predict. Further, Salem and Salem, (2019) 

also mentioned that consumer behavior towards fast fashion is still not fully explored. 

This study was conducted in Malaysia with 240 respondents selected in convenient 

sampling method. The data was analyzed using the PLS-SEM method, and the results 

show that SM has an indirect positive impact on several stages of brand loyalty via 

brand love and brand consciousness. Escobar-Rodrguez and Bonsón-Fernández, 

(2017) conducted a content study on Facebook postings, analyzing 2,326 FB posts 

from 46 international fashion industry leaders. The results indicates that photo albums 

and videos are the most popular items in the contents of the top fashion retailers FB. 

Furthermore, a research of Zara fans and non-fans discovered that Facebook 

strengthens consumer relationships for Zara fans more than for non-fans. 

 

Customer-based Brand Equity 

 

 Aaker (2000) and Keller (1993) who are the leading researchers in the field 

of BE conceptualized Customer-based Brand Equity(CBBE) in two different ways. 

However, both of them discuss the BE in the customer perspective. Aaker (2000, p 

15), provides most controversial definition for BE, as “a set of brand assets and 

liabilities linked to a brand name and symbol that add or subtract from the value 

provided by a product or service to a firm and/or to that firm’s customers” Keller 

(1993) identifies two streams of BE as CBBE and firm-based brand equity. According 

to these findings, CBBE is “the differential effect that brand knowledge has on 

consumer response to the marketing of that brand” (Keller, 1993). According to Aaker 

(2000) , the four most crucial components in the customer's perspective are brand 

awareness, brand association, perceived quality, and brand loyalty. 

 

Brand awareness is one of the four components, and it refers to a customer's capacity 

to recognize or memorize a brand in a new scenario (Aaker, 1991). The awareness of 

the brand increases its likelihood to be selected in a future purchase (Keller, 1993). 

Customers recognize features which are linked to a brand which is called as brand 

association. This recognition becomes stronger when customers are increasingly 

exposed to, and experience the brand (Aaker, 1991). Perceived quality is the 

customers’ impression about the superiority or inferiority of the products which falls 

under a brand name (Kumar et al.,2013). Specific product factors, such as price, 

features, look, components, ads, and brand name, have an impact on how this 
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perception is formed (Ramaseshan and Tsao, 2007). Brand loyalty is identified as the 

consumers’ behavior in response to a brand-related stimuli. Customers also declare 

that they purchase, or are willing to purchase a certain product in future (Godey et al., 

2016), or their commitment to repurchase can be identified as brand loyalty (Kumar 

et al.,2013). Brand loyalty, is considered as the core element of CBBE, among others 

in BE (Aaker, 1996).  

 

By presenting the ‘Impact of Social Media Use on Brand Equity’ model (ISMBE), 

Babac (2011) combined the components of the Honeycomb model to BE. The impact 

of each component of the Honeycomb model has been identified with each component 

of BE separately. According to this study, identity and conversation have an impact 

on brand awareness while reputation and relationship have an impact on perceived 

quality and brand loyalty, respectively. Further, the studies of Godey et al., (2016),  

(Bruhn et al.,2012), Coursaris et al., (2016) and Schivinski and Dabrowski (2016) 

prove that SM communication has an impact on BE. As a result, this study expects 

that the FB marketing of fashion-wear retailers has an impact on CBBE. The 

following hypothesis is developed to examine that effect. 

 

H1: There is a significant positive impact of FB marketing on CBBE. 

Purchase Intention 

Purchase intention can be defined as “the consumers’ possibility of 

purchasing in future” ( Kim and Ko, 2010, p.167). This behavior has been formed as 

a result of the positive attitude of consumers towards a certain brand. This positive 

attitude led consumers to evaluate the quality of a product/service favorably and select 

the same brand (Park et al.,2010). Applying these findings to the context of the study, 

PI can be described as the intention to purchase from the same retailer. Previous 

research has shown that consumers' perceptions and attitudes regarding social media 

advertisements have an impact on their purchase intent. Consumers consider SM 

advertisements as information source and purchase intention can be identified as the 

ultimate point of accepting these advertisements (Yeo, S.F., Tan, C.L., Lim, 2020). 

Thus, customer satisfaction and purchasing decisions are influenced by the 

information features of adverts. 

 

As a result, understanding customer buying behavior is critical for a company's ability 

to attract and keep customers (Kim and  Ko, 2010). 

 

Brand Equity and Purchase Intention 

Extensive debates remain as to how CBBE is beneficial for an organization 

(Godey et al., 2016). Despite these disagreements, most of the researchers agree on 

the strong contribution of BE on brand preference, PI, willingness to pay the price 

premium and brand loyalty (Aaker, 1991).Kim and Ko (2012) reveal that BE 

generated by SM marketing has a significant impact on the future purchasing behavior 
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of customers. For products and services that have a high visibility of consumption, 

FB would be highly important due to the public consumption process and high 

involvement for decision making (Gensler et al.,2013). Based on this literature 

following hypothesis are drawn on the influence of BE and the PI of fashion-wear 

customers. 

 

H2: There is a significant positive impact of CBBE on PI. 

 

Facebook Marketing and Purchase Intention 

 

FB is considered as a fashionable way to advertise. Moreover, consumers are 

willing to purchase brands which have more “likes” and “shares” that suggest the 

brand is a reputable one (Dehghani and Tumer, 2015). In the study of  Kim and Ko 

(2012), entertainment has been identified as the main element which has the highest 

impact on PI. Both, the user-generated and firm-generated content work in the context 

of FB. Among these, user-generated content has been discovered as the most 

influential method (Pütter, 2017). However, several data contradict one other, 

implying a skewed relationship between social media marketing (SMM) and the PI. 

In the study of (Bruhn, Schoenmueller and Schäfer, 2012) found an indirect effect of 

SMM on PI via brand attitude. The direct relationship between SMM and PI was 

found to be weak. A similar indirect relationship confirmed in the study of Dehghani 

and Tumer (2015) reveals that the impact of SMM extends through the BE to PI. In 

this study, BE was found to be the complete mediator proving that the direct impact 

of SM marketing of PI is not significant. Based on these findings, two hypotheses 

have been developed as follows.  

 

H3: There is a significant positive impact of FB marketing on the PI. 

H4: CBBE mediates the relationship between FB marketing and PI 
 

 
METHODOLOGY 

 

The proposed framework was created based on the literature review. 

Accordingly, FB marketing has seven dimensions. CBBE is identified as the mediator 

which consists of four subdomains. Both these FB marketing variables and CBBE 

variables are identified as having a direct relationship to PI (Figure2).  
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Figure 2: Conceptual Framework 

Source: Based on Author’s observations. 

Measures 

The questionnaire items for this study were created from previous literature 

and then altered and amended based on the results of the pilot survey. Measures of 

the social media marketing dimensions are adapted from Kim & Ko, (2010), Kim & 

Ko, (2012) and Tresna & Wijaya, (2015). The brand equity components are adapted 

from Kim & Hyun, (2011) and Kumar & Purwar, (2013). Further, the measures of the 

purchase intention are adapted from (Moradi and Zarei, 2012), (Vinh and Huy, 2016),   

(Anselmsson and Bondesson, 2013), (Netemeyer et al., 2004). All the items are used 

5-point likert scale with anchors strongly disagree (1) and strongly agree (5). 

Pilot Study 

This study's findings are based on primary data acquired from Facebook 

friends of Sri Lankan fashion stores.  In the first stage of the survey, responses were 

gathered to identify the most popular Fashion-ware retailers in the country. Following 

convenience sampling, an online query delivered via messenger was used to obtain 

30 replies. According to responses, majority of these respondents experience the FB 

marketing activities of fashion-wear retail brands such as Kelly Felder, GFlock, 

Fashionmarket.lk and ODEL. Hence, rest of the research is based on the customer 

base of these retailers. In the second stage, a pilot survey has been conducted among 

40 responses based on convenience sampling selected from those retailers’ Facebook 

pages. The survey was performed on FB platform via Messenger.  Based on the results 

of this pilot survey, few variables which were not properly contributed to measure the 

relevant concepts were eliminated.   

Facebook marketing 

activities 

• Identity 

• Conversation 

• Reputation 

• Relationship 

• Entertainment 

• e-WoM  

• Sales Promotion 

 

Customer Based 

Brand Equity 

• Brand awareness 

• Brand association 

• Perceived quality 

• Brand loyalty 

 

H1 H2 

Purchase 

intention 

H3 

H4: FB marketing      CBBE       PI 
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Sample Design 

The data were collected from FB fans of four leading fashion-wear retailers 

who are active in FB marketing namely, Kelly Felder, GFlock, Fashionmarket.lk and 

ODEL. All four retailers handle fashion-wear products for both men and women. The 

FB fan pages of these four retailers have been accessed with due permission for data 

collection. Using these databases, a disproportionate random sample has been selected 

for the study. This sampling method has been chosen due to unequal number of 

customers (Table 2)  

Table 2: Sample Size Selection 

Retailer Kelly 

Felder 

GFlock Fashionmarket.lk ODEL 

Facebook 

community 
448,720 439,848 214,379 766,384 

Percentage 24% 24% 11% 41% 

Sample 144 144 66 246 

Responses received 90 85 45 170 

 

The survey was conducted via Messenger on the Facebook platform. Collecting data 

through the Facebook network helps academics overcome major challenges in social 

science research by allowing them to access a big and diverse sample. Thereby, 

researchers can reduce over-reliance on small, students and WEIRD (Western, 

educated, industrialized, rich and democratic) samples. Furthermore, FB provides a 

great opportunity for researchers to gather data in a natural environment rather than 

through self-reported or laboratory base studies (Kosinski et al., 2015).  

 

FINDINGS  

In total, 600 questionnaires were distributed online, and 390 usable responses 

were received. Respondents were not compensated. The 65% response rate 

experienced is in line with the 69% response rate in similar contexts in past studies 

(Kavisekera and Abeysekera, 2016). The profile of respondents is presented in Table 

3. 

Table 3: Profile of Respondents 

Measure Item Frequency Percentage 

Gender Female 261 67 

Male 129 33 

Age Under 23 93 23.8 
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24 – 29 130 33.3 

30 – 34 84 21.5 

35 – 39 55 14.1 

40 – 44 13 3.3 

45 – 50 06 1.5 

50 above 09 2.3 

   

Occupation Senior manager 45 11.5 

Manager 80 20.5 

Executive 81 20.7 

Entry-level employee 38 9.7 

Non-administrative 

employee 

22 5.6 

Self-employed 16 4.1 

Student 80 20.5 

Unemployed 28 7.1 

Education High School 15 3.8 

Diploma 26 6.7 

Degree 195 50 

Professional 

qualification 
25 6.4 

Master’s degree 122 31.3 

Doctorate degree 7 1.8 
 

After data collection, exploratory factor analysis and reliability analysis were 

conducted to analyze the sample adequacy and internal consistency of the constructs 

using SPSS software. Then the measurement model was developed using Amos 

software and analyzed the goodness-of-fit indexes. Based on that the structural model 

was developed and hypotheses were tested using the structural regression analysis.  

Measurement Model 

The main data set underwent the reliability analysis of all items which exceeded the 

alpha coefficient of 0.7. It clearly shows that all underlying instruments are internally 

consistent, implying that the same construct's dependability is justified (Table 4). 

Factor analysis was used as the second stage, and it was subjected to principal 

component analysis with Varimax rotation. The analysis produced three-factor 

solution which accounts for 67.5% variation shown in Table 4.  
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Table 4: Factor Analysis  

Constru

ct 
Measurement Items 

Factor 

Loadi

ng 

Cronb

ach’s 

alpha 

Single 

Factor 

Extrac

tion 

KMO 

Measu

re 

Bartlett

’s Test 

of 

Spheric

ity 

Faceboo

k 

Marketin

g 

• Easy to share its Facebook page information with your friends 

• Easy to have a conversation with others on this Facebook page 

• Easy to exchange your opinion through this Facebook page 

• This retailer replies for customer comments on its Facebook page 

• This retailer receives positive feedback from customers 

• Other customers recommend this retailer 

• What kind of reputation this retailer has among colleges/friends 

and family 

• How do you rate the reputation of your favorite fashion-wear 

retailer 

• This retailer is reliable for transactions 

• It is fun to collect information on fashion-ware brands or fashion 

items through this Facebook page 

• Contents in the Facebook page is interesting 

• It is exciting to use this Facebook page 

• I would like to share interesting information on this Facebook page 

with my friends 

• I like to upload contents of this retailer's Facebook page to my 

Facebook page 

• I would like to share opinions on brands, items, or services 

acquired from this retailer's Facebook page with my friends 

.625 

.543 

.586 

.618 

.655 

.702 

.673 

 

.540 

.668 

.680 

 

.709 

.538 

.524 

 

.614 

 

.762 

 

 

 

0.858 69.36% 0.839 0.000 
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• This retailer provides price discounts more frequently than 

competing brands 

• This retailer frequently offers gifts 

• This retailer uses gifts more frequently than competing brands 

.614 

 

.762 

.793 

Custome

r-Based 

Brand 

Equity 

• I am aware of the brand of this fashion-wear retailer. 

• Characteristics of this fashion-wear retailer brand come to my 

mind quickly. 

• The overall quality of the products provided by this retailer is 

excellent 

• The high quality of this Fashion-wear retailer is consistent 

• This retailer has a higher quality than other fashion-wear retailer 

brands in Sri Lanka 

• I am satisfied with this fashion-wear retailer 

• I regularly visit this retailer brand on Facebook 

• I intend to visit this retailer brand again 

• If anyone asks me which Fashion-wear retailer to choose, I will 

recommend this retailer 

0.622 

0.713 

 

0.758 

0.749 

0.686 

 

0.783 

0.648 

0.810 

0.824 

0.887 67.14% 0.874 0.000 

Purchase 

Intention 
• I will definitely buy products from this retailer in the near future 

• It is likely that I will purchase from this retailer in the near future 

• I would buy from this retailer rather than any other retailer 

• I am willing to recommend others to buy from this retailer 

• I think this retailer is superior to other competing retailer brands 

• When considering purchasing fashion-wear products I would 

consider this retailer first 

.860 

.733 

.733 

.821 

.780 

.838 

0.848 64.7% 0.879 0.000 

Note: KMO: Kaiser-Meyer-Olkin 
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The reliability of the data set was further analyzed by Average Variance Extraction 

and Composite Reliability statistics. It is recommended that the variance extraction 

value is above 0.5 whereas the composite reliability value is above 0.7 (Hair, 2015). 

These values are presented in Table 5. Accordingly, this result attests the internal 

consistency of the instrument.  

Table 5: Reliability and Validity Assessment  

Construct 

No. 

of 

Items 

AVE 
Composite 

Reliability 

Cronbach’s 

Alpha 

Facebook Marketing 

Reputation 

Sales Promotion 

Conversation 

WoM 

Entertainment 

 

5 

3 

4 

3 

3 

 

0.537 

0.754 

 0.525 

0.623 

0.576 

 

0.852 

0.901 

0.813 

0.832 

0.801 

 

0.839 

0.863 

0.714 

0.786 

0.840 

Customer-Based Brand 

Equity 

9 
0.541 

0.913 0.887 

Purchase Intention 7 0.647 0.916 0.890 

Note: AVE : Average Variance Extracted, WoM: Word of Mouth 

Model Fit 

Once internal consistency was confirmed, the model fit was ensured through 

Root Mean Square Error of Approximation (RMSEA), Confirmatory Fit Index (CFI) 

and Chi square (CMIN/DF). After excluding five items which are below the 0.6-factor 

loading and combining 10 items which have a modification index above 15, the 

measurement model showed that all indexes were within acceptable ranges (p = 0.000, 

CMIN/DF = 3.320, CFI 0.915, RMSEA = 0.077), thus, indicating that the model had 

excellent goodness of fit (Awang, 2014).  

The structural model also was tested against the model fit. The results were within the 

acceptable range (p = 0.000, CMIN/DF = 3.320, CFI 0.915, RMSEA = 0.077) 

supporting the goodness of fit of the structural model used in the study. Figures 3 and 

4 show results of hypothesis testing.  

Hypothesis Testing 

Hypotheses have been tested using structural equation model. The results of 

this analysis shown in Figures 3. 
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Figure 3: The Standard Regression Weights 

Source: Author 

As shown in Figure 4, the standardized beta estimate for the effect of FB marketing 

on CBBE is 0.82, while the standardized beta estimate for CBBE on FBM is 0.86. 

The value of the coefficient of determination R2 of CBBE is 0.67 and R2 of PI is 0.73.  

Hypothesis 1: There is a significant positive impact of FB marketing on CBBE. 

H1 is tested with a structural equation model. The impact of FB marketing on CBBE 

is significant at (β=0.82, p<0.001 )   

Hypothesis 2: There is a significant positive impact of CBBE on PI. 

The study verifies that CBBE has a significant positive impact (β=0.85, p<0.001) on 

the PI of customers in the fashion-wear retail industry.   

Hypothesis 3: There is a significant positive impact of FB marketing on PI. 

The study does not support the above hypothesis which proves a non-significant result 

(p>0.001) and accounts for 3.6% variance in the PI. It indicates that there is no 

significant impact of FB marketing on PI in the fashion-wear retail industry. Further, 

this finding proves that FB marketing is highly relevant when building a brand rather 

than generating a PI. Thus, focusing on brand building rather than increasing sales via 

FB marketing would be much fruitful. (Table 7) 

Hypothesis 4: CBBE mediates the relationship between FB marketing and PI. 



N. JAYASURIYA 

 

104 
 

To test the mediator effect, first the structural model was tested without the mediator 

(figure 4) 

Figure 4: The Standard Regression Weights Facebook Marketing on Purchase 

Intention 

The impact of FB marketing on PI when the mediator CBBE does not exist, is 

significant and accounts for 71% variance of PI (figure 5). Table 8 presents the causal 

effect of FB marketing on PI without CBBE.  However, when the mediator (i.e., 

CBBE) enters the model, this value is reduced to 3.6% and as such, the impact 

becomes non-significant (figure 3). The strong relationship between FB marketing 

and CBBE may contribute to weaken the relationship between FB marketing and PI. 

Hence, CBBE becomes a complete mediator for FB marketing and PI. Table 7 

presents the summary of regression analysis.  

Table 7: The Regression Weights between Constructs 

Path  Path Estimate 
Std. 

Estimate 
S.E. C.R. P Result 

CBBE 

<-

-- 

FB 

Marketing 0.871  0.819  
.078 11.180 

*** Significant 

PI 

<-

-- CBBE 1.065  0.832  
.119 8.933 

*** Significant 

PI 
<-

-- 

FB 

Marketing 
.036 0.027 .112 .325 .745 

Not 

Significant 

Note: S.E: Standard Error, C.R: Critical Ratio, P: P value, CBBE: Customer-based Brand 

Equity, PI: Purchase Intention, FB: Facebook 
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Table 8: The Hypothesis Testing for the Causal Effect of FBM on PI (without CBBE) 

 

 

 

DISCUSSION 

 

This study provides new insights to the FB marketing practices of fashion-

wear retailers, especially in the context of Sri Lanka. Valid components for FB 

marketing have been identified based on the Honeycomb model variables and past 

literature. Among these, items related to reputation, entertainment and relationship 

remain for FB marketing construct for final analysis. In relation to CBBE, the items 

related to brand loyalty, perceived quality and brand awareness remain. The other 

items have been removed in the stages of reliability, validity and achieving the model 

fit. Considering the FB activities, the brand reputation and entertainment remain as 

the impactful activities for CBBE and PI.  

Furthermore, findings of this study disprove myths related to FB marketing. To date, 

FB marketing has been identified as a tactical tool rather than a strategic tool. 

However, with the effect of CBBE, the significant of FB marketing on PI was reduced 

significantly (from 71% to 3%); CBBE as the complete mediator proves the 

importance of building strong BE through FB marketing (Table 7). This outcome is 

consistent with prior research results that SM marketing had a positive impact on BE 

(Kim and Ko, 2012; Godey et al., 2016; Seo and Park, 2018). 

The positive impact of CBBE (83 percent) on PI demonstrates that strong BE 

improves an organization's bottom line by having a significant impact on the target 

customer group's purchasing intention. Especially in an online context customer get 

limited space to experience the product. Further, customers are required to disclose 

credit card details and personal information in online purchases. As such, disclosing 

sensitive information of this nature can be risky. Hence, for secure electronic 

transactions in online purchases, customers tend to rely on experience with the brand 

or its reputation. Finally, the way a firm position themselves in the marketplace will 

have an impact on customers’ PI.  This result aligns with the studies of Vihn and Huy, 

(2016), Bruhn et al., (2012), Dehghani and Tumer, (2015). In a study on creative 

products, Chiu et al., (2016) were of the view that brand driven products which are 

embedded with perceived trustworthiness have a high preference to be purchased than 

those with other attributes. 

The impact of FB marketing on PI was not significant (0.03), although relationships 

between FB marketing, CBBE and PI are significant. This result is caused due to two 

Path   Path The Actual Beta 

Values 

S.E. C.R. P-

value 

PI <--- FBM .977 .096 10.154 
0.001 
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reasons. When CBBE does not exist, FB marketing shows a significant impact over 

the PI (71%) (Table 8). However, with the existence of CBBE, the impact has 

drastically reduced to the level which is not significant (3%) (Table 7). On one hand, 

this finding helps to recognize CBBE as a complete mediator as it satisfies the 

requirements for PI. Furhter, it helps to understand the role of brand loyalty and 

reputation. Business firms should give priority to invest in building brand value rather 

than directly focusing on sales. Consequently, this strategic effort will generate 

revenue for the organization in long term. This finding is in conformity with the study 

of (Coursaris, Van Osch and Balogh, 2016)which reveals CBBE as a complete 

mediator and also with the study of (Bruhn, Schoenmueller and Schäfer, 2012) which 

suggests a weak relationship between FB marketing and PI.  
 

THEORETICAL CONTRIBUTIONS  

 

Overall, these results indicate a largely under-investigated area in the field of 

business. Perception is not clear among the business community about the role of FB 

marketing and its contribution to the enhancement of bottom-line organizational 

performance (Amarasinghe, 2012). This limited understanding points out to 

doubts/uncertainty among the practitioners (Hutter et al., 2013). Hence, this study 

focusses on the importance to connect with consumer opinion, to provide 

recommendation for marketers, managers, and business owners. These findings will 

help to improve the overall effectiveness of Facebook marketing operations and their 

relative performance. For instance, a marketing practitioner may invest in FB 

marketing without hesitate because latter is perceived as a strategic tool. Expanding 

the findings of Smith (2007), the SM Honeycomb model provides a new step, with a 

forward looking perspective on  FB marketing practices which have attracted FB 

users. In doing so, the adapted Honeycomb model was successfully operationalized 

in the fashion-wear retail sector. Furthermore, this study has contributed to the 

existing body of knowledge on FB marketing. In addition, this study also addresses 

the empirical gaps in understanding the impact of SM and brand building, an area 

which many researchers seek to explore (Schivinski and Dabrowski, 2016). Overall, 

the findings are valuable specially focusing the strategic importance of digital 

marketing in the fashion-retail industry in a Sri Lankan setting. 

To date, Sri Lankan retailers remain doubtful on the impact of FB marketing to gauge 

the strength of this tool. As such, these findings can be useful to address such 

uncertainties, thereby to realize the potential of FB marketing. Majority of the Sri 

Lankan business sector deploy conventional methods (Thelijjagoda and Hennayake, 

2015). However, based on the results of the study, it can be justified that business 

organizations can strategize the use FB marketing to build and strengthen their brands. 

Further, as marketing information that go viral are increasingly trusted in Sri Lanka 

(Fernando and Wijesundara, 2016), the retailers should prioritize the use of FB to 

build two-way communication with customers. Strategies of this nature can contribute 

to strengthen the brand image as well. The growth of business sector can be expected 

when FB marketing takes a strategic turn. It will ultimately add value to the economic 

development of the country.  
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PRACTICAL IMPLICATIONS 

 

The practical implications drawn from this study involve dealing with 

business owners, managers and marketing experts who are ready to invest in the FB 

platform. These stakeholders can distinguish the capabilities of FB not only as a 

tactical tool but also as a strategic tool. With the growing interest of Facebook 

marketing, this study opens new opportunities for business firms to grow in future. 

Further, this study fills the vacuum in research in the field of fashion-wear retail 

industry and contribute to the literature by providing a holistic framework that 

demonstrates the FBM impact on CBBE and purchase intention. 

 

LIMITATIONS AND FUTURE RESEARCH DIRECTIONS  

Several limitations of this study are noted. Firstly, the FB fan databases of 

chosen retailers have been used for data collection. It is possible that some users have 

been omitted from the survey sample and framework of this study. Secondly, data 

collected via the online questionnaire and sent via Messenger are likely to encounter 

several commonly known limitations, such as non-responses and survey biases. 

Thirdly, the study was based mainly on the FB platform due to the less popularity of 

other social networks in the Sri Lankan context.  

Following approach can be recommended for ongoing or future research. Firstly, the 

research studies can be extended to other social platforms like Linkedin, Instagram, 

Youtube and Twitter. Secondly, future researchers can study other key components 

of SMM practices which emerged along with the changes in technology and consumer 

behaviour. Thirdly, the study results can be used to do future study about the 

entertainment element in SM and its effective use of it. Fourth, researchers could 

undertake studies to identify the moderating impact of socio-demographic factors 

such as age, gender, income, and education, especially on fashion-wear retail industry 

in Sri Lanka.  
 

ACKNOWLEDGMENT 

I thank Dr. Ferdous Azam, Prof Ali Khatibi (Management & Science 

University, Malaysia) for their guidance to complete the study. Further, I would like 

to thank Professor Samantha Thellijjagoda and Prof Ruwan Jayathilaka (SLIIT 

Business School) for their continues encouragement on research publications.  
 

COMPETING INTERESTS 

The authors declared no competing interests. 
 

REFERENCES 

Aaker, D. A. (1991) Managing brand equity : capitalizing on the value of a brand 



N. JAYASURIYA 

 

108 
 

name. Simon and Schuster. 

Aaker, D. A. (1996) Building strong brands. Free Press. 

Aaker, D. A. (2000) Managing Brand Equity: Capitalizing on the Value of a Brand 

Name - David A. Aaker - Google Books. DIANE Publishing Company. 

Ahmad, N., Salman, A. and Ashiq, R. (2015) ‘The Impact of Social Media on Fashion 

Industry: Empirical Investigation from Karachiites’, Journal of Resources 

Development and Management, 7(0), pp. 1–7. 

Amarasinghe, A. (2012) Social Media Success Stories from Sri Lanka? 

Anselmsson, J. and Bondesson, N. L. A. (2013) ‘What successful branding looks like: 

a managerial perspective’, British Food Journal, 115(11), pp. 1612–1627. 

doi: 10.1108/BFJ-01-2012-0021. 

Awang, Z. (2014) Structural equation modeling using AMOS. Shah Alam, Malaysia: 

University Teknologi MARA Publication Center. 

Babac, R. (2011) Impact of Social Media Use on Brand Equity of Magazine. MSc 

International Marketing. 

Bruhn, M., Schoenmueller, V. and Schäfer, D. B. (2012) ‘Are social media replacing 

traditional media in terms of brand equity creation?’, Management Research 

Review, 35(9), pp. 770–790. doi: 10.1108/01409171211255948. 

Chiu, K.-C. et al. (2016) ‘Brand Equity on Purchase Intention of Creative Products 

by GM(h,N) and Multiple Regression Model’, Journal of Grey System, 19(2), 

pp. 59–65. doi: 10.5297/ser.1201.002. 

Coursaris, C. K., Van Osch, W. and Balogh, B. A. (2016) ‘Do Facebook Likes Lead 

to Shares or Sales? Exploring the Empirical Links between Social Media 

Content, Brand Equity, Purchase Intention, and Engagement’, in 49th Hawaii 

international conference on system sciences (HICSS). IEEE, pp. 3546–3555. 

Dehghani, M. and Tumer, M. (2015) ‘A research on effectiveness of Facebook 

advertising on enhancing purchase intention of consumers’, Computers in 

Human Behavior, 49, pp. 597–600. doi: 10.1016/j.chb.2015.03.051. 

Escobar-Rodríguez, T. and Bonsón-Fernández, R. (2017) ‘Facebook practices for 

business communication among fashion retailers’, Journal of Fashion 

Marketing and Management, 21(1), pp. 33–50. doi: 10.1108/JFMM-11-2015-

0087. 

Fernando, S. R. C. and Wijesundara, C. B. (2016) ‘The Impact of Social Media on 

Brand Image: A Study of Higher Education Industry in Sri Lanka’, in 1st 

Student Research Conference on Marketing (SRCM). Kelaniya: Department 

of Marketing Management, University of Kelaniya, p. 62. 

Gensler, S. et al. (2013) ‘Managing brands in the social media environment’, Journal 

of Interactive Marketing, 27(4), pp. 242–256. doi: 

10.1016/j.intmar.2013.09.004. 

Ghafoor, S. et al. (2016) ‘Acquiring loyalty of customer as marketing strength: 

interrelationships of brand reputation, brand equity and brand loyalty in the 

textile sector of pakistan’, International Journal of Online Marketing 

Research, 2(2), p. 19. doi: 10.5455/ijomr.2016254422. 

Godey, B. et al. (2016) ‘Social media marketing efforts of luxury brands: Influence 

on brand equity and consumer behavior’, Journal of Business Research, 

69(12), pp. 5833–5841. doi: 10.1016/j.jbusres.2016.04.181. 



THE IMPACT OF FACEBOOK MARKETING ON CUSTOMER-BASED BRAND EQUITY AND 

PURCHASE INTENTION ON FASHIONWEAR RETAIL INDUSTRY IN SRI LANKA 

 

109 
 

Hair, J. F. (2015) Essentials of Business Research Methods - Joseph F. Hair - Google 

Books. M.E. Sharpe. 

Hamzah, Z. L., Syed Alwi, S. F. and Othman, M. N. (2014) ‘Designing corporate 

brand experience in an online context: A qualitative insight’, Journal of 

Business Research, 67(11), pp. 2299–2310. doi: 

10.1016/j.jbusres.2014.06.018. 

Hayes, S. G. and Jones, N. (2006) ‘Fast fashion: A financial snapshot’, Journal of 

Fashion Marketing and Management, 10(3), pp. 282–300. doi: 

10.1108/13612020610679277. 

Hennig-Thurau, T. et al. (2004) ‘Electronic word-of-mouth via consumer-opinion 

platforms: What motivates consumers to articulate themselves on the 

Internet?’, Journal of Interactive Marketing, 18(1), pp. 38–52. doi: 

10.1002/dir.10073. 

Husain, S., Ghufran, A. and Chaubey, S. (2016) ‘Relevance of Social Media in 

Marketing and Advertising’, Splint International Journal of Professionals, 

3(7), pp. 21–28. 

Hutter, K. et al. (2013) ‘The impact of user interactions in social media on brand 

awareness and purchase intention: the case of MINI on Facebook’, Journal 

of Product & Brand Management, 22(5.6), pp. 342–351. doi: 10.1108/JPBM-

05-2013-0299. 

Jayasuriya, N. A. et al. (2018) ‘The Role of Social Media Marketing on Brand Equity 

a A Literature Review’, Global Journal of Management And Business 

Research, XVIII(V), pp. 31–39. 

Jayasuriya, N. and Azam, F. (2018) ‘The Impact of Social Media Marketing on Brand 

Equity: a Study of Fashion-Wear Retail in Sri Lanka’, International Review 

of Management and Marketing, 7(5), pp. 178–183. 

Jones, S. C. (2007) ‘Fast cars, fast food, and fast fixes: Industry responses to current 

ethical dilemmas for Australian advertisers’, Journal of Public Affairs, 15(1), 

pp. 14–21. doi: 10.1002/pa. 

Kapoor, P. S., Jayasimha, K. R. and Sadh, A. (2013) ‘Brand-related, Consumer to 

Consumer, Communication via Social Media’, IIM Kozhikode Society & 

Management Review, 2(1), pp. 43–59. doi: 10.1177/2277975213496514. 

Karamian, H., Nadoushan, M. A. and Nadoushan, A. A. (2015) ‘Do Social Media 

Marketing Activities Increase Brand Equity ? Brand equity’, International 

Journal of Economy, Management and Social Sciences, 4(3), pp. 362–365. 

Kavisekera, S. and Abeysekera, N. (2016) ‘Effect Of Social Media Marketing On 

Brand Equity Of Online Companies’, Management and Marketing Journal, 

XIV(2), pp. 201–216. 

Keller, K. L. (1993a) ‘Conceptualizing, Measuring, and Managing Customer-Based 

Brand Equity’, Source Journal of Marketing, 57(1), pp. 1–22. doi: 

10.2307/1252054. 

Keller, K. L. (1993b) ‘Conceptualizing, Measuring, and Managing Customer-Based 

Brand Equity’, Journal of Marketing, 57(1), p. 1. doi: 10.2307/1252054. 

Kietzmann, J. H. et al. (2011) ‘Social media? Get serious! Understanding the 

functional building blocks of social media’, Business Horizons, 54(3), pp. 



N. JAYASURIYA 

 

110 
 

241–251. doi: 10.1016/j.bushor.2011.01.005. 

Kietzmann, J. H. et al. (2012) ‘Unpacking the social media phenomenon: towards a 

research agenda’, Journal of Public Affairs, 12(2), pp. 109–119. doi: 

10.1002/pa.1412. 

Kim, A. J. and Ko, E. (2010) ‘Impacts of Luxury Fashion Brand’s Social Media 

Marketing on Customer Relationship and Purchase Intention’, Journal of 

Global Fashion Marketing, 1(3), pp. 164–171. doi: 

10.1080/20932685.2010.10593068. 

Kim, Angella J and Ko, E. (2012) ‘Do social media marketing activities enhance 

customer equity? An empirical study of luxury fashion brand’, Journal of 

Business Research, 65(10), pp. 1480–1486. doi: 

10.1016/j.jbusres.2011.10.014. 

Kim, Angella J. and Ko, E. (2012) ‘Do social media marketing activities enhance 

customer equity? An empirical study of luxury fashion brand’, Journal of 

Business Research, 65(10), pp. 1480–1486. doi: 

10.1016/j.jbusres.2011.10.014. 

Kosinski, M. et al. (2015) ‘Facebook as a research tool for the social sciences: 

Opportunities, challenges, ethical considerations, and practical guidelines.’, 

American Psychologist, 70(6), pp. 543–556. doi: 10.1037/a0039210. 

Kumar, R. S., Dash, S. and Purwar, P. C. (2013) ‘The nature and antecedents of brand 

equity and its dimensions’, Marketing Intelligence & Planning, 31(2), pp. 

141–159. doi: 10.1108/02634501311312044. 

Lanka Business Online (2015) Shopping Fashion Online: An enormous opportunity 

for entrepreneurs but are we ready yet? – Lanka Business Online. Available 

at: https://www.lankabusinessonline.com/shopping-fashion-online-an-

enormous-opportunity-for-entrepreneurs-but-are-we-ready-yet/ (Accessed: 9 

February 2022). 

Lou, L. and Koh, J. (2016) ‘IS SOCIAL ADVERTISING EFFECTIVE? 

INFLUENCE OF BRAND CONTENT ON BRAND PURCHASE 

INTENTION AND BRAND INFORMATION DIFFUSION’, Research-in-

Progress Papers. 

Luttrell, R. (2018) Social media : how to engage, share, and connect. 3rd edn. 

Rowman & Littlefield. 

Marketing-Schools.org (2019) Facebook Marketing | What is Facebook Marketing? 

Moradi, H. and Zarei, A. (2012) ‘Creating consumer based brand equity for young 

Iranian consumers via country of origin sub components effects’, Asia Pacific 

Journal of Marketing and Logistics, 24(3), pp. 394–413. doi: 

10.1108/13555851211237885. 

Netemeyer, R. G. et al. (2004) ‘Developing and validating measures of facets of 

customer-based brand equity’, Journal of Business Research, 57(2), pp. 209–

224. doi: 10.1016/S0148-2963(01)00303-4. 

Nigam, A. (2012) ‘Influence of Viral Marketing on Brand Equity Building With 

Reference To Online Social Networking Sites’,  International Journal of 

Computer Science & Management Studies, 12(1), pp. 2231 –5268. 

Oxford Business Group (2017) Retail becomes one of Sri Lanka’s fastest-growing 

sectors | Sri Lanka 2016 | Oxford Business Group. 



THE IMPACT OF FACEBOOK MARKETING ON CUSTOMER-BASED BRAND EQUITY AND 

PURCHASE INTENTION ON FASHIONWEAR RETAIL INDUSTRY IN SRI LANKA 

 

111 
 

Park, J., Ko, E. and Kim, S. (2010) ‘Consumer Behavior in Green Marketing for 

Luxury Brand: A Cross-Cultural Study of US, Japan and Korea’, Journal of 

Global Academy of Marketing Science, 20(4), pp. 319–333. doi: 

10.1080/12297119.2010.9707436. 

Pinto, M. B. and Yagnik, A. (2017) ‘Fit for life: A content analysis of fitness tracker 

brands use of Facebook in social media marketing’, Journal of Brand 

Management, 24(1), pp. 49–67. doi: 10.1057/s41262-016-0014-4. 

Pütter, M. (2017) ‘The Impact of Social Media on Consumer Buying Intention’, 

Journal of International Business Research and Marketing, 3(1), pp. 7–13. 

doi: 10.18775/jibrm.1849-8558.2015.31.3001. 

Rajapakahs, L. . and Thilina, D. K. (2020) ‘The Influence of Facebook Brand Page 

on Consumer Purchase Intention with The Influence of Facebook Brand Page 

on Consumer Purchase Intention with Reference to Fashion Retailing 

Industry’, Sri Lanka Journal of Marketing, 5(1). 

Ramadan, Z. (2017) ‘Examining the dilution of the consumer-brand relationship on 

Facebook: the saturation issue’, Qualitative Market Research: An 

International Journal, 20(3), pp. 335–353. doi: 10.1108/qmr-07-2016-0064. 

Ramaseshan, B. and Tsao, H. (2007) ‘Moderating effects of the brand concept on the 

relationship between brand personality and perceived quality’, Brand 

Management , 14(6), p. 458. doi: 10.1057/palgrave.bm.2550090. 

Salem, S. F. and Salem, S. O. (2019) ‘Effects of Social Media Marketing and Selected 

Marketing Constructs on Stages of Brand Loyalty’, Global Business Review. 

doi: 10.1177/0972150919830863. 

Sandunima, C. K. . et al. (2019) ‘The Impact of Social Media Marketing on Customer 

Purchase Intention among the Fashion-Wear Customers in Sri Lanka’, Global 

Journal of Management and Business Research: E Marketing, 19(4), pp. 1–

7. 

Schivinski, B. and Dabrowski, D. (2016) ‘The effect of social media communication 

on consumer perceptions of brands’, Journal of Marketing Communications, 

22(2), pp. 189–214. doi: 10.1080/13527266.2013.871323. 

Seo, E.-J. and Park, J.-W. (2018) ‘A study on the effects of social media marketing 

activities on brand equity and customer response in the airline industry’, 

Journal of Air Transport Management, 66(August 2017), pp. 36–41. doi: 

10.1016/j.jairtraman.2017.09.014. 

Smith, G. (2007) nForm - We help our clients create great websites, apps, and 

intranets for their customers. 

Thelijjagoda, S. and Hennayake, T. M. (2015) ‘The Impact of Social Media 

Networking (SMN) towards Business Environment in Sri Lanka’, in. 

Veloutsou, C. and Moutinho, L. (2009) ‘Brand relationships through brand reputation 

and brand tribalism’, Journal of Business Research, 62(3), pp. 314–322. doi: 

10.1016/j.jbusres.2008.05.010. 

Vihn, T. T. and Huy, L. Van (2016) ‘The Relationships among Brand Equity, Brand 

Preference, and Purchase Intention: Empirical Evidence from the Motorbike 

Market in Vietnam’, International Journal of Economics and Finance, 8(3). 

doi: 10.5539/ijef.v8n3p75. 



N. JAYASURIYA 

 

112 
 

Vinh, T. T. and Huy, L. Van (2016) ‘The Relationships among Brand Equity, Brand 

Preference, and Purchase Intention: Empirical Evidence from the Motorbike 

Market in Vietnam’, International Journal of Economics and Finance, 8(3), 

pp. 75–84. Available at: https://ideas.repec.org/a/ibn/ijefaa/v8y2016i3p75-

84.html (Accessed: 9 February 2022). 

www.bigcommerce.com (2019) Facebook Marketing for Ecommerce: What it means 

and best practices | BigCommerce. 

Yeo, S.F., Tan, C.L., Lim, K. B. (2020) ‘Effects of Social Media Advertising on 

Consumers’ Online Purchase Intentions’, An International Journal, 12(1), pp. 

89–107. 

 


