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Abstract

This study investigates the impact of social media marketing activities on customers’
behavioral engagement with fashion clothing brands in Pakistan. Drawing on the Stimulus—
Organism—Response (5S-O-R) framework, this study examined how social media marketing
activities affect brand love and subsequent consumers’ behavioral engagement, and to
what extent gender moderates the association between social media marketing activities
and brand love. Data were collected through a cross-sectional survey using convenience
sampling, resulting in 297 valid responses. Partial Least Squares Structural Equation
Modeling using SmartPLS 4 software was employed for the data analysis. The findings
revealed that social media marketing activities have a substantial impact on brand love,
and brand love, in turn, influences customers’ behavioral engagement. Specifically, social
media marketing dimensions, such as entertainment, trendiness, customization, and word
of mouth, emerged as statistically significant drivers of brand love, whereas interaction did
not exhibit any effects. Furthermore, brand love also serves as a predictor of behavioral
engagement. Regarding the moderating role of gender, the results confirm that the effect
check for of customization on brand love is higher for females than for males. Similarly, gender
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acts as a moderator, indicating that the effect of word of mouth on brand love is stronger
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significance of brand love in formulating strategies to enhance consumer engagement in
the digital landscape.
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information to their customers. Social media marketing platforms, such as Facebook and
Instagram, have been acknowledged by marketing managers as the preferred media of
distributed under the terms and communication in shaping customers’ perceptions and behavioral outcomes [1]. Unlike
conditions of the Creative Commons traditional media, social media is projected to have 4.41 billion users in 2025 [2], which en-
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advancement in smartphones has further accelerated the adoption of social media market-
ing activities (SMMAs) to reach prospective and existing customers, making it an essential
component of firms” modern marketing strategies.

Most importantly, post-COVID-19 Pakistani consumers have experienced a significant
transformation in their shopping habits, which contributed to online selling, as individuals
were isolated and had no other choice but to shop. Owing to this pivotal change, fashion
clothing brands in Pakistan witnessed high growth and contributed to intense rivalry
between the brands [5]. Leading clothing brands, such as Asim Jofa, Sana Safinaz, J.,
Maria B., and Khaadi, secured high market shares, yet they compete with each other to
acquire more customers [6]. Fashion brands in Pakistan have started to leverage social
media marketing activities to reshape customer-brand relationships through emotional
connections [7]. To ensure their online presence, Pakistani clothing brands developed their
online pages and engaged with local customers to build strong relationships.

Customer engagement has been widely examined as a psychological phenomenon that
leads to a particular attitude and behavior. For example, Salem and Alanadoly [8] posited
that customer experience contributes to psychological engagement, which subsequently
shapes customer citizenship behavior. Similarly, cognitive engagement has been confirmed
as an antecedent of brand love [9]. However, the notion of customer engagement behaviors
(referred to as CEBs) has gained paramount importance, as behaviorally engaged customers
not only buy themselves but also serve as brand ambassadors, contribute to product
development and brand performance through co-creation, and enhance organizations’
sales through referrals and social influence [10-14]. The present study focused on CEBs as
conceptualized by Kumar et al. [15], which remained unexplored in the context of luxury
fashion brands in Pakistan.

Brand love refers to the degree of passionate emotional attachment a satisfied con-
sumer has toward a particular brand [16]. Brand love has been consistently evidenced as a
strong predictor of consumer behavior. In a store brand context, Ahmed [17] confirmed
that SMMAs influence brand love and subsequently influence customer loyalty. However,
the findings were limited to purchase frequency, neglecting broader consumer behavioral
aspects such as social influence, knowledge sharing, referrals, and repurchasing. Similarly,
Hafez [18] demonstrated that brand SMMAs contribute to brand equity through customer
trust and brand love. The authors focused on brand equity, which may exaggerate the
market performance, as brand equity was conceptualized by covering the cognitive and
affective aspects and disregarding the behavioral outcome. Furthermore, the findings
also have a generalizability issue, as the study was conducted in the Bangladesh banking
sector. Similarly, brand love operates as a psychological mechanism through which brand
personality traits influence customers” word of mouth behaviors [19]; however, the findings
of this study were limited to online banking with a focus on online WOM. Despite the
critical contributions of these studies, the scope is limited to the effect of brand love on
customer loyalty, online WOM, and brand equity. Furthermore, some studies confirmed
that self-brand congruency [20], perceived value, customer experience [21], customer re-
lationship quality [22], social identification, and customer satisfaction [23] are important
antecedents of CEBs. All these antecedents show how researchers have focused on the
cognitive aspects while ignoring the affective components of consumer evaluation in earlier
literature. Therefore, the effect of brand love as a predictor of CEBs in the Pakistani luxury
fashion brand context is still less explored [24,25]. To address this significant gap, this study
proposed that brand love is a vital antecedent of CEBs.

Furthermore, past studies have overlooked the moderating role of gender in explaining
the influence of SM dimensions on brand love using the schema theory [17]. According to
gender schema theory, males and females react incongruently to external environmental
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stimuli or signals [26]. Therefore, the effect of SMMAs on brand love may vary according
to gender differences.

Based on these knowledge gaps, this study aims to investigate how SMMAs influence
brand love and subsequent behavioral engagement dimensions and to what extent gender
moderates the relationship between SMMAs (e.g., entertainment, trendiness, customization,
WOM, and interaction) and brand love.

This study provides valuable contributions. First, contrary to past studies, which have
reported SMMAs as a higher-order construct, the present study proposed the dimensional
level effect of SMMAs (entertainment, trendiness, customization, and word of mouth)
on brand love and identified the varied effect of each dimension on brand love. Second,
this study confirmed brand love as a vital predictor of CBE dimensions (social influence,
referrals, purchase intentions, and knowledge sharing). Contrary to past studies, which fo-
cused on cognitive and attitudinal aspects, the findings contributed to Stimulus-Organism-—
Response (5-O-R) theory and supported that affective path strengthens customer-brand
relationships in which customers contribute to the brand’s long-term development and
growth through engagement behaviors. The further moderating role of gender between
the relationship of SMMAs and brand love is also an important contribution of this study.

Finally, this study offers new perspectives on the importance of SMMAs within the
Pakistani fashion clothing sector. The fashion brands industry in Pakistan has shown
exponential growth, and all famous brands, such as Khadi, Asim Jofa, and Sana Safinaz,
have leveraged online platforms to build customer relationships. Hence, the focus of the
present study on SMMAs, brand love, and CBE is timely and valuable for both scholars
and practitioners.

2. Literature Review and Hypotheses Development
2.1. Theoretical Framework

Mehrabian and Russell [27] coined the S-O-R theory, which states that emotions (O)
triggered by stimuli (S) foster specific behaviors (R). Thus, based on the S-O-R framework,
stimuli from the environment create “inner organism changes,” resulting in response
behavior. Based on the psychological environment, a stimulus (S) brings out a change in an
individual (O), which leads to a particular behavior (R).

Building on this theoretical foundation, recent studies have increasingly applied the
5-O-R framework to explain consumer responses in digital and social media contexts. For
instance, Ibrahim et al. [28] and Yadav and Rahman [29] posited that SMMAs affect specific
customers’ internal psychological states, such as brand trust and brand equity, which, in
turn, influence customer loyalty in the e-commerce context.

In the services domain, in a restaurant context, Ibrahim and Aljarah [30] confirmed
that SMMAs collectively influence consumers’ self-brand connection through engagement,
and the effects vary with respect to the gender difference and levels of trust. Extending
these insights to the airline industry, Khan et al. [31] evidenced that SMMAs not only
contribute to brand loyalty but also foster electronic word of mouth behaviors.

Multiple studies have emphasized the importance of emotions or affective aspects
as a psychological mechanism to explain the effect of SMMAs on consumer behavior [32].
Safeer [33] applied the S-O-R framework in fashion retail and identified that SMMAs
stimulate impulse buying through the mediating effect of an emotional response. However,
these studies primarily tested the aggregate effect of SMMAs instead of disentangling
the unique contribution of individual dimensions. Furthermore, emotions have also been
reported as a function of the association between online content attributes and customer
engagement [34]. Similarly, social networks” emotional marketing predicts consumers’
purchase behaviors [35].
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Taken together, these studies highlight that there is a scarcity of studies that identify
how individual dimensions of SMMAs in fashion retail brands foster customers’ internal
evaluation and CBE through the application of the S-O-R framework. To bridge this gap,
the conceptual framework of this research is illustrated in Figure 1. This present study
conceptualized SMMAs as representing the external environmental stimuli (S) encountered
by customers via SNSs that generate brand love (O), which, in turn, drives CBE (R).

Gender

Social Influence
H6
H7 Referrals
Brand Love
H8
Purchase
Intentions
H9
H5
Knowledge
Sharing

Figure 1. Conceptual framework.

2.2. Entertainment and Brand Love

Online programs, tools, systems, or platforms that enable content sharing and col-
laboration between community members are termed social media [36]. The present study
followed the conceptualization of Kim and Ko [3] and Yadav and Rahman [37] and defined
SMMAs as a multifaceted construct that includes trendiness, word of mouth, entertainment,
customization, and interaction.

Entertainment refers to enjoyment derived from social media content interaction [38].
The entertainment factor in social media functions as a decisive element in consumer
psychology because it develops enthusiastic brand responses from social media audience
members. Marketers utilize social media platforms to provide entertainment, which
satisfies consumers’ desire for pleasure by posting visual content and product details [39,40].
Social media features, including games, video sharing, and quizzes, enable increased
user participation in brand communities [41]. Brand awareness, together with brand
image, receives improvement from entertainment, which creates strong consumer-brand
connections. Under social media conditions, entertainment refers to the capability of
a platform to present engaging, amusing, and remarkable content for its audience [42].
Previous work reveals the importance of entertainment in enhancing consumer-brand
relationships, brand familiarity and image, brand knowledge, and brand equity [3,43—45].
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Furthermore, Ibrahim et al. [46] and Bazi et al. [47] found that entertaining content results
in brand-related emotions, such as brand love and commitment. It has emerged as a strong
predictor of customer behavior [48]. Therefore, based on this discussion, as well as other
supporting arguments, it became reasonable to propose the following hypothesis:

H1: Entertainment positively influences brand love.

2.3. Trendiness and Brand Love

Trendiness refers to the degree to which an advertisement conveys the latest and
most popular information about a product or service [49]. Trendiness increases consumer
involvement by informing customers of the latest developments through social media
promotion [9]. The materials presented in online SMMAs must be contemporary and
pertinent to fashion brands. This shows that brands adhering to current trends foster
a greater sense of connection between consumers and their products. Fashion brands
must also enhance the trendy attributes of social media advertisements to boost client
engagement [50]. Customers are more inclined to respond to content linked to trendiness
in online social media advertising and develop emotional connections [6,51]. Therefore, the
incorporation of the trendiness element in fashion brands should be regarded as a pertinent
element in SMMAs. Consequently, we hypothesized the following:

H2: Trendiness positively influences brand love.

2.4. Customization and Brand Love

Customization refers to the creation of a service product according to customer require-
ments or specific needs [29]. Marketers use social media platforms to deliver personalized
messages or content to their target audience. Customization techniques are employed
by showing specific content according to customer needs and preferences. This strategy
can create more value for customers, with positive results, and personalized messages
can develop strong associations between brands and consumers [3]. The contents shared
through customized advertisements highlight the details regarding product quality with the
concerned customer, who is looking for similar products or services [52]. Abbasi et al. [53]
posited that customers who see personalized content through social media advertising
identify with it and assimilate the content more quickly, develop a positive association,
and have a high probability to take positive steps to address their needs. Godey et al. [54]
affirmed that SMMAs require customization for marketers to adapt services to customer
preferences. Stronger customer—brand interactions are fostered by social media platforms
that use technology to customize brand messages [3]. By providing bespoke material that
suits personal tastes, such as customized Facebook posts, customization improves the
customer experience. As a result, social media platforms enable personalized interactions,
enhancing brand relationships [55]. The ability to customize product recommendations,
personalized advertisements, and interactive experiences on social media platforms fosters
a sense of belonging and attachment [56,57]. These tailored experiences can contribute to
brand love. Therefore, the following was hypothesized:

H3: Personalization positively influences brand love.

2.5. WOM and Brand Love

WOM is a communication method that involves sharing recommendations by indi-
viduals and organizations regarding a product or service aimed at delivering customized
information [58]. This addresses customers’ views on the likelihood that other consumers



J. Theor. Appl. Electron. Commer. Res. 2025, 20, 344 6 of 24

will support and share their experiences on social media [59]. Consumers engage with
social media by commenting, enjoying, and sharing content, often reflecting positive and
negative experiences [60]. The prevalence of interactive communication on websites reflects
considerable public interest, as evidenced by positive feedback and contributions to the
online community.

Positive online reviews suggest increased engagement [61] and act as key indicators
for consumers, offering insights into adoption and purchasing behavior. This indicates a
promotional aspect through word of mouth endorsements and favorable assessments of a
product’s value. In the social media advertising context, consumers share their experiences
with others, regardless of their knowledge or familiarity with a product or brand [62].
Incorporating word of mouth elements into online SMMAss significantly enhances customer
connections with advertising from online fashion apparel brands. We assert that word of
mouth significantly influences customer perceptions and enhances emotional connections
to brands. Positive endorsements, user-generated content, and customer testimonials
disseminated via social media substantially impact consumer trust and engagement [63,64].
This trust-based relationship fosters brand attachment, as customers depend on social proof
to affirm their emotional loyalty to a brand. Social media platforms enable the extensive
dissemination of word of mouth, enhancing a brand’s credibility and attractiveness. Active
dissemination of positive consumer experiences enhances organic brand advocacy, thereby
strengthening the community-oriented perspective of brand loyalty. The capacity of word
of mouth to strengthen emotional connections underscores its significance for strong
associations with customers on digital platforms. Hence, the following was hypothesized:

H4: Word of mouth positively influences brand love.

2.6. Interaction and Brand Love

Social media interaction involves the mutual connection and sharing of information or
ideas with customers with similar interests [38]. This interaction between consumers and
brands improves understanding of a brand’s value [65] and customer expectations [66].
Perceptual comprehension can cultivate a strong link between brands and consumers.
Marketers can improve brand—consumer interactions by promoting discussions or dialogue
about the brand [67]. Interactivity not only disseminates information but also develops
consumer attitudes and behaviors [68,69]. Instead of passivity, social media advertising
fosters customers’ psychological engagement and motivates them to participate actively in
brand-related activities. These actions inspire customers to feel connected with the brands
through engaging in discussions and feel part of the communication process.

Studies in the fashion and luxury brand context have demonstrated that interaction
profoundly affects customers’ brand equity, perceived experience, store love, and emotions
toward the brand [3,17,70]. Moreover, interactivity as part of SMMAs has been reported
to influence brand lovemarks (brand reflecting love and respect) in luxury brands [55].
Therefore, we proposed the following;:

HS5: Interaction positively influences brand love.

2.7. Brand Love and CBE

Conceptualization of CBE is aligned with previous scholars who favor the multidimen-
sional aspects of CBE. This notion of CBE includes both non-transactional and transactional
interactions between firms and customers [71]. CBE is essential for the profitability and fu-
ture growth of the organization, as these indicators increase through repurchases, referrals,
and positive feedback [12]. Organizations currently emphasize the significance of long-
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term customer partnerships rather than achieving transactional outcomes. Contemporary
marketing emphasizes the importance of customer emotional connection and fostering en-
during relationships. Brand love is essential for customer—brand relationships [72]. Brand
love affects customer perceptions, brand loyalty, electronic word of mouth, purchase inten-
tions, and price sensitivity [48,55,73]. Subsequent research indicates that brand love within
social media represents an evolving concept that remains inadequately examined regarding
the impact of SMMAs on the brand—consumer relationship and CBE [43]. Drawing on
5-O-R theory, we propose that customers’ emotional connections developed based on their
interaction with a brand’s SMMAs are most likely to engage in positive word of mouth and
defend the brand in case of criticism from rivals. Similarly, customers with strong bonds
with the brands want the brands to achieve success as compared with their competitors and
feel motivated to contribute to development and co-creation through knowledge sharing
and constructive feedback. Therefore, we proposed the following:

Hé6: Brand love positively influences customer social influence.
H7: Brand love positively influences customer referrals.

H8: Brand love positively influences customer purchase intentions.
H9: Brand love positively influences customer knowledge sharing.

2.8. Moderating Role of Gender

Schema theory posits that individuals acquire knowledge via internalized cognitive
frameworks, referred to as gender schemas, which shape their perceptions and emotional
responses to brand-related stimuli [74]. Recent research demonstrates that these schemas
continue to affect behavior, especially in digital contexts [75,76]. A study on SMMAs
revealed that gender substantially impacted the efficacy of social media tactics in linking
individuals to their businesses and enhancing engagement [30]. This result substantiates
the idea that gender-specific cognitive processing methods affect consumers’” emotional
affiliations with corporations via social media stimuli.

Ibrahim and Aljarah [30] illustrate that gender substantially affects the influence of
SMMAs on consumers’ self-brand connection and engagement behaviors on Instagram.
This suggests that male and female consumers perceive and emotionally respond to social
media stimuli through distinct cognitive frameworks. Fetais, Algharabat, Aljafari, and
Rana [55] investigated luxury fashion brands and determined that community participation
and lovemark, as elements of brand affection, act as intermediates between social media
marketing and brand loyalty. The predominant respondents were female, suggesting a
greater degree of emotional receptivity within this demographic. Males and females may
display differing views and emotions concerning the same SMMAs, including personal-
ization, entertainment, engagement, trendiness, and word of mouth communication. This
may augment individuals’ valuation of the brand across multiple dimensions. Gender
substantially affects the level of connection individuals experience toward SMMAs. Hence,
we proposed the following:

H10: Gender moderates the effect of entertainment on brand love.
H11: Gender moderates the effect of trendiness on brand love.

H12: Gender moderates the effect of customization on brand love.
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H13: Gender moderates the effect of word of mouth on brand love.

H14: Gender moderates the effect of interaction on brand love.

3. Research Methodology
3.1. Sample Size Calculation

This study used G Power software for the sample size calculation. Using parameters
such as 2 = 0.15, power = 95%, and significance level = 0.05, G*Power 3.1 calculated a
sample size of 144 for the present study. Scholars have advised a minimum sample size of
200 plus to test for structural equation modeling in SmartPLS 4 software [77]. Following
the scholars’ guidelines (Hair, Hollingsworth, Randolph and Chong [77]) and the results of
G Power, the minimum sample size was set to 350 respondents.

3.2. Data Collection Procedure

For this study, we used a cross-sectional survey design in which data were collected
from customers who had purchased fashion clothing brands (such as “Gul Ahmed, Lime-
light, Nishat Linen, Khaadi, Sana Safinaz, Bonanza, Alkaram Studio, J., Maria B., and Beech
Tree”) online in Pakistan. These individuals engage more with the brand’s SMMAs, which
play a vital role in maintaining their interests and fostering their engagement.

A convenience sampling technique was used to select respondents who met the
following conditions: (1) they actively follow the social media pages of prominent fashion
brands, (2) they have made purchases from these brands after watching their online
campaigns, and (3) they have also contributed to the brand through engagement activities.
This sample strategy guaranteed the selection of respondents who were socially and
commercially engaged with the brands, thus enhancing the validity and reliability of the
data obtained.

In view of the objective of this study, an online survey was administered to measure
three primary constructs: SMMAs, brand love, and customer engagement. To ensure
clarity and understanding of the survey instrument, a pilot test was conducted with
40 respondents before proceeding with the full-scale data collection. The respondents were
selected based on the predefined selection criteria. We initially formally contacted the
respondents from the brand’s social media groups and pages, obtained their consent to
participate in the survey, and ensured that there would be no foreseeable risks or harm
to potential respondents. Their identification and personal information would be kept
confidential. After seeking permission, we shared the Google Form link and requested
that they fill out the survey form. Following the same procedure, we shared a full-scale
survey and received 350 completed responses for further analysis. Initially, we conducted
a preliminary assessment for missing values, discarded inconsistent responses, and used
297 responses for further data analysis using SPSS Statistics 31 and SmartPLS 4 software.

Table 1 shows the demographic characteristics of the respondents who participated
in this study. All the respondents were Pakistani citizens; among them, 30.1% were
male and 69.1% were female. More importantly, 54.50% of the total respondents were
single, while 41.5% were married, and 4% were categorised as other. In terms of monthly
income, the majority (57.5%) confirmed earning between PKR 30,000 and 80,000, while
30.5% and 6.3% respondents belonged to the PKR 81,000 to 130,000 and PKR 131,000
to 180,000 income ranges.



J. Theor. Appl. Electron. Commer. Res. 2025, 20, 344 9 of 24

Table 1. Demographic details.

Ilff(ffri,loe ndents Percentage (%) Respondents’ Profile Percentage (%)
Gender Income in RS
Male 30.9 30,000-80,000 57.5
Female 69.1 81,000-130,000 30.5
Age 131,000-180,000 6.3
18-24 36.3 1,810,000-above 5.7
25-34 33.8 Occupation
35-44 22.5 Student 44.8
45 and above 7.4 Lecturer 6.9
Education Housewife 12.8
Matric 8.7 Office worker 30.9
Intermediate 13.8 Business owner 4.6
Bachelor’s 49 Followed clothing brands

on social media
Master’s/MPhil 26.5 Yes 99.5
PhD 2 No 0.5
Marital status
Married 54.5
Single 41.5
Others 4

Common method bias (CMB) is a common issue researchers face in their studies, where
“CMB occurs when the estimates of the relationships between two or more constructs are
biased because they are measured with the same method [78].” The issue of the CMB
generally leads to inflated or deflated results. Self-reported surveys are a common source
for this problem. We used Harman's single-factor test in SPSS to check for common method
bias. This test is widely accepted and ensures the integrity of the study’s findings. The
results showed that the variance explained by a single factor extracted from the principal
component analysis was 16.50%, which is less than 50%. Hence, there is no CMB in the
data. To overcome the possibility of social desirability bias in the responses, we provided
respondents with a guarantee that their personal identities and information would never be
disclosed to any entity. This assurance of confidentiality gave them confidence, impartiality,
and reduced pressure, which typically leads to avoiding social desirability bias. This
shows that the data collected for this study had no CMB issues and provided valid results.
Furthermore, we also used VIF (Variance Inflation Factor) to assess the CMB; for this
connection, we estimated the internal VIFs between constructs. The VIFs of all the between-
constructs ranged from 1 to 2.143, which are below the desired threshold point of 3.00 [79].
Furthermore, the theory strongly supported the independent identity of these constructs.
Therefore, there is no major issue of multicollinearity in the data collected.

The present study also used skewness and kurtosis measurements to assess the data
normality, even though SmartPLS analysis does not require it. Skewness and kurtosis were
within +2 and —2. This shows that the data used for the analysis had a normal distribution.

3.3. Measures

The measuring instruments for the study variables were derived from prior research.
All items were evaluated using a five-point Likert scale. The measures and their operational
definitions are provided in Appendix A.

SMMAs: This construct, which comprised five dimensions (entertainment, trendi-
ness, customization, word of mouth, and interaction), was measured using 13 items,
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adapted from [3,54]. A sample item is “Clothing fashion brands’ social media provided
customized services.”

Brand love: Brand love was assessed utilizing three questions, developed by Koo and
Kim [16]. A sample item is “I love my favorite clothing brand.”

Customer engagement: Customer engagement comprised four dimensions, such
as social influence, referrals, purchase intentions, and knowledge sharing, which were
assessed using 15 items adapted from Kumar and Pansari [12]. A sample item is “I will
purchase other products from the clothing brand in the future.”

4. Results

Data were analyzed using the PLS-SEM technique. Partial Least Squares (PLS) is
advantageous for small sample sizes and does not need normally distributed data [80].
Hair, Risher, Sarstedt, and Ringle [80] observed that PLS-SEM surpassed CB-SEM in terms
of both statistical and predictive power. Following Anderson and Gerbing [81], the data
analysis was conducted in two phases. Phase one assessed the reflective measurement
model, whereas phase two examined the structural model.

Step 1: Measurement Model Assessment

Table 2 presents the results of the measurement models used in the study. According
to these guidelines, the factor loadings of all individual measures should be equal to or
greater than 0.708 [82]. Table 2 demonstrates that the factor loadings of all the items
measuring each construct exceeded the threshold value of 0.708, confirming adequate
individual item reliability. Parameters, such as Cronbach’s alpha, Composite Reliability
(CR), and Average Variance Extracted (AVE), were used to assess the convergent validity of
the constructs. Table 2 confirmed that all values for Cronbach’s alpha, CR, and AVE for all
the constructs exceeded the recommended thresholds of 0.708, 0.70, and 0.50, respectively,
thereby validating the internal consistency and convergent validity of the constructs used in
this study [82]. Moreover, correlation Table 3 also shows that the strength of the relationship
between variables is positive and moderate, ranging from 0.029 to 0.77, confirming no sign
of multicollinearity between the variables [80,83]. This study used the HTMT criterion to
check the discriminant validity. Table 4 shows that the HTMT values of all the variables are
lower than the threshold value of 0.90 and establishes discriminant validity among all the
dimensions of the discriminant.

Table 2. Measurement model.

Items Outer Loadings Cronbach’s CR AVE
Social Media

Marketing Activities

(SMMAs)

Entertainment

ENT1 0.863 0.752 0.888 0.798
ENT2 0.923

Interaction

INT1 0.963 0.909 0.933 0.823
INT2 0.918

INT3 0.836

Trendiness

TRE1 0.913 0.792 0.906 0.828

TRE2 0.906
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Table 2. Cont.

Items Outer Loadings Cronbach’s « CR AVE
Customization

CuUs1 0.845 0.808 0.887 0.724
Cus2 0.916

CUS3 0.787

Word of Mouth

WOM1 0.862 0.801 0.882 0.713
WOM2 0.831

WOM3 0.840

Brand Love (BL)

BL1 0.916 0.914 0.946 0.853
BL2 0.931

BL3 0.923

Customer Behavioral

Engagement (CBE)

Knowledge Sharing

KNS1 0.954 0.972 0.979 0.922
KINS2 0.964

KNS3 0.974

KNS4 0.949

Social Influence

SOI1 0.874 0.900 0.930 0.769
SOI2 0.907

SOI3 0.833

SOI4 0.892

Purchase Intentions

PI1 0.935 0.921 0.948 0.860
P12 0.932

PI3 0.914

Referrals

REF1 0.898 0.927 0.948 0.820
REF2 0.921

REF3 0.883

REF4 0.920

Table 3. Correlation analysis.

BL CUsS ENT SOI INT KNS PI REF TRE WOM
BL 1
CuUS 0.622 1
ENT 0.5 0.48 1
SOl 0.507 0.475 0.416 1
INT 0.065 0.029 0.044 0.087 1
KNS 0.52 0.362 0.272 0.401 0.235 1
PI 0.153 0.207 0.062 0.319 0.354 0.342 1
REF 0.436 0.465 0.325 0.771 0.099 0.433 0.311 1
TRE 0.396 0.238 0.179 0.263 0.041 0.288 0.069 0.205 1
WOM 0.574 0.544 0.545 0.48 0.062 0.387 0.177 0.44 0.377 1

Note: BL—Brand Love; CUS—Customization;, ENT—Entertainment; SOI—Social Influence; INT—Interaction;
KNS—Knowledge Sharing; PI—Purchase Intentions; REF—Referrals; TRE—Trendiness; WOM—Word of Mouth.
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Table 4. Heterotrait-monotrait ratio (HTMT) matrix.

BL Ccus ENT Gender SOI INT KNS PI REF TRE WOM
BL
CUSs 0.717
ENT 0.593 0.598
Gender  0.049 0.039 0.038
SOI 0.545 0.556 0.482 0.173
INT 0.057 0.038 0.066 0.05 0.104
KNS 0.551 0.41 0.313 0.028 0.426 0.239
PI 0.158 0.237 0.081 0.018 0.352 0.366 0.362
REF 0.468 0.534 0.374 0.066 0.847 0.117 0.457 0.337
TRE 0.464 0.292 0.226 0.097 0.308 0.048 0.328 0.075 0.234

WOM 0.659 0.668 0.696 0.152 0.562 0.072 0.435 0.2 0.504 0.474

Note: BL—Brand Love; CUS—Customization, ENT—Entertainment; SOI—Social Influence; INT—Interaction;
KNS—Knowledge Sharing; PI—Purchase Intentions; REF—Referrals; TRE—Trendiness; WOM—Word of Mouth.

Step 2: Structural Model Analysis

SEM analysis was used to identify how the independent variables explained variance
in the dependent variables. For model estimation, we assessed the beta values (f3), t-values,
R?, and effect sizes (f2). We assessed the statistical significance of our structural model
parameters using bootstrapping with 5000 subsamples. Table 5 shows the summary of the
results and their corresponding significance levels.

Table 5. Structural model assessment.

Hypotheses STD Coefficient () SD t-Values p Value 2 R? Results
H1: Entertainment — Brand love 0.177 0.051 3.466 0.001 0.041 0.546 Accepted
H2: Trendiness — Brand love 0.240 0.046 5.216 0.000 0.095 Accepted
H3: Customization — Brand love 0.306 0.052 5.861 0.000 0.113 Accepted
H4: Word of mouth — Brand love 0.219 0.075 2.925 0.003 0.049 Accepted
H5: Interaction — Brand love 0.030 0.053 0.567 0.571 0.002 Rejected
Hé: Brand love — Social influence 0.507 0.039 12.949 0.000 0.346 0.257 Accepted
H7: Brand love — Referrals 0.436 0.053 8.171 0.000 0.234 0.19 Accepted
HS8: Brand love — Purchase intentions 0.153 0.055 2.787 0.005 0.024 0.023 Accepted
H9: Brand love — Knowledge sharing 0.520 0.047 10.990 0.000 0.371 0.271 Accepted

This study tested the direct effects of SMMAs’ dimensions (entertainment, trendiness,
customization, word of mouth, and interaction) on brand love and its subsequent influence
on CBE dimensions. The PLS-SEM path analysis results are presented in Figures 2 and 3.
The results confirm that entertainment has a positive and statistically significant effect on
brand love (H1: B =0.177, t = 3.466, p < 0.001). Similarly, trendiness, customization, and
word of mouth have statistically significant positive effects on brand love (respectively,
H2: 3 =0.240, t =5.216, p = 0.000; H3: 3 = 0.306, t = 5.861, p = 0.000; H4: 3 = 0.219, t = 2.925,
p = 0.003). The findings support hypotheses H1, H2, H3, and H4. The results also confirm
that customization explained the highest variance in brand love, whereas trendiness, word
of mouth, and entertainment explained moderate variances. Contrary to these findings,
the interaction does not have a statistically significant effect on brand love and led to the
rejection of H5 (3 = 0.030, t = 0.567, p = 0.571).
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This study also tested the direct effect of brand love on the CBE dimension; the
findings confirm that brand love strongly predicts CBE dimensions (H6, H7, H8, and H9),
positively influencing social influence ( = 0.507, t = 12.949, p = 0.000), referrals (3 = 0.436,
t =8.171, p = 0.000), purchase intentions ( = 0.153, t = 2.787, p = 0.005), and knowledge
sharing (3 = 0.520, t = 10.990, p = 0.000). This highlights that brand love is a prerequisite for
meaningful customer engagement. Together, these variables (entertainment, customization,
and word of mouth) accounted for 54.6% of the variation (R? = 0.546) in brand love. At
the same time, brand love explained 25.7%, 19.0%, 25.7%, 0.023%, and 27.1% variances in
social influence, referrals, purchase intentions, and knowledge sharing, respectively. These
values reflect substantial explanatory power, demonstrating that the predictors are effective
in explaining the outcomes.

Table 5 also shows the {2 statistics used to explain the substantive effect of predictor
variable. f2 values of 0.02, 0.15, and 0.35 are categorized as small, medium, and large
effect sizes, respectively. The results show entertainment (f> = 0.041) and word of mouth
(f? = 0.049) demonstrated a small effect size, which confirmed that both variables positively
influence brand love; however, the impact is modest. On the other hand, customization
(f> = 0.113) and trendiness (f*> = 0.095) evidenced stronger effect sizes, which demonstrated
that their relative contributions in explaining brand love are higher as compared with other
antecedents. Regarding the consequences of brand love, the effect sizes highlight pivotal
differences; specifically, brand love demonstrated the highest effect on knowledge sharing
(f2 = 0.371) and social influence (f*> = 0.346), which underscores the contribution of brand
love (emotional connection) in enhancing consumers’ ability to share knowledge for brand
usability and influencing others to prefer that brand during purchase decisions. Contrary
to the effects of brand love on referrals (f = 0.234) and repurchase intention (> = 0.024),
the effects are relatively medium and small. Furthermore, SRMR (standardized root mean
square residual) is a vital indicator widely used to assess the model fit in SmartPLS [80].
The obtained SRMR value of the model proposed in the present study is 0.05 < 0.08. These
findings confirm a satisfactory model fit between the empirical data and the proposed
model. Hence, the model shows adequate explanatory power and an appropriate level of
the residual.

Moderation Analysis

This study tested the moderating effect of gender (a dichotomous variable) to identify
the influences of SMMAs (entertainment, trendiness, customization, word of mouth, and
interaction) on brand love. The results in Table 6 reflect that H12 and H13 are accepted
as statistically significant results; however, H10, H11, and H14 are rejected because of the
statistically insignificant role of gender. The fact that H10, H11, and H14 show no gender
difference in explaining the effect of entertainment, trendiness, and interaction on brand
love means that SM characteristics such as entertainment, trendiness, and interaction are
important for both males and females, with no gender difference. The moderation graph
(Figure 4) confirms that the effect of customization on brand love varies with respect to gen-
der difference, and the results are statistically significant, and thus, H12 is accepted. When
the customization increases, brand love increases for both males and females; however,
the effect is higher for females than for males. This shows that females feel more positive
emotions and develop love for the fashion brands when they receive customized offers
tailored to address their fashion clothing needs. The moderation graph (Figure 5) shows
that gender moderates the influence of word of mouth on brand love such that the effect
is higher for males than for females (supporting H13). This confirms that males reflect
strong brand love when they receive confirmation regarding brand authenticity from other
sources in the form of word of mouth. In contrast, females, who develop brand love at an
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initial level, are not affected by the word of mouth generated by other users at the later

stages, and once developed, their brand love stays relatively constant with the brand. The

findings confirmed that organizations should strategize their policies for male and female

customers separately.

Table 6. Moderation.

Hypotheses STD Coefficient () SD t-Values p Value Outcome
H10: Entertainment * Gender — Brand Love —0.144 0.11 1.299 0.194 Rejected
H11: Trendiness * Gender — Brand Love —0.079 0.08 1.044 0.296 Rejected
H12: Customization * Gender — Brand Love 0.572 0.1 5.612 0.00 Accepted
H13: Word of Mouth * Gender — Brand Love —0.327 0.11 2.962 0.003 Accepted
H14: Interaction * Gender — Brand Love —0.015 0.09 0.159 0.873 Rejected
Note: * indicates an interaction term.
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Figure 4. Moderation role of gender between customization and brand love.
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Figure 5. Moderation role of gender between word of mouth and brand love.
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5. Discussion

The findings of our study provide a thorough evaluation of the predictors and out-
comes of brand love in the context of Pakistan’s fashion apparel brands. This study was
carried out to fill the knowledge gap identified by prior empirical research in SMMAs and
the CBE domain [84-86]. Past studies conceptualized SMMAs as a multidimensional higher-
order construct comprising entertainment, trendiness, customization, word of mouth, and
interaction dimensions [87-89]. Higher-order constructs measured the collective effect of
SMMAs on consumer attitude and behavior, often overlooking the unique contribution
of individual dimensions. Addressing this limitation, the present study advanced the
literature by testing the dimensional level effect of SMMAs. It offered a unique perspective
on how each dimension contributes to the development of customer brand love.

In addition, previous studies predominantly focused on brand loyalty as an outcome
of brand love [17,55] and overlooked exploring the impact of brand love on CBE, a broader
construct comprising four dimensions (social influence, referrals, purchase, knowledge),
which carries pivotal theoretical and practical implications [12]. To fill these gaps, we
proposed and empirically tested the model grounded in S-O-R theory, which explains the
underlying mechanism of how the dimensional level effect of SMMAs (S) elicits brand
love (O), which, in turn, triggers CBE (R). The SEM results revealed that entertainment-
oriented social media marketing activities (SMMAs) evoke positive emotional responses
that strengthen consumers’ brand love. Within the S-O-R framework, entertainment
operates as a hedonic stimulus that triggers affective organismic reactions, such as joy and
emotional resonance, which, in turn, cultivate deeper attachment to the brand. This finding
corroborates Kulikovskaja et al. [90], who confirmed entertainment as a key enabler of
consumer-brand relationship development. In digital interactions, entertainment increases
engagement through sensory appeal, enjoyment, and emotional transmission—factors
that also characterize luxury fashion branding, where visual pleasure and experience
storytelling cultivate emotional bonds and lasting loyalty.

Second, trendiness emerged as another vital predictor of brand love; this finding is
consistent with Seo and Park [44], who identified trendiness as the strongest determinant
of brand equity in the air transport context. Within the fashion industry, trendiness reflects
a brand’s ability to signal uniqueness, relevance, and cultural knowledge, which fulfill
consumers’ symbolic and aspirational needs. The findings of the present study support
this logic by establishing that trendiness not only triggers cognitive evaluation but also
enhances effective evaluation, which reinforces the emotional connection between brand
and customer. In Pakistani culture, which emphasizes social image and values peers’ per-
ception and opinions, association with prestigious, trendy brands facilitates self-expression
and receiving social validation, which contributes to a deepening emotional connection
with the brand in the form of brand love. The present study confirmed that customization
acts as a pivotal determinant of brand love. This evidence affirmed the previous research
work, which showed that customized experiences increase customers” association with the
brands [91,92]. Customized communication provides value to customers by allowing firms
to disseminate specific information as per their preferences. Brands may address individual
requirements through individualized communication, establishing a sense of importance
and mutual understanding. Drawing on the S-O-R framework, personalized messages
evoke emotional satisfaction among individuals and transform commercial exchanges into
emotional connections.

Furthermore, WOM positively influenced brand love, supporting the findings of Lee
et al. [93], who discussed the impact of peer-generated information on trust and emotional
investment. Individuals tend to believe the information provided by other customers is
more credible and authentic, which leads to building their confidence and overcoming
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uncertainty. WOM increases brand affinity in online communities by acting as a social
reinforcement mechanism that turns group engagement into one-on-one relationships.
These findings enhance our comprehension of how digital stimuli (SMMAs) induce emo-
tional physiological responses (brand love) and behavioral engagement outcomes, which is
aligned with the S-O-R paradigm. This study builds upon prior research by illustrating
that entertainment, trendiness, customization, and word of mouth (WOM) elicit emotional
responses rather than merely cognitive ones, shifting the perspective from transactional to
relational interpretations of social media marketing.

In addition, Hudson et al. [94] highlighted the role of interaction in explaining
consumer-related outcomes. However, in contrast, the present study identified that interac-
tion had a statistically insignificant impact on brand love, which implies that interactions
may contribute only to short-term engagement, which does not always lead to long-term at-
tachment. The reason for this insignificant effect can be ascribed to the nature of interaction
in the Pakistani apparel fashion context, which is functional, task-oriented, and informative
rather than emotional [95]. Aligned with the S-O-R theory, such informational and task-
related stimuli provoke cognitive rather than emotional evaluations, which supports the
insignificant effect of interaction on brand love. Moreover, cultural norms in Pakistan that
stress minimal self-disclosure, modesty, and formality [96] may reduce people’s emotional
involvement while commenting and sharing brand-related information online, and do not
lead to brand love.

With respect to the outcomes of brand love, the findings confirmed the statistically
significant influence of brand love on CBE dimensions (“social influence, knowledge,
referrals, and purchase intentions”). Specifically, brand love exerted strong influences
on social influence, knowledge sharing, and referrals. These results are consistent with
Lee and Hsieh [97], who demonstrated that social media brand communities are a vital
determinant of brand love, which motivates consumers to engage in social sharing behav-
iors. Furthermore, brand love also evidenced positive influence on consumer purchase
intentions, which further validates the assertions about the importance of brand love in
driving purchase intention [98]. The results of the present study confirmed that brand
love (emotional connection) not only positively shapes customers’ purchase intentions
(transactional outcome) but also enhances their social engagement behaviors (referrals and
social influences).

Contrary to past studies, which confirmed the moderating role of gender on the collec-
tive effect of SMMAs on customer engagement and self-brand connection [30], the present
study painted a more nuanced picture by testing gender differences on the dimensional
level influences of SMMAs. Surprisingly, gender difference is only found in explaining the
influence of customization and word of mouth on brand love. Gender does not moderate
the effects of entertainment, trendiness, and interaction on brand love. The findings confirm
that females are more influenced by personalized messages compared with males, and the
effect of personalization is contingent on demographic factors. This study offers signifi-
cant theoretical insights and enhances our understanding of how and why SMMAs might
elevate CBE in fashion apparel firms in Pakistan. These findings hold significant value
for scholars and practitioners in the context of digital influence and the transformation of
fashion apparel brands.

5.1. Theoretical Implications

This study provides significant theoretical contributions in SMMAs and CBE do-
mains. First, past studies have investigated the aggregate influence of SMMAs (cus-
tomization, trendiness, word of mouth, and interaction) on consumer attitude and
behavior [54,55,99-101], which undermines theoretical rigor with limited insights.
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Unlike prior research, the present study extended the S-O-R framework by testing
the dimensional level effect of SMMAs on brand love and subsequent influence on engage-
ment behaviors. The present study evidenced that customization and trendiness are the
strongest drivers of brand love as compared with entertainment and word of mouth, while
interaction does not have a statistically significant effect. This made it clear which aspects
of SMMAs are more critical than others in generating brand love. Hence, identification of
the differential impact of SMMAs in creating brand love and its subsequent influence on
engagement behaviors dimensions (such as purchase intention, referrals, word of mouth,
and knowledge sharing) strengthens the emotional pathway embedded in the S-O-R
framework [102,103].

Finally, this research advances the application of schema theory [26] by testing how
gender moderates the impact of SMMAs on brand love. Prior studies have revealed a
gender difference between SMMAs and customer engagement relationships [30]. This
study contributed to the literature by confirming that gender moderates certain SMMA
aspects, such as the effects of customization, which were statistically significant and more
evident among female consumers, and the effect of word of mouth was more substantial
among male consumers. This is a novel finding contrary to the prior studies, suggesting
gender works as a moderator across consolidated SMMAs and confirms the influence of
SMMAs on brand love varies with respect to gender differences.

5.2. Managerial Implications

This study presents several practical implications for fashion brand managers for en-
hancing customer relationships and brand love. The findings emphasize that customization
and trendiness show the most decisive influence on the formation of brand love. This
shows that managers should use personalized marketing initiatives with social media tools
to ensure that information regarding fashion clothing design, color, and size suggestions is
disseminated according to the taste of the target audience. A customized approach not only
improves customer experience but also fosters long-term attachment to the brand [104].
Fashion brands should create captivating and interactive posts that resonate with their
target audiences with Al tools and target them through CRM systems. The brand managers
should also be open to incorporating changes as per evolving customer needs, with a focus
on female customers, as female customers showed more emotional responses to the brands
sharing customized information regarding their specific needs. This strategy can lead to a
strong customer and brand emotional connection.

Likewise, managers should continuously integrate trend-oriented content into their
social media strategies, such as limited-edition collections, innovative designs, and a
variety of fabric quality and fashion tips as per the requirements of the season, which can
be very useful in flourishing long-term customer relationships. Such initiatives reinforce
novelty and relevance, which are critical for sustaining brand resonance in fast-changing
fashion markets.

Entertainment and word of mouth are also meaningful determinants of brand love,
although their effect was relatively small. Furthermore, males showed more emotional
response to word of mouth as compared with female customers. This indicates that
the brand managers should share authentic and credible comments, testimonials, and
peer endorsements with special focus on the male segments of the target market. This
strategy will strengthen the male customers’ trust in the brand and develop a long-term
connection with the brand. Similarly, the managers can use entertaining content such as
funny short videos, memes, and influencers to develop emotional content for customer
engagement. The research indicates that brand love predominantly affects collective
behaviors, such as knowledge sharing, social influence, and referrals, rather than merely
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influencing transactional outcomes like purchase intention. This indicates that management
must alter its approach to consumer engagement. Rather than perceiving it solely to
generate revenue, they should recognize it as a method for developing the community.
Encouraging customers to provide styling advice, create fashion content, or influence their
friends’ brand choices can enhance brand equity more efficiently than simply prompting
repeat purchases.

5.3. Limitations and Future Research Directions

This study has limitations despite its key findings. First, as this study used a cross-
sectional research method and applied a convenience sampling technique for respondents’
selection, in order to obtain generalized results and ensure causality, future researchers
could apply longitudinal data collection using probability sampling to obtain more rigorous
results. Moreover, this study only tested the effect of SMMAs on brand love and its influence
on CBE (the direct effects). Future studies can extend this framework with the inclusion of
other important unexplored intervening variables, such as emotions, affection, brand image,
and brand satisfaction [53]. Finally, future studies could also investigate the moderating
role of age, income, or digital literacy, with cross-cultural comparisons between developed
and developing countries.
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Appendix A. Operational Definitions and Measures

Social Media Marketing Activities (SMMAs)

Entertainment (ENT): The extent to which brand social media contents are enjoyable and entertaining [3,54].

The content shared by this fashion brand on social media is entertaining.

The videos, images, or stories posted by this brand are enjoyable to watch.

Trendiness (TRE): The degree to which the brand’s social media provides the latest and fashionable information about
apparel products and industry trends [3,54].

This brand’s social media pages provide the latest fashion trends.

The information shared by this brand helps me stay current with fashion trends.

Customization (CUS): The extent to which the brand’s social media platforms enable customers to communicate, share
opinions, and interact with the brand and other users [3,54].
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I receive recommendations from this brand that fit my style preferences.

The social media page provides suggestions based on my past interactions.

This brand’s social media shows content that matches my fashion interests.

Word of Mouth (WOM): The extent to which customers share brand information or recommendations with others
through social media [3,54].

I often share this brand’s social media posts with my friends.

I post or comment positively about this brand online.

I recommend this brand to others on social media.

Interaction (INT): The degree to which consumers can communicate, share, and exchange information with the
brand [3,54].

I can interact directly with the brand through its social media platforms.

The brand actively responds to customer comments and feedback.

I feel connected to other followers of this brand.

Brand Love (BL): Brand love refers to the degree of passionate emotional attachment a satisfied consumer has toward
a particular brand [16].

I feel emotionally connected to this fashion brand.

I'love this brand more than other fashion brands.

I am passionate about this fashion brand.

Customer Behavioral Engagement (CBE): CBE is an abstract concept defined “as a second-order construct consisting of
four dimensions: customer purchases, customer references, customer influence, and customer
knowledge/feedback” [12].

Purchase Intentions (PI): The consumer’s conscious plan or likelihood to buy a particular fashion brand in the
future [15,105].

Iintend to purchase this brand’s products again.

I will choose this brand over others when shopping.

I'would recommend this brand when someone asks for advice.

Referrals (REF): The voluntary act of recommending or referring the brand to other potential customers through social
networks [15].

I have recommended this fashion brand to friends.

I will share positive experiences about this brand online.

I talk about this brand when discussing fashion trends.

I will encourage others to try this brand.

Social Influence (SI): The degree to which a customer affects others” attitudes and purchase behaviors through word of
mouth, reviews, and opinion leadership [15].

I influence others’ choices of fashion brands.

My posts about this brand attract others” attention.

People consider my opinion before choosing a fashion brand.

My views about this brand affect others” purchasing decisions.

Knowledge Sharing (KNS): The extent to which customers provide ideas, feedback, or suggestions to improve the
brand’s offerings [15,105].

I provide feedback to this fashion brand on its products or campaigns.

I share suggestions to improve this brand’s social media content.

I give ideas to help the brand design better products.

I share insights with other consumers about this brand.
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