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CrossMark

The primary objective of this study was to identify the impact of social media
marketing on brand loyalty mediated by brand identification and customer
satisfaction. The research method was descriptive-correlational. The statistical
population included all students of the Islamic Azad University, Rasht Branch. A
convenience sampling method was used to select a sample of 302 customers of
online businesses. The research questionnaires included measures of social media
marketing, brand loyalty, brand identification, and customer satisfaction. The
study hypotheses were analyzed using structural equation modeling (SEM) with
Amos and SPSS software. The results indicated that social media marketing ( =
0.26), brand identification ( = 0.38), and customer satisfaction (B = 0.27) had
significant effects on customer brand loyalty. Furthermore, social media marketing
(B =0.27) and brand identification (p = 0.35) had significant effects on customer
satisfaction. Social media marketing (f = 0.39) also significantly impacted brand
identification. Additionally, a summary of the reported coefficients (indirect
effects) showed that social media marketing (§ = 0.26) and brand identification (3
= 0.10) had significant indirect effects on customer loyalty. Moreover, social
media marketing (B = 0.14) had a significant indirect effect on customer
satisfaction.

Keywords: Social Media Marketing, Brand Loyalty, Brand Identification,
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Introduction

Customer loyalty is a pivotal concept in marketing, representing a crucial factor in ensuring
business sustainability and competitive advantage (Tahir et al., 2024). Loyal customers contribute to
enhanced profitability through repeated purchases, positive word-of-mouth recommendations, and
reduced vulnerability to competitors' offerings (Goyal & Verma, 2024). The rise of social media has
transformed traditional marketing approaches, providing businesses with new tools to engage with their
audience and foster customer loyalty (Banerji & Singh, 2024). Social media marketing strategies,
encompassing elements such as interactivity, entertainment, customization, and timeliness, play a
significant role in shaping consumer-brand relationships and enhancing brand loyalty (Chen & Lin, 2019).

Brand loyalty often stems from effective brand identification and customer satisfaction, both of
which are influenced by targeted social media strategies (Rather, 2018). Social media platforms facilitate
direct communication between brands and customers, enabling businesses to provide personalized and
engaging experiences (Azhar et al., 2023). By leveraging these platforms, businesses can foster a sense of
belonging among consumers, thus strengthening brand identification and loyalty (Hamid et al., 2024).
Furthermore, the mediated effects of brand identification and customer satisfaction suggest that social
media marketing is not only a direct driver of loyalty but also an enabler of deeper psychological and
emotional connections with brands (Fetais et al., 2023).

This study aims to explore the impact of social media marketing on brand loyalty, with a particular
focus on the mediating roles of brand identification and customer satisfaction. It addresses the question:
How can businesses utilize social media marketing strategies to enhance brand loyalty through improved
brand identification and customer satisfaction?

Methods and Materials

This research employs a descriptive-correlational design to examine the relationships between
social media marketing, brand loyalty, brand identification, and customer satisfaction. The study
population includes students from the Islamic Azad University, Rasht Branch. A convenience sampling
technique was used, selecting 302 respondents who were customers of online businesses.

Data collection was conducted using standardized questionnaires assessing social media
marketing, brand loyalty, brand identification, and customer satisfaction. Validity and reliability of the
instruments were confirmed through confirmatory factor analysis and Cronbach's alpha coefficients.
Structural equation modeling (SEM) was utilized to analyze the hypothesized relationships using SPSS
and Amos software.

Findings and Results

The demographic analysis revealed that 57.9% of respondents were male, and 42.1% were female,
with a significant proportion aged between 20 and 30 years. The respondents demonstrated moderate
levels of interaction with social media marketing elements, including interactivity (mean = 2.98),
entertainment (mean = 2.75), customization (mean = 2.73), and timeliness (mean = 2.53).

The structural model indicated that social media marketing had a significant direct effect on brand
loyalty (= 0.26), brand identification (f = 0.39), and customer satisfaction (f = 0.27). Furthermore, brand
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identification significantly influenced customer satisfaction ( = 0.35) and brand loyalty ( = 0.38). The
model explained 51% of the variance in brand loyalty and 27% in customer satisfaction.

Indirect effects were also notable. Social media marketing demonstrated significant indirect effects
on brand loyalty (B = 0.26) and customer satisfaction (f = 0.14) through brand identification. Brand
identification also acted as a mediator, enhancing the impact of social media marketing on brand loyalty.

Conclusion

The findings confirm that social media marketing significantly influences brand loyalty, both
directly and indirectly, through brand identification and customer satisfaction. Interactive and engaging
social media marketing strategies create a sense of connection and value among consumers, reinforcing
their identification with the brand. This alignment fosters emotional and psychological bonds, leading to
stronger loyalty.

Customization and entertainment are particularly influential in driving positive consumer
experiences. When content is tailored to individual preferences, customers feel valued, which boosts
satisfaction and loyalty. Similarly, entertaining and interactive content captures attention and builds
emotional connections, making the brand more relatable and appealing.

Brand identification emerged as a critical mediator in this study. The sense of belonging and
alignment with brand values cultivated through social media enhances consumer commitment. Customers
who strongly identify with a brand are more likely to exhibit loyalty, as they perceive the brand as an
extension of their personal identity.

Customer satisfaction also mediates the relationship between social media marketing and loyalty.
Satisfied customers are more likely to develop positive attitudes towards the brand and maintain long-
term relationships. By addressing consumer needs and preferences through timely and engaging content,
businesses can significantly enhance satisfaction and loyalty.

The study highlights the need for businesses to invest in effective social media marketing strategies
to build sustainable customer relationships. By focusing on interactivity, customization, entertainment,
and timeliness, brands can enhance customer satisfaction and foster brand loyalty. Additionally, fostering
brand identification should be a strategic priority, as it amplifies the impact of social media efforts on
consumer loyalty.

Future research could explore longitudinal designs to examine the dynamics of loyalty over time.
Incorporating qualitative methods such as in-depth interviews could provide deeper insights into the
psychological mechanisms underlying brand loyalty. Furthermore, comparative studies across industries
and cultures could offer a broader understanding of the effectiveness of social media marketing strategies
in diverse contexts.
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