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Abstract

This article examines the evolution of brand loyalty in the context of social mediars pervasive influence on consumer
behavior and marketing practices. Traditionally, brand loyalty has been characterized by consumers> consistent
preference for a particular brand. However, the emergence of social media platforms has transformed the marketing
landscape, offering brands unprecedented opportunities to engage with their audience, foster relationships, and cultivate
loyalty. With billions of users actively participating on platforms like Facebook, Instagram, Twitter, and LinkedIn, social
media has become a powerful tool for brands to connect with consumers. This paper highlights the significance of
understanding the evolving nature of brand loyalty in the age of social media. It emphasizes the need for marketers to
adapt their strategies to leverage this new terrain effectively. Through a review of relevant literature and theoretical
frameworks, the article explores the implications of social media on brand-consumer relationships. It offers practical
recommendations for marketers aiming to capitalize on the opportunities presented by the digital landscape.

Keywords: Social Media Performance, New Social Media, Brand Loyalty Approach, Digital Age.

1. Introduction

Intoday’sfast-paced and interconnected world, the marketing
landscape has undergone a profound transformation with
the rise of social media platforms [1-3]. One of the key areas
influenced by this shift is the concept of brand loyalty [4].
Brand loyalty, traditionally understood as the tendency of
consumers to repeatedly purchase products or services from
a preferred brand, has evolved in response to the changing
dynamics of consumer behavior facilitated by social media
[5]- The significance of understanding the evolution of brand
loyalty in the age of social media cannot be overstated. With
billions of users actively engaging on platforms like Facebook,
Instagram, Twitter, and LinkedIn, social media has become
a powerful tool for brands to connect with their audience,
build relationships, and foster loyalty [6]. Consequently,
marketers need to adapt their strategies to effectively
navigate this new terrain and capitalize on the opportunities
presented by the digital landscape [7]. In today’s fast-paced
digital world, building brand loyalty is more important than
ever. With endless options at their fingertips, consumers
are constantly bombarded with choices and messages from
brands competing for their attention. So how can you stand
out and create a lasting connection with your audience? In

this article, we explore long-term customer engagement
strategies in the digital age and explore how to build brand
loyalty that keeps customers coming back for more.

1.1. Objectives of the Study

This research aims to achieve two primary objectives:

e To analyze the evolving nature of brand loyalty in the
context of social media.

« To explore the impact of social media on consumer behavior
and its implications for brand loyalty.

1.2. Research Questions

To guide our investigation, the following research questions
will be addressed:

e How has brand loyalty evolved in response to the
proliferation of social media platforms?

e What are the key factors influencing brand loyalty in the
age of social media?

¢ How do consumer behaviors on social media contribute to
the formation and maintenance of brand loyalty?

e What strategies can marketers employ to leverage social
media effectively in cultivating and sustaining brand loyalty?
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By addressing these research questions, this study seeks
to contribute to a deeper understanding of the complex
interplay between social media, consumer behavior, and
brand loyalty, providing valuable insights for marketers in
navigating the evolving landscape of modern marketing.

1.3. Literature Review

Define Brand Loyalty and its Significance in Marketing:
Brand loyalty refers to consumers’ consistent preference
and repeat purchase behavior towards a particular brand
over others within the same product or service category
[8]. It signifies a strong emotional attachment and trust
consumers develop towards a brand over time. Brand loyalty
is paramount in marketing as it fosters customer retention,
enhances brand equity, and ultimately drives business
profitability [9]. Loyal customers generate repeat sales and
serve as brand advocates, influencing others through word-
of-mouth recommendations and positive reviews [10].

Review of Previous Studies on Brand Loyalty and its
Evolution over Time: Numerous studies have investigated
the concept of brand loyalty and its evolution in response to
changing market dynamics. Early research predominantly
focused on the behavioral aspects of brand loyalty,
emphasizing factors such as product quality, price, and
convenience. However, with the advent of relationship
marketing and social media, scholars began to recognize the
importance of emotional and relational factors in driving
brand loyalty [11-13].

Recent studies have highlighted the shift towards
experiential and relationship-based approaches to brand
loyalty, emphasizing the role of brand engagement, customer
experience, and brand authenticity [14]. Brands increasingly
focus on building meaningful connections with consumers
through personalized interactions and storytelling, fostering
stronger emotional bonds and long-term loyalty [15].

Discussion of Theories and Models Relevant to
Understanding Brand Loyalty in the Age of Social Media:
Several theoretical frameworks have been proposed to
elucidate the dynamics of brand loyalty in the context of
social media. The Brand Loyalty Pyramid, for instance, posits
that brand loyalty progresses through stages of awareness,
preference, and ultimately, loyalty, with each stage influenced
by different marketing strategies and consumer experiences
[16-18]. Social Identity Theory offers insights into how
individuals derive their self-concept and social identity from
their affiliations with specific brands or communities on
social media platforms [19-21].

Additionally, the Brand Relationship Quality Model posits
that brand loyalty is contingent upon the strength of the
relationship between consumers and brands, which is
influenced by trust, satisfaction, and commitment [22].
Social media platforms catalyze building and nurturing
these relationships by providing opportunities for direct
engagement, user-generated content, and community
participation [23].

Exploration of Literature on the Impact of Social Media on
Consumer Behavior and Brand Loyalty: The proliferation
of social media has fundamentally transformed consumer
behavior and reshaped the dynamics of brand-consumer
relationships. Studies have shown that social media platforms
are influential channels for information-seeking, product
discovery, and brand engagement [24]. Consumers actively
seek out recommendations, reviews, and peer opinions on
social media before making purchasing decisions, making
it imperative for brands to maintain a strong presence and
positive reputation on these platforms [25].

Moreover, social media lets brands personalize their
marketing messages, tailor content to specific audience
segments, and create interactive brand experiences. By
leveraging features such as targeted advertising, influencer
partnerships, and user-generated content, brands can foster
deeper connections with consumers and cultivate brand
loyalty. However, social media also poses challenges in
managing brand reputation, handling customer feedback,
and maintaining authenticity in an increasingly competitive
and noisy digital landscape.

In summary, the literature on brand loyalty and social media
underscores the importance of understanding the evolving
nature of consumer behavior and adapting marketing
strategies to effectively engage and retain customers in the
age of social media. By integrating theoretical insights with
empirical research findings, marketers can gain valuable
insights into the factors driving brand loyalty and leverage
social media to build enduring relationships with their
audience.

1.4. Theoretical Framework

The theoretical framework proposed for this study
integrates concepts from brand loyalty theory and social
media marketing theory to provide a comprehensive
understanding of the dynamics shaping brand loyalty in the
age of social media.

In today’s fast-paced and highly competitive business
landscape, building brand loyalty has become more crucial
than ever before. With advancements in technology,
businesses now have access to a vast array of tools and
platforms to reach out to their target audience. However,
this also means that consumers have more options at their
disposal, making it easier for them to switch between brands.

In this digital age, where customers have all the information
they need at their fingertips, it is becoming increasingly
challenging for businesses to retain their customers’ loyalty.
Therefore, understanding the importance of brand loyalty
and implementing strategies to foster it has become essential
for long-term customer engagement.

1.5. Brand Loyalty Theory

Brand loyalty is a term that gets thrown around a lot in the
marketing world, but what exactly does it mean? In simple
terms, brand loyalty refers to the tendency of customers
to consistently choose one particular brand over others in
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the market. It is a measure of how committed and devoted
customers are to a specificbrand, which can have a significant
impact on the success and longevity of a business.

The Brand Loyalty Pyramid, a seminal framework in brand
loyalty theory, posits that brand loyalty progresses through
stages of awareness, preference, and loyalty. At the base of
the pyramid, consumers become aware of a brand through
exposure to marketing communications and product
experiences [26]. As they develop a favorable attitude
towards the brand, they move up the pyramid towards
preference, actively choosing the brand over competitors.
Finally, at the pinnacle of the pyramid, consumers exhibit
loyalty by consistently purchasing and advocating for the
brand.

Why does brand loyalty matter? In today’s digital age where
consumers have endless options at their fingertips, building
and maintaining brand loyalty has become more crucial than
ever before. Here are some key reasons why:

Increased Customer Retention and Repeat Purchases:
When customers are loyal to a brand, they are more likely
to continue purchasing from that brand instead of exploring
other options. This leads to increased customer retention
rates and higher chances of repeat purchases, resulting in
steady revenue for the business.

Positive Word-of-Mouth Marketing: Loyal customers not
only continue buying from a brand themselves but also
recommend it to their friends and family. This word-of-
mouth marketing can be incredibly valuable as people tend
to trust recommendations from those they know.

Competitive Advantage: In today’s highly competitive
market, having loyal customers gives businesses an edge
over their competitors. With so many similar products or
services available, having strong brand loyalty can make all
the difference in attracting and retaining customers.

Cost-effective Marketing: Acquiring new customers can be
much more expensive than retaining existing ones. Building
strong relationships with loyal customers means less
reliance on costly marketing tactics such as advertising or
promotions aimed at acquiring new ones.

1.6. Social Media Marketing Theory

Social media marketing theory emphasizes the role of social
media platforms in facilitating brand-consumer interactions
and fostering engagement [27]. According to this theory,
social media enables brands to build consumer relationships
by providing opportunities for dialogue, content sharing,
and community participation. Through targeted advertising,
influencer collaborations, and user-generated content,
brands can personalize their marketing efforts and create
authentic brand experiences that resonate with their
audience.

Now that we understand what brand loyalty is and why it
matters let’s explore some strategies for building long-term

customer engagement in the digital age:

Consistency across All Touch Points: From social media
presence to website design and customer service experience,
consistency across all touchpoints helps create a sense of
familiarity and trust with customers, leading to increased
brand loyalty.

Personalization: In the digital age, consumers expect a
personalized experience from brands. This can be achieved
through targeted marketing, customized offers, and
personalized communication, making customers feel valued
and understood.

Engaging Content: Creating relevant and engaging content is
essential for building and maintaining brand loyalty. Content
that resonates with customers’ values, interests, and needs
has the power to create an emotional connection with them.

Rewards and Loyalty Programs: Offering rewards or
incentives to loyal customers not only encourages repeat
purchases but also makes them feel appreciated by the
brand. Loyalty programs can also provide valuable data
insights on customer behavior for businesses to improve
their marketing strategies.

Understanding what brand loyalty is and why it matters is
crucial for businesses looking to thrive in the digital age. By
implementing effective strategies for long-term customer
engagement, businesses can build strong relationships with
their customers, leading to increased loyalty and success in
their respective industries.

1.7. Integration of Theoretical Concepts

The proposed theoretical framework integrates these two
theories by recognizing the synergistic relationship between
brand loyalty and social media marketing. In social media,
brand loyalty is no longer a linear process but a dynamic
interaction between consumers and brands facilitated by
digital platforms.

At the framework’s base lies brand awareness, fostered
through social media by creating compelling content,
engaging with users, and leveraging social proof mechanisms
suchasuser-generated contentand influencer endorsements.
As consumers engage with the brand on social media, they
move towards preference by forming positive associations
and developing emotional connections with the brand.

The pinnacle of the framework represents brand loyalty,
where consumers demonstrate a deep commitment to the
brand by consistently engaging with it, advocating for it, and
exhibiting repeat purchase behavior. Social media catalyzes
maintaining brand loyalty by providing channels for ongoing
communication, customer support, and loyalty programs.

1.8. Guidance for Data Analysis and Interpretation

This theoretical framework will guide the analysis and
interpretation of the data by providing a structured lens
through which to examine the relationship between social
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media engagement and brand loyalty. Data analysis will
involve identifying patterns and trends in consumer behavior
on social media platforms, including levels of engagement,
sentiment analysis of brand mentions, and purchase intent
expressed in user interactions.

The framework will also inform the interpretation of
the data by contextualizing findings within the broader
theoretical perspectives of brand loyalty and social media
marketing. By examining how consumers progress through
the stages of the Brand Loyalty Pyramid within the context of
social media, the study will uncover insights into the factors
driving brand loyalty and inform strategic recommendations
for marketers aiming to leverage social media for cultivating
enduring relationships with their audience.

2. Research Methodology

Research Approach: This study will adopt qualitative
methods to provide a comprehensive understanding of brand
loyalty’s evolution in the social media age. This approach is
suitable as it allows for data triangulation, enabling a more
nuanced analysis of the research questions.

Justification: Qualitative methods will provide deeper
insights into consumers’ underlying motivations,
perceptions, and experiences regarding brand loyalty and
social media interactions. Qualitative approaches allow the
study to capture the breadth and depth of the phenomenon
under investigation.

Data Collection Methods: The primary source of data for
this study will be secondary sources, including academic
journals, industry reports, and social media analytics.
Academic journals will provide theoretical frameworks,
empirical studies, and literature reviews relevant to brand
loyalty and social media marketing. Industry reports will
offer insights into current trends, case studies, and best
practices in social media marketing strategies.

Sampling Strategy: The sampling strategy will involve
purposive sampling of relevant studies and datasets that
offer insights into brand loyalty and social media. Criteria for
selection will include relevance to the research questions,
recency of publication, credibility of sources, and diversity in
terms of industries, geographical regions, and social media
platforms. The sample will encompass academic research,
industry reports, and social media data to provide a holistic
perspective.

Data Analysis Techniques: Data analysis will encompass
qualitative techniques. Qualitative data from academic
journals and industry reports will undergo thematic analysis
to extract key themes, concepts, and insights related to brand
loyalty and social media marketing strategies. The findings
from the analyses will be synthesized to comprehensively
understand the research questions and derive meaningful
conclusions and recommendations.

2.1. Data Analysis
Findings from the Analysis of Secondary Data: The analysis

of secondary data related to brand loyalty and social media
reveals several key findings:

Increased Brand Engagement: Social media platforms
have increased consumer brand engagement. Brands that
actively engage with their audience through social media
channels experience higher brand loyalty. This engagement
is manifested through likes, shares, comments, and other
forms of interaction [28, 29].

Influence of User-Generated Content: User-generated
content (UGC) plays asignificantrole in shaping brand loyalty.
Consumers trust peer recommendations and authentic user-
generated content more than traditional advertising. Brands
encouraging and leveraging UGC on social media platforms
experience higher brand loyalty [30, 31].

Personalized Brand Experiences: Social media allows
brands to create personalized experiences for their audience.
Through targeted advertising, customized content, and
tailored messaging, brands can establish deeper connections
with consumers, increasing brand loyalty [32, 33].

Rise of Influencer Marketing: Influencer marketing has
emerged as a powerful tool for building brand loyalty on
social media. Influencers who have established credibility
and authority within specific niches can sway consumer
perceptions and preferences, increasing brand loyalty
among their followers [34, 35].

2.2. Exploration of Trends, Patterns, and Changes in
Consumer Behavior and Brand Loyalty

The analysis also reveals several trends, patterns, and
changes in consumer behavior and brand loyalty influenced
by social media platforms:

Shift towards Authenticity: Consumers value authenticity
and transparency from brands on social media. Brands
that portray authenticity in their communications and
interactions foster higher brand loyalty. This trend
emphasizes the importance of genuine relationships and
trust-building efforts on social media platforms [36-38].

Preference for Visual Content: Visual content, such as
images and videos, performs exceptionally well on social
media platforms. Brands that utilize visually appealing
content to tell their story and showcase their products or
services often experience higher engagement and brand
loyalty [39-41].

Emphasis on Customer Experience: The overall customer
experience, both online and offline, significantly influences
brand loyalty. Brands that prioritize customer satisfaction,
responsiveness, and personalized interactions on social
media platforms are more likely to retain loyal customers
and attract new ones [42-44].

Erosion of Brand Loyalty Barriers: Social media has lowered
the barriers to brand loyalty by providing consumers access
to various choices and information. Consumers can easily
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compare brands, read reviews, and seek recommendations
from their social networks, making it more challenging for
brands to secure long-term loyalty [45-47].

2.3. Illustrative Examples and Case Studies

One illustrative example of the impact of social media on
brand loyalty is Nike’s #JustDolt campaign featuring Colin
Kaepernick. Despite the controversy surrounding the
campaign, Nike experienced a surge in brand engagement
and loyalty, with consumers applauding the brand’s stance
on social issues. The campaign generated significant buzz on
social media platforms, driving conversations, shares, and
positive sentiment towards the brand.

Another case study is Starbucks’ use of Instagram to
create personalized brand experiences. Through visually
appealing posts featuring user-generated content, behind-
the-scenes glimpses, and interactive storytelling, Starbucks
has cultivated a loyal following on social media. The brand’s
emphasis on creating moments of connection and community
on platforms like Instagram has increased brand loyalty and
advocacy among its customers.

These examples highlight the power of social media in
shaping consumer behavior and brand loyalty. By leveraging
social media platforms effectively, brands can strengthen
their relationships with consumers, foster loyalty, and drive
long-term success in the digital age.

3. Discussion

3.1. Interpretation of Findings

The analysis’s findings shed light on the evolving nature
of brand loyalty in the age of social media. The research
questions aimed to explore the impact of social media on
consumer behavior and brand loyalty, and the findings have
provided valuable insights in this regard.

Increased Brand Engagement: The analysis revealed that
social media platforms have facilitated increased brand
engagement among consumers, leading to higher brand
loyalty. Consumers actively interact with brands on social
media through likes, shares, comments, and other forms of
engagement, indicating a shift towards more interactive and
participatory brand-consumer relationships.

Influence of User-Generated Content: User-generated
content emerged as a significant factor influencing brand
loyalty on social media. Consumers trust authentic user-
generated content more than traditional advertising, and
brands that encourage and leverage UGC experience higher
brand loyalty. This highlights the importance of fostering
user-generated content and building communities around
brand advocates on social media platforms.

Personalized Brand Experiences: Personalization emerged
as a critical strategy for enhancing brand loyalty on social
media. Brands that create personalized experiences for their
audience through targeted advertising, customized content,
and tailored messaging are more successful in cultivating
lasting relationships and driving brand loyalty.

3.2. Implications for Theory and Practice
The findings have several implications for theory and
practice in marketing:

Shift in Marketing Paradigm: The findings underscore the
need to shift marketing paradigms towards more consumer-
centric and relationship-focused approaches. Brands must
prioritize authenticity, engagement, and personalization
in their social media strategies to effectively foster brand

loyalty.

Importance of User-Generated Content: The prominence
of user-generated content highlights the power of peer
recommendations and authentic brand advocacy in
influencing consumer behavior. Marketers should actively
encourage and amplify UGC on social media platforms to
strengthen brand loyalty and credibility.

Emphasis on Customer Experience: The emphasis on
customer experience underscores the importance of
delivering seamless and memorable experiences across all
online and offline touch points. Brands prioritizing customer
satisfaction and responsiveness on social media platforms
are better positioned to build and maintain brand loyalty.

3.3. Limitations and Areas for Future Research
While the findings provide valuable insights, it is essential to
acknowledge some limitations of the study:

Generalizability: The findings may only be fully generalizable
across some industries, markets, and consumer segments.
Future research could explore the nuances of brand loyalty
and social media dynamics in specific contexts and cultural
settings.

Temporal Dynamics: The study’s focus on current trends
may overlook long-term shifts and evolving consumer
behaviors. Future research could adopt longitudinal
approaches to track changes in brand loyalty and social
media usage patterns over extended periods.

Measurement Challenges: The reliance on secondary
data sources may pose challenges regarding data quality,
reliability, and consistency. Future research could
incorporate primary data collection methods to complement
and validate findings from secondary sources.

3.4. Recommendations for Marketers

Based on the findings, marketers aiming to leverage social
media for building and maintaining brand loyalty can
consider the following recommendations:

Prioritize Authenticity: Authenticity is paramount in
building trust and credibility on social media. Brands should
strive to be genuine, transparent, and responsive in their
consumer communications and interactions.

Foster User Engagement: Encourage consumer participation
and engagement by soliciting feedback, responding to
comments, and fostering community interactions on social
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media platforms.

Leverage User-Generated Content: Harness the power
of user-generated content to amplify brand advocacy and
influence purchase decisions. Encourage customers to share
their experiences and stories with the brand and showcase
UGC as social proof of brand loyalty.

Personalize Brand Experiences: Tailor content, offers,
and messaging to individual preferences and behaviors to
create personalized brand experiences that resonate with
consumers personally.

By implementing these recommendations, marketers can
effectively harness social media’s potential to cultivate
enduring relationships with their audience, drive brand
loyalty, and ultimately achieve sustainable business growth
in the digital era.

4. Conclusion

In conclusion, this study delved into the evolution of brand
loyalty in the age of social media, aiming to understand the
impact of social media on consumer behavior and brand-
consumer relationships. In today’s digital age, technology
has drastically changed the way businesses interact with
their customers. With the rise of social media, e-commerce,
and other digital platforms, it has become more important
than ever for companies to build strong brand loyalty in order
to stay competitive. One major factor that has contributed
to the evolution of brand loyalty is the rise of social media.
Platforms like Facebook, Instagram, Twitter have given
companies a direct line of communication with their target
audience. They provide an opportunity for brands to engage
with their customers on a more personal level by sharing
content that resonates with them, responding to comments
and complaints in real-time, and creating user-generated
content through hashtags and challenges.

Another aspect that has changed significantly is e-commerce.
With online shopping becoming increasingly popular among
consumers due to its convenience and accessibility from
anywhere at any time; it has become crucial for businesses
to create an engaging online presence in order to retain
customers. This includes having an easy-to-navigate website
or app, offering personalized recommendations based on
previous purchases or browsing history, providing multiple
payment options including mobile wallets and digital
banking methods.

Building a strong foundation is crucial for any successful
brand. It sets the tone for how customers perceive and
interact with your brand, and ultimately determines the level
of loyalty they have towards it. In today’s digital age, where
competition is fierce and consumer behavior is constantly
evolving, it has become more important than ever to identify
your brand values and create a unique identity that resonates
with your target audience.

Brand loyalty refers to a consumer’s commitment and

preference towards a particular brand or product. In the
past, building brand loyalty was mainly achieved through
traditional marketing tactics such as advertising, promotions,
and word-of-mouth recommendations. However, with
the advancement of technology and the increasing use of
smartphones and other devices, consumers now have easier
access to information about products and services. This
has greatly influenced how they perceive brands and make
purchasing decisions.

The main findings of the study can be summarized as follows:
« Social media platforms have facilitated increased consumer
brand engagement, leading to higher brand loyalty [48-50].
» User-generated content emerged as a significant influencer
ofbrand loyalty on social media, emphasizing the importance
of authenticity and peer recommendations [51-53].

¢ Personalized brand experiences play a crucial role
in enhancing brand loyalty. Brands that prioritize
personalization experience greater success in cultivating
lasting relationships [54-56].

4.1. Reiteration of Significance and Implications

The research topic is significant because it is relevant to
modern marketing practices. Brands increasingly rely on
social media to engage with consumers and foster brand
loyalty. The findings underscore the importance of adopting
consumer-centric approaches and leveraging social media
effectively to build meaningful connections with the
audience.

4.2. Contributions to Literature and Practical
Implications

This study contributes to the existing literature by providing
empirical evidence of social media’s influence on brand
loyalty and consumer behavior. By integrating theoretical
frameworks with real-world insights, the study offers
practical implications for marketers aiming to navigate the
evolving landscape of social media marketing. It highlights
the importance of authenticity, user engagement, and
personalized experiences in driving brand loyalty on social
media platforms.

4.3. Reflections on the Future of Brand Loyalty

Looking ahead, the future of brand loyalty in the evolving
landscape of social media marketing is both promising
and challenging. To remain competitive, brands must
adapt to changing consumer preferences, technological
advancements, and market dynamics. The rise of new social
media platforms, advancements in artificial intelligence, and
shifting consumer behaviors will continue to shape how
brands interact with their audience and cultivate brand

loyalty.

In this dynamic environment, brands prioritizing
authenticity, transparency, and customer-centricity will
stand out and build lasting relationships with their audience.
By staying attuned to consumer needs, leveraging data-
driven insights, and embracing innovation, brands can
navigate the complexities of social media marketing and
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forge meaningful connections that transcend transactions,
fostering brand loyalty that withstands the test of time.

References

1.

10.

11.

12.

13.

14.

15.

16.

Turow, J. (2019). Media today: Mass communication in a
converging world. Routledge.

Tarabasz, A. (2024). The Impact of Digital on Marketing
Strategy. In Digital Marketing (pp. 21-37). CRC Press.
Mahoney, L. M., & Tang, T. (2024). Strategic social media:
From marketing to social change. John Wiley & Sons.
Parris, D. L., & Guzman, F. (2023). Evolving brand
boundaries and expectations: looking back on brand
equity, brand loyalty, and brand image research to move
forward. Journal of Product & Brand Management,
32(2),191-234.

Keller, K. L. (1993). Conceptualizing, measuring, and
managing customer-based brand equity. Journal of
marketing, 57(1), 1-22.

Ebrahim, R. S. (2020). The role of trust in understanding
the impact of social media marketing on brand equity
and brand loyalty. Journal of Relationship Marketing,
19(4), 287-308.

Piercy, N., Harris, L. C., Kotler, P,, & Armstrong, G. (2016).
Principles of Marketing 7th edn PDF eBook. Pearson
Higher Ed.

Khan, M. T. (2013). Customers loyalty: Concept
& definition (a review). International Journal of
Information, Business and Management, 5(3), 168-191.
Stahl, F, Heitmann, M., Lehmann, D. R, & Neslin, S.
A. (2012). The impact of brand equity on customer
acquisition, retention, and profit margin. Journal of
marketing, 76(4), 44-63.

Sweeney, |., Payne, A., Frow, P,, & Liu, D. (2020). Customer
advocacy: A distinctive form of word of mouth. Journal
of Service Research, 23(2), 139-155.

Hudson, S., Roth, M. S., Madden, T. J.,, & Hudson, R.
(2015). The effects of social media on emotions, brand
relationship quality, and word of mouth: An empirical
study of music festival attendees. Tourism management,
47, 68-76.

Coelho, P. S, Rita, P, & Santos, Z. R. (2018). On the
relationship between consumer-brand identification,
brand community, and brand loyalty. Journal of Retailing
and Consumer services, 43,101-110.

Dewnarain, S., Ramkissoon, H., & Mavondo, F. (2019).
Social customer relationship management: An integrated
conceptual framework. Journal of Hospitality Marketing
& Management, 28(2), 172-188.

Hag, M.D,, Tseng, T. H., Cheng, H. L., Chiu, C. M., & Kuo, Y. H.
(2024). This country is Loveable: A model of destination
brand love considering consumption authenticity and
social experience. Journal of Destination Marketing &
Management, 32, 100878.

Turri, A. M., Smith, K. H., & Kemp, E. (2013). Developing
affective brand commitment through social media.
Journal of Electronic Commerce Research, 14(3).
Yousaf, A., Amin, I., & Gupta, A. (2017). Conceptualising
tourist based brand-equity pyramid: an application of
Keller brand pyramid model to destinations. Tourism
and hospitality management, 23(1), 119-137.

17.

18.

19.

20.

21.

22.

23.

24,

25.

26.

27.

28.

29.

30.

3L

32.

Copyright © Mohammad Taleghani

Human, G., Ascott-Evans, B., Souter, W. G., & Xabanisa, S.
S. (2011). Advertising, brand knowledge and attitudinal
loyalty in low-income markets: can advertising make a
difference at the’bottom-of-the-pyramid’?. Management
Dynamics: Journal of the Southern African Institute for
Management Scientists, 20(2), 33-45.

Costa Filho, M. C., Falcao, R. P, & Motta, P. C. D. M.
(2021). Brand loyalty among low-income consumers?.
Qualitative Market Research: An International Journal,
24(2), 260-280.

Hogg, M. A. (2016). Social identity theory (pp. 3-17).
Springer International Publishing.

Ellemers, N., & Haslam, S. A. (2012). Social identity
theory. Handbook of theories of social psychology, 2,
379-398.

Brown, R. (2000). Social identity theory: Past
achievements, current problems and future challenges.
European journal of social psychology, 30(6), 745-778.
Jung, L. H, & Soo, K. M. (2012). The effect of brand
experience on brand relationship quality. Academy of
Marketing Studies Journal, 16(1), 87.

Lee, C. T, & Hsieh, S. H. (2022). Can social media-
based brand communities build brand relationships?
Examining the effect of community engagement on
brand love. Behaviour & Information Technology, 41(6),
1270-1285.

Shahbaznezhad, H., Dolan, R., & Rashidirad, M. (2021).
The role of social media content format and platform
in users’ engagement behavior. Journal of Interactive
Marketing, 53(1), 47-65.

Ramanathan, U., Subramanian, N., & Parrott, G. (2017).
Role of social media in retail network operations
and marketing to enhance customer satisfaction.
International Journal of Operations & Production
Management, 37(1), 105-123.

Batra, R, & Keller, K. L. (2016). Integrating marketing
communications: New findings, new lessons, and new
ideas. Journal of marketing, 80(6), 122-145.

Liu, L., Lee, M. K, Liu, R, & Chen, ]J. (2018). Trust
transfer in social media brand communities: The role
of consumer engagement. International Journal of
Information Management, 41, 1-13.

Hollebeek, L. D., Glynn, M. S., & Brodie, R. ]. (2014).
Consumer brand engagement in social media:
Conceptualization, scale development and validation.
Journal of interactive marketing, 28(2), 149-165.
Jayasingh, S. (2019). Consumer brand engagement in
social networking sites and its effect on brand loyalty.
Cogent Business & Management, 6(1), 1698793.

Lariba, C. (2023). The Role of User-Generated Content
in Shaping Brand Perceptions. International Journal of
Public Relation and Communication, 1(1), 25-37.
Christodoulides, G., Jevons, C., & Blackshaw, P. (2011).
The voice of the consumer speaks forcefully in brand
identity: User-generated content forces smart marketers
to listen. Journal of advertising research, 51(1 50th
Anniversary Supplement), 101-111.

Tsimonis, G., & Dimitriadis, S. (2014). Brand strategies in
social media. Marketing intelligence & planning, 32(3),
328-344.

Volume - 1 Issue - 3

Citation: Taleghani, M., Taleghani, A. (2024). The Effect of New Social Media Performance on the Evolution of Brand Loyalty Approach in the Digital Age. Page 7 of 8

Archives of Humanities & Social Sciences Research. 1(3), 1-8.


https://thuvienso.hoasen.edu.vn/bitstream/handle/123456789/11194/Contents.pdf?sequence=1&isAllowed=y
https://thuvienso.hoasen.edu.vn/bitstream/handle/123456789/11194/Contents.pdf?sequence=1&isAllowed=y
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=2.%09Tarabasz%2C+A.+%282024%29.+The+Impact+of+Digital+on+Marketing+Strategy.+Digital+Marketing%3A+Analyzing+its+Transversal+Impact.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=2.%09Tarabasz%2C+A.+%282024%29.+The+Impact+of+Digital+on+Marketing+Strategy.+Digital+Marketing%3A+Analyzing+its+Transversal+Impact.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=3.%09Mahoney%2C+L.+M.%2C+%26+Tang%2C+T.+%282024%29.+Strategic+social+media%3A+From+marketing+to+social+change.+John+Wiley+%26+Sons.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=3.%09Mahoney%2C+L.+M.%2C+%26+Tang%2C+T.+%282024%29.+Strategic+social+media%3A+From+marketing+to+social+change.+John+Wiley+%26+Sons.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=4.%09Parris%2C+D.+L.%2C+%26+Guzman%2C+F.+%282023%29.+Evolving+brand+boundaries+and+expectations%3A+looking+back+on+brand+equity%2C+brand+loyalty%2C+and+brand+image+research+to+move+forward.+Journal+of+Product+%26+Brand+Management%2C+32%282%29%2C+191-234.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=4.%09Parris%2C+D.+L.%2C+%26+Guzman%2C+F.+%282023%29.+Evolving+brand+boundaries+and+expectations%3A+looking+back+on+brand+equity%2C+brand+loyalty%2C+and+brand+image+research+to+move+forward.+Journal+of+Product+%26+Brand+Management%2C+32%282%29%2C+191-234.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=4.%09Parris%2C+D.+L.%2C+%26+Guzman%2C+F.+%282023%29.+Evolving+brand+boundaries+and+expectations%3A+looking+back+on+brand+equity%2C+brand+loyalty%2C+and+brand+image+research+to+move+forward.+Journal+of+Product+%26+Brand+Management%2C+32%282%29%2C+191-234.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=4.%09Parris%2C+D.+L.%2C+%26+Guzman%2C+F.+%282023%29.+Evolving+brand+boundaries+and+expectations%3A+looking+back+on+brand+equity%2C+brand+loyalty%2C+and+brand+image+research+to+move+forward.+Journal+of+Product+%26+Brand+Management%2C+32%282%29%2C+191-234.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=4.%09Parris%2C+D.+L.%2C+%26+Guzman%2C+F.+%282023%29.+Evolving+brand+boundaries+and+expectations%3A+looking+back+on+brand+equity%2C+brand+loyalty%2C+and+brand+image+research+to+move+forward.+Journal+of+Product+%26+Brand+Management%2C+32%282%29%2C+191-234.&btnG=
https://edisciplinas.usp.br/pluginfile.php/3750592/mod_resource/content/1/Keller_1993_Conceptualizing_measuring_and_managing_brabd_equity.pdf
https://edisciplinas.usp.br/pluginfile.php/3750592/mod_resource/content/1/Keller_1993_Conceptualizing_measuring_and_managing_brabd_equity.pdf
https://edisciplinas.usp.br/pluginfile.php/3750592/mod_resource/content/1/Keller_1993_Conceptualizing_measuring_and_managing_brabd_equity.pdf
https://www.academia.edu/download/106737522/15332667.2019.170574220231019-1-a2pqjy.pdf
https://www.academia.edu/download/106737522/15332667.2019.170574220231019-1-a2pqjy.pdf
https://www.academia.edu/download/106737522/15332667.2019.170574220231019-1-a2pqjy.pdf
https://www.academia.edu/download/106737522/15332667.2019.170574220231019-1-a2pqjy.pdf
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=7.%09Kotler%2C+P.%2C+%26+Armstrong%2C+G.+%282016%29.+Principles+of+Marketing+%2816th+ed.%29.+Pearson.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=7.%09Kotler%2C+P.%2C+%26+Armstrong%2C+G.+%282016%29.+Principles+of+Marketing+%2816th+ed.%29.+Pearson.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=7.%09Kotler%2C+P.%2C+%26+Armstrong%2C+G.+%282016%29.+Principles+of+Marketing+%2816th+ed.%29.+Pearson.&btnG=
https://www.academia.edu/download/54315824/38.PDF
https://www.academia.edu/download/54315824/38.PDF
https://www.academia.edu/download/54315824/38.PDF
https://citeseerx.ist.psu.edu/document?repid=rep1&type=pdf&doi=ede9f4081940ec6f8cff0759f78eae0adfb77a1e
https://citeseerx.ist.psu.edu/document?repid=rep1&type=pdf&doi=ede9f4081940ec6f8cff0759f78eae0adfb77a1e
https://citeseerx.ist.psu.edu/document?repid=rep1&type=pdf&doi=ede9f4081940ec6f8cff0759f78eae0adfb77a1e
https://citeseerx.ist.psu.edu/document?repid=rep1&type=pdf&doi=ede9f4081940ec6f8cff0759f78eae0adfb77a1e
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=10.%09Sweeney%2C+J.%2C+Payne%2C+A.%2C+Frow%2C+P.%2C+%26+Liu%2C+D.+%282020%29.+Customer+advocacy%3A+A+distinctive+form+of+word+of+mouth.+Journal+of+Service+Research%2C+23%282%29%2C+139%E2%80%93155.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=10.%09Sweeney%2C+J.%2C+Payne%2C+A.%2C+Frow%2C+P.%2C+%26+Liu%2C+D.+%282020%29.+Customer+advocacy%3A+A+distinctive+form+of+word+of+mouth.+Journal+of+Service+Research%2C+23%282%29%2C+139%E2%80%93155.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=10.%09Sweeney%2C+J.%2C+Payne%2C+A.%2C+Frow%2C+P.%2C+%26+Liu%2C+D.+%282020%29.+Customer+advocacy%3A+A+distinctive+form+of+word+of+mouth.+Journal+of+Service+Research%2C+23%282%29%2C+139%E2%80%93155.&btnG=
https://thuvienso.hoasen.edu.vn/bitstream/handle/123456789/14661/The effects of social media on emotions%2C brand relationship quality%2C and word of mouth An empirical study of music festival attendees.pdf?sequence=1&isAllowed=y
https://thuvienso.hoasen.edu.vn/bitstream/handle/123456789/14661/The effects of social media on emotions%2C brand relationship quality%2C and word of mouth An empirical study of music festival attendees.pdf?sequence=1&isAllowed=y
https://thuvienso.hoasen.edu.vn/bitstream/handle/123456789/14661/The effects of social media on emotions%2C brand relationship quality%2C and word of mouth An empirical study of music festival attendees.pdf?sequence=1&isAllowed=y
https://thuvienso.hoasen.edu.vn/bitstream/handle/123456789/14661/The effects of social media on emotions%2C brand relationship quality%2C and word of mouth An empirical study of music festival attendees.pdf?sequence=1&isAllowed=y
https://thuvienso.hoasen.edu.vn/bitstream/handle/123456789/14661/The effects of social media on emotions%2C brand relationship quality%2C and word of mouth An empirical study of music festival attendees.pdf?sequence=1&isAllowed=y
https://farapaper.com/wp-content/uploads/2018/11/Fardapaper-On-the-relationship-between-consumer-brand-identification-brand-community-and-brand-loyalty.pdf
https://farapaper.com/wp-content/uploads/2018/11/Fardapaper-On-the-relationship-between-consumer-brand-identification-brand-community-and-brand-loyalty.pdf
https://farapaper.com/wp-content/uploads/2018/11/Fardapaper-On-the-relationship-between-consumer-brand-identification-brand-community-and-brand-loyalty.pdf
https://farapaper.com/wp-content/uploads/2018/11/Fardapaper-On-the-relationship-between-consumer-brand-identification-brand-community-and-brand-loyalty.pdf
https://www.academia.edu/download/57575462/Social_customer_relationship_management_An_integrated_conceptual_framework.pdf
https://www.academia.edu/download/57575462/Social_customer_relationship_management_An_integrated_conceptual_framework.pdf
https://www.academia.edu/download/57575462/Social_customer_relationship_management_An_integrated_conceptual_framework.pdf
https://www.academia.edu/download/57575462/Social_customer_relationship_management_An_integrated_conceptual_framework.pdf
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=14.%09Haq%2C+M.+D.%2C+Tseng%2C+T.+H.%2C+Cheng%2C+H.+L.%2C+Chiu%2C+C.+M.%2C+%26+Kuo%2C+Y.+H.+%282024%29.+This+Country+is+Loveable%3A+A+model+of+destination+brand+Love+considering+consumption+authenticity+and+social+Experience%E2%80%94Journal+of+Destination+Marketing+%26+Management%2C+32%2C+100878.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=14.%09Haq%2C+M.+D.%2C+Tseng%2C+T.+H.%2C+Cheng%2C+H.+L.%2C+Chiu%2C+C.+M.%2C+%26+Kuo%2C+Y.+H.+%282024%29.+This+Country+is+Loveable%3A+A+model+of+destination+brand+Love+considering+consumption+authenticity+and+social+Experience%E2%80%94Journal+of+Destination+Marketing+%26+Management%2C+32%2C+100878.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=14.%09Haq%2C+M.+D.%2C+Tseng%2C+T.+H.%2C+Cheng%2C+H.+L.%2C+Chiu%2C+C.+M.%2C+%26+Kuo%2C+Y.+H.+%282024%29.+This+Country+is+Loveable%3A+A+model+of+destination+brand+Love+considering+consumption+authenticity+and+social+Experience%E2%80%94Journal+of+Destination+Marketing+%26+Management%2C+32%2C+100878.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=14.%09Haq%2C+M.+D.%2C+Tseng%2C+T.+H.%2C+Cheng%2C+H.+L.%2C+Chiu%2C+C.+M.%2C+%26+Kuo%2C+Y.+H.+%282024%29.+This+Country+is+Loveable%3A+A+model+of+destination+brand+Love+considering+consumption+authenticity+and+social+Experience%E2%80%94Journal+of+Destination+Marketing+%26+Management%2C+32%2C+100878.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=14.%09Haq%2C+M.+D.%2C+Tseng%2C+T.+H.%2C+Cheng%2C+H.+L.%2C+Chiu%2C+C.+M.%2C+%26+Kuo%2C+Y.+H.+%282024%29.+This+Country+is+Loveable%3A+A+model+of+destination+brand+Love+considering+consumption+authenticity+and+social+Experience%E2%80%94Journal+of+Destination+Marketing+%26+Management%2C+32%2C+100878.&btnG=
http://ojs.jecr.org/jecr/sites/default/files/14_03_p1.pdf
http://ojs.jecr.org/jecr/sites/default/files/14_03_p1.pdf
http://ojs.jecr.org/jecr/sites/default/files/14_03_p1.pdf
https://hrcak.srce.hr/file/266535
https://hrcak.srce.hr/file/266535
https://hrcak.srce.hr/file/266535
https://hrcak.srce.hr/file/266535
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=17.%09Human%2C+G.%2C+Ascott-Evans%2C+B.%2C+Souter%2C+W.+G.%2C+%26+Xabanisa%2C+S.+S.+%282011%29.+Advertising%2C+brand+knowledge+and+attitudinal+loyalty+in+low-income+markets%3A+Can+advertising+make+a+difference+at+the+%27bottom-of-the-pyramid%E2%80%99%3F+Management+Dynamics%3A+Journal+of+the+Southern+African+Institute+for+Management+Scientists%2C+20%282%29%2C+33-45.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=17.%09Human%2C+G.%2C+Ascott-Evans%2C+B.%2C+Souter%2C+W.+G.%2C+%26+Xabanisa%2C+S.+S.+%282011%29.+Advertising%2C+brand+knowledge+and+attitudinal+loyalty+in+low-income+markets%3A+Can+advertising+make+a+difference+at+the+%27bottom-of-the-pyramid%E2%80%99%3F+Management+Dynamics%3A+Journal+of+the+Southern+African+Institute+for+Management+Scientists%2C+20%282%29%2C+33-45.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=17.%09Human%2C+G.%2C+Ascott-Evans%2C+B.%2C+Souter%2C+W.+G.%2C+%26+Xabanisa%2C+S.+S.+%282011%29.+Advertising%2C+brand+knowledge+and+attitudinal+loyalty+in+low-income+markets%3A+Can+advertising+make+a+difference+at+the+%27bottom-of-the-pyramid%E2%80%99%3F+Management+Dynamics%3A+Journal+of+the+Southern+African+Institute+for+Management+Scientists%2C+20%282%29%2C+33-45.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=17.%09Human%2C+G.%2C+Ascott-Evans%2C+B.%2C+Souter%2C+W.+G.%2C+%26+Xabanisa%2C+S.+S.+%282011%29.+Advertising%2C+brand+knowledge+and+attitudinal+loyalty+in+low-income+markets%3A+Can+advertising+make+a+difference+at+the+%27bottom-of-the-pyramid%E2%80%99%3F+Management+Dynamics%3A+Journal+of+the+Southern+African+Institute+for+Management+Scientists%2C+20%282%29%2C+33-45.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=17.%09Human%2C+G.%2C+Ascott-Evans%2C+B.%2C+Souter%2C+W.+G.%2C+%26+Xabanisa%2C+S.+S.+%282011%29.+Advertising%2C+brand+knowledge+and+attitudinal+loyalty+in+low-income+markets%3A+Can+advertising+make+a+difference+at+the+%27bottom-of-the-pyramid%E2%80%99%3F+Management+Dynamics%3A+Journal+of+the+Southern+African+Institute+for+Management+Scientists%2C+20%282%29%2C+33-45.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=17.%09Human%2C+G.%2C+Ascott-Evans%2C+B.%2C+Souter%2C+W.+G.%2C+%26+Xabanisa%2C+S.+S.+%282011%29.+Advertising%2C+brand+knowledge+and+attitudinal+loyalty+in+low-income+markets%3A+Can+advertising+make+a+difference+at+the+%27bottom-of-the-pyramid%E2%80%99%3F+Management+Dynamics%3A+Journal+of+the+Southern+African+Institute+for+Management+Scientists%2C+20%282%29%2C+33-45.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=18.%09Costa+Filho%2C+M.+C.%2C+Falcao%2C+R.+P.%2C+%26+Motta%2C+P.+C.+D.+M.+%282021%29.+Brand+loyalty+among+low-income+consumers%3F+Qualitative+Market+Research%3A+An+International+Journal%2C+24%282%29%2C+260-280.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=18.%09Costa+Filho%2C+M.+C.%2C+Falcao%2C+R.+P.%2C+%26+Motta%2C+P.+C.+D.+M.+%282021%29.+Brand+loyalty+among+low-income+consumers%3F+Qualitative+Market+Research%3A+An+International+Journal%2C+24%282%29%2C+260-280.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=18.%09Costa+Filho%2C+M.+C.%2C+Falcao%2C+R.+P.%2C+%26+Motta%2C+P.+C.+D.+M.+%282021%29.+Brand+loyalty+among+low-income+consumers%3F+Qualitative+Market+Research%3A+An+International+Journal%2C+24%282%29%2C+260-280.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=18.%09Costa+Filho%2C+M.+C.%2C+Falcao%2C+R.+P.%2C+%26+Motta%2C+P.+C.+D.+M.+%282021%29.+Brand+loyalty+among+low-income+consumers%3F+Qualitative+Market+Research%3A+An+International+Journal%2C+24%282%29%2C+260-280.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=19.%09Hogg%2C+M.+A.+%282016%29.+Social+identity+theory+%28pp.+3%E2%80%9317%29.+Springer+International+Publishing.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=19.%09Hogg%2C+M.+A.+%282016%29.+Social+identity+theory+%28pp.+3%E2%80%9317%29.+Springer+International+Publishing.&btnG=
https://psikologi.unmuha.ac.id/wp-content/uploads/2020/02/SAGE-Social-Psychology-Program-Paul-A.-M.-Van-Lange-Arie-W.-Kruglanski-E-Tory-Higgins-Handbook-of-Theories-of-Social-Psychology_-Volume-Two-SAGE-Publications-Ltd-2011.pdf#page=400
https://psikologi.unmuha.ac.id/wp-content/uploads/2020/02/SAGE-Social-Psychology-Program-Paul-A.-M.-Van-Lange-Arie-W.-Kruglanski-E-Tory-Higgins-Handbook-of-Theories-of-Social-Psychology_-Volume-Two-SAGE-Publications-Ltd-2011.pdf#page=400
https://psikologi.unmuha.ac.id/wp-content/uploads/2020/02/SAGE-Social-Psychology-Program-Paul-A.-M.-Van-Lange-Arie-W.-Kruglanski-E-Tory-Higgins-Handbook-of-Theories-of-Social-Psychology_-Volume-Two-SAGE-Publications-Ltd-2011.pdf#page=400
https://onlinelibrary.wiley.com/doi/pdf/10.1002/1099-0992%28200011/12%2930:6%3C745::AID-EJSP24%3E3.0.CO;2-O
https://onlinelibrary.wiley.com/doi/pdf/10.1002/1099-0992%28200011/12%2930:6%3C745::AID-EJSP24%3E3.0.CO;2-O
https://onlinelibrary.wiley.com/doi/pdf/10.1002/1099-0992%28200011/12%2930:6%3C745::AID-EJSP24%3E3.0.CO;2-O
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=22.%09Jung%2C+L.+H.%2C+%26+Soo%2C+K.+M.+%282012%29.+The+effect+of+brand+experience+on+brand+relationship+quality.+Academy+of+Marketing+Studies+Journal%2C+16%281%29%2C+87.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=22.%09Jung%2C+L.+H.%2C+%26+Soo%2C+K.+M.+%282012%29.+The+effect+of+brand+experience+on+brand+relationship+quality.+Academy+of+Marketing+Studies+Journal%2C+16%281%29%2C+87.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=22.%09Jung%2C+L.+H.%2C+%26+Soo%2C+K.+M.+%282012%29.+The+effect+of+brand+experience+on+brand+relationship+quality.+Academy+of+Marketing+Studies+Journal%2C+16%281%29%2C+87.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=23.%09Lee%2C+C.+T.%2C+%26+Hsieh%2C+S.+H.+%282022%29.+Can+social+media-based+brand+communities+build+brand+relationships%3F+Examining+the+effect+of+community+engagement+on+brand+love.+Behavior+%26+Information+Technology%2C+41%286%29%2C+1270-1285.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=23.%09Lee%2C+C.+T.%2C+%26+Hsieh%2C+S.+H.+%282022%29.+Can+social+media-based+brand+communities+build+brand+relationships%3F+Examining+the+effect+of+community+engagement+on+brand+love.+Behavior+%26+Information+Technology%2C+41%286%29%2C+1270-1285.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=23.%09Lee%2C+C.+T.%2C+%26+Hsieh%2C+S.+H.+%282022%29.+Can+social+media-based+brand+communities+build+brand+relationships%3F+Examining+the+effect+of+community+engagement+on+brand+love.+Behavior+%26+Information+Technology%2C+41%286%29%2C+1270-1285.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=23.%09Lee%2C+C.+T.%2C+%26+Hsieh%2C+S.+H.+%282022%29.+Can+social+media-based+brand+communities+build+brand+relationships%3F+Examining+the+effect+of+community+engagement+on+brand+love.+Behavior+%26+Information+Technology%2C+41%286%29%2C+1270-1285.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=23.%09Lee%2C+C.+T.%2C+%26+Hsieh%2C+S.+H.+%282022%29.+Can+social+media-based+brand+communities+build+brand+relationships%3F+Examining+the+effect+of+community+engagement+on+brand+love.+Behavior+%26+Information+Technology%2C+41%286%29%2C+1270-1285.&btnG=
https://journals.sagepub.com/doi/pdf/10.1016/j.intmar.2020.05.001
https://journals.sagepub.com/doi/pdf/10.1016/j.intmar.2020.05.001
https://journals.sagepub.com/doi/pdf/10.1016/j.intmar.2020.05.001
https://journals.sagepub.com/doi/pdf/10.1016/j.intmar.2020.05.001
https://uobrep.openrepository.com/bitstream/handle/10547/623033/UR-NS-GP-IJOPM.pdf?sequence=2&isAllowed=y
https://uobrep.openrepository.com/bitstream/handle/10547/623033/UR-NS-GP-IJOPM.pdf?sequence=2&isAllowed=y
https://uobrep.openrepository.com/bitstream/handle/10547/623033/UR-NS-GP-IJOPM.pdf?sequence=2&isAllowed=y
https://uobrep.openrepository.com/bitstream/handle/10547/623033/UR-NS-GP-IJOPM.pdf?sequence=2&isAllowed=y
https://uobrep.openrepository.com/bitstream/handle/10547/623033/UR-NS-GP-IJOPM.pdf?sequence=2&isAllowed=y
https://www.researchgate.net/profile/Rajeev-Batra/publication/305079910_Integrating_Marketing_Communications_New_Findings_New_Lessons_and_New_Ideas/links/58499b8108ae686033a768be/Integrating-Marketing-Communications-New-Findings-New-Lessons-and-New-Ideas.pdf
https://www.researchgate.net/profile/Rajeev-Batra/publication/305079910_Integrating_Marketing_Communications_New_Findings_New_Lessons_and_New_Ideas/links/58499b8108ae686033a768be/Integrating-Marketing-Communications-New-Findings-New-Lessons-and-New-Ideas.pdf
https://www.researchgate.net/profile/Rajeev-Batra/publication/305079910_Integrating_Marketing_Communications_New_Findings_New_Lessons_and_New_Ideas/links/58499b8108ae686033a768be/Integrating-Marketing-Communications-New-Findings-New-Lessons-and-New-Ideas.pdf
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=27.%09Liu%2C+L.%2C+Lee%2C+M.+K.%2C+Liu%2C+R.%2C+%26+Chen%2C+J.+%282018%29.+Trust+transfer+in+social+media+brand+communities%3A+The+role+of+consumer+engagement.+International+Journal+of+Information+Management%2C+41%2C+1-13.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=27.%09Liu%2C+L.%2C+Lee%2C+M.+K.%2C+Liu%2C+R.%2C+%26+Chen%2C+J.+%282018%29.+Trust+transfer+in+social+media+brand+communities%3A+The+role+of+consumer+engagement.+International+Journal+of+Information+Management%2C+41%2C+1-13.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=27.%09Liu%2C+L.%2C+Lee%2C+M.+K.%2C+Liu%2C+R.%2C+%26+Chen%2C+J.+%282018%29.+Trust+transfer+in+social+media+brand+communities%3A+The+role+of+consumer+engagement.+International+Journal+of+Information+Management%2C+41%2C+1-13.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=27.%09Liu%2C+L.%2C+Lee%2C+M.+K.%2C+Liu%2C+R.%2C+%26+Chen%2C+J.+%282018%29.+Trust+transfer+in+social+media+brand+communities%3A+The+role+of+consumer+engagement.+International+Journal+of+Information+Management%2C+41%2C+1-13.&btnG=
https://openrepository.aut.ac.nz/bitstreams/6b5e2e75-5c41-4033-b4dc-b28229f2ae1c/download
https://openrepository.aut.ac.nz/bitstreams/6b5e2e75-5c41-4033-b4dc-b28229f2ae1c/download
https://openrepository.aut.ac.nz/bitstreams/6b5e2e75-5c41-4033-b4dc-b28229f2ae1c/download
https://openrepository.aut.ac.nz/bitstreams/6b5e2e75-5c41-4033-b4dc-b28229f2ae1c/download
https://www.tandfonline.com/doi/pdf/10.1080/23311975.2019.1698793
https://www.tandfonline.com/doi/pdf/10.1080/23311975.2019.1698793
https://www.tandfonline.com/doi/pdf/10.1080/23311975.2019.1698793
https://forthworthjournals.org/journals/index.php/IJPRC/article/download/58/55
https://forthworthjournals.org/journals/index.php/IJPRC/article/download/58/55
https://forthworthjournals.org/journals/index.php/IJPRC/article/download/58/55
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=31.%09Christodoulides%2C+G.%2C+Jevons%2C+C.%2C+%26+Blackshaw%2C+P.+%282011%29.+The+voice+of+the+consumer+speaks+forcefully+in+brand+identity%3A+User-generated+content+forces+smart+marketers+to+listen.+Journal+of+advertising+research%2C+51%281+50th+Anniversary+Supplement%29%2C+101-111.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=31.%09Christodoulides%2C+G.%2C+Jevons%2C+C.%2C+%26+Blackshaw%2C+P.+%282011%29.+The+voice+of+the+consumer+speaks+forcefully+in+brand+identity%3A+User-generated+content+forces+smart+marketers+to+listen.+Journal+of+advertising+research%2C+51%281+50th+Anniversary+Supplement%29%2C+101-111.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=31.%09Christodoulides%2C+G.%2C+Jevons%2C+C.%2C+%26+Blackshaw%2C+P.+%282011%29.+The+voice+of+the+consumer+speaks+forcefully+in+brand+identity%3A+User-generated+content+forces+smart+marketers+to+listen.+Journal+of+advertising+research%2C+51%281+50th+Anniversary+Supplement%29%2C+101-111.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=31.%09Christodoulides%2C+G.%2C+Jevons%2C+C.%2C+%26+Blackshaw%2C+P.+%282011%29.+The+voice+of+the+consumer+speaks+forcefully+in+brand+identity%3A+User-generated+content+forces+smart+marketers+to+listen.+Journal+of+advertising+research%2C+51%281+50th+Anniversary+Supplement%29%2C+101-111.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=31.%09Christodoulides%2C+G.%2C+Jevons%2C+C.%2C+%26+Blackshaw%2C+P.+%282011%29.+The+voice+of+the+consumer+speaks+forcefully+in+brand+identity%3A+User-generated+content+forces+smart+marketers+to+listen.+Journal+of+advertising+research%2C+51%281+50th+Anniversary+Supplement%29%2C+101-111.&btnG=
https://www.researchgate.net/profile/Georgios-Tsimonis/publication/262575006_Brand_Strategies_in_Social_Media/links/5c9c9da2a6fdccd4603f497f/Brand-Strategies-in-Social-Media.pdf?_sg%5B0%5D=started_experiment_milestone&origin=journalDetail
https://www.researchgate.net/profile/Georgios-Tsimonis/publication/262575006_Brand_Strategies_in_Social_Media/links/5c9c9da2a6fdccd4603f497f/Brand-Strategies-in-Social-Media.pdf?_sg%5B0%5D=started_experiment_milestone&origin=journalDetail
https://www.researchgate.net/profile/Georgios-Tsimonis/publication/262575006_Brand_Strategies_in_Social_Media/links/5c9c9da2a6fdccd4603f497f/Brand-Strategies-in-Social-Media.pdf?_sg%5B0%5D=started_experiment_milestone&origin=journalDetail

Archives of Humanities & Social Sciences Research

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

44,

45.

Gensler, S., Volckner, F, Liu-Thompkins, Y, & Wiertz,
C. (2013). Managing brands in the social media
environment. Journal of interactive marketing, 27(4),
242-256.

Dogra, K. (2019). The impact of influencer marketing
on brand loyalty towards luxury cosmetics brands:
Comparison of Generation Z and Millennial. Modul
University.

Lou, C, & Yuan, S. (2019). Influencer marketing: How
message value and credibility affect consumer trust of
branded content on social media. Journal of interactive
advertising, 19(1), 58-73.

Fritz, K. Schoenmueller, V, & Bruhn, M. (2017).
Authenticity in branding-exploring antecedents and
consequences of brand authenticity. European journal
of marketing, 51(2), 324-348.

Audrezet, A., De Kerviler, G., & Moulard, J. G. (2020).
Authenticity under threat: When social media
influencers need to go beyond self-presentation. Journal
of business research, 117, 557-569.

Balaban, D. C., & Szambolics, ]. (2022). A proposed model
of self-perceived authenticity of social media influencers.
Media and Communication, 10(1), 235-246.

Highfield, T, & Leaver, T. (2016). Instagrammatics and
digital methods: Studying visual social media, from
selfies and GIFs to memes and emoji. Communication
research and practice, 2(1), 47-62.

Allagui, 1., & Breslow, H. (2016). Social media for public
relations: Lessons from four effective cases. Public
relations review, 42(1), 20-30.

Geng, X,, Zhang, H., Bian, ], & Chua, T. S. (2015). Learning
image and user features for recommendation in social
networks. In Proceedings of the IEEE international
conference on computer vision (pp. 4274-4282).

Brun, I, Rajaobelina, L., Ricard, L., & Berthiaume, B.
(2017). Impact of customer experience on loyalty:
a multichannel examination. The Service Industries
Journal, 37(5-6), 317-340.

Ertemel, A. V, Civelek, M. E., Eroglu Pektas, G. 0., &
Cemberci, M. (2021). The role of customer experience in
the effect of online flow state on customer loyalty. PloS
one, 16(7), e0254685.

Cleff, T., Walter, N., & Xie, ]. (2018). The Effect of Online
Brand Experience on Brand Loyalty: A Web of Emotions.
IUP Journal of Brand Management, 15(1).

Mutum, D. Ghazali, E. M., Nguyen, B, & Arnott, D.

46.

47.

48.

49,

50.

51

52.

53.

54.

55.

56.

Copyright © Mohammad Taleghani

(2014). Online loyalty and its interaction with switching
barriers. Journal of Retailing and Consumer Services,
21(6), 942-949.

Yanamandram, V., & White, L. (2006). Switching barriers
in business-to-business services: a qualitative study.
International journal of service industry management,
17(2), 158-192.

McMullan, R, & Gilmore, A. (2008). Customer loyalty:
an empirical study. European journal of marketing,
42(9/10), 1084-1094.

Zheng, X., Cheung, C. M., Lee, M. K,, & Liang, L. (2015).
Building brand loyalty through user engagement in
online brand communities in social networking sites.
Information Technology & People, 28(1), 90-106.
Apenes Solem, B. A. (2016). Influences of customer
participation and customer brand engagement on brand
loyalty. Journal of Consumer Marketing, 33(5), 332-342.
Algharabat, R, Rana, N. P, Alalwan, A. A,, Baabdullah,
A, & Gupta, A. (2020). Investigating the antecedents
of customer brand engagement and consumer-based
brand equity in social media. Journal of Retailing and
Consumer Services, 53, 101767.

Lampeitl, A, & Aberg, P. (2017). The role of influencers
in generating customer-based brand equity & brand-
promoting user-generated content.

Halliday, S. V. (2016). User-generated content about
brands: Understanding its creators and consumers.
Journal of Business Research, 69(1), 137-144.
Narangajavana Kaosiri, Y., Callarisa Fiol, L. ]J., Moliner
Tena, M. A, Rodriguez Artola, R. M., & Sanchez Garcia, .
(2019). User-generated content sources in social media:
A new approach to explore tourist satisfaction. Journal
of Travel Research, 58(2), 253-265.

Rane, N. L. Achari, A, & Choudhary, S. P. (2023).
Enhancing customer loyalty through quality of service:
Effective strategies to improve customer satisfaction,
experience, relationship, and engagement. International
Research Journal of Modernization in Engineering
Technology and Science, 5(5), 427-452.

Tsai, S. P. (2011). Fostering international brand loyalty
through committed and attached relationships.
International Business Review, 20(5), 521-534.

Fang, Y. H,, Li, C. Y, & Bhatti, Z. A. (2021). Building brand
loyalty and endorsement with brand pages: integration
of the lens of affordance and customer-dominant logic.
Information Technology & People, 34(2), 731-769.

Volume - 1 Issue - 3

Citation: Taleghani, M., Taleghani, A. (2024). The Effect of New Social Media Performance on the Evolution of Brand Loyalty Approach in the Digital Age. Page 8 of 8

Archives of Humanities & Social Sciences Research. 1(3), 1-8.


https://openaccess.city.ac.uk/id/eprint/5274/1/Managing Brands in the Social Media Environment 2014.pdf
https://openaccess.city.ac.uk/id/eprint/5274/1/Managing Brands in the Social Media Environment 2014.pdf
https://openaccess.city.ac.uk/id/eprint/5274/1/Managing Brands in the Social Media Environment 2014.pdf
https://openaccess.city.ac.uk/id/eprint/5274/1/Managing Brands in the Social Media Environment 2014.pdf
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=34.%09Dogra%2C+K.+%282019%29.+The+impact+of+influencer+marketing+on+brand+loyalty+towards+luxury+cosmetics+brands%3A+Comparison+of+Generation+Z+and+Millennial.+Modul+University.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=34.%09Dogra%2C+K.+%282019%29.+The+impact+of+influencer+marketing+on+brand+loyalty+towards+luxury+cosmetics+brands%3A+Comparison+of+Generation+Z+and+Millennial.+Modul+University.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=34.%09Dogra%2C+K.+%282019%29.+The+impact+of+influencer+marketing+on+brand+loyalty+towards+luxury+cosmetics+brands%3A+Comparison+of+Generation+Z+and+Millennial.+Modul+University.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=34.%09Dogra%2C+K.+%282019%29.+The+impact+of+influencer+marketing+on+brand+loyalty+towards+luxury+cosmetics+brands%3A+Comparison+of+Generation+Z+and+Millennial.+Modul+University.&btnG=
https://eclass.upatras.gr/modules/document/file.php/BMA549/%CE%95%CE%BD%CE%B4%CE%B5%CE%B9%CE%BA%CF%84%CE%B9%CE%BA%CE%AE %CE%B2%CE%B9%CE%B2%CE%BB%CE%B9%CE%BF%CE%B3%CF%81%CE%B1%CF%86%CE%AF%CE%B1 %CE%B3%CE%B9%CE%B1 %CF%84%CE%B7%CE%BD %CE%B5%CF%81%CE%B3%CE%B1%CF%83%CE%AF%CE%B1 %CE%97%CE%BB%CE%B5%CE%BA%CF%84%CF%81%CE%BF%CE%BD%CE%B9%CE%BA%CF%8C %CE%95%CE%BC%CF%80%CF%8C%CF%81%CE%B9%CE%BF Influencers marketing 2020/Influencers bibliography/Influencer Marketing How Message Value and Credibility Affect Consumer Trust of Branded Content on Social Media.pdf
https://eclass.upatras.gr/modules/document/file.php/BMA549/%CE%95%CE%BD%CE%B4%CE%B5%CE%B9%CE%BA%CF%84%CE%B9%CE%BA%CE%AE %CE%B2%CE%B9%CE%B2%CE%BB%CE%B9%CE%BF%CE%B3%CF%81%CE%B1%CF%86%CE%AF%CE%B1 %CE%B3%CE%B9%CE%B1 %CF%84%CE%B7%CE%BD %CE%B5%CF%81%CE%B3%CE%B1%CF%83%CE%AF%CE%B1 %CE%97%CE%BB%CE%B5%CE%BA%CF%84%CF%81%CE%BF%CE%BD%CE%B9%CE%BA%CF%8C %CE%95%CE%BC%CF%80%CF%8C%CF%81%CE%B9%CE%BF Influencers marketing 2020/Influencers bibliography/Influencer Marketing How Message Value and Credibility Affect Consumer Trust of Branded Content on Social Media.pdf
https://eclass.upatras.gr/modules/document/file.php/BMA549/%CE%95%CE%BD%CE%B4%CE%B5%CE%B9%CE%BA%CF%84%CE%B9%CE%BA%CE%AE %CE%B2%CE%B9%CE%B2%CE%BB%CE%B9%CE%BF%CE%B3%CF%81%CE%B1%CF%86%CE%AF%CE%B1 %CE%B3%CE%B9%CE%B1 %CF%84%CE%B7%CE%BD %CE%B5%CF%81%CE%B3%CE%B1%CF%83%CE%AF%CE%B1 %CE%97%CE%BB%CE%B5%CE%BA%CF%84%CF%81%CE%BF%CE%BD%CE%B9%CE%BA%CF%8C %CE%95%CE%BC%CF%80%CF%8C%CF%81%CE%B9%CE%BF Influencers marketing 2020/Influencers bibliography/Influencer Marketing How Message Value and Credibility Affect Consumer Trust of Branded Content on Social Media.pdf
https://eclass.upatras.gr/modules/document/file.php/BMA549/%CE%95%CE%BD%CE%B4%CE%B5%CE%B9%CE%BA%CF%84%CE%B9%CE%BA%CE%AE %CE%B2%CE%B9%CE%B2%CE%BB%CE%B9%CE%BF%CE%B3%CF%81%CE%B1%CF%86%CE%AF%CE%B1 %CE%B3%CE%B9%CE%B1 %CF%84%CE%B7%CE%BD %CE%B5%CF%81%CE%B3%CE%B1%CF%83%CE%AF%CE%B1 %CE%97%CE%BB%CE%B5%CE%BA%CF%84%CF%81%CE%BF%CE%BD%CE%B9%CE%BA%CF%8C %CE%95%CE%BC%CF%80%CF%8C%CF%81%CE%B9%CE%BF Influencers marketing 2020/Influencers bibliography/Influencer Marketing How Message Value and Credibility Affect Consumer Trust of Branded Content on Social Media.pdf
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=36.%09Fritz%2C+K.%2C+Schoenmueller%2C+V.%2C+%26+Bruhn%2C+M.+%282017%29.+Authenticity+in+branding%E2%80%93exploring+antecedents+and+consequences+of+brand+authenticity.+European+journal+of+marketing%2C+51%282%29%2C+324-348.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=36.%09Fritz%2C+K.%2C+Schoenmueller%2C+V.%2C+%26+Bruhn%2C+M.+%282017%29.+Authenticity+in+branding%E2%80%93exploring+antecedents+and+consequences+of+brand+authenticity.+European+journal+of+marketing%2C+51%282%29%2C+324-348.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=36.%09Fritz%2C+K.%2C+Schoenmueller%2C+V.%2C+%26+Bruhn%2C+M.+%282017%29.+Authenticity+in+branding%E2%80%93exploring+antecedents+and+consequences+of+brand+authenticity.+European+journal+of+marketing%2C+51%282%29%2C+324-348.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=36.%09Fritz%2C+K.%2C+Schoenmueller%2C+V.%2C+%26+Bruhn%2C+M.+%282017%29.+Authenticity+in+branding%E2%80%93exploring+antecedents+and+consequences+of+brand+authenticity.+European+journal+of+marketing%2C+51%282%29%2C+324-348.&btnG=
https://eclass.upatras.gr/modules/document/file.php/BMA549/%CE%95%CE%BD%CE%B4%CE%B5%CE%B9%CE%BA%CF%84%CE%B9%CE%BA%CE%AE %CE%B2%CE%B9%CE%B2%CE%BB%CE%B9%CE%BF%CE%B3%CF%81%CE%B1%CF%86%CE%AF%CE%B1 %CE%B3%CE%B9%CE%B1 %CF%84%CE%B7%CE%BD %CE%B5%CF%81%CE%B3%CE%B1%CF%83%CE%AF%CE%B1 %CE%97%CE%BB%CE%B5%CE%BA%CF%84%CF%81%CE%BF%CE%BD%CE%B9%CE%BA%CF%8C %CE%95%CE%BC%CF%80%CF%8C%CF%81%CE%B9%CE%BF Influencers marketing 2020/Influencers bibliography/Authenticity under threat- When social media influencers need to go beyond self-presentation.pdf
https://eclass.upatras.gr/modules/document/file.php/BMA549/%CE%95%CE%BD%CE%B4%CE%B5%CE%B9%CE%BA%CF%84%CE%B9%CE%BA%CE%AE %CE%B2%CE%B9%CE%B2%CE%BB%CE%B9%CE%BF%CE%B3%CF%81%CE%B1%CF%86%CE%AF%CE%B1 %CE%B3%CE%B9%CE%B1 %CF%84%CE%B7%CE%BD %CE%B5%CF%81%CE%B3%CE%B1%CF%83%CE%AF%CE%B1 %CE%97%CE%BB%CE%B5%CE%BA%CF%84%CF%81%CE%BF%CE%BD%CE%B9%CE%BA%CF%8C %CE%95%CE%BC%CF%80%CF%8C%CF%81%CE%B9%CE%BF Influencers marketing 2020/Influencers bibliography/Authenticity under threat- When social media influencers need to go beyond self-presentation.pdf
https://eclass.upatras.gr/modules/document/file.php/BMA549/%CE%95%CE%BD%CE%B4%CE%B5%CE%B9%CE%BA%CF%84%CE%B9%CE%BA%CE%AE %CE%B2%CE%B9%CE%B2%CE%BB%CE%B9%CE%BF%CE%B3%CF%81%CE%B1%CF%86%CE%AF%CE%B1 %CE%B3%CE%B9%CE%B1 %CF%84%CE%B7%CE%BD %CE%B5%CF%81%CE%B3%CE%B1%CF%83%CE%AF%CE%B1 %CE%97%CE%BB%CE%B5%CE%BA%CF%84%CF%81%CE%BF%CE%BD%CE%B9%CE%BA%CF%8C %CE%95%CE%BC%CF%80%CF%8C%CF%81%CE%B9%CE%BF Influencers marketing 2020/Influencers bibliography/Authenticity under threat- When social media influencers need to go beyond self-presentation.pdf
https://eclass.upatras.gr/modules/document/file.php/BMA549/%CE%95%CE%BD%CE%B4%CE%B5%CE%B9%CE%BA%CF%84%CE%B9%CE%BA%CE%AE %CE%B2%CE%B9%CE%B2%CE%BB%CE%B9%CE%BF%CE%B3%CF%81%CE%B1%CF%86%CE%AF%CE%B1 %CE%B3%CE%B9%CE%B1 %CF%84%CE%B7%CE%BD %CE%B5%CF%81%CE%B3%CE%B1%CF%83%CE%AF%CE%B1 %CE%97%CE%BB%CE%B5%CE%BA%CF%84%CF%81%CE%BF%CE%BD%CE%B9%CE%BA%CF%8C %CE%95%CE%BC%CF%80%CF%8C%CF%81%CE%B9%CE%BF Influencers marketing 2020/Influencers bibliography/Authenticity under threat- When social media influencers need to go beyond self-presentation.pdf
https://www.cogitatiopress.com/mediaandcommunication/article/download/4765/2514
https://www.cogitatiopress.com/mediaandcommunication/article/download/4765/2514
https://www.cogitatiopress.com/mediaandcommunication/article/download/4765/2514
https://eprints.qut.edu.au/220999/1/Highfield_Leaver_Instagrammatics_preprint.pdf
https://eprints.qut.edu.au/220999/1/Highfield_Leaver_Instagrammatics_preprint.pdf
https://eprints.qut.edu.au/220999/1/Highfield_Leaver_Instagrammatics_preprint.pdf
https://eprints.qut.edu.au/220999/1/Highfield_Leaver_Instagrammatics_preprint.pdf
https://isidl.com/wp-content/uploads/2017/09/E4871-ISIDL.pdf
https://isidl.com/wp-content/uploads/2017/09/E4871-ISIDL.pdf
https://isidl.com/wp-content/uploads/2017/09/E4871-ISIDL.pdf
https://openaccess.thecvf.com/content_iccv_2015/papers/Geng_Learning_Image_and_ICCV_2015_paper.pdf
https://openaccess.thecvf.com/content_iccv_2015/papers/Geng_Learning_Image_and_ICCV_2015_paper.pdf
https://openaccess.thecvf.com/content_iccv_2015/papers/Geng_Learning_Image_and_ICCV_2015_paper.pdf
https://openaccess.thecvf.com/content_iccv_2015/papers/Geng_Learning_Image_and_ICCV_2015_paper.pdf
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=42.%09Brun%2C+I.%2C+Rajaobelina%2C+L.%2C+Ricard%2C+L.%2C+%26+Berthiaume%2C+B.+%282017%29.+Impact+of+customer+experience+on+loyalty%3A+a+multichannel+examination.+The+Service+Industries+Journal%2C+37%285-6%29%2C+317-340.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=42.%09Brun%2C+I.%2C+Rajaobelina%2C+L.%2C+Ricard%2C+L.%2C+%26+Berthiaume%2C+B.+%282017%29.+Impact+of+customer+experience+on+loyalty%3A+a+multichannel+examination.+The+Service+Industries+Journal%2C+37%285-6%29%2C+317-340.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=42.%09Brun%2C+I.%2C+Rajaobelina%2C+L.%2C+Ricard%2C+L.%2C+%26+Berthiaume%2C+B.+%282017%29.+Impact+of+customer+experience+on+loyalty%3A+a+multichannel+examination.+The+Service+Industries+Journal%2C+37%285-6%29%2C+317-340.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=42.%09Brun%2C+I.%2C+Rajaobelina%2C+L.%2C+Ricard%2C+L.%2C+%26+Berthiaume%2C+B.+%282017%29.+Impact+of+customer+experience+on+loyalty%3A+a+multichannel+examination.+The+Service+Industries+Journal%2C+37%285-6%29%2C+317-340.&btnG=
https://journals.plos.org/plosone/article/file?id=10.1371/journal.pone.0254685&type=printable
https://journals.plos.org/plosone/article/file?id=10.1371/journal.pone.0254685&type=printable
https://journals.plos.org/plosone/article/file?id=10.1371/journal.pone.0254685&type=printable
https://journals.plos.org/plosone/article/file?id=10.1371/journal.pone.0254685&type=printable
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=44.%09Cleff%2C+T.%2C+Walter%2C+N.%2C+%26+Xie%2C+J.+%282018%29.+The+Effect+of+Online+Brand+Experience+on+Brand+Loyalty%3A+A+Web+of+Emotions.+IUP+Journal+of+Brand+Management%2C+15%281%29.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=44.%09Cleff%2C+T.%2C+Walter%2C+N.%2C+%26+Xie%2C+J.+%282018%29.+The+Effect+of+Online+Brand+Experience+on+Brand+Loyalty%3A+A+Web+of+Emotions.+IUP+Journal+of+Brand+Management%2C+15%281%29.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=44.%09Cleff%2C+T.%2C+Walter%2C+N.%2C+%26+Xie%2C+J.+%282018%29.+The+Effect+of+Online+Brand+Experience+on+Brand+Loyalty%3A+A+Web+of+Emotions.+IUP+Journal+of+Brand+Management%2C+15%281%29.&btnG=
https://www.academia.edu/download/36848111/mutum_et_al_2014_online_loyalty.pdf
https://www.academia.edu/download/36848111/mutum_et_al_2014_online_loyalty.pdf
https://www.academia.edu/download/36848111/mutum_et_al_2014_online_loyalty.pdf
https://www.academia.edu/download/36848111/mutum_et_al_2014_online_loyalty.pdf
https://ro.uow.edu.au/cgi/viewcontent.cgi?article=1239&context=commpapers
https://ro.uow.edu.au/cgi/viewcontent.cgi?article=1239&context=commpapers
https://ro.uow.edu.au/cgi/viewcontent.cgi?article=1239&context=commpapers
https://ro.uow.edu.au/cgi/viewcontent.cgi?article=1239&context=commpapers
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=47.%09McMullan%2C+R.%2C+%26+Gilmore%2C+A.+%282008%29.+Customer+loyalty%3A+an+empirical+study.+European+journal+of+marketing%2C+42%289%2F10%29%2C+1084-1094.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=47.%09McMullan%2C+R.%2C+%26+Gilmore%2C+A.+%282008%29.+Customer+loyalty%3A+an+empirical+study.+European+journal+of+marketing%2C+42%289%2F10%29%2C+1084-1094.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=47.%09McMullan%2C+R.%2C+%26+Gilmore%2C+A.+%282008%29.+Customer+loyalty%3A+an+empirical+study.+European+journal+of+marketing%2C+42%289%2F10%29%2C+1084-1094.&btnG=
https://www.researchgate.net/profile/Matthew-Lee-61/publication/273352123_Building_brand_loyalty_through_user_engagement_in_online_brand_communities_in_social_networking_sites/links/561cb5fb08ae044edbb44ed1/Building-brand-loyalty-through-user-engagement-in-online-brand-communities-in-social-networking-sites.pdf
https://www.researchgate.net/profile/Matthew-Lee-61/publication/273352123_Building_brand_loyalty_through_user_engagement_in_online_brand_communities_in_social_networking_sites/links/561cb5fb08ae044edbb44ed1/Building-brand-loyalty-through-user-engagement-in-online-brand-communities-in-social-networking-sites.pdf
https://www.researchgate.net/profile/Matthew-Lee-61/publication/273352123_Building_brand_loyalty_through_user_engagement_in_online_brand_communities_in_social_networking_sites/links/561cb5fb08ae044edbb44ed1/Building-brand-loyalty-through-user-engagement-in-online-brand-communities-in-social-networking-sites.pdf
https://www.researchgate.net/profile/Matthew-Lee-61/publication/273352123_Building_brand_loyalty_through_user_engagement_in_online_brand_communities_in_social_networking_sites/links/561cb5fb08ae044edbb44ed1/Building-brand-loyalty-through-user-engagement-in-online-brand-communities-in-social-networking-sites.pdf
https://www.researchgate.net/profile/Birgit-Solem/publication/305877806_Influences_of_customer_participation_and_customer_brand_engagement_on_brand_loyalty/links/59e9b0f6458515c36389eaef/Influences-of-customer-participation-and-customer-brand-engagement-on-brand-loyalty.pdf
https://www.researchgate.net/profile/Birgit-Solem/publication/305877806_Influences_of_customer_participation_and_customer_brand_engagement_on_brand_loyalty/links/59e9b0f6458515c36389eaef/Influences-of-customer-participation-and-customer-brand-engagement-on-brand-loyalty.pdf
https://www.researchgate.net/profile/Birgit-Solem/publication/305877806_Influences_of_customer_participation_and_customer_brand_engagement_on_brand_loyalty/links/59e9b0f6458515c36389eaef/Influences-of-customer-participation-and-customer-brand-engagement-on-brand-loyalty.pdf
https://bradscholars.brad.ac.uk/bitstream/handle/10454/17464/48669.pdf
https://bradscholars.brad.ac.uk/bitstream/handle/10454/17464/48669.pdf
https://bradscholars.brad.ac.uk/bitstream/handle/10454/17464/48669.pdf
https://bradscholars.brad.ac.uk/bitstream/handle/10454/17464/48669.pdf
https://bradscholars.brad.ac.uk/bitstream/handle/10454/17464/48669.pdf
https://lup.lub.lu.se/student-papers/record/8921874/file/8921875.pdf
https://lup.lub.lu.se/student-papers/record/8921874/file/8921875.pdf
https://lup.lub.lu.se/student-papers/record/8921874/file/8921875.pdf
https://uhra.herts.ac.uk/bitstream/handle/2299/16723/Halliday_user_generated_content_accepted_manuscript.pdf?sequence=6
https://uhra.herts.ac.uk/bitstream/handle/2299/16723/Halliday_user_generated_content_accepted_manuscript.pdf?sequence=6
https://uhra.herts.ac.uk/bitstream/handle/2299/16723/Halliday_user_generated_content_accepted_manuscript.pdf?sequence=6
https://www.researchgate.net/profile/Luis-Callarisa-Fiol/publication/321854607_User-Generated_Content_Sources_in_Social_Media_A_New_Approach_to_Explore_Tourist_Satisfaction/links/648176b02cad460a1bfc8392/User-Generated-Content-Sources-in-Social-Media-A-New-Approach-to-Explore-Tourist-Satisfaction.pdf
https://www.researchgate.net/profile/Luis-Callarisa-Fiol/publication/321854607_User-Generated_Content_Sources_in_Social_Media_A_New_Approach_to_Explore_Tourist_Satisfaction/links/648176b02cad460a1bfc8392/User-Generated-Content-Sources-in-Social-Media-A-New-Approach-to-Explore-Tourist-Satisfaction.pdf
https://www.researchgate.net/profile/Luis-Callarisa-Fiol/publication/321854607_User-Generated_Content_Sources_in_Social_Media_A_New_Approach_to_Explore_Tourist_Satisfaction/links/648176b02cad460a1bfc8392/User-Generated-Content-Sources-in-Social-Media-A-New-Approach-to-Explore-Tourist-Satisfaction.pdf
https://www.researchgate.net/profile/Luis-Callarisa-Fiol/publication/321854607_User-Generated_Content_Sources_in_Social_Media_A_New_Approach_to_Explore_Tourist_Satisfaction/links/648176b02cad460a1bfc8392/User-Generated-Content-Sources-in-Social-Media-A-New-Approach-to-Explore-Tourist-Satisfaction.pdf
https://www.researchgate.net/profile/Luis-Callarisa-Fiol/publication/321854607_User-Generated_Content_Sources_in_Social_Media_A_New_Approach_to_Explore_Tourist_Satisfaction/links/648176b02cad460a1bfc8392/User-Generated-Content-Sources-in-Social-Media-A-New-Approach-to-Explore-Tourist-Satisfaction.pdf
https://www.researchgate.net/profile/Nitin-Rane-2/publication/370561455_Enhancing_customer_loyalty_through_quality_of_service_Effective_strategies_to_improve_customer_satisfaction_experience_relationship_and_engagement/links/645612ad97449a0e1a7f308a/Enhancing-customer-loyalty-through-quality-of-service-Effective-strategies-to-improve-customer-satisfaction-experience-relationship-and-engagement.pdf
https://www.researchgate.net/profile/Nitin-Rane-2/publication/370561455_Enhancing_customer_loyalty_through_quality_of_service_Effective_strategies_to_improve_customer_satisfaction_experience_relationship_and_engagement/links/645612ad97449a0e1a7f308a/Enhancing-customer-loyalty-through-quality-of-service-Effective-strategies-to-improve-customer-satisfaction-experience-relationship-and-engagement.pdf
https://www.researchgate.net/profile/Nitin-Rane-2/publication/370561455_Enhancing_customer_loyalty_through_quality_of_service_Effective_strategies_to_improve_customer_satisfaction_experience_relationship_and_engagement/links/645612ad97449a0e1a7f308a/Enhancing-customer-loyalty-through-quality-of-service-Effective-strategies-to-improve-customer-satisfaction-experience-relationship-and-engagement.pdf
https://www.researchgate.net/profile/Nitin-Rane-2/publication/370561455_Enhancing_customer_loyalty_through_quality_of_service_Effective_strategies_to_improve_customer_satisfaction_experience_relationship_and_engagement/links/645612ad97449a0e1a7f308a/Enhancing-customer-loyalty-through-quality-of-service-Effective-strategies-to-improve-customer-satisfaction-experience-relationship-and-engagement.pdf
https://www.researchgate.net/profile/Nitin-Rane-2/publication/370561455_Enhancing_customer_loyalty_through_quality_of_service_Effective_strategies_to_improve_customer_satisfaction_experience_relationship_and_engagement/links/645612ad97449a0e1a7f308a/Enhancing-customer-loyalty-through-quality-of-service-Effective-strategies-to-improve-customer-satisfaction-experience-relationship-and-engagement.pdf
https://www.researchgate.net/profile/Nitin-Rane-2/publication/370561455_Enhancing_customer_loyalty_through_quality_of_service_Effective_strategies_to_improve_customer_satisfaction_experience_relationship_and_engagement/links/645612ad97449a0e1a7f308a/Enhancing-customer-loyalty-through-quality-of-service-Effective-strategies-to-improve-customer-satisfaction-experience-relationship-and-engagement.pdf
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=55.%09Tsai%2C+S.+P.+%282011%29.+Fostering+international+brand+loyalty+through+committed+and+attached+relationships.+International+Business+Review%2C+20%285%29%2C+521-534.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=55.%09Tsai%2C+S.+P.+%282011%29.+Fostering+international+brand+loyalty+through+committed+and+attached+relationships.+International+Business+Review%2C+20%285%29%2C+521-534.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=55.%09Tsai%2C+S.+P.+%282011%29.+Fostering+international+brand+loyalty+through+committed+and+attached+relationships.+International+Business+Review%2C+20%285%29%2C+521-534.&btnG=
https://researchportal.port.ac.uk/files/20553310/BHATTI_2020_cright_ITP_Building_Brand_Loyalty_and_Endorsement_with_Brand_Pages.pdf
https://researchportal.port.ac.uk/files/20553310/BHATTI_2020_cright_ITP_Building_Brand_Loyalty_and_Endorsement_with_Brand_Pages.pdf
https://researchportal.port.ac.uk/files/20553310/BHATTI_2020_cright_ITP_Building_Brand_Loyalty_and_Endorsement_with_Brand_Pages.pdf
https://researchportal.port.ac.uk/files/20553310/BHATTI_2020_cright_ITP_Building_Brand_Loyalty_and_Endorsement_with_Brand_Pages.pdf

