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 The proliferation of technology in today’s world has led consumers to gain insight into brands 

via digital communication and shape their purchase intentions accordingly. However, brand 

awareness alone might not be sufficient to enhance consumers’ purchase intentions in the age 

of digital communication. Therefore, to paint a more comprehensive picture of this relationship, 

the paper seeks to address how and when does brand awareness lead to purchase intention in 

the age of digital communication? Based on the quantitative design, 208 responses conveniently 

collected were analyzed, and PLS-SEM was employed to examine the hypothesized relationships. 

The study clarifies empirically the indirect effect of brand awareness, consumer attitude, and 

purchase intention in the age of digital communication. The study also provides new insights 

into the moderated-meditation relationship, results indicate that brand awareness in the 

presence of celebrity endorsement will develop a positive attitude that will positively affect 

purchase intention. The findings of the study not only contribute to advancing the mediating 

effect of consumer attitude but also verify the buffering role of celebrity endorsement. In 

conclusion, companies that use digital communication technologies and take into consideration 

celebrities who are well-liked by the target market may be able to attract consumers’ attention, 

shape attitude, and influence them to make a purchase. In the end, both theoretical and practical 

implications are discussed. 

Keywords: purchase intention, digital communication, brand awareness, consumer attitude, 

celebrity endorsement 

INTRODUCTION 

Purchase intention is a situation when a buyer is likely to acquire a specific product in a specific situation 

(Venkateswara Rao & Elavarasan, 2022). According to Shah et al. (2012), purchase intention is the propensity 

of a buyer to purchase a particular good in a particular situation. Purchase intention is a useful instrument 

for anticipating purchase decisions (Ghosh et al., 2021). Price, perceived quality, and perceived value may 
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have a significant impact on purchase intention. During the purchasing process, buyers are influenced by 

both internal and external factors (Gogoi, 2013). Owing to its importance, purchase intention has been studied 

in cross-culture by several scholars and has been linked with various factors such as perceived behavioral 

control, subjective norm, perceived usefulness, and compatibility (Peña-García, et al., 2020) among others. 

However, in the age of digital communication, consumers frequently use internet reviews to influence their 

purchasing decisions (Thomas et al., 2019). The degree to which consumers are engaged with a brand on 

social media affects their purchase intentions (McClure & Seock, 2020). Thus, we posit that the purchase 

intention of the consumer is based on brand awareness. Brand awareness is the level of consumer familiarity 

with a particular brand’s products, services, or image. The purchase intention of consumers is influenced by 

brand awareness, the consumers who carry more brand awareness are inclined towards more purchases. 

Brand awareness influences consumer brand preference, and consumer spending intentions for brands they 

are familiar with, and it also affects how well the brand is regarded by consumers when they are aware of it 

(Shahid et al., 2017; Ahmad & Hadi, 2020). Thus, it can be assumed that the relationship between brand 

awareness and purchase intention is not that simple and a causal mechanism exit between brand awareness 

and purchase intention relationship. Chi et al. (2009) found that the relationship between brand awareness 

and purchase intention is mediated by perceived quality and brand loyalty. Similarly, brand associations, 

perceived quality, and brand loyalty mediate the relationship between brand awareness and purchase 

intention (Azzari & Pelissari, 2020). 

In the age of digital communication, brand image play a significant mediating role (Tariq et al., 2017). 

Therefore, brand awareness alone might not be sufficient to enhance consumers’ purchase intentions in the 

age of digital communication. To paint a more comprehensive picture of this relationship, an important 

question thus arises, how and when does brand awareness lead to purchase intention in the age of digital 

communication? The paper seeks to address this question by positing that brand awareness may affect the 

attitude of consumers which may lead to purchase intention. However, two main components (thinking and 

feeling) of attitude may affect their attitudes towards the informed brand, as consumers at a deep level are 

very much diversified. Therefore, to adjust this hierarchal effect the study introduces celebrity endorsement1 

as a moderator in the relationship between brand awareness and consumer attitude. Celebrity endorsement 

is an influencer who uses any social media platform to promote goods or a brand (Olmedo et al., 2020). 

Consumers hold a more favorable attitude toward a brand if the brand is endorsed by a celebrity. 

Subsequently, the use of celebrities is critical in the age of digital communication. Ha and Lam (2016) found 

that three characteristics of celebrity specifically affect consumer attitude i.e., “celebrity fit with the brand, 

celebrity expertise and celebrity trustworthiness” (p. 75). Thus, if the celebrity is highly valued by the consumer 

the endorsement of that celebrity creates a favorable consumer attitude that will positively affect their 

purchase intentions (Min et al., 2019; Surana, 2008). This study seeks further to this debate by postulating 

that a moderated-mediation relationship exists between brand awareness and purchase intention because 

when a celebrity endorses a brand it may strengthen the relationship between brand awareness and attitude 

that leads to strong purchase intention.  

This study contributes to consumer behavior literature in the age of digital communication in the following 

ways; firstly, to verify the importance of brand awareness for purchase intention, this study establishes the 

theoretical logic of consumer attitude as a causal mechanism in the relationship between brand awareness 

and consumer purchase intention. Secondly, concerning moderated mediation, the effect of celebrity 

endorsement on the indirect effects; of brand awareness → consumer attitude → purchase intention remains 

relatively unexplored in the age of digital communication. A clear understanding of this relationship is 

necessary to comprehend the effect it produces on purchase intention. Thirdly, the integrative effect of the 

theory of planned behavior and social influence theory extends the scope of both viewpoints in consumer 

behavior literature in the age of digital communication. 

 
1 Celebrities include famous movie stars, sports personalities, and talk show personalities. 
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LITERATURE REVIEW 

Theoretical Foundation 

The conceptual model of the study is based on Ajzens’ idea of the theory of planned behavior which is an 

extension of the theory of reasoned action (Ajzen, 1991). This model analyses people’s aims and ways of 

acting, coupled with a mentality and pretended behavior control, and anticipates the intricacies of human 

behavior in the context of coherent decision-making. According to TPB, a buyer will engage in a behavior if he 

has a strong intention to buy a product from a certain brand and make logical arguments in specific behavior 

by evaluating the information available. Thus, the information about the brands plays a significant role in 

shaping the attitude that leads to intention. TPB contends that a person’s mindset, outside factors, and 

perceived behavioral control all have an impact on their purchasing intentions. Understanding a person’s 

behavior pattern begins with understanding their goals (Saputro & Prihandono, 2018). Personal attitude 

about the behavior perceived societal pressure to engage in the action (subjective norm), and perceived 

control over engaging in the behavior all have an impact on a consumer’s behavioral intention (perceived 

behavioral control). People intend to purchase when they have a favorable opinion of a brand (Sharma et al., 

2021). Favorable product experiences in advertisements are likely to increase the desire to purchase, which 

in turn will likely have a positive impact on purchasing decisions. The social influence theory could be used to 

effectively explain the idea of celebrity endorsement. According to social influence theory, people inside a 

certain social network are affected by others to display particular behavioral patterns. The normative social 

influence relates to the influence of members to adhere to the expectations of another person in a group, as 

opposed to the informational social influence, which persuades people to accept information. This implies 

that celebrity endorsements communicate signals or information about brands that are regarded as authentic 

and true, which may alter a person’s perspective of a brand as a result of some type of social identification 

(Osei-Frimpong et al., 2019). Thus, brand awareness together with celebrity endorsement will produce a 

favorable attitude which will lead to purchase intention (Saydan & Dulek 2019; Wedel et al., 2020). 

Brand Awareness and Purchase Intention 

Brand awareness is imperative in making consumer decisions and raising brand awareness increases the 

likelihood of purchasing the brand. When customers are exposed to a brand, they are more likely to recognize 

it, making it simpler for them to identify and recall it in particular circumstances. Additionally, brand 

awareness is a crucial phenomenon because it significantly affects consumers’ purchase decisions and 

intentions (Shahid et al., 2017). Customers frequently choose to buy products and services from companies 

that are more well-known and comfortable for them. The ability and probability to buy and consider the brand 

tend to increase along with brand awareness (Sharma et al., 2021). Similar to this, consumers are constantly 

exposed to a variety of brands, but they are more likely to recall and remember those that are well-known, 

well-liked, and renowned in the market. The consumer’s understanding of a certain brand affects their 

intention to acquire that brand (Kim & Kim, 2016). In light of this growing trend in technology, Dabbous and 

Barakat (2020) try to explain how social media brand engagement and content quality affect customers’ brand 

awareness and purchase intentions in the age of digital communication. Brand awareness affects the 

development and effectiveness of the brand associations that comprise a brand’s image. The existence of the 

brand in consumers’ perceptions is a prerequisite for them to build relationships with it. Owing to this reason, 

customers always think about buying from well-known brands because they are familiar with them. The 

following hypothesis has been proposed based on the literature: 

H1: BA has a positive and significant relationship with PI in the age of digital communication. 

Brand Awareness and Attitude 

Brand awareness is defined as the buyer’s ability to identify the brand in sufficient aspects to make an 

attitude toward the purchase. Companies must target consumers in a way that makes it easy for them to 

recall and remember the product in their minds based on the awareness they are providing to the customers 

(Saydan & Dulek, 2019). Additionally, people must be persuaded by the advertising effort to buy the products. 

The goal of launching many campaigns at various times is to raise brand awareness, which may aid in 

influencing consumer attitudes. Retaining and gaining customers is a brand’s main objective. There are two 
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tiers of brand awareness, the first level is organizational, and it deals with how a business creates a distinctive, 

long-lasting corporate identity. In this study, the second method is being used, and it entails doing an 

investigation at the individual level to learn what the customers’ opinions are about the brand and how their 

attitude is built based on brand awareness (Foroudi, 2019). When customers are aware of the brand the 

likelihood of purchasing the product will increase. Brand awareness is the ability of a brand to attain a level 

of deliberate recognition; people can identify brands, which helps shape their attitudes (Tariq et al., 2017). 

Customers’ brand and product knowledge may or may not be a compelling enough element to significantly 

affect purchase intention, but it can still influence attitude (Pellissari & Azzari, 2020). Hence, based on the 

literature following hypothesis has been formed: 

H2: BA has a positive and significant relationship with attitude in the age of digital communication. 

Attitude and Purchase Intention 

Purchase intention is defined as the willingness to buy (Younus, Rasheed, & Zia 2015). Santoso Bidayati 

and Hendar, (2019) explained that there is a connection between attitude, product consumption, and 

purchase intention. Purchase intention is a type of decision-making that examines consumers’ motivations 

for purchasing a particular brand. Additionally, Venkateswara Rao and Elavarasan (2022) presented intention 

as an instance where a buyer tends to purchase a particular product in a particular circumstance. Studies 

show that consumers will pay more for a product’s unique selling points and when a favorable attitude is 

developed by the brands then favorable purchase intentions can be developed. The advertising campaigns 

increase the demand for the product by shaping the attitude of the individuals leading to purchase intention 

(Hameed, & Qayyum, 2018). SNS brand community engagement can encourage buyers to have a favorable 

brand attitude and to make purchases. It should be emphasized that a positive brand attitude is necessary 

for the development of purchase intention (Singh, & Banerjee, 2018). The same belief is further supported by 

Ghosh et al. (2021) that attitude is the predictor of purchase intention, and a positive attitude leads to positive 

behavior and intentions. There must be a reasonable relationship between the attitude formed based on the 

effectiveness of the message and repetition because a different study (Sallam & Algammash, 2016) 

demonstrates that a high level of repetition reduces the impact of the message. The consumer’s actual 

purchasing behavior is binary; either they must buy the thing, or they must choose not to (Lee, Lee, & Yang, 

2017). Thus, to better understand the elements that affect consumers’ intentions to shop online, the current 

research examined online purchase intention rather than user behavior in the age of digital communication. 

The consumer’s intention to make an online purchase is indicated by behavioral intention in this study. The 

following hypothesis is developed based on the literature: 

H3: Attitude has a positive and significant relationship with PI in the age of digital communication. 

Attitude as Mediator 

According to Akbari (2015), attitude is defined as a person’s favorable or undesirable view of certain 

behavior. As a result, attitude is useful in describing how an individual’s behavior and intentions are formed 

as a result of their moods, feelings, perceptions, and brand awareness. The attitude toward social media is a 

useful predictor of general preferences (Hadi & Aslam, 2023; Irshad & Ahmad, 2019), but its ability to predict 

behavior has been less clearly demonstrated (Corneille et al., 2019). According to Sabirov et al. (2021), views 

regarding a specific product are directly tied to the decisions made by customers, which may change as a 

result of the information provided to them through advertisements that are either exhibited online or offline 

changing so quickly. According to Schafer (2019), attitude is linked to evaluating the potential outcomes of a 

certain activity, which results in a variety of decisions that lead to a series of actions that take the form of a 

particular behavior, if they are more aware of the certain brand concerning the less brand awareness their 

purchase intention varies (Ferdous et al., 2020). According to Abima et al. (2021), people who carefully 

consider things act in a way that is consistent with the evidence that is shown to them through various 

channels of brand awareness through social media applications, leading to highly positive thoughts. These 

ideas serve as the primary predictors of an individual’s attitude and subsequent intention (Thomas et al., 

2020). For example, purchasing a certain pleasure is linked to emotional qualities like enjoyment, fun, and 

excitement (Amaliah et al., 2020). Customers driven by social values are more likely to select products that 

simply reflect the traditions of a certain culture, country, or group of friends or that represent the social image 
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they want to project (Yang & Chee, 2020). In the consumer market, a good attitude toward the purchase 

intention may result in a product experience that leads to recognition and prestige but it is developed because 

of brand awareness and brand image. A favorable attitude toward social media, according to Chu and Chen 

(2019), is crucial for both individual behavioral change and brand exposure in the age of digital 

communication. A social media-based mindset is linked to evaluating the potential consequences of certain 

conduct, which results in a variety of options that produce a series of actions that take the form of a particular 

behavior (Kim & Seock, 2019). The attitudes are significantly influenced by social media, and the brand 

awareness that is projected on these platforms helps people build opinions about the goods that businesses 

are trying to sell (Ahmad et al., 2016; Zafar et al., 2021). Razak et al. (2019) explained brand awareness as a 

predictor of purchase intention in the presence of attitude. The following hypothesis has been generated 

based on the literature since, according to TPB, attitude is the primary predictor of a given sequence of 

activities that lead to a particular intention: 

H4: Attitude positively mediates the relationship between BA and PI in the age of digital communication. 

Celebrity Endorsement as Moderator 

An influencer who uses any social media platform to promote goods or a brand is known as a celebrity 

endorsement (Atkin & Block, 1983). Similarly, celebrities advertise themselves on social media by developing 

a distinctive online persona to draw in viewers. An FMCG product’s celebrity endorsement on a social media 

platform is classified as a social media influencer, an influential blogger, a well-known Instagram blogger, or 

a YouTube celebrity (Hung et al., 2011). Celebrity shares details about their private lives with a huge number 

of followers on social media platforms and uses their influence to promote products (Zipporah & Mberia, 

2014). People from all around the world follow celebrities to learn more about the goods and companies they 

promote on social media and to receive advice, recommendations, and comments. Additionally, celebrities 

have recently succeeded in increasing and bolstering the engagement of the fans and followers who support 

them on the internet and social media platforms by generating great content on these platforms (Yang, 2018). 

Focusing on qualities and physical traits, and attractiveness (Duffett, 2020). Apejoye (2013) emphasizes and 

asserts that consumers seek out and develop greater interest in the things marketed by web celebrities who 

appeal to them. A celebrity brand ambassador must also be credible in the eyes of the brand’s consumers. 

According to Zhang and Gursoy (2020), the attractiveness of public figures is a critical factor in shifting 

customer views and connecting the correct endorsers to trustworthy brands. They discovered a greater 

association between public figures’ attractiveness and social media influencers. Additionally, a celebrity with 

more knowledge influences attitudes, which improves the intention to buy a product (Febrian & Fadly, 2021). 

The interaction of celebrities on social media creates an attitude that has a direct impact on consumers’ 

intentions to make purchases. A crucial factor influencing the intention to acquire a good is attractiveness, 

which is demonstrated by the online attractiveness of celebrities. This typically occurs when the public finds 

celebrities to be attractive, which fosters favorable consumer engagement (Osei-Frimpong et al., 2019). 

Celebrity endorsement has been identified as an independent variable and mediator in the previous literature 

but the current study is an attempt to study its moderating influence in the age of digital communication on 

the relationship between brand awareness and attitude, as when the attitude is strong it will ultimately have 

a strong purchase intention, therefore, following hypothesis has been established based on the literature: 

H5: CE positively moderates the relationship between BA and attitude in the age of digital communication. 

METHODOLOGY 

The study used a deductive approach with an online survey technique. Customers who bought FMCGs 

online through social media in the previous six to twelve months made up the study’s sample. The population 

frame comprised individuals from five main cities of Pakistan such as Islamabad, Lahore, Karachi, Peshawar, 

and Faisalabad. The sample size for the study is set to 208 based on the convenience sampling technique. 

Cross-sectional data has been gathered from the individuals via an adapted questionnaire having 22 close-

ended questions. 5 items of BA have been adapted from Sasmita and Suki (2015), 5 items of PI has been 

adapted from Duffett (2020), 5 items of attitude has been adapted from Huang et al. (2010), and 7 items of CE 

has been adapted from Hani et al. (2018), the relationship between all items and constructs are reflective in 
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nature as all items capture the same domain of their focal construct (Hadi, 2022). Instrumentations are 

available in Appendix A. Data has been analyzed via PLS-SEM, SmartPLS 4.0. 

Demographic analysis shows a majority of the respondents are females with an age bracket of 21 to 30 

years. The income level of the majority of respondent’s lies between 30,000 to 59,000 Rs. and all respondents 

are buying FMCGs online for the last six months to one year of the period which was a prerequisite to being 

a sample of this study.  

ANALYSIS AND RESULTS 

Factor Loadings, Reliabilities, and Convergent Validities of Constructs 

Reliability and convergent validity in the present study were confirmed by Cronbach’s Alpha, composite 

reliability, and average variance extracted (AVE). According to the results reported in Table 1, all item factor 

loadings exceeded the minimum threshold of 0.7 (Hadi et al., 2016b; Hair et al., 2014) except CE3 and CE6. 

Both items have retained as the loading of 0.687 and 0.698 didn’t affect the value of AVE and reliability of the 

focal construct-celebrity endorsement. Further, the scales used in the study are reliable as the values of 

Cronbach’s Alpha and composite reliability are above the cutoff level of 0.70 (Hair et al., 2010). 

The values of Cronbach’s Alpha ranged from 0.863 to 0.917 and composite reliability ranged from 0.887 

to 0.938. It is also confirmed that all items converged on their factors as the value of all latent constructs is 

above the minimum threshold value of 0.5 Hair et al. (2010), which signifies the convergent validity of the 

measurement models. 

The result also ensured the discriminant validity of the model by following Fornell and Larcker’s (1981) 

criteria. It is determined that a set of items measuring specifically their construct are not cross-loading on 

other constructs. Table 2 showed that the square root of average variance extracted of attitude, brand 

awareness, celebrity endorsement, and purchase intention are larger than the corresponding latent variables 

correlations, signifying that the constructs are not cross load each other. 

Table 1. Factor loadings, reliabilities, and convergent validity 

Latent constructs 

and items  
Loadings 

Cronbach’s 

Alpha 
Composite Reliability 

Average variance 

extracted (AVE) 

Purchase Intention      

PI1 .852    

PI2 .883    

PI3 .885 .917 .938 .751 

PI4 .844    

PI5 .867    

Brand Awareness     

BA1 .735    

BA2 .860    

BA3 .816 .865 .902 .648 

BA4 .898    

BA5 .925    

Attitude     

ATT1 .815    

ATT2 .866    

ATT3 .864 .908 .932 .732 

ATT4 .909    

ATT5 .819    

Celebrity Endorsement     

CE1 .726    

CE2 .740    

CE3 .687    

CE4 .815 .863 .887 .529 

CE5 .705    

CE6 .698    

CE7 .716    
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The establishment of discriminant validity is also confirmed by the values of HTMT (see Table 3). All the 

values are below the threshold of 0.85. Therefore, it is concluded that discriminant validity has been 

established (Hameed et al., 2022). Thus, we concluded that the latent factors represent distinct constructs. By 

looking at the analyzed results in Table 4 all the key hypothesized relationships show acceptable fit (R2 = 37%, 

Q2 = .263). Further, the relationship between Brand awareness and Purchase intention after the inclusion of 

Attitude as a mediator produces a non-significant result (β = 0.135, t= 1.135, p = >0.05), this finding suggests 

that Attitude mediates the hypothesized relationship. Further, we found that celebrity endorsement 

strengthens the relationship between Brand awareness and attitude (β = .239, t = 2.062, p = < 0.05), indicating 

that Brand awareness in the presence of celebrity endorsement will develop a positive attitude that will 

positively affect purchase intention. 

Table 2. Discriminant validity 

Latent constructs  ATTIT BA CE PI 

ATTIT 0.855    

BA 0.635 0.805   

CE -0.293 -0.251 0.728  

PI 0.600 0.461 -0.510 0.866 
 

Table 3. Heterotrait-Monotrait ratio (HTMT) 

Latent constructs  ATTIT BA CE PI 

ATTIT -    

BA 0.698 -   

CE 0.311 0.283 -  

PI 0.640 0.501 0.562 - 
 

 

 

Figure 1. Structural model (Source: Authors’ own elaboration) 
 

Table 4. Path coefficients 

Paths  Coefficients Sample STD t statistics p values 

ATTIT → PI .514 0.104 4.930 0.000 

BA → ATTIT .541 0.077 7.005 0.000 

BA → PI .135 0.119 1.135 0.257 

BA_CE → ATTIT .239 0.142 2.062 0.039 

CE → ATTIT -.079 0.074 1.067 0.286 

Specific indirect effects 

BA → ATTIT → PI .279 .061 4.543 0.000 

BA_CE → ATTIT → PI .151 .072 2.088 0.037 

R2      37% 

Q2       0.263 
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The study empirically supports that Attitude is a causal mechanism between Brand awareness and 

Purchase intention (β = .279, t = 4.543, p = < 0.05). Results of moderated mediation revealed that to develop a 

favorable attitude among consumers that may positively affect purchase intention marketing needs to 

consider the key role of celebrity endorsement on Brand Awareness, Attitude, and Purchase intention 

relationships (β = .151, t = 2.088, p = <0.05). The role of celebrity endorsement was further assessed by f22 effect 

size. Results suggest that the effect size of moderated mediation on the model R2 value is a medium (0.23)3. 

The theory of planned behavior and social influence are highly predictive in the context of this study, as the 

value of predictive relevance is above the threshold of zero (Chin, 1998). 

DISCUSSION 

Brand awareness and purchase intention are the starting points for discussion, and the study discovered 

strong positive relationships between them. The result that brand awareness influences purchase intention 

is validated by prior research (Shahid et al., 2017). Consumers will be in a better position to decide whether 

to make a purchase when they are informed about the product or brand in the age of digital communication. 

Consumers with less understanding of brand awareness are likely to choose alternatives when brands do not 

focus on generating awareness about brands that truly form a buy intention (Cassar et al., 2021). 

Advertisements, which are used by companies to build brand awareness, have the most influence on 

consumers when they are well-made, well-narrated, and tell a compelling tale about the product. These 

elements surely will have an impact on consumers’ purchase inclinations (Dewi et al., 2020; Tsai, 2020). 

Customers’ purchase intentions are influenced by their brand awareness. A consumer with higher brand 

awareness is more likely to make larger purchases. Consumer brand preference and spending intentions are 

influenced by brand awareness, which also has an impact on how highly consumers regard a brand when 

they are aware of it. The study also discovered a strong connection between brand awareness and attitude. 

Before making a purchase, a customer’s attitude is extremely important since it tells marketers exactly what 

the customer wants and what they received, including whether or not it exceeded their expectations and how 

well the goods matched the image they had in mind. Therefore, having a positive attitude, and brand 

awareness play a significant role (Ramesh et al., 2019). 

Furthermore, the study found a significant relationship between attitude and purchase intention. If a 

consumer has a positive attitude toward a brand or product offering, they will become fully aware of it and 

will only purchase products from well-known, reliable brands, however, if the brand or product offering is 

unclear or falls short of expectations, they will have a negative attitude and their purchasing behavior will be 

affected (Coursaris et al., 2016). The positive attitude of customers leads to purchase intention (Kwon & Ahn, 

2020). Consequently, the study found a mediating impact of attitude between brand awareness and purchase 

intention. It shows attitude is the predictor of intention, positive attitude leads to positive behavior and 

intentions Dwivedi, (2021). People who carefully analyze things act in a way that is compatible with the 

evidence that is provided to them through various channels, primarily brand awareness through social media 

applications, as mandated by Abima et al. (2021). Lastly, the study found a moderating impact of celebrity 

endorsement on the relationship between brand awareness and attitude. The hypothesis postulate is 

validated by the findings of the study. The celebrity’s endorsement of digital communication technology 

creates an attitude that has a direct impact on consumers’ intentions to make purchases. The online 

attractiveness of celebrities serves as an example of how attractiveness, one of the most important factors 

influencing the intention to purchase a good, works. This frequently takes place when the public perceives 

celebrities as being appealing, which promotes positive customer interaction (Osei-Frimpong et al., 2019). 

People follow celebrities from all over the world to learn more about the products and businesses they 

 
2 The effect size of celebrity endorsement on Model R2 value.  

f2 = R2 included - R2 excluded/1 – R2 included  

f2 = 0.371 - 0.227/1 -0.371  

f2 = 0.144 / 0.629  

f2 = 0.23. 
3 Guideline for f2 effect size: 0.02, 0.15, and 0.35, representing small, medium, and large effect Cohen (1988). 
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promote on social media and to get recommendations, comments, and advice. Therefore, being this the basic 

reason, celebrity endorsement found a significant moderating impact on shaping the attitude of customers. 

Our findings validated the application of both theoretical perspectives (theory of planned behavior and social 

influence) in consumer behavior literature in the age of digital communication. 

Theoretical Implications 

The theoretical contribution of the study is twofold that enriches the body of knowledge. Firstly, from a 

theoretical perspective the study measured the mediating impact of attitude between brand awareness and 

purchase intention, empirical evidence revealed that consumer attitude is a causal mechanism between 

Brand awareness and purchase intention in the age of digital communication. Further, the study contributes 

additional evidence from moderated mediational perspective. Taken together, these findings suggest that to 

develop a favorable attitude among consumer that positively affect purchase intention marketer needs to 

consider the key role of celebrity endorsement on Brand Awareness, Attitude, and Purchase intention 

relationships in the age of digital communication. Also, the buffering effect of moderated mediation extended 

the scope of TPB and the theory of social influence in the age of digital communication and media.  

Managerial Implication 

First off, the study has important management implications for companies that use digital communication 

and media technologies to market their products. If the product has established enough brand awareness in 

the market using various digital media technologies, it will be able to attract consumers’ attention, shape 

attitude, and influence them to make a purchase. Everything is moving online in this digital age, and this 

includes ads and online shopping too. Customers now have a wide range of media options to choose from, 

which gives rise to favorable brand awareness that leads to purchase intention. Second, advertising 

companies must comprehend that celebrity endorsement is crucial in influencing consumer attitudes, thus 

they must only take into account celebrities who are well-liked by the target market. Third, there are several 

social media platforms available to engage customers, so the brand must decide which one will give them 

access to the largest audience. 

Limitations and Future Implications 

The study can have numerous limitations along with future implications. Firstly, the study is conducted in 

five major cities of Pakistan thus in the future data from other big cities can be added for more generalizability. 

A survey study has been used in the current study consequently in the future some qualitative data can also 

be added about the nature of products and customers’ opinions as open-ended questions. Thirdly, the study 

can add various other factors such as social influence, personality factors, and culture to measure online 

purchase intention. 

CONCLUSION 

In general, the study began with the design of the research model through the analysis of pertinent 

literature and the formulation of research hypotheses that may provide the answers to the research 

questions. The study investigated the effect of brand awareness on purchase intention in the age of digital 

communication along with the mediating impact of attitude and moderating effect of celebrity endorsement 

in the relationship between brand awareness and attitude. The proliferation of technology in today’s world 

has led consumers to experience digital communication and shape their attitudes and intentions accordingly. 

The study confirmed the role of attitude as a mediator and celebrity endorsement as a moderator to 

strengthen the impact on purchase intention in the age of digital communication because individuals are 

compelled by the time to use technology and make intentions consequently. 
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APPENDIX A 

Brand Awareness 

I am aware of this particular product/brand that appeared on social media. 

I can recognize this particular product/brand in comparison with the other competing products/brands 

that appeared on social media. 

I know what this particular product/brand looks like. 

Some characteristics of the particular product/brand that appeared on social media come to my mind 

quickly. 

I can quickly recall the symbol or logo of the particular product/brand that appeared on social media. 

Attitude 

I like the brand’s social media sites. 

I think the brand’s social media sites are reliable. 

I think the brand’s social media sites are friendly. 

I think the brand’s social media sites are valuable. 

I think the brand’s social media sites are of good quality. 

Celebrity Endorsement 

Celebrities in consumer goods ads are usually well-known faces. 

Attractive celebrities are endorsed in consumer goods ads. 

I believe that products endorsed by celebrities are their favorite brands. 

I trust celebrities endorsed in consumer goods ads. 

I follow on social media a consumer goods brand that is endorsed by a celebrity. 

Celebrity endorsers encourage my purchase decision. 

I trust consumer goods brands that are endorsed by celebrities. 

Purchase Intention 

I will buy products that are advertised on social media in the near future. 

I desire to buy products that are promoted on social media. 

Advertisements on social media have a positive influence on my purchase decision. 

I would buy the products that are advertised on social media if I had the money. 

I am likely to purchase some of the products that are advertised on digital media. 
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