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Abstract

With the rapid growth of social media use in Nepal and their engagement with customers,
understanding how these platforms support customer loyalty becomes essential for retail
businesses. This study investigates the role of social media marketing in shaping brand
loyalty among retail customers in Nepal through an integrated research design that com-
bines systematic bibliometric and survey data analysis. The bibliometric findings suggest a
clear progression in the literature, moving from a foundational emphasis on relationship
marketing and loyalty theory toward a more integrated framework that incorporates social
media engagement and, ultimately, measurable business outcomes. The quantitative re-
sults based on survey data conducted with 100 Nepalese consumers active on Facebook,
Instagram, and TikTok show that effective social media strategies and the ability to address
implementation difficulties significantly enhance brand loyalty. In contrast, the direct
influence of customer trust is limited. The findings highlight the importance of tailored
and interactive content, supported by appropriate digital practices, particularly in regions
with developing infrastructure. This study offers practical recommendations to improve
digital engagement, encourage retailers to collaborate with local influencers, respond to
customer feedback, maintain transparency in messaging, and enhance digital capabilities
to implement effective social media strategies. It also underscores the value of producing
culturally relevant content that aligns with local interests and behaviours.

Keywords: digital marketing; social media; consumer behaviour; brand loyalty; influence
marketing; marketing strategies

1. Introduction

Social media has emerged as a pervasive and indispensable platform driven by its
widespread adoption and the human impulse to communicate. Within this dynamic digital
environment, users actively create, share, and exchange content while participating and
networking within virtual communities [1]. This shift has fundamentally transformed tradi-
tional marketing by enabling real-time, interactive communication between consumers and
brands [2], supporting businesses in precisely targeting consumers based on demographics,
browsing behaviour, and specific interests and pulling them towards the brand with engag-
ing marketing strategies. Consequently, business organisations now rely on social media
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platforms to build brand awareness, influence consumer behaviour, and sustain competi-
tive advantage [3]. Furthermore, it is also increasingly shaping the purchasing decisions of
Generation Z and other consumer groups through rapid dissemination of opinions and
experiences among large audiences [4]. Therefore, it serves as a hybrid promotional tool,
enabling firms to engage directly with customers while fostering peer-to-peer interaction [5].
In the Nepalese retail market, social media has significantly influenced consumer buying
behaviour through factors such as social influence, content marketing, and network effects,
directly shaping purchase intentions [6]. For instance, the rise of platforms such as TikTok
and Instagram has enabled small and informal retailers to participate in digital commerce,
accelerating the shift toward mobile-based and socially driven retail practices [7].

From a theoretical perspective, several major theoretical frameworks have been ap-
plied to evaluate the effects of social media marketing on brand loyalty in the retail sector,
including Relationship Marketing Theory (RMT), Consumer Engagement Theory (CET)
and the Technology Acceptance Model (TAM). RMT emphasises the role of trust, commit-
ment, and, generally, long-term customer relationships in marketing. In the social media
marketing context, this theory implies that brands should move beyond transactional inter-
actions and engage with customers to build meaningful relationships [8]. Businesses can
encourage client commitment by building trust through specific associations, responsive
correspondence and lasting brand messages [9]. The CET explains how iterative consumer-
brand interaction fosters deep and long-term brand loyalty [10]. Being socially engaging
and active on social media, such as commenting, liking, and sharing, allows consumers to
create emotional bonds with brands. According to CET, loyal consumers will come around
to businesses that actively engage with them. Social relations and community involvement
in the lives of Nepalese people are part and parcel of purchasing behaviour [11]. Hence,
leveraging CET-based marketing strategies can boost brand advocacy and loyalty. Several
researchers have used the Technology Acceptance Model (TAM) to investigate consumer
behaviour towards the adoption of new technologies [12]. As per TAM, two essential factors
determine social media adoption. Customers are more likely to use social media marketing
if it is seen as convenient and accessible and draws customers’ attention to the product.
Furthermore, the Unified Theory of Acceptance and Use of Technology (UTAUT) explains
the comprehensive framework to measure the factors that influence individuals” adoption
and use of technology. It elucidates that performance expectancy, effort expectancy, social
influence and facilitating conditions are the key factors of technology acceptance and usage
behaviour. In the context of social media marketing, social influence can shape the con-
sumers’ interaction with the brand through peer recommendations, online discussions and
influencer endorsements, while facilitating conditions support the continued engagement
with social media platforms. Consequently, it provides a useful tool for understanding how
social media engagement contributes to brand trust, consumer relationships, and brand
loyalty. For example, Puriwat et al. [13] utilised UTAUT to explain the likelihood that
consumers would adopt and frequently use social media for business purposes.

However, there are challenges such as low digital literacy and a lack of infrastructure
that obstruct the use of social media [14] in Nepal. Although social media marketing
has been extensively examined across the globe, such as in Nigeria [15], Colombia [16],
Yemen [17], Zimbabwe [18], Saudi Arabia [19], and India [20], its effects on brand loyalty
in Nepal's retail sector have not been investigated and remain a critical research gap. This
omission limits the generalisability of existing findings, as socio-cultural dynamics, digital
adoption patterns, and retail market structures in Nepal differ substantially from those in
previously studied environments [21].

This study undertakes a systematic examination of the relationship between brand
loyalty and social media marketing in Nepal'’s retail markets. To achieve this, we perform
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two complementary tasks: a systematic literature review and a case study with survey
data. First, we perform bibliometric mapping of the literature that explores the conceptual
architecture and thematic topics of brand loyalty and social media marketing. Second,
we conduct the survey data collection based on the questionnaire developed with the
support of a theoretical perspective and public interpretation on the impact of social
media marketing on brand loyalty by retail consumers in Nepal. The findings offer a
framework useful for policymakers and digital marketers as Nepal’s digital economy
expands, supporting ethical practices and protecting consumer interests. In summary, this
work has the following contributions.

(i) Analyse the existing literature through bibliometric mapping, thereby identifying the
dominant thematic topics on social media marketing and brand loyalty.

(if) Investigate the impact of social media marketing strategies on brand loyalty among
retail customers in Nepal.

(iii) Evaluate the challenges and opportunities of implementing social media marketing
within Nepalese retail brands.

The rest of the paper is organised as follows. The background and context are discussed
in Section 2. The material and methods are presented in Section 3. The results of the
bibliometric and survey analysis are discussed in Section 4. Section 5 presents the findings
of the reviews and discusses the survey results.

2. Background and Context

Here, we synthesise the literature that explores the social media landscape in Nepal
and examine key constructs related to social media marketing, including consumer engage-
ment, consumer trust, and brand loyalty. Since prior studies indicate a strong connection
between social media and the retail sector, where social media platforms play a critical role
in achieving marketing objectives [6,22-24], understanding these interrelated concepts is
essential for analysing the role of social media marketing in Nepal’s retail sector.

2.1. Social Media Landscape in Nepal

The pace of social media growth has profoundly reshaped Nepal’s social media land-
scape, with millions of Nepalese engaging daily across platforms such as Facebook, TikTok,
and YouTube. The country has a total of 32.4 million cellular mobile connections, which
accounts for 109 per cent of the total population, showing the dense penetration of mobile
users. By the end of 2025, 16.6 million individuals were using the internet in Nepal, with
online penetration standing at 56.0 per cent [25]. Nepal is home to 14.8 million social media
users, which is one of the highest rates of social media users per capita in South Asia.
The most popular social media platforms in Nepal are Facebook, followed by Messenger
and Instagram, with 14.8 million, 10.9 million and 4.35 million users, respectively, as of
November 2025 [25]. Social media marketing has become a critical tool for businesses seek-
ing to establish and strengthen relationships with customers and build brand loyalty [26].
The expansion of digital connectivity has enabled platforms like Facebook, Instagram and
TikTok to facilitate direct and interactive engagement between retailers and consumers,
allowing businesses to develop more targeted and responsive marketing strategies [27].

2.2. Social Media Marketing and Consumer Engagement

Traditionally, consumer engagement refers to the extent to which customers interact
with a brand both emotionally and behaviorally, reflecting their level of participation,
involvement, and connection developed through brand experiences [28]. Higher levels
of engagement are associated with increased trust, stronger relationships, and a greater
likelihood of loyalty, often expressed through advocacy and repeat interactions [29]. For ex-

https:/ /doi.org/10.3390/jtaer21070220


https://doi.org/10.3390/jtaer21070220

J. Theor. Appl. Electron. Commer. Res. 2026, 21, 220 4 of 21

ample, organisations that effectively expand their customer reach are more likely to enhance
visibility and engagement, thereby increasing their potential for sustained success. In this
context, engagement functions as a key mechanism through which trust is developed and
loyalty is reinforced [30]. Here, social media platforms provide a conducive environment
for brand interaction through their capabilities for interactive content delivery, real-time
communication and personalised marketing approaches [31]. The features available in
social media, such as comments, likes, shares, and direct messages (DM), allow brands
to build changing relationships with those in their audience. Empirical evidence further
suggests that higher levels of social media engagement can significantly strengthen brand
loyalty, in some cases increasing it substantially [32]. The key metrics that measure audience
engagement with brands come from how much a consumer interacts with social media
content through liking it, commenting on it, sharing it and spending time and clicking
through brand posts [33]. This suggests that elevated customer engagement results in
stronger brand commitment through the development of customers” emotional connections
with the brand. Social media campaigns strengthened by loyalty programs that provide
exclusive deals to active followers serve as a mechanism for retaining customers [34].

In the Nepalese context, Sthapit et al. [27] has mentioned that social media serves
as an excellent tool for enhancing interactions between brands and consumers because
companies can handle questions swiftly and create specific suggestions while actively en-
gaging consumers in brand communication. Features on social media (e.g., Instagram and
Facebook), including live video polls and interactive stories, enhance user engagement by
enabling consumers to feel valued and heard. In a study concentrated on Kathmandu Valley,
Nepal, Poudel et al. [24] found that social media-driven awareness, content strategies, trust
building, and personalised communication collectively increased customer engagement.

2.3. Social Media Marketing and Customer Trust

Sharawneh et al. [35] have reported that one of the major factors that helps determine
how a consumer makes a purchase or shows long-term loyalty to any brand is trust.
Consequently, the trust factor plays a pivotal role in social media marketing as it helps
boost the brand’s credibility. Transparency on behalf of brands, running an ethical business
and continuing to deliver high-quality products and services make consumers believe in
them. With a reputable brand image, paying prompt attention to customers’ queries, actual
interactions and social responsibility initiatives are some of how a business can gain the
trust of its customers and maintain relationships in the long term [36].

According to [37], reviews, ratings and testimonials further build or boost consumer
trust and brand loyalty in cases where consumers cannot directly feel or experience the
product or services they are shopping for, which is what online reviews can do. Positive
reviews racked up online are very important to modern consumers; they help in making
the purchasing decision and also boost the brand’s reputation and credibility. On the other
hand, negative reviews, when tackled well by way of responsive customer service and the
ability to resolve issues, can boost credibility through the promise of customer satisfaction.
User-generated content, such as services, products, customer stories and testimonials, is a
part of social proof that assures potential buyers and encourages them to engage with the
brand and be loyal to the brand.

2.4. Social Media Marketing and Brand Loyalty

Social media marketing stands separate when compared to traditional marketing
since it enables instant interactions that create customised experiences, thus enabling
better business—client relationships [15]. Through social media platforms such as Facebook,
Instagram and TikTok, retailers establish maximum audience reach while offering both sides
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of the dialogue and building better satisfaction results from direct user participation. These
platforms enable firms to track consumer preferences, behaviours, and trends, supporting
more data-driven marketing decisions. Hence, social media marketing contributes to brand
loyalty by fostering customer engagement, building trust, and strengthening emotional
connections over time.

Adhikari et al. [38] performed a study on the impact of social media on customer
engagement and brand perception in Kathmandu Valley, the capital city of Nepal. Their
results showed a positive impact of content strategy on customer engagement and brand
perception, which means that providing the right content to targeted people will increase
engagement and thereby increase brand perception. However, in Nepal, digital marketing
strategies are not yet adequately integrated into retail businesses like those in developed
markets. Many Nepali retailers face challenges in content optimisation, audience targeting,
and maintaining consistent engagement, which constrain their ability to build and sustain
customer loyalty [6]. Cultural and economic factors also affect consumer behaviour, but
they are sometimes not the same as global trends. Despite these challenges, social media
marketing strategies such as content personalisation, video marketing, and interactive
features have strong potential to enhance engagement and loyalty [39]. Tailor-made content
based on the interests of customers helps in the enhancement of personalisation and
creates an aura of feeling exclusive and emotionally connected between the brand and
its consumers. Video marketing, such as live streaming, product demonstration, behind-
the-scenes content, etc., grabs the attention of the audience and communicates a strong
brand message to them in a more influential and attractive way compared to other forms
of marketing. Interactive content, for example, quizzes, polls, contests, and augmented
reality filters, engages users and makes them indulge in activities that increase brand recall
and loyalty.

The summary of existing work on the impact of social media marketing across various
study areas in Nepali markets is reported in Table 1. It collectively demonstrates a consistent
and strong positive relationship between social media marketing activities and consumer-
related outcomes in the Nepalese context. Across different domains and study focus areas,
including general retail and the fashion industry, social media marketing has been shown
to significantly influence brand awareness, business prosperity, purchase intention, buying
behaviour, and brand loyalty.

Table 1. Summary of existing studies on the impact of social media marketing in Nepalese contexts.

Ref. Study Focus Data Collection Sample Size Significant Factors Remarks
. Social media
Business Online presence increased
[22] Survey questionnaire 138 advertisement, social :
performance . the business
media presence, etc. .
prosperity.
All aspects of social
Engagement rate, media marketing had
[7] ~ Brand awareness Survey questionnaire 143 entertainment, a significant positive
interaction, etc. impact on brand
awareness
Habit,
informativeness, It has a significant
[23] Purchase intentions ~ Online questionnaire 350 interactivity, impact on purchase
performance intentions.

expectancy, etc.
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Table 1. Cont.

Ref. Study Focus Data Collection Sample Size Significant Factors Remarks
Content quality, All factors had
Structured social media significant positive
[24] Buying behaviour sestionnaire 232 engagement, brand effects on consumer
4 trust, influencer buying behaviour in
endorsements, etc. the fashion industry.
All factors
significantly and
Credibility, positively influenced
[40] Brand loyalty Sg:sct?;;iliire 395 informativeness, brand loyalty, with
q entertainment entertainment
showing the

strongest effect.

3. Material and Methods
3.1. Articles Search Strategy

A comprehensive literature search was performed across multiple databases with a
search strategy defined to narrow down the literature search from broad topics, such as
“marketing” and “business”, to more specific topics, including “brand loyalty”, “social
media” and “retail marketing”. As a trial, we performed an initial search with each of these
keywords individually and received a very large number of records. For instance, with the
search string “social media”, Google Scholar returned 9810 records. So, to narrow down
the search into a more confined space related to the topic of investigation, we formulated
the following search query: (Social media) AND (Brand loyalty) AND (Retail marketing).
A comprehensive search was conducted across three major databases: Scopus, Google
Scholar, and MDPI. After execution of the search query, we received the following numbers
of articles: MDPI: 40; Scopus: 43; Google Scholar: 50 (accessed date: 12 February 2025). The

detailed search strategy for each database is reported in Table 2.

Table 2. Detailed search strategy for each database. Note that the extra keyword was not applied in
other databases, as its inclusion resulted in very few and no relevant search results.

Database Search Strategy Remarks
(Search within = “Article title,

Scopus abstract, keywords') Default setting was used.
(Search within = “All fields’,
MDPI Article Types = ‘Systematic Default setting was used.
Review’)
cre The extra keyword “Nepal” is
Google Scholar (Search within = ‘anywhere added to confine the search

in article’) within the Nepalese context.

3.2. Inclusion and Exclusion Criteria

After retrieval, article selection and screening were performed following the PRISMA
(Preferred Reporting Items for Systematic Reviews and Meta-Analyses) framework [41] as
shown in Figure 1. Firstly, duplicate articles received from multiple sources were removed.
Then, irrelevant articles were removed based on titles, keywords and abstracts. Finally, the
following inclusion and exclusion criteria were used to finalise the articles:
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(i) Publications not relevant to brand loyalty and social media marketing;

(if) Publications that are not peer-reviewed and not available in full-text;

(iif) Research works that are published in languages other than English and Nepali. Note
that we included the work published in Nepali, as it will provide us with the opportu-
nity to include a more local and contextual study in the review.

GoogleScholar') [ MDPI ] [ Scopus ]

= (50) (40) (43)
.E T | T
E v
= Total Number of articles retrieved from 35 records were removed after
= the databases " duplicate screening
(n=133)
o0 .
44 articles wer luded based
] Number of articles screened a c E? wwere excu as
g (0=98) | on their titles and abstract, not
5 directly related with this study
w
\ 4
E Number of articles included in
= bibliom etric analysis
= (n=54)

Figure 1. A PRISMA procedure used to retrieve the articles from multiple databases.
Following the procedure, we ended up with 54 articles for the final bibliometric analysis.

3.3. Data Collection and Survey

A structured survey approach was utilised for data collection, as it provides a means
to obtain standardised data from a large number of participants in an efficient way [42].
The target population of this study was Nepalese retail customers who have experience
using social media platforms.

Data were collected between March 2025 and June 2025 using a self-administered
online questionnaire distributed through email and social media platforms. The online
survey-based convenience sampling was used to recruit the participants. All participants
were fully informed of the nature and purpose of the study, and informed consent was
obtained. The respondents were able to vote in or out of the research at any time without
penalty. Questions for the survey were developed in such a way that they contained
no sensitive or intrusive content, thereby protecting the privacy, dignity and comfort of
the participants.

The questionnaire included closed-ended questions in the form of Likert-scale [43]
items to measure the perceptions of respondents. The measurement items were assessed
utilising a five-point scale ranging from “strongly disagree (1)” to “strongly agree (5)”,
allowing respondent to indicate their level of agreement with each statement [44]. The
instrument was designed to capture respondents’ perceptions regarding social media
marketing and its influence on brand loyalty.

Four latent constructs were measured in the study: social media marketing strategies
(SMMS), customer trust (CT), implementation challenges and opportunities (ICO), and
brand loyalty (BL). SMMS, CT, and ICO were treated as independent variables, whereas BL
was considered the dependent variable. Accordingly, three hypotheses were formulated
for regression analysis (Section 4.2.3).

Each of the SMMS, CT, and ICO constructs was measured using four items, while
brand loyalty was measured using six items. These measurement items assessed various
aspects of respondents” experiences and perceptions related to social media marketing ac-
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tivities, trust toward retail brands, implementation-related factors, and loyalty behaviours.
The details of the measurement items are reported in Appendix A.

Before the main data collection, the survey instrument was piloted with a small
group of participants to ensure clarity and reliability [45] of the measurement items. This
approach guarantees that accurate, relevant, and actionable insights are collected through
a survey to understand digital consumer behaviour in Nepal. A total of 100 completed
questionnaires were received and deemed suitable for analysis. Before conducting the
statistical analyses, the collected data were screened for missing values, duplicate responses,
and inconsistencies to ensure data quality and reliability.

4. Results
4.1. Bibliometric Results

Here, we first present a bibliometric analysis of the retrieved literature records, in-
cluding descriptive statistics on publication outputs, document types, and sources. The
temporal dynamics of research activity are presented to highlight the growth and evolution
of research in this field. Furthermore, the thematic mapping based on keywords is pre-
sented, identifying the major research topics and emerging areas within the field. Finally,
the relationship among the research themes is explored through co-occurrence networks
based on keywords, thereby navigating the conceptual structure of the research landscape
and the degree of interconnectedness between different topics.

4.1.1. Descriptive Statistics

The descriptive statistics of the document corpus related to social media marketing in
the context of brand loyalty from the databases are presented in Table 3. A total of 54 doc-
uments were identified, distributed across 45 distinct sources, including journals, books,
theses, and conferences. The average age of the documents was 4.04 years, indicating that
the retrieved literature predominantly represents contemporary contributions to the field.
These documents have collectively accrued an average of 13.89 citations per publication,
suggesting a moderate-to-high scholarly impact within the research community.

The keyword analysis indicates a rich conceptual diversity, with 151 unique “Key-
words Plus” terms (ID) and 176 author-provided keywords (DE). This suggests that authors
are employing a wide array of terms to describe their work, highlighting the diverse the-
matic orientation in the multi-disciplinary field of brand loyalty and social media research.
A total of 119 authors contributed, with only 8 single-authored documents, yielding an aver-
age of 2.26 co-authors per document and suggesting a collaborative research environment.
Furthermore, 22.26% of publications involved international co-authorship, emphasising
the global interconnectedness of the research community.

Table 3. Descriptive statistics of documents retrieved through multiple databases.

Description Results
Time span 2011-2026
Sources (journals, books, etc.) 45
Documents 54
Document average age 4.04
Average citations per doc 13.89
Keywords plus (ID) 151
Author’s keywords (DE) 176
Authors 119
Single author doc 8
Co-authors per doc 2.26
International co-authorship % 22.26
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The distribution of document types in the corpus further clarifies that brand loyalty
and social media marketing research span multiple scholarly outlets, reflecting both rig-
orous empirical work and diverse dissemination formats. As reported in Figure 2, out of
54 documents in the corpus, journal articles constitute the majority of publications (61%),
highlighting the central role of peer-reviewed journals in advancing theoretical and empiri-
cal insights. Conference reviews follow with 7 documents (13%), while book chapters (9%)
and conference papers (7%) represent additional avenues for knowledge dissemination.
The predominance of peer-reviewed journal articles indicates that research on the impact
of social media on brand loyalty is strongly oriented toward rigorous academic evaluation
and emphasises validated, methodologically robust approaches to understanding how
digital engagement influences consumer loyalty.

® Journal article
uBook

E Book chapter

u Conference paper
H Conference review

H Thesis

Figure 2. Distribution of document types and their contribution to the corpus.

4.1.2. Research Trend and Dynamics

To observe the recent research trend on the impact of social media marketing on brand
loyalty, we present the word cloud in Figure 3, where all keywords were extracted from
published research works in this field, and the word size is displayed with respect to the
frequency of the word. The most frequent words that describe the popular keywords

”oa

among the researchers are “social media,” “social media marketing,” and “brand loyalty,”
indicating that the literature is heavily oriented toward understanding how digital plat-
forms influence consumer relationships and brand performance. Furthermore, the presence
of keywords like “social networking,” “digital marketing,” and “retail marketing” suggests
that scholars are exploring both strategic and operational dimensions of social media in
driving customer engagement and retail business. The inclusion of platform-specific or
activity-related terms, such as “Facebook,” “influencer marketing,” and “online shopping,”
further underscores the applied nature of the research and its alignment with real-world
marketing practices.

Furthermore, the research trend was analysed with the help of word dynamics as
presented in Figure 4, which represents how the use frequency of keywords changes over
time. Unlike the word cloud, it helps us to reveal the temporal evolution of research topics
in the field of social media marketing research. As illustrated in Figure 4, the keyword
“social media marketing” is the most rapidly increasing from 2020 onwards, indicating that
social media marketing research has emerged as a dominant research theme in recent years.
Similarly, the keyword “social media” also demonstrated strong and sustained growth in
these years, highlighting its dominant role in this field. Keywords that reflect the research
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associated with customer retention and relationship management, such as ‘brand loyalty’,
‘customer loyalty’, and “loyalty’, have shown a similar upward trajectory. Specifically,
‘brand loyalty” has seen a step increasing from 2022 along with the keyword “social media
marketing”, suggesting a continued scholarly interest in understanding how the social
media marketing strategy has impacted long-term customer retention and loyalty.

marketing sirategy
relationship marketing oniine shopping

social etworking fonine)
customer loyalty sales ) |0V altY cememe -

digital contents
electronic Commerce
~=Z=hrapd Joyaltyies

onsumer ens:

~=Soclalmetia="
facehook sigatia
Sediatiny stiect retailing
social media marketing
sustainahility markelmg digital marketing

brand community retail marketing
wst GONSUMEr hehayvior corsumotionbekavior

social media marketings™"*="""

influencer marketing
social media marketing activities

Figure 3. Word cloud representation of keywords using bibliometric analysis [46].

Cumulative occurence

Z _
2 L=

0 - — o« S

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024
=== SOCIAL MEDIA ==& BRAND LOYALTY «=@==SOCIAL MEDIA MARKETING ==@==SALES
«=@—MARKETING =@ LOYALTY === CONSUMER BEHAVIOR =@ CUSTOMER LOYALTY

Figure 4. Word dynamics of main keywords used in brand loyalty and social media marketing [46].

4.1.3. Thematic Topics and Co-Occurrence Network

The thematic map of keywords is presented in Figure 5, where the keywords are placed
according to their relevance (centrality) on the x-axis and their development (density) on the
y-axis. Hence, it divides the space into four quadrants representing four themes: motor, basic,
niche, and emerging/declining, thereby providing insight into their importance and maturity
in the literature. Each bubble inside the maps includes the relevant cluster of keywords, which
are located based on their connection to the overall fields relevancy and density.

At the upper-right quadrant, representing the topics that are both highly developed
(high density) and highly relevant (high centrality), are categorised as motor themes.

i

It includes topics such as “social media marketing,” “social networking (online),” and
“sales”, indicating that they are both well-developed and highly relevant core driving
topics, reflecting the strong research focus on social media and sales-related outcomes in
digital contexts. The specialised areas that are internally cohesive but not central to the
main discussion in the field are accumulated in the upper-left quadrant as a niche theme.

7

It includes themes such as “brand community,” “consumer engagement,” and “digital

content”, which are highly developed internally but exhibit lower centrality within the
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broader research network, indicating that these topics are methodologically mature and
conceptually cohesive; however, they remain somewhat specialised and less integrated
with the core themes of social media marketing and brand loyalty.

The third quadrant (lower-left) represents the emerging or declining themes that
contain “immersive”, “gamification”, and “websites”, indicating that these topics are
currently underdeveloped and peripheral within the broader research on social media
marketing and brand loyalty. They represent nascent areas with high potential for future
exploration. Finally, the lower-right quadrant includes the foundational topics that are
highly relevant but have low or moderate development (density). It includes the keywords
such as “social media marketing”, “brand loyalty”, “brand awareness”, and, “online
shopping” and “sustainability”, suggesting that sustainability and online shopping in social
media marketing is recognised as important, yet under-explored, and has a promising
avenue for future research to examine how sustainable practices on digital platforms
influence consumer engagement, brand perception, and loyalty outcome.
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Figure 5. The four quadrants thematic map of all keywords in the corpus.

The evolution of thematic topics and their relationship is further analysed with a
co-occurrence network, which shows how often keywords appear together within a dataset.
Figure 6 demonstrates the three dominant interconnected thematic clusters in the intel-
lectual landscape of brand loyalty and social media marketing research. The red cluster
represents the conceptual and empirical core of the field, where social media, market-
ing, and loyalty emerge as the most dominant and densely connected nodes. The strong
co-occurrence links between social media and loyalty suggest that this relationship con-
stitutes the central research axis. The blue cluster captures the theoretical foundation of
the field, anchored in brand loyalty and closely associated with social media marketing,
brand awareness, and customer loyalty. This cluster reflects the continuation of traditional
marketing theories within a digital context. The integration of social media marketing
within this cluster suggests that these classical theories are being contextualised to account
for the dynamics of online interactions. The connections between the blue and red clus-
ters indicate a strong integration, where foundational theories of loyalty are increasingly
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operationalised through social media marketing strategies. The green cluster represents
a more application-oriented research stream, centred on social networking, sales, and
electronic commerce, highlighting the growing emphasis on linking social media activities
with tangible business outcomes. Compared to the other clusters, this stream appears more
practice-driven, reflecting the increasing interest of both researchers and practitioners in
quantifying the return on investment of social media initiatives.

In summary, the co-occurrence network structure reveals a bridging role played by
several key nodes. Social media functions as the primary hub, connecting the theoretical,
strategic, and transactional dimensions of the literature. Brand loyalty serves as a secondary
integrative node, linking the theoretical constructs of the blue cluster with the applied
marketing practices of the red cluster. Additionally, electronic commerce and consumer
behaviour act as intermediaries between engagement-focused and sales-oriented research,
facilitating the transition from interaction to conversion.

) — W D\)
I P /prapd loyalty 9
social media marketing h $ ma‘F eting
\ P
Z \ﬁgf/am_r @ :
. social media
SeCS0BEIPEAOTRing (online) \ ®
W consumer beha\?‘lﬂ'r \',)

sales

Figure 6. The co-occurrence network of all keywords in the corpus.

4.2. Survey Results

This section presents the analysis of survey data from three perspectives. First, the
demographic characteristics of participants are described, including age, gender, and fre-
quency of social media use. Second, correlation analysis among the four measurement
constructs is conducted to examine their relationships. Finally, regression analysis is per-
formed to test three hypotheses and assess the impact of the independent variables on
brand loyalty as the dependent variable. After the data collection, the completed survey
questionnaires were screened and tabulated in Excel for data preparation and coding. Re-
sponses to each measurement item were organised and examined for any inconsistency. For
each respondent, the average score of the measurement items associated with a construct
was calculated to obtain a single composite value representing that construct. These average
scores were then used in the subsequent statistical analyses, ensuring that each construct
was represented by a unified measure derived from its corresponding measurement items.

4.2.1. Descriptive Analysis

The demographic data from this study showed that people of a variety of ages, genders,
and frequencies of social media use took part in the study. Age-wise, the biggest groups
are people aged between 46 and 55 years (23%), and the next largest group is adults in their
late thirties, with 22%. After that come people over 56 and those under 25, who account for
20% and 17% each, followed by those between 36 and 45, which is 18%. This distribution
shows that the group has a good amount of young adult people and people in their 40s,
which helps to hear different opinions about social media marketing and how much they
like certain brands. Regarding gender, most people chose male or female and put them
at almost the same number, with 28% of the sample being male and the other 28% being
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female. Notably, 15% of participants answered other to gender, while almost a third of
the respondents did not share their gender (29%). The relatively high non-response rate
towards gender information is cautiously taken into account in the further data analysis
when drawing any conclusions regarding the influence of gender in the study. In terms of
social media engagement, almost half the samples (48%) said they check or post things on
social media several times a day (Figure 7).

Age group distribution

No of times social media used

20 =36-45
10 I I =56 and above
0 l -

Multiple Once a day Afew tiems  Rarely Never
times in a a week
day

(a) (b)

Male

Female

Other

Prefer not to say

(c)

Figure 7. The distribution of collected samples based on (a) social media usage frequency, (b) age
group, and (c) gender representation.

As reported in Table 4, all four constructs are moderately high on the measurement
scale, with mean values centred around 3.0 to 3.15, suggesting that the positive but not ex-
treme agreement across respondents. The moderate variability in responses is shown by the
standard deviation in the range of 0.567 to 0.805, where brand loyalty shows the least disper-
sion (SD = 0.567) and customer trust and SMMS show relatively higher variability (around
0.8). Median values are close to the means (around 3), indicating approximately symmetric
distributions for most variables, with no strong deviation between central tendency mea-
sures. The skewness and kurtosis value close to zero for all constructs indicates that the
distributions are close to normality without extreme peakedness and asymmetry. Overall,
the data suggest survey distributions suitable for correlation and regression analysis, with
moderate agreement levels and no severe violations of normality assumptions.

Table 4. Descriptive statistics of survey data.

Measurement Mean SD  Median Range Min Max Skewness Kurtosis

SMMS 3.152  0.798 3.25 3.75 1 4.75 -0.392 0.317
CT 3.057  0.805 3 4 1 5 —0.013 0.199
ICO 3.005 0.713 3 325 1.5 475 0.163 —0.365
Brand loyalty ~ 3.078  0.567 3.08 25 1.83 4.33 —0.050 —-0.728
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4.2.2. Correlation Analysis

We first performed correlation analysis and a multicollinearity test to inform the
regression analysis in the next section. The Pearson correlation coefficients among the
study constructs are reported in Table 5. A moderately positive and statistically significant
relationship between social media marketing strategies (SMMS) and customer trust (CT)
(r =0.593, p < 0.01) suggests that respondents who perceived retail brands as implementing
more effective social media marketing strategies also reported higher levels of trust in
those brands.

Table 5. Correlation matrix among constructs (N = 100). Note that * p < 0.05; ** p < 0.01; SMMS: social
media marketing strategies; CT: customer trust; ICO: implementation challenges and opportunities.

SMMS CT ICO Brand Loyalty
SMMS 1.00 0.593 ** 0.207 * 0.067
CT 0.593 ** 1.00 0.549 ** 0.020
ICO 0.207 * 0.549 ** 1.00 0.337 **
Brand Loyalty 0.067 0.020 0.337 ** 1.00

A weak but statistically significant positive correlation was observed between SMMS
and implementation challenges and opportunities (ICO) (r = 0.207, p < 0.05). Although the
association is relatively weak, this indicates that perceptions of social media marketing
strategies are related to perceptions of implementation challenges and opportunities. Re-
garding brand loyalty, no significant correlations were found with either SMMS (r = 0.067,
p > 0.05) or customer trust (r = 0.020, p > 0.05). These results indicate that neither social me-
dia marketing strategies nor customer trust exhibited a direct linear association with brand
loyalty in the current data sample. In contrast, ICO demonstrated a moderate positive and
statistically significant relationship with brand loyalty (r = 0.337, p < 0.01), suggesting that
implementation-related factors may play a more important role in influencing customer
loyalty than social media marketing strategies or trust alone.

Multicollinearity is the phenomenon of having correlated independent variables in a
regression model that creates difficulties in adding the individual effects of any variable
to the dependent variable. Variance Inflation Factor (VIF) is commonly used to assess
the degree of multicollinearity among predictors [47]. Here, the VIF values for customer
trust (2.18), social media strategies (1.59), and implementation challenges (1.48) indicate
low to moderate levels of multicollinearity (Table 6). Although VIF values greater than
1 suggest some degree of correlation among predictors, values below 5 are generally
considered acceptable for regression analysis [48]. Since all VIF values in the present model
are well below this threshold, multicollinearity is not considered a serious concern for
regression analysis.

Table 6. Multicollinearity of predictor variables.

Variables VIF 1/VIF
Customer Trust 2.18 0.4587
SMMS 1.59 0.6284
Implementation Challenges 1.48 0.6771

4.2.3. Regression Analysis

We formulated the three hypotheses to test with the regression model as demonstrated
in Figure 8. The result of the regression analysis is reported in Table 7. The regression
analysis indicates that the model has moderate explanatory power for brand loyalty within
the sample (R? of 0.4717 and adjusted R? of 0.3862). However, the findings should be
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interpreted with caution due to methodological limitations, particularly the relatively small
sample size (n = 100) and the associated risk of reduced statistical power and potential
selection bias [49]. As such, the results are better understood as exploratory and may not
be fully generalisable to the broader population of social media users in Nepal.

Hypothesis 1 (H1). Social media marketing strategies have a positive effect on brand loyalty.

Social media marketing strategies (8 = 0.1247, p = 0.011) show a positive and statis-
tically significant relationship with brand loyalty. Therefore, H1 is supported within the
constraints of the present sample. This indicates that, holding other variables constant,
greater use of social media marketing strategies is associated with higher levels of brand
loyalty in the Nepalese retail context.

Social media marketing

strategies (SMMS) H1
H2

Customer Trust (CT) Brand loyalty
H3

Implementation challenges
and opportunities (ICO)

Figure 8. Relationship between independent and dependent variables.

Table 7. Regression analysis of variables.

Independent Variable Coefficient p-Value
Implementation Challenges and Opportunities 0.3945071 0.000
Customer Trust —0.2506459 0.137
Social Media Marketing Strategies 0.1246958 0.011
Constant 0.4532171 0.000

R-Squared: 0.4717
Adjusted R-Squared: 0.3862

Hypothesis 2 (H2). Customer trust has a positive effect on brand loyalty.

Customer trust (B = —0.2506,p = 0.137) shows a negative but statistically non-
significant relationship with brand loyalty. Therefore, H2 is not supported within this
sample. Nepal has a collectivist culture where trust is often embedded in social capital
rather than expressed as an individual transactional construct. In such settings, trust
formation is frequently influenced by community-based social proof and peer networks [50],
alongside structural constraints such as varying levels of digital literacy [51]. These factors
may diffuse or reconfigure the direct effect of measured customer trust on brand loyalty,
potentially explaining its lack of statistical significance in the current model.

Hypothesis 3 (H3). Implementation challenges and opportunities have a positive effect on
brand loyalty.

Implementation challenges and opportunities (8 = 0.3945, p < 0.001) exhibit a positive
and statistically significant relationship with brand loyalty. Therefore, H3 is supported
within the present sample. This implies that firms that effectively navigate contextual
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constraints such as infrastructural limitations, geographic barriers, and variations in digital
access are more likely to achieve higher levels of brand loyalty.

5. Summary of Findings

The bibliometric analysis indicates that the field is evolving toward an integrated
framework that incorporates social media engagement and brand loyalty within retail
marketing. Emerging approaches such as gamification and virtual shopping are gaining
attention as next-generation marketing strategies. However, there remains a need for
unified models that integrate relational factors, consumer behaviour, and performance
outcomes in social media contexts.

The survey results show that social media use by brands and related factors play a
major role in building brand loyalty among Nepalese retail customers in Nepal. Regression
analysis indicates a moderate relation between social media marketing and customers
being loyal to the brand, suggesting that tailored and engaging content in social media is
an effective driver of loyalty. Contrary to expectations, the level of customer trust did not
have a significant effect on brand loyalty, indicating that trust is important but not the key
driver of loyalty for brands in Nepal's retail market.

Results from this study support earlier studies showing that social media marketing
builds brand loyalty through personalised content, influencer collaborations, and par-
ticipation in customer conversations [52]. As Khoa et al. [53] point out, the ability to
address infrastructure problems improves the relationship between brands and consumers
in developing markets. In addition, the study agrees with [3] that specific and relevant
content makes the bond between a brand and its customers stronger. On the other hand,
this study runs contrary to findings in the literature, suggesting that trust motivates the
majority of customer loyalty, since it did not prove to be significantly related to loyalty in
this case, according to [35]. This suggests that Nepalese consumers place greater emphasis
on experience, quality, and functional value, while trust plays a secondary role in shaping
brand attachment. Overall, the study enriches the existing literature by pointing out the
details of digital consumer actions in Nepal and outlining the importance of adjusting
strategies to suit the local market.

6. Recommendations

Through the findings of this research, it is recommended that retailers might improve
their social media marketing strategies that align with the local preferences, language and
culture of people in Nepal. Utilising content that reflect peoples every day experiences
through interactive tools like live videos, polls, social media posts, and collaboration with
relevant influencers can help bring consumers closer to the brand. By communicating with
customers in two ways and letting them have a say, brands can make people trust them
more and help their business stand out in a growing and busy retail market in Nepal.

Another challenge that needs to be addressed is the structural constraints that remain
essential for expanding the effectiveness of social media marketing. Collaborations with
local internet services and government bodies can help fix up infrastructure and make
the internet work better for more people. These initiatives will help the brands reach
more people, so more customers can connect with these brands on social media and make
marketing online work even better.

Building customer trust should be considered a foundational or “hygiene” factor
within social media marketing strategies. While the empirical results do not indicate a
direct statistically significant relationship between trust and brand loyalty in the present
model, trust remains important for supporting positive customer perceptions and sustained
engagement. Accordingly, retailers should focus on maintaining transparency, responsive-
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ness, and reliability in their social media communications. Prompt responses to customer
inquiries, honest communication, and responsible brand behaviour can strengthen credibil-
ity and contribute to more favourable customer experiences, even if these effects are not
directly reflected in loyalty outcomes within the current study.

Finally, strategic and systematic monitoring and evaluation of social media perfor-
mance are essential. Regular assessments of the customer response and feedback over social
media are important for retailers, as ongoing analysis of user feedback, engagement metrics
and emerging customer trends enables them to adapt the correct social media marketing
strategies. Data-driven decision-making supports the optimisation of content, the identifi-
cation of emerging trends, and the enhancement of audience interaction. By using analytics
tools, retailers can make their social media campaigns better and contribute to stronger
customer satisfaction, which can help the brand stand out to customers and encourage
them to come back again. In summary, the following recommendations are presented:

(i) Tailor content to Nepalese culture and preferences, using interactive formats such as
live videos, giveaways, and influencer collaborations to enhance engagement and
strengthen brand connection.

(if) Collaborate with local stakeholders and government bodies to improve internet infras-
tructure, enabling broader audience reach and more effective social media marketing.

(iii) Maintain transparency, responsiveness, and social responsibility while leveraging
analytics and customer feedback to refine strategies, enhance engagement, and foster
long-term brand loyalty.

7. Conclusions

The study examined the evolving role of social media marketing in shaping brand
loyalty in Nepal, mainly by looking into the existing literature and survey data analysis.
Bibliometric mapping revealed that the literature is largely centred on themes such as
customer engagement, trust, content personalisation, and digital interaction, highlighting
a strong shift toward relationship-driven marketing approaches. These thematic trends
indicate that social media has become a critical platform for fostering emotional connec-
tions and long-term loyalty between brands and consumers. Empirical insights from the
Nepalese retail sector show that social media marketing strategies positively influence
brand loyalty, particularly through interactive, relevant, and culturally aligned content. In
contrast, the role of customer trust was not found to be a significant predictor of brand
loyalty in this context. Despite being conceptually important, trust alone did not show a
direct impact in the current data. This may indicate that trust may function indirectly or in
combination with other variables, rather than as a standalone determinant.

Finally, the study suggests that implementation challenges and opportunities (H3)
significantly influence brand loyalty. Structural barriers such as limited digital access and
technological constraints, when effectively addressed, can become opportunities for inno-
vation and deeper customer connection. Retailers that adapt to these contextual challenges
are better positioned to strengthen loyalty through tailored and context-specific strategies.
Overall, the research underscores that while social media marketing is a powerful tool for
building brand loyalty in Nepal, its success depends on strategic execution, contextual
adaptation, and a strong focus on customer engagement.

This research has significant effects on our understanding and use of marketing. The
theory highlights that due to the low number of academic studies on the topic, getting
customers actively involved through social media is hard in Nepal, specifically. In practice,
the study reminds Nepalese retail brands that digital marketing should focus on connecting
with customers personally and through interactive activities, apart from just distributing
their content. Since customer trust weakly affects purchases, marketers ought to blend it
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with positive content and a quick response to customers. Considering and dealing with
infrastructural and social problems can lead to stronger marketing strategies. Retailers can
use the findings of this research to improve their customer loyalty in the digital age.

It should be noted that the sample size of 100 respondents may limit the generalisation
of the findings to the wider Nepalese market. Secondly, the empirical insights of the study
rely on self-reported survey data, which may be subject to response bias. Using a cross-
sectional study limits the ability to observe any changes or causes that happen over time.
Beyond these methodological constraints, the study is also limited by its measurement
scope, as it focuses primarily on three independent variables (SMMS, customer trust, and
ICO), while other potentially important determinants of brand loyalty, such as pricing,
product quality, and in-store customer experience, were not included. This reflects a
broader limitation in the operationalisation of brand loyalty and related constructs within
the current model. Future research should therefore focus less on speculative extension of
additional variables and more on strengthening study design and measurement quality.
This may include the use of larger and more diverse samples, improved sampling strategies,
and more robust research designs such as longitudinal approaches.
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Appendix A. Measurement Items
SMMS: Social Media Marketing Strategies

(@) SMMS-1: The content shared by retail brands on social media is informative and
relevant to my needs.

(b) SMMS-2: I am more likely to consider purchasing from a brand that uses social
media influencers.

(c) SMMS-3: Personalised promotions or messages from retail brands on social media
catch my attention.

(d) SMMS-4: I find interactive campaigns (e.g., polls, giveaways) from retail brands
engaging and appealing.

https:/ /doi.org/10.3390/jtaer21070220


https://doi.org/10.3390/jtaer21070220

J. Theor. Appl. Electron. Commer. Res. 2026, 21, 220 19 of 21

CT: Customer Trust

(a) CT-1: I trust the information shared by retail brands on social media.

(b) CT-2: I believe that Nepalese retail brands are honest in their social media communications.

(c) CT-3: I feel secure providing my personal information to retail brands through social
media platforms.

(d) CT-4: Consistent social media presence increases my trust in a retail brand.

ICO: Implementation Challenges and Opportunities

(a) ICO-1: Limited internet access affects how often I can engage with retail brands on
social media.

(b) ICO-2:Ifind that some retail brands lack professionalism in their social media marketing.

(¢) ICO-3: Social media marketing allows retail brands in Nepal to reach customers
more effectively.

(d) ICO-4: Ibelieve that more training and awareness can help retail brands improve their
social media presence.

BL: Brand Loyalty

(a) BL-1: I am more likely to remain loyal to a retail brand that regularly posts engaging
content on social media.

(b) BL-2: Social media campaigns influence my decision to repeatedly buy from the same
retail brand.

(c) BL-3:1feel loyal to retail brands on social media that I perceive as trustworthy.

(d) BL-4: I prefer to stick with brands that provide honest and transparent information
through their social media platforms.

(e) BL-5: Iwould be more loyal to retail brands if they improved their responsiveness and
quality on social media.

(f) BL-6: The ease of accessing brand information on social media increases my loyalty to

retail brands in Nepal.
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