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Abstract

This exploration talks about the effect of online marketing on strengthening BA and Bl on
advancing CBE in the clothing industry of Pakistan. The significant focal point of doing
this examination was to break down how unique SMM (SMM) segments significantly affect
building up CBE (CBE) and brand knowledge. This exploration incorporates three
independent factors, one mediating variable and two dependent factors. The independent
factors included customization, trendiness and EWOM (EWOM). The mediating variable
was CBE and the dependent factors were BA and BIl. The assortment of the information
was brought out through an online survey made on Google forms and had 248 respondents.
The information gathered was examined through programming called SPSS, and
distinctive measurable tests. The after effects of these tests showed that the components
EWOM, Trendiness and customization do play a significant part in building up BA and
image. The study could be additionally improved in the event that we center around more
factors and another various area of Pakistan for investigating the effect of social media.
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Introduction

In a years ago, such countless firms utilized SMM (SMM) stages to involved their
purchasers However, these organizations actually face difficulties since they truly don't
have a clue how to construct customer-brand relationship on an online stage. Social media
showcasing is a type of online advertising exercises that is likewise finished conventional
web-based promotions strategies, for instance, email handouts and web advancing
endeavors (Barefoot and Szabo, 2010). At the beginning phase of social media
advancement, individuals went along with it with the end goal of long-range informal
communication with loved ones, later advertisers distinguished that it very well may be
likewise utilized as advancement of brands and to upgrade client contribution. It is
recognized as perhaps the main correspondence stages for brand information since its
intelligent highlights empower participatory, collective and information sharing exercises
(Valos, 2019), with a more noteworthy limit with regards to arriving at the local area than
conventional media, like print, television and radio (Bowen, 2016). Ostensibly,
organizations progressively impart data about brands through SMM components,
remembering promoting for social media sources (e.g., YouTube and Facebook), blogger
supports, overseeing customer produced content, altogether fully intent on building solid
and good brand information to consumers (Yu, 2019)

Digital channel use is spiking all through the pandemic. As clients proceed to "go" and
"stay" digital, post - emergency assumptions for digital experience will keep on rising.
Comfort, straightforwardness and exactness will be table stakes. Customization (C),
electronic word of mouth (EWOM) and stylishness will turn into the differentiators. Our
digitalized lives are our "genuine" lives. We are entering the Virtual Century. Social
confinement has carried innovation significantly nearer to the core of the human
experience. Instructions to amass customer brand associations in a digital media situation
have develop a huge matter for corporate (Ismail, 2018). A critical initial phase in tending
to this issue is to understand that SMM can include various strategies relying upon which
components are sent, to be specific customization, EWOM and trendiness (Tugrul, 2018).

This paper examines an outcome of social media advertising components, specifically
customization, EWOM and trendiness (T), on customer brand engagement (CBE) and
brand knowledge which consists of brand awareness (BA) and brand image (Bl). BAis a
basic segment of brand knowledge, alluding to the capacity of likely buyers to
perceive/review a brand to them, in this way helping in partner items with brands (Keller,
2013). Beside this, Bl alludes to the arrangement of affiliations appended to the brand in
customers' memory, reflecting how the brand is seen in the brain of shoppers and how it
contrasts from contenders’ brands (Webster, 2005). We continue through basically
surveying significant writing to distinguish research holes. SMM fundamentals like
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customization has playing a significant role in the area of research. Referring to the study,
researcher found that as customization increments, so too does: strength of the apparent
customer relationship with the organization; feeling of task commitment; impression of
organization trust/honesty; and, disposition toward the promotion (Olsen, 2020). Beside
this, during pandemic, researchers have done substantial research on impact of EWOM.
The study’s results found the encouragement of EWOM through a brand trust, which can
expand customer purchasing interest in a business in the previous year, during the Covid-
19 pandemic (Wulandari, 2021) This prompts the advancement of a hypothetical model,
where SMM components go about as essentials of CBE and brand knowledge.

Coronavirus - 19 has transformed into a worldwide emergency, advancing at remarkable
speed and scale in late history. It is making an all-inclusive need for associations to make
a quick move to ensure their kin. It is presently one of the greatest worldwide occasions —
and challenges — of our lifetimes. In that capacity, it is changing human mentalities and
practices and compelling associations to react. In this point of view, we investigate how
COVID-19 has sped up associations to another CBE. Unsurprising examples have
demonstrated capricious. Time tested models have been overturned. The old principal book
iS no more.

This study conducted to know the shift in SMM elements, and its impact on Pakistan’s
clothing industry during COVID-19.

We discuss each of these three elements below.

Theoretical Framework

Customization alludes with regards to global advertising to a nation custom-made product
strategy which centers around cross borders differences in the requirements and needs of
target customers, properly changing products with the goal for them to coordinate with
neighborhood economic situations. Its signs to the degree of fitting administrations,
advertising endeavors and messages to fulfill purchasers' very own inclinations (Godey,
2016) with the end goal that the tailored facilities and data exploration brand them simple
to operate (Kim, 2012)making an incentive for a specific purchaser or customer group
(Zhu, 2015). Early customization depends on get together of measured parts for an altered
item which starts the time of mass customization (e.g., Syam et al., 2005; Dellaert and
Strmersch, 2005; and Gilmore and Pine, 2000). Joining modern calculated and planning
course of action with providers and merchants in production network the board,
organizations are proficient to dispatch the "form to arrange” methodology (Brabazon, et
al. 2010). These days, customer relationship management empowers organizations to focus
harder on the inclinations and necessities of an individual customer (Dekimpe, 2010;
Thirumalai,2011). Customization additionally works with contacting the target group,
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building trust in shoppers ‘'psyches and reinforcing their buy expectation
(MartinandTodorov,2010). Customization may include, for instance, empowering focused
on purchasers of extravagance brands to plan their own items as per their preferences
(Sangar, 2015) or utilizing online media stages to give customization information and
prompt responses to consumers' very own studies, maintain consumer loyalty and
preservation in chance (Chae, 2015). A customer feels fulfilled when he/she has more
prominent experience than his/her assumption. Consequently, we expect that a customized
and all-around organized presentation of information via online media stages will prompt
high CBE, and we suggest the following hypothesis:

H1: Customization has a substantial positive impression on CBE

EWOM alludes to interchanges completed by possible, real or previous consumers around
a creation, product or society employing virtual mass media phases (Hennig-Thurau,
2008). Notch of EWOM alludes to the degree to which patrons’ conversation, distribute
and upload evidence by means of social media (Kudeshia, 2017). Because of EWOM's
apparent reliability, buyers progressively produce and offer unimpeded brand-related facts
with additional online media workers. Constructive EWOM assembles customers' positive
insights in the direction of brands and strengthens their buy goal. Alternately, negative
EWOM prompts fewer attractive brand associated outcomes, with adverse impacts on
shoppers' trust, demeanor nearby the brand and eventually brand value (Lee, 2010). In this
way, we advocate that EWOM and well-correspondence of data via social media stages
will incite high CBE and we propose the following hypothesis:

H2: EWOM has a substantial positive impression on CBE

Trendiness alludes to the degree to which a brand imparts the most recent, conversant and
trendy data about the brand (Naaman, 2011). Buyers progressively look for and acquire
item related data by means of social media stages since this makes the insight that they are
more helpful and state-of-the-art contrasted with utilizing conventional channels (Ashley,
2015). This utilization can help advertisers in furnishing buyers with the most recent data
about moving and hot conversation themes, subsequently making an incentive for
customers by diminishing data search endeavors (Laroche, 2013). Up-to-the-minute data
includes updates of brand associated data, products analyses and groundbreaking thoughts
regarding brands started by the two advertisers and customers, maintaining customers’
brand trust (Manthiou A. R., 2016) and consolidation their optimistic insight towards the
brand (Manthiou A. R., 2016)Consequently, we set forth the accompanying hypothesis

H3: Trendiness has a substantial positive impression on CBE
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BA is a basic segment of product information (Keller, 2013) alluding to extents of likely
purchasers to perceive/review a brand to them, in this way serving in connecting goods
with brands (Aaker, 1991). Perceived as a prerequisite for products to be recalled for
shoppers' thought set during the dynamic interaction (Langaro, 2019) BA follows after
customers' rehashed and critical openness to the brand (Kim, 2012). This openness is
produced by product components, for example, brand name, motto and packaging (Keller,
2013) alongside promoting in different structures (Datta, 2017) and intuitive knowledge
acquired ended the interaction of CBE. BA has few sub-measurements as trails: brand
acknowledgement and brand remembrance (Keller, 2013). Brand recall alludes to shoppers'
capacity to recover the product from their reminiscence related to explicit produce classes
or utilization circumstances (Keller, 2013). BA alludes to purchasers' capacity to attract on
earlier openings to recognize a brand (Keller, 2013). As examined before, expanding levels
of CBE energize the conveyance and sharing of brand-related data among customers. This
fortifies communications among buyers and products, by standing out for them and hence
reinforcing their capacity to review the brands to them, subsequently expanding BA
(Langaro, 2019). In this manner, we propose the accompanying hypothesis:

H4: CBE has a substantial positive impression on BA

Bl alludes to the arrangement of affiliations appended to the shoppers' remembrance,
explaining in what way the brand is seen in psyche of purchasers and in what way it
contrasts to intrants' brands. Brand qualities are the communicative personalities and
highlights that describe a product, elaborating customers' opinion on product (Keller,
2013). Brand reimbursements allude to customers' supposed worth identified with brand
characteristics (Keller, 2013). Brand behavior alludes to shoppers' assessments and
decisions of the brand attributes and advantages, addressing the organization of altogether
significant brand essentials and experience in buyers' remembrance. Bl is a significant
factor in the brand building measure, which narrates certainly to the brand's scope to trust
a special value (Persson, 2011). In this way, Bl can add to future benefits and to brand
loyalty (Hart, 2008). Subsequent Keller (2014), buyers consistently deliberate brands by a
solid and positive Bl as an essential alternative in their dynamic cycle. This urges
advertisers to fortify CBE utilizing different channels to make solid and optimistic brand
experience (De Vries, 2015). Ostensibly, the cooperation among buyers and brands brought
about during the way toward building CBE is a contribution to the arrangement of Bl
(France, 2016). Consequently, expanding CBE adds to reinforcing purchasers'
psychological comprehension of the product credits and brand benefits, improving
consumer loyalty and resulting improvement of the customer brand relationship (Brodie et
al., 2012), at last fortifying the perceived believability and affability of the brand,
henceforth brand attitudes (Barger, 2018). Moreover, a brand can fortify CBE by
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responding a lot to customers' substance in the online based brand local area, subsequently
assisting buyers with taking care of issues. Subsequently, the passionate connection to a
brand worked through the CBE interaction improves a solid and positive brand mentality
(Barger, 2018), there by reinforcing Bl. Thus, we set forth the accompanying hypothesis

H5: CBE has a Substantial Positive Impression on Bl

Figure 1: Theoretical Model

Methodology

Context:

The essential inspiration behind doing this study is to notice the impacts of SMM on
building up CBE and its effect on BA and BI. 3 parts of SMMS affect CBE. These
incorporate Customization, EWOM and Trendiness. It is basic to notice the impact of these
promoting exercises on various social mediums and their part in setting up BA and BI. The
clothing business of Pakistan is encountering a huge blast as of now and this exploration
would be profoundly valuable for the advancement of different apparel brands.

Data Collection and Sample:
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The questionnaire was planned on the computerized medium utilizing Google Forms all
together for simplicity of assortment. Target audience was social media users specifically
students and faculty of multiple universities. Messages were conveyed also and Facebook
was used to course the survey for to help the advancement of the assortment of information.
There was a sum of 23 inquiries and depends on the 7-point Likert Scale (from 1, which
strongly disagree to 7 which, defines strongly agree), by means of measurement items
approved from earlier research about SMM and brand management. The sample size chose
was of 248 participants. The technique for examining chose was convenience sampling
because of the impediments of the researcher. Convenience sampling is an irregular
technique for non-likelihood inspecting and this type of sampling is most frequented by
specialists because of it giving a lot of straightforwardness to the researcher. (Farrokhi, F.,
and Mahmoudi, 2012)

The researcher has used the online mode for his information assortment strategies and the
respondents rounded out the survey online on Google forms and hence this online medium
was considered generally appropriate for the prerequisites and requirements of the
exploration. As expressed in an overview, Pakistan comprises of 61.34 million internet
users in January,2021 which are profoundly dynamic out of which 46 million are social
media users. The statistics have been remembered to capitalize by the new advances in the
accumulation of data.

Measures

Operationalizing SMM as a multidimensional build, with the SMM components treated as
unmistakable factors, estimation of the SMM components included five things for
customization, three things for EWOM and three trendiness, entirely embraced from (Kim,
2012). Additionally, conceptualized numerous dimensional builds, CBE was
operationalized, applying ten items comprised from Leckie et al. (2016). As to data, 5 items
established from (Langaro, 2019) and Godey et al. (2016) assessed BA, with three items
acknowledged from Reza Jalivand and Samiei (2012) and Godey et al. (2016) existence
used for enumerate BI. At last, data collected for marital status, gender, age, education and
occupation to monitor for defendant heterogeneousness.

This specific research was mainly fixated on the mediating effect of customer brand
knowledge between SMM and brand management in the clothing sector of Pakistan.

Data Analysis

To completely dissect the information gathered, the analysis was directed on SPSS and
tests for Reliability, Regression and Correlation and so forth were run to completely
investigate the subtleties of this exploration. Various instructional exercises were
counseled online all the while and all outcomes were acquired. Graphical information was
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gathered through Google forms and SPSS also to graphically portray the customer
behavior.

Results
Respondent’s profiling:

The result below demonstrations 52.4% of male participants which means sum of 130 out
of total 248 are males of the overall sample size. The female’s participants were 47.6%
which means sum of 119 out of 248 of the total sample sizes.

Illustration of the participants age from 18 to 23 - 62.8%, from 23 to 29 - 22.9%, from 30
to 35 - 7.9%, 3510 40 - 1.2% and from 40 above - 3.2%.

Beside this, illustrates the percentage of education wise distribution. The undergraduate
pupils signify 66.4%, graduate pupils signify 11.5%, post-graduate apprentices signify
19.5% and working represents .8% as per the sample size.

Table 1: Respondent’s Profile

Frequency Percent Valid Percent
Male 130 52.4 52.4
Female 119 47.6 47.6
Total 248 100.0 100.0
5 2.0 2.0
18 to 23 years 159 62.8 62.8
23 to 29 years 58 22.9 22.9
30 to 35 years 20 7.9 7.9
35 to 40 years 3 12 1.2
Above 40 years 8 3.2 3.2
Total 248 100.0 100.0
5 2.0 2.0
Graduate 29 115 115
Postgraduate 49 194 19.4
Undergraduate 168 66.4 66.4
Working 2 8 .8
Total 248 100.0 100.0
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Reliability Analysis:

Cronbach alpha’s value show the internal reliability and internal consistency of items of
each variable. Below mentioned table#4, demonstrations the alpha upsides of our develops'

dependability.

Table 2: Reliability Summary (Cronbach's)

Construct Cronbach’s Alpha No of Items
Customization 793 5
EWOM .784 3
Trendiness .674 3
CBE .564 4
BA 779 5
Bl .657 3

Table 4 shows that, Customization (0.793), EWOM (0.784), Trendiness (0.674), CBE
(0.564), BA (.779) and BI (.657). The result analysis shows above the minimum criteria of
0.7. Thus, it is resolute with certainty that core steadiness is present between the sizes of

our variable quantity.

Correlation Analysis:

As per everyday relations, connection portrays the proportion of connection between the 2
variables through a scope of +1 to - 1. A worth of - 1 represents significant negative
connection, +1 represents amazing positive relationship while O represents no connection

among the factors.

Table 3: Correlation Summary (Pearson's)

Customization EWOM Trendiness CBE BA BI

Pearson 1 .710™ .599™" .603™ 527" 366"

Customization Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000
Pearson 7107 1 476" 610" 543" .389™

EWOM Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000
Pearson 599" 476" 1 7907 416™ 2467

Trendiness Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000
Pearson .603™ .610™" 790" 1 .616™ 342"

CBE Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000
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BA Pearson 527 543" 416" .616™ 1 518"
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000
Pearson .366™ .389™ 2246™ .342™ 518" 1
Bl Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000

**_Correlation is significant at the 0.01 level (2-tailed).

Denoting to Table#5, Pearson’s r data analysis revealed Customization (r is 0.603), EWOM
(r=.610), trendiness (r=.790) has a strong positive correlation with CBE. Contrary to that,
CBE (r= .616) and CBE (r=342) has a strong positive correlation with the dependent
variables BA and BI of the study respectively as because of significance level which is
0.000 (< 0.01).

Regression Analysis:

It essentially calculates the alteration in the dependent variable in this instance is ‘BA’ and

‘BI’, instigated by a variation in the independent variables encompassing of Customization,
EWOM, Trendiness and CBE.

a) BA:

Table 4: Regression Model Summary

Model R R Square Adjusted R Square Std. Error of the Estimate

1. .6762 .456 447 .7860
a. Predictors: (Constant), CBE,C, E, T

As according to the analysis, the table#6 shows the R, R square and adjusted R square. The
R value is 0.676 viewing that 67% of the disparity in the dependent variable has been
instigated by the independent variables. The value of R square demonstrations that 45.6%
of the difference in the dependent variable due to the occurrence of the study’s 3 analyst
variables. The adjusted R square value illustrations that 44% of the discrepancy in BA is
because of the presence of Customization, EWOM, Trendiness and CBE.

Table 5: ANOVA

Model Sum of Squares df Mean Square F Sig.
1  Regression 126.015 4 31.504 50.989  .000°
Residual 150.139 243 .618
Total 276.154 247

a. Dependent Variable: BA
b. Predictors: (Constant), CBE, C, E, T

10
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Table#7 demonstrations the F statistic in the general implication of our model. As per the
research analysis; the worth of the F statistic is 50.989 while the p value is less than 0.05.
It shows that the regression equation is statistically significant and independent variables
have signified the dependent variable.

Table 6: Coefficient Application

Unstandardized Coefficients Standardized Coefficients

Model t Sig.
B Std. Error Beta

1 | (Constant) 757 .338 2.239 .026
C 234 .080 216 2.916 .004
E 123 .061 145 2.015 .045
T -.262 .082 -.258 -3.183 | .002
CBE 721 .103 .602 7.025 .000

a. Dependent Variable: BA

In per the studies of regression analysis, the p values and t values are underneath 0.05 and
above 2.00 correspondingly. The above table demonstrates that the independent
propositions of Customization (p is 0.004, t is 2.916, b is 0.216) and CBE (p is 0.000, t is
7.025, b is 0.602) hold a noteworthy effect on BA The beta values also illustration that
their association with the dependent variable is positive. On the other hand, trendiness
(p=0.002, t=-3.183, b=-.258) demonstrations a statistically significant association but
negatively correlated with BA to SMM. In addition to that, EWOM (p=0.045, t=2.015,
b=.145) shows insignificant relationship with BA.

b) BI:
Table 7: Regression Model Summary

Model R R Square  Adjusted R Square  Std. Error of the Estimate

1 4268 .182 .168 .93350
a. Predictors: (Constant), CBE, C,E, T

As per the above table, the R value is 42% as it is 0.426 because the disparity in the
dependent variable has been instigated by the independent variables. The value of R square
demonstrations that 18% of the difference in the dependent variable has been due to the
occurrence of the study’s 3 predictor variables. The value of R square is attuned to achieve
how much of the target sample validates the entire populace. The adjusted R square value
illustrations that 16% of the disparity in BA is due to the existence of Customization,
EWOM, Trendiness and CBE.

11
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Table 8: ANOVA

Model Sum of Squares df Mean Square F Sig.
Regression 47.079 4 11.770 13.506 .000°
1 Residual 211.756 243 871
Total 258.835 247

a. Dependent Variable: Bl
b. Predictors: (Constant), CBE, C,E, T

As per the analysis, the value of the F statistic is 13.506 and the p value is fewer than 0.05,
which imitates that the outcomes are exceedingly important. This means that the
independent variables have actually meant the dependent variable and the regression
equation is statistically substantial.

Table 9: Coefficient Application

Unstandardized Coefficients Standardized Coefficients

Model t Sig.
B Std. Error Beta
(Constant) 2.385 402 5.936 .000
C 179 .095 171 1.881 .061
1 E 158 073 193 2.180 .030
T -.116 .098 -.118 -1.187 237
CBE .249 122 214 2.040 .042

a. Dependent Variable: Bl

Table#11 demonstrations that the independent hypotheses of Customization (p is 0.061, t
is 1.881, b is 0.171) and CBE (p is 0.042, t is-2.040, b is 0.214) hold an insignificant
influence on BA. The beta values also design that their association with the dependent
variable is not constructive. On the other hand, trendiness (p is 0237, tis 1.187, b is -.118)
and EWOM (p is 0.030, tis 2.180, b is .193) shows insignificant relationship with BA.

Table 10: Collinearity Diagnostic

Model Collinearity Diagnostic  Statistics VIF
1  Customization 408 2.451
EWOM 492 2.033
Trendiness .636 1.572

Denoting to table#9, there is no presence of multi-collinearity between the independent
variables of the research study. As in statistics, the numerical value for VIF tells you (in
decimal form) what percentage the variance is inflated for each coefficient. The value of
Variance Inflation Factor should preferably be fewer than 3 and the Tolerance should be
nearer to the value of one i.e., larger than 0

12
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Discussion and Implications

Discussion of the study

The information is the vital determinant for shoppers' commitment conduct in brand pages.
Social impact and financial advantages additionally found to invigorate the investment of
purchasers on person-to-person communication locales. (Jayasingh, 2019). Our outcomes
show that components of social media showcasing altogether affect the CBE and brand
knowledge. Some of our discoveries are reliable and some are inconsistent with the prior
examinations (like Man Lai Cheung, 2020, Pires, 2020, Guilherme, 2020) regarding
consumer brand engagement and brand knowledge. The discoveries of this examination
uncover that SMM components assume an extensive part in building CBE and brand
information. This examination finds that collaboration, customization and trendiness are
key drivers in fortifying CBE, which drives BA, mostly affirming the discoveries of earlier
writing (Choi E. K., 2016).The discoveries likewise uncover that CBE emphatically affects
BA and BI, affirming the significance of CBE in construction brand information

Unreliable with preceding studies’ results (Kim, 2012), the influence of EWOM on BA
was non-significant, portentous that with Pakistan context, people are not aware of concept
of EWOM and this element is not a brand-building feature for clothing sector.

The findings also reveal those elements of SMM has an insignificant impact on Bl is also
erratic with earlier readings’ conclusions (Guilherme, 2020), signifying that for clothing
brands in Pakistan, it is hard for marketers to create Bl on the basis of digital marketing
elements. Thus, online marketing elements may influence the consumer brand engagement
and BA but not the BI.

Theoretical Implications

SMM procedures are viewed as a solid supporter of structure solid and great brand
information to consumers (Keller, 2013), and an expanding number of exact investigations
have inspected the hypothetical and down to earth ramifications of the sending of SMM
for brand building (Seo E. a., 2018). However, the impact of the various components of
SMM on consumer brand engagement and brand knowledge stays indistinct, requiring both
hypothetical and observational examination. Trying to address the prominent hypothetical
inadequacies this investigation makes two significant commitments. To start with, the
investigation fosters a hypothetical structure to analyze the significance of digital
marketing components in the brand maintain measure, affirming that customization,
EWOM and trendiness are basic elements of CBE and brand knowledge which includes
BA and BI. Beside this, the investigation recognizes the overall significance of individual
digital marketing components in building CBE, hence adding to the writing by
distinguishing the additional significant separate brand-building components in the SMM
hypothesis.

13
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In future, researchers can work on other elements like interaction and entertainment, to
study the impact of SMM on consumer-brand engagement and brand knowledge.

Managerial Implications

From the perspective of managers, this investigation approaches advertisers to consider the
utilization of online marketing to upgrade CBE and brand knowledge. Maybe than seeing
digital marketing as essentially additional promoting network to arrive at purchasers,
digital marketing is a significant instrument for aiding fabricate CBE and brand
information (Algharabat, 2019). The discoveries uncover that customization and trendiness
are important digital marketing (SMM) components for building CBE and brand
information for high association items, like clothes. Henceforth, advertisers should profit
by joining redid content that is existing and in vogue and from empowering optimistic
EWOM. This is relied upon to invigorate customers' intellectual preparing, love and
enactment (Hollebeek, 2018) eventually reinforcing shoppers' image information. Hence,
the conclusion and as per the result, it shows that advertisers ought to permit purchasers to
get to what they are looking for, like subtleties of customization on specific items
(Krishnamurthy, 2018), in this way reassuring shoppers to spread EWOM deliberately.
Subsequently, advertisers ought to consider utilizing an assortment of web-based media
(SMM) stages through which customers can impart their encounters and references to other
people. Applied in Pakistan settings, this training has prevailing with regards to fortifying
CBE and buy expectation (Choi E. K., 2016). Web-based media showcasing and brand
building ought to likewise consider creating SMM programs that utilize the intuitive
highlights of informal communication destinations (Simon F. a., 2018)

A push to offer more trendy data is likewise advocated, to be specific about the most recent
item information, utilization and item use and refreshed information on related ventures
(Ramadan, 2018). In Pakistan, this has strengthened consumer brand relationships, driving
buy goal and positive business fallouts (Kim, 2012). Trendiness is viable in improving the
probability of shoppers, go to online media brand pages, reinforcing CBE and building
solid and positive brand information to customers (Harrigan, 2017). Marketers can upgrade
trendiness by oftentimes refreshing their social media brand pages to mirror the most recent
newscast and contributions, standing out for consumers and positive feelings towards the
social media brand pages and the pivotal brand.

Therefore, considering the synergistic communication potential among SMM components
(Seo E. a., 2018) it is suggested that advertisers consider including every one of the three
SMM components as a feature of their SMM activities, in spite of the fact that they should
hope to focus on their asset allotments to those components that are more significant for
their product context.

14
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Limitations and Future Research Directions

By way of similar altogether other studies, this study is not permissible from restraint. As
the sample haggard is founded on suitability, there are continually matters relating to the
simplifications one is formation from the sample to the populace under study. Furthermore,
CBE has an iterative aspect on social media, a cross-sectional plan is not adequate to
detention the factual modification or development. For reaching more accuracy, a
longitudinal study may bring improved outcomes into developing customer retorts and
their online insights. In addition to that, this study done during COVID-19, which was the
one key limitation as there was less chances to demeanor face to face reviews.

Lastly, this study absorbed on SMM efficiency, either together with SMM or distinctly. In
future research, researchers might compare the comparative influence of SMM elements
and traditional marketing elements, to classify which marketing variables use a more
effective result on CBE and brand knowledge. Also, this study can also be done in other
South-Asian regions, across the borders of Pakistan.

Conclusion

This paper inspected the effect of social media fundamentals on CBE and brand
knowledge. Explicitly, it assessed the role of customization, EWOM and trendiness on
CBE. The results presented that both customization and trendiness had a noteworthy effect
on brand knowledge (BA and BIl) while EWOM portrayed statistically irrelevant
consequences. The study reflected that the adult and middle time of life’s segment of
Pakistan follows better evidence, improved entertainment and improved reliability on the
digital sites. This study paper brings tactical strategies to the strategy creators and
advertising executives over how they can shape appealing profile-raising content through
social media to achieve maximum CBE through creating brand knowledge.
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