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ABSTRACT

Social media marketing is a trending topic in marketing research. However the research
on its effectiveness is still at embryonic stage. Marketers are faced with challenging
issues of identifying consumers’ motivations that affect subsequent trust on social media
retailers and attitudes of consumers with respect to social media marketing. The aim of
the present research is to address these gaps and identify the impact of consumers’
socialization motivation on consumers’ attitude towards social media marketing and trust
on social media retailers. In addition to this, the study identifies the moderating role of
gender in affecting the relationship between socialization motivation, trust and attitude
towards social media marketing. Data were collected from three cities of Pakistan.
Structural equation modelling through AMOS was used to test the hypotheses. The
results revealed that socialization motivation has a positive impact on consumer’ trust on
social media retailers. Moreover, socialization motivation has a positive impact on
consumers’ attitude towards social media marketing. Trust on social media retailers has
a significant positive impact on consumers’ attitude towards social media marketing.
Gender was found as an important moderating variable in affecting the path estimates
among different variables of the research model. The study has important theoretical and
managerial implications and concludes with few limitations and future research
directions.
Keywords: social media marketing, attitude, socialization, trust

INTRODUCTION

Internet is reshaping the world and our daily activities (Michopoulou & Moisa, 2019).
The popularity of internet is also leading towards the evolving role of promotional mix in
marketing communications (Pantano et al., 2019; Shankar & Batra, 2009). Companies
are moving beyond traditional modes of communication like television, newspapers and
magazines etc. and increasingly adopting newer modes of communication like Internet
and social media (Irshad, 2018; Pletikosa Cvijikj & Michahelles, 2013). In the past few
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years, the world has witnessed an increased growth in information that is generated and
shared through social media (Jabeur, Nait-Sidi-Moh, & Zeadally, 2017). Social media is
defined as a platform that encompasses social networking sites and mobile messaging
applications that is used by people to communicate with friends and family, and to share
updates, photos and videos about their daily lives (Hawk, van den Eijnden, van Lissa, &
ter Bogt, 2019).
There are different channels of social media that comprise of social networking sites
like Facebook, video sharing sites like YouTube, photo sharing sites like Instagram,
microblogging sites like Twitter, business networking sites like LinkedIn and other
applications like Snapchat etc. (Vo et al., 2019). Among these different channels, Facebook
occupies the top most position in terms of number of users that are about 2.7 billion
(Statista, 2019a). Twitter has 330 million monthly active users (Statista, 2019c),
Instagram had reached 1 billion active monthly users by the end of June 2018 (Statista,
2019b), YouTube is one of the biggest online video platforms and its users are about 2
billion (Statista, 2019e), whereas Pinterest has 265 million active monthly users (Statista,
2019d). Social media is an integral component of daily lives of people and they are found
to be inclined to move their interactions to virtual platforms like Facebook, Twitter and
Instagram etc. (Alalwan, Rana, Dwivedi, & Algharabat, 2017). Companies use variety of
these social media platforms to attain different objectives (Valos, Habibi, Casidy,
Driesener, & Maplestone, 2016). The rapid development of mobile internet further
promotes the increased use of social media to communicate with others (Zong, Yang, &
Bao, 2019).
Consumers use social media for various purposes (Dijkmans, Kerkhof, & Beukeboom,
2015). Some people use social media for finding products and information search
(Mowbray, Hall, Raeside, & Robertson, 2017), while others use it for comparing product
features and prices among different brands (Erkan & Evans, 2018). The tremendous
popularity of social media has captured the attention of marketers since it is deeply
penetrated into our daily lives (Alalwan, 2018). People spend about 2 hours and 18
minutes on social media per day worldwide (GWI, 2019a). People in Asia Pacific spend 2
hours and 13 minutes on social media per day, people in Europe spend 1 hour and 50
minutes on social media per day, people in Latin America spend 3 hours and 27 minutes
on social media per day, people in Middle East and Africa spend 3 hours and 3 minutes
on social media per day and people in North America spend about 2 hours and 4 minutes
on social media per day (GWI, 2019b). These statistics reveal the huge popularity of social
media among people around the world.
The increasing popularity of social media has also attracted the attention of marketers.
The emergence of social media as a marketing tool has changed the dynamics of marketing
in terms of companies’ interactions with consumers and sharing information about the
brands (Parsons & Lepkowska-White, 2018). Thus social media marketing is considered
as an essential element of promotional mix of companies. Social media marketing that
comprises of interactive advertising and online brand communities (Chi, 2011), explicit
and implicit advertising (Taylor, Lewin, & Strutton, 2011) has attracted the attention of
many research scholars (Akar & Topcu, 2011). Due to the trending topic of social media
marketing, the Marketing Science Institute has set different priority areas that cover
exploring the consumer behavior with respect to social media marketing (MSI, 2014).
Almost 96% of the companies are engaged in social media marketing (Melancon &
Dalakas, 2018). However, the research about the effectiveness of social media marketing
strategies in terms of affecting consumers’ attitudes and behavioral intentions is still
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debatable and at an embryonic stage (Irshad, 2018; Zhang & Mao, 2016). This issue
prevails in developed countries of the world like US (Zhang & Mao, 2016) as well as in the
Asian developing countries (Dao, Le, Cheng, & Chen, 2014; Irshad, 2018). The issue is
important to be addressed because social media marketing is still in its iterative years in
the Asian countries and the internet infrastructure is not as well developed in these
countries as compared to the advanced countries of the world (Dao et al., 2014; Jung,
Shim, & Jin, 2015; Luna-Nevarez & Torres, 2015).
Considering the fact that the consumers are exposed to marketing content on social
media like ads and brand pages etc., it becomes vital to understand the factors that affect
consumers’ attitude, trust and behavioral intentions in social mediated marketing
environment (Irshad, 2018; Luna-Nevarez & Torres, 2015; Wang, Min, & Han, 2016).
Researchers are of the view that insufficient knowledge about consumers’ motivations
with respect to social media marketing is one of the reasons behind lack of understanding
about the effectiveness of social media marketing strategies (Zhang & Mao, 2016; Zhu &
Chen, 2015). Consumers’ motivations are defined as psychological needs, wants, desires
and drives in decision making processes of consumers (Kumar & Kashyap, 2018; Xie &
Ritchie, 2019). However, there is dearth of knowledge about consumers’ motivations in
the social media marketing environment (Irshad, 2018; Zhang, Guob, Huc, & Liu, 2016).
Prior studies on social media marketing have mainly focused on utilitarian and hedonic
motivations of consumers in the context of social media marketing leaving room for
studying other types of consumers’ motivations (Anderson, Knight, Pookulangara, &
Josiam, 2014; Pöyry, Parvinen, & Malmivaara, 2013). Besides this, trust is also
understudied in the context social mediated environment (Wang et al., 2016). Apart from
this, another research gap is that most of the prior studies on social media marketing lack
explicit theories and testable hypotheses (Knoll, 2015). Therefore the aim of present
research is to address all these gaps and present a testable comprehensive model of
consumer behavior with regard to social media marketing environment.
An important point to note is that social media advertising is a general term that
captures all forms of implicit advertising like banner ads and commercial videos as well
as explicit advertising like brand pages and company related tweets (Taylor et al., 2011).
Chi (2011) also stated that there are two types of marketing communications in social
media which include interactive digital advertising and brand communities or pages.
Therefore, in this research the term ‘‘social media marketing’’ is synonymously used with
social media advertising.

THEORETICAL BACKGROUND AND HYPOTHESES

The present study is based on Uses and Gratifications Theory and Theory of Reasoned
Action to understand the interplay between motives, trust on social media retailers and
attitude towards social media marketing. Uses and Gratifications Theory is considered as
one of the most prominent and popular theories to understand underlying consumers’
motives and their subsequent impact on attitudinal and behavioral outcomes (Plume &
Slade, 2018). Originally, UGT was applied to study the media users’ interest in the
traditional forms of media like newspapers, television, radio, and telephone but now its
applicability has also been expanded to other areas of research (Corkindale, Ram, & Chen,
2018; Thongsri, Shen, Bao, & Alharbi, 2018). The main purpose of Uses and Gratifications
Theory is to explain the reasons on the basis of which individuals choose a particular
medium over other alternative media (Dolan, Conduit, Fahy, & Goodman, 2016) . It is
considered as a well-known and highly valid theory because its principles are generally
© 2019, Online J. Commun. Media Technol., 9(4), e201920
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Figure 1. Research Model

accepted and can be applied in many situations (Liu, North, & Li, 2017; Plume & Slade,
2018). UGT is a comprehensive framework that identifies consumers’ motivations and has
evolved over the years (Hossain, 2019; Mishra, 2019; Zong, Yang, & Bao, 2019).
Theory of Reasoned Action is used to understand the impact of underlying factors e.g.
trust on the attitudes and behavioral intentions of consumers in the online environment
(Xu-Priour, Truong, & Klink, 2014). Theory of Reasoned Action is also very useful to
understand different types of consumer behaviors with regard to any technological use
(Nwagwu & Famiyesin, 2016). Therefore, we extracted trust from the Theory of Reasoned
Action as supported by prior studies (Xu-Priour et al., 2014).
Motivations are defined as desires to achieve goals (Chiang & Hsiao, 2015). It is
important for both online and offline stores to be knowledgeable about consumers’
motivations that play a part in consumers’ purchasing activities (Zhu & Chen, 2015).
Trust is defined as one’s party willingness to rely on another party despite having no
ability to control or monitor that party (Lin, Wang, Wang, & Lu, 2014), Attitude refers to
the consumers’ favorable or unfavorable evaluations about anything in order to perform
a behavior (Kim & Chung, 2011).
The current research focuses on socialization motivation as potential predictor of
consumers’ attitudes towards social media marketing, trust towards the retailers present
on social media and online purchase intentions as discussed in sub sequent sections.

SOCIALIZATION MOTIVATION

With the emergence of web 2.0 and social media, consumers can get connected to other
like-minded people and socialize with them (Hilverda, Kuttschreuter, & Giebels, 2017).
Through the socialization processes and communication with peers, individuals develop
beliefs, feelings and responses (Aladwani, 2018). Interaction with peers facilitates the
provision of a comfortable environment to individuals and they can rely on their peers for
emotional, informational and attachment needs (Gentina, Shrum, Lowrey, Vitell, & Rose,
2018). Individuals can discuss their product related needs with traditional socialization
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agents like parents as well as their friends and other like-minded people on social media
(Mishra, Maheswarappa, Maity, & Samu, 2018). Peers play a vital role in influencing the
buying behavior of consumers (Paul, Modi, & Patel, 2016). In Asian Pacific countries,
digital media is frequently used by people to gain opinions of their peers to assess the
credibility of whatever they see (eMarketer, 2016). However, there is dearth of research
on the impact of peer communication in social mediated marketing environment (Hilverda
et al., 2017; Muralidharan & Men, 2015; Zhang & Mao, 2016). Thus it is hypothesized
that:
H1a: Socialization motivation has a significant positive influence on consumers’
attitude towards social media marketing
H1b: Socialization motivation has a significant positive influence on consumers’ trust
on social media retailers.

TRUST AND ATTITUDE

Trust refers to reliance on another person or entity (Kaushik, Agrawal, & Rahman,
2015). In business transactions, trust is used as a corner stone of relying on another party
(Pirson, Martin, & Parmar, 2017). It is considered as a fundamental aspect in business to
business (Ashnai, Henneberg, Naudé, & Francescucci, 2016) and business to consumer
dealings (Wang et al., 2016). Several studies show that trust acts as an important variable
in affecting consumers’ attitude (Aziz, Husin, Hussin, & Afaq, 2019). Due to the uncertain
nature of cyberspace, trust has been identified as a direct determinant of consumers’
attitude (Al-Debei, Akroush, & Ashouri, 2015). Hence, it is assumed that trust is
important to exist in social media environment in order to positively influence consumers’
attitude towards social media marketing as there is absence of face to face interaction.
H2: Trust positively influences consumers’ attitude towards social media marketing.

MODERATING ROLE OF GENDER

Very few studies have analyzed the moderating role of gender in e commerce and social
commerce environment (Nadeem, Andreini, Salo, & Laukkanen, 2015). Females have
been found to have more positive attitude towards online shopping as compared to males
(Dittmar, Long, & Meek, 2004). Male and female consumers differ in their behaviors in
various decision-making situations (Shao, Zhang, Li, & Guo, 2019). As compared to males,
females have more anxiety when they are indulged in new activities like online shopping
and they are less likely to take risks (Shao et al., 2019). Hence, it is hypothesized that:
H3a: Gender moderates the path estimates between socialization motivation and
consumers’ attitude towards social media marketing
H3b: Gender moderates the path estimates between socialization motivation and
consumers’ consumers’ trust on social media retailers
H3b: Gender moderates the path estimates between consumers’ consumers’ trust on
social media retailers and consumers’ attitude towards social media marketing.

MATERIALS AND METHODS

Social media is used by many fashion brands for commercial purposes like influencing
consumers' purchase related matters (Godey et al., 2016). However, anticipating
consumer behavior in social mediated environment is challenging for fashion industry
around the world including Pakistan (PAS, 2015). Thus, the current study was based on
the Pakistani fashion industry. The items of socialization motivation were adapted from
© 2019, Online J. Commun. Media Technol., 9(4), e201920
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Table 1. Reliability and Convergent Validity
Socialization Motivation
Attitude towards social media marketing
Trust on social media retailers

CR
0.897
0.884
0.868

AVE
0.635
0.523
0.572

Wang, Yu and Wei (2012), items for attitude towards social media marketing were
adapted from Akar and Topcu (2011), and items for trust towards the retailers present on
social media were adapted from Van Der Heijden, Verhagen and Creemers (2003).
We collected data from the people residing in Karachi, Lahore and Islamabad as people
in these cities are well-educated, earn good income and are knowledgeable about the
brands as many national and multi-national brands have their outlets in these cities
(PBS, 2013). We distributed questionnaires in different universities in these cities as
university students are well aware about technology and spend ample amount of their
time in using internet (Ahmad, Mustafa, & AhsanUllah, 2016; Ashraf, Thongpapanl, &
Auh, 2014). However, collecting data only from the university students is considered as a
limitation with respect to the generalization of results. Thus the data were collected from
university students as well as working employees in the universities, educational
institutions, banks and other business sectors. Data were also collected using an online
version of the questionnaire. In order to make sure that respondents use social media for
commercial purposes or not, they were asked in the preamble to fill out the questionnaire
provided they use social media for commercial purposes and those who did not use it for
commercial purposes were asked not to fill it. Besides this, they were also told in the
preamble to fill the questionnaires keeping fashion retailers on social media in mind. We
obtained 574 completely filled questionnaires after discarding the questionnaires which
had large number of missing responses.

RESULTS

The results of demographic analysis revealed that 51 % of the respondents were female
and 49% were male. This implies that there was almost equal representation of males and
females. Most of the respondents fell in the age bracket of 26-30. Most of the respondents
were well educated i.e. 38% had Masters degree followed by MS degree [28%]. About 56%
of the respondents were employed. With respect to income the highest percentage of
respondents [i.e. 32%] were earning about RS. 50 thousand to RS. 1 lac per month.
We followed two step approach. In this section, we applied the two-step approach of
Anderson and Gerbing (1988). Confirmatory Factor Analysis was conducted in order test
the measurement model. Amos 21 was used. Different fit indices are reported for model
fitness (Kline, 2016). The results show that the measurement model had reasonable fit
indices with CFI: 0.913, CMIN/DF: 3.319, RMSEA: 0.055 and SRMR: 0.0492.
One criterion to estimate convergent validity is that each factor loading should be at
least 0.5 (Anderson & Gerbing, 1988). One item of trust having loading of 0.10 was
eliminated. Convergent validity is demonstrated by the measurement model because the
average variance extracted [AVE] for each of the factors is greater than 0.5 (Fornell &
Larcker, 1981). Scale reliability is verified since the values of composite reliability indices
for all the factors are greater than 0.6 (Hair, Black, Babin, & Anderson, 2010).
Our constructs also possessed discriminant validity as well as the square root of AVE
for each construct was greater than the correlations among constructs. All constructs
shared more variance with their respective indicators than with other constructs of the
model.
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Table 2. Discriminant Validity
1 Socialization Motivation
2 Attitude towards social media marketing
3 Trust on social media retailers
Note: ***p<0.001

1
0.713***
0.106***
0.302***

2

3

0.723
0.254***

0.756

Table 3. Structural Model Results
Hypotheses Hypothesized Relationships
β
H1a
Socialization Motivation-Consumers’ attitude
0.577
towards social media marketing
H1b
Socialization Motivation-Consumers’ Trust on social
0.370
media retailers
H2
Consumers’ Trust on social media retailers0.455
Consumers’ attitude towards social media marketing
Note: Significant at ***p < 0.001, [two-tailed test]; β, standardized path coefficients
Table 4. Multi Group Moderation
Hypotheses Hypothesized Relationships
H3a
Socialization Motivation-Consumers’ attitude
towards social media marketing
H3b
Socialization Motivation-Consumers’ Trust on social
media retailers
H3c
Consumers’ Trust on social media retailersConsumers’ attitude towards social media marketing

p

Decision

***

Accepted

***

Accepted

***

Accepted

Female

Male

Z score

0.50

0.30

3.12***

0.42

0.18

2.28***

0.48

0.22

2.12***

We the tested our structural model. The structural model also revealed good fit indices
i.e. CFI= 0.915, CMIN/DF=2.902, RMSEA= 0.058 and SRMR= 0.0426. The results
revealed that there is a significant positive impact of socialization motivation on
consumers’’ attitudes towards social media marketing [β=0.577, p<0.001] and trust
towards the retailers present on social media [β=0.370, p<0.001] which lead us to accept
H1 and H1b. Trust on social media retailers has significant positive influence on
consumers’ attitude towards social media marketing [β=0.455, p<0.001] which leads us to
accept H2.
Gender moderates the path estimates among all variables in the research model as
shown in Table 4. Thus H3a, H3b and H3c are accepted.

DISCUSSION

In response to the popularity of social media platforms, marketers have started to use
these platforms as promotional tools. There is a growing interest among researchers to
identify factors that affect consumers’ attitudes and behavioral responses like purchase
intentions with respect to social media marketing. Besides this, there is a dire need to
understand consumers’ trust in social mediated marketing environment. Although
numerous factors can affect consumers’ attitudes, trust and online purchase intentions,
one possible factor is consumers’ motivations with regard to social media marketing.
However, there is dearth of knowledge about consumers’ motivations from commercial
aspects keeping in view social mediated marketing environment. Previous studies on
social media marketing were generally based on information and entertainment
motivations of consumers. However, there are a number of other consumers’ motivations
that are important to be addressed in studies involving social media marketing. To this
end, the present study introduced socialization motivation to understand its role in
influencing consumers’ attitude towards social media marketing, trust on social media
retailers and online purchase intentions. Our results show that socialization motivation
© 2019, Online J. Commun. Media Technol., 9(4), e201920
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has significant influence on attitude towards social media marketing and trust on social
media retailers. These results are supported by previous studies. The empirical support
of these hypotheses is consistent with previous studies in the context of offline and web
1.0 environment (Niu, 2013). Communication and interactions with peers exert a
significant influence in shaping consumers’ attitudes in both offline and online setting.
Consumers that engage in online communication and interaction with their peers show
positive attitude towards social ads as compared to individuals that do not get engaged in
online peer communication (Zarouali, Poels, Walrave, & Ponnet, 2018). Peer
communication i.e. social influence has been found to exert significant positive impact on
consumers’ attitudes towards mobile advertising and SMS advertising (Izquierdo-Yusta,
Olarte-Pascual, & Reinares-Lara, 2015; Muk & Chung, 2015). Thus these results confirm
to the previous studies regarding the significant and positive impact of socialization
motivation on consumers’ attitude in social mediated marketing context.
Trust has a significant positive impact on consumers’ attitude towards social media
marketing which aligns with previous studies (Aziz et al., 2019). This finding confirms to
the previous studies in online shopping context as trust is a critical factor in shaping
consumers’ attitudes in online shopping environment (Rahman, Islam, Esha, Sultana, &
Chakravorty, 2018). Besides this, this finding also aligns with advertising literature as
trust is identified as an important determinant in shaping consumers’ attitude towards
advertising (Ball, Manika, & Stout, 2016). Thus, it is concluded that trust on social media
retailers in shaping consumers’ attitude is as important in social mediated marketing
contexts as it is important in advertising and online shopping contexts. Gender moderates
the relationship between socialization motivation, trust and attitude towards social media
marketing which is in congruence with previous studies (Shao et al., 2019). The
moderating effect of females is stronger for each path estimate as compared to males. This
might be due to the fact that females are more associated with fashion products as
compared to males (Mosquera, Olarte-Pascual, Ayensa, & Murillo, 2018). The current
study has important theoretical contributions. The foremost theoretical contribution of
the current study is the integration of Uses and Gratifications Theory and Theory of
Reasoned Action. This fills an important gap in literature as identified by prior studies
where most of the research conducted on the social media advertising field lacked a
specific particular theory or referred to a particular in order to generate testable model
and hypotheses (Knoll, 2015). The integration of Uses and Gratifications Theory and
Theory of Reasoned Action contributes to new knowledge in the existing body of literature.
The present study helps in understanding the applicability of Uses and Gratifications
Theory and Theory of Reasoned Action in the context of social media marketing and also
suggests that different aspects of consumer behavior can be taken into consideration by
integrating Uses and Gratifications Theory and Theory of Reasoned Action.
Another theoretical contribution of the present study is testing the proposed theoretical
framework with respect to the fashion industry. Thus, the present research helps in
deepening our understanding about consumer behavior in the fashion industry by
incorporating important variables as socialization motivation, attitude towards social
media marketing and trust on social media retailers. Apart from all the above mentioned
theoretical contributions, the present study takes into account the Pakistani context
because Pakistan is an emerging economy where social media marketing is still in its
iterative years so understanding consumer behavior with respect to social media
marketing in a developing country like Pakistan provides important theoretical insights.
This also fills an existing gap in literature where majority of the previous studies were
8 / 15

© 2019, Online J. Commun. Media Technol., 9(4), e201920

Online Journal of Communication and Media Technologies, 2019

conducted in the developed countries (Odoom, Anning-Dorson, & Acheampong, 2017). We
took a step ahead from previous studies in social media marketing context that were based
on utilitarian and hedonic motivations (Irshad, 2018; Muk, Chung, & Kim, 2014) and
incorporated understudied motivation i.e. socialization motivation and determined the
linkage between these socialization motivation, attitude, trust and online purchase
intentions.

MANAGERIAL IMPLICATIONS

The study also provides several managerial implications. The results revealed that
satisfying the socialization need of consumers leads towards the establishment of positive
attitudes towards social media marketing and trust on social media retailers. This
suggests that consumers visit social media sites to see what products are liked by their
peers and thus they seek opinion from them. Therefore, the retailers on social media
should emphasize a lot in providing social benefits to the consumers by providing them
more opportunities for member-to-member interactions on the companies’ social media
profile pages in order to give them sense of belongingness with like-minded peers. Trust
has a significant positive influence on consumers’ attitude towards social media
marketing. Therefore the managers should focus on fulfilling their commitments with
customers in terms of providing good quality products to customers, return policies and
high quality product information.

LIMITATIONS AND FUTURE RESEARCH DIRECTIONS

Despite the interesting findings, it is important to highlight the limitations of the
present study and explore avenues for future research. Our study was based on the
fashion industry of Pakistan but consumer behavior in social media marketing setting
might be different for other industries like tourism and electronics etc. Therefore, future
studies can be carried out in different industries. We did not check the moderating role of
demographic variables like age, income, and occupation etc. so this limitation can also be
addressed by researchers in the near future. The present study was carried out in
Pakistan which is an emerging Asian economy and where consumer behavior might be
different from other countries. Therefore, we suggest that our model can be tested in
different cultural settings in order to draw useful insights. The current study is limited
to only socialization motivation. Future researchers can extend the list of motives and
establish linkages among motives, attitudes, trust and behavioral intentions in the
context of social media marketing environment. We did not check the mediating role of
trust on social media retailers which can be addressed in future. Besides these limitations,
the study was cross-sectional in nature whereas for capturing changes in intentions and
behavior, longitudinal studies are required which might be carried out in future.
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