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Objective: This study aimed to examine the effects of perceived social media marketing activities
on consumer-based brand equity and brand love and to determine the mediating role of brand
experience in these relationships.

Methodology: This applied quantitative study employed structural equation modeling. The target
population consisted of consumers of electronic brands who had been exposed to social media
marketing activities. Purposive sampling was used, and of 450 completed questionnaires, 408 valid
responses were retained for analysis. Data were collected using a structured 40-item questionnaire.
Perceived social media marketing activities were operationalized through five dimensions: word-
of-mouth, personalization, trendiness, informativeness, and interaction. Data were analyzed using
SPSS and AMOS through confirmatory factor analysis, structural equation modeling, and
bootstrapping procedures.

Findings: Structural model results indicated that perceived social media marketing activities had a
positive and significant effect on consumer-based brand equity (=0.479, t=8.77, p<0.001) and
brand love ($=0.312, t=6.97, p<0.001). Brand experience significantly mediated the relationship
between perceived social media marketing activities and brand love (indirect effect=0.270,
p<0.001, 95% CI: 0.211-0.334). However, the mediating effect of brand experience on the
relationship between perceived social media marketing activities and consumer-based brand equity
was not statistically significant (indirect effect=0.043, p=0.120, 95% CI: —0.013-0.099).
Conclusion: Perceived social media marketing activities can directly strengthen both consumer-
based brand equity and brand love, while brand experience plays a particularly important role in
translating social media marketing activities into stronger emotional attachment to the brand.
Accordingly, developing interactive, personalized, informative, and trend-oriented social media
activities while simultaneously enhancing positive brand experiences may contribute to stronger
and more enduring consumer—brand relationships.

Keywords: Perceived social media marketing activities; Brand experience; Consumer-based brand
equity, Brand love; Stimulus—Organism—Response model; Structural equation modeling.
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EXTENDED ABSTRACT
Introduction

The rapid expansion of digital technologies and social networking platforms has fundamentally
transformed the relationship between brands and consumers. Social media are no longer limited to
channels for distributing promotional messages; rather, they have become interactive environments in
which consumers obtain information, communicate with brands, exchange experiences with other users,
create and disseminate brand-related content, and develop cognitive and emotional relationships with
brands. Consequently, social media marketing activities have emerged as a strategic component of
contemporary marketing and branding. Through social media, organizations can engage consumers,
provide customized information, communicate current trends, stimulate electronic word-of-mouth, and
create opportunities for continuous interaction. The effectiveness of these activities, however, depends not
merely on their objective presence but also on how consumers perceive their relevance, informativeness,
personalization, trendiness, and interactivity. Previous research has demonstrated that social media
content strategies and patterns of user gratification influence consumer interaction with brands (Gao &
Feng, 2016), while engagement within social media brand communities can contribute to trust and positive
word-of-mouth (Islam & Rahman, 2016). Similarly, social media marketing activities have been associated
with customer loyalty and favorable brand-related responses (Seo & Park, 2018; Yadav & Rahman, 2018).

One of the most important consequences of social media marketing is consumer-based brand
equity. Consumer-based brand equity reflects the added value that a brand acquires through consumers’
awareness, associations, perceptions, evaluations, and responses. Social media provide repeated and
interactive exposure to brand-related information and therefore have considerable potential to strengthen
the salience, distinctiveness, credibility, and perceived value of brands. Empirical research has indicated
that social media marketing activities can positively contribute to brand trust, brand equity, and loyalty
(Irawan & Hadisumarto, 2020), while the outcomes of consumers’ social media activities can enhance brand
equity (Lim et al., 2020). More specifically, perceived social media marketing activities have been directly
linked to consumer-based brand equity, although the magnitude and mechanisms of this relationship may
depend on mediating and moderating factors (Koay et al., 2020). Zollo and colleagues further demonstrated
that social media marketing can influence brand equity through consumer benefits and brand experience,
suggesting that the mechanisms underlying the formation of brand equity may extend beyond a simple
direct relationship (Zollo et al., 2020).

In addition to cognitive evaluations such as brand equity, social media marketing may facilitate
stronger emotional relationships between consumers and brands. Brand love represents an intense positive
emotional attachment characterized by affection, passion, and a desire to maintain a close relationship
with a brand. Previous evidence has shown that social media marketing activities can contribute to the
development of brand love by creating opportunities for repeated, meaningful, and personalized
interactions (Algharabat, 2017). A positive relationship between social media marketing and brand love has
also been identified in service contexts, where brand love contributes to stronger loyalty (Sikandar &
Ahmed, 2019). Because social media allow consumers to communicate, express themselves, share brand-
related content, and participate in virtual communities, these platforms may transform relationships with
brands from primarily transactional exchanges into more emotionally meaningful relationships. The
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antecedents and consequences of brand love have therefore received increasing attention because of its
implications for loyalty and long-term consumer—brand relationships (Bigakcioglu et al., 2018).

Brand experience provides an important theoretical mechanism through which social media
marketing may influence these cognitive and emotional outcomes. Brand experience comprises
consumers’ sensory, affective, cognitive, and behavioral responses to brand-related stimuli and
encounters. Interactive and experiential marketing emphasizes that meaningful consumer experiences can
deepen the relationship between consumers and brands (Smilansky, 2017). Social media marketing has
been shown to enhance brand experience by providing engaging information, personalized
communication, and opportunities for interaction (Beig & Khan, 2018). In turn, favorable brand experiences
can influence consumer-based brand equity (Altaf et al., 2017), perceived brand value (Coelho et al., 2020),
brand relationship quality (Xie et al., 2017), and emotional responses such as brand love and loyalty (Huang,
2017; Mulyawati et al., 2020; Singh et al., 2020). Recent developments in social media analytics,
personalization, and digital technologies have further increased the capacity of organizations to tailor
consumer experiences and optimize marketing interactions (Sporl-Wang et al., 2025; Talha, 2025). Thus,
examining brand experience as a mediator can provide a more nuanced explanation of how perceived
social media marketing activities are transformed into favorable brand-related outcomes.

Within the Stimulus—Organism—Response framework, perceived social media marketing activities
can be conceptualized as external stimuli capable of influencing consumers’ internal perceptions and
experiences and, subsequently, their responses to brands. Nevertheless, previous research has not
produced entirely consistent evidence concerning whether brand experience mediates social media
marketing effects equally for cognitive outcomes such as consumer-based brand equity and affective
outcomes such as brand love. Accordingly, the present study aimed to examine the effects of perceived
social media marketing activities on consumer-based brand equity and brand love and to determine the
mediating role of brand experience in these relationships.

Methods and Materials

This applied study used a quantitative research design based on structural equation modeling. The
target population consisted of consumers of electronic brands who had been exposed to and interacted
with brand-related social media marketing activities. Purposive sampling was employed because
participants were required to have relevant experience with electronic brands and their social media
activities. Based on the sample-size requirements considered for structural equation modeling and the 40-
item measurement instrument, the study sought to obtain at least 450 completed questionnaires. Data were
collected through an online structured questionnaire distributed among eligible consumers. Of the 450
returned questionnaires, 408 were complete and valid and were therefore retained for statistical analysis.

The instrument consisted of 40 items measuring four major constructs. Perceived social media
marketing activities were assessed using 15 items representing five dimensions: word-of-mouth,
personalization, trendiness, informativeness, and interaction. Consumer-based brand equity was measured
using 10 items, brand love was assessed through 10 items, and brand experience was measured using five
items. Participants were instructed to respond with reference to an electronic brand with which they had
interacted through social media during the preceding months. Data analysis was conducted using SPSS
and AMOS. Preliminary analyses were performed to assess the distribution and adequacy of the data.
Confirmatory factor analysis was subsequently employed to evaluate the measurement model, including



internal consistency reliability, composite reliability, convergent validity, and discriminant validity.
Structural equation modeling was used to test the direct effects, and bootstrapping procedures were
employed to assess indirect and mediating effects. Statistical significance was evaluated at the
conventional 0.05 level.

Findings

The measurement model demonstrated satisfactory psychometric properties. Cronbach’s alpha and
composite reliability coefficients exceeded 0.70 for all constructs, while average variance extracted values
exceeded 0.50, indicating adequate internal consistency and convergent validity. The square roots of the
average variance extracted values were greater than the corresponding inter-construct correlations,
supporting discriminant validity. The overall structural model also demonstrated an acceptable fit to the
observed data. The reported model-fit statistics included ¥?*/df=2.180, RMSEA=0.054, SRMR=0.046,
NFI1=0.931, CF1=0.964, and IF1=0.965.

Structural equation modeling indicated that perceived social media marketing activities had a
positive and statistically significant direct effect on consumer-based brand equity (B=0.479, t=8.77,
p<0.001). Thus, more favorable perceptions of social media marketing activities were associated with
higher consumer-based brand equity. Perceived social media marketing activities also had a positive and
significant effect on brand love (f=0.312, t=6.97, p<0.001), indicating that favorable evaluations of
brands’ social media activities were associated with stronger emotional attachment to those brands.

The bootstrapping analysis revealed different mediation patterns for the two dependent variables.
The indirect effect of perceived social media marketing activities on consumer-based brand equity through
brand experience was 0.043 and was not statistically significant (p=0.120; 95% bootstrap CI: —0.013 to
0.099). Therefore, the mediating role of brand experience in the relationship between perceived social
media marketing activities and consumer-based brand equity was not supported. In contrast, brand
experience significantly mediated the relationship between perceived social media marketing activities
and brand love. The indirect effect was 0.270 and statistically significant (p<0.001), with a 95% bootstrap
confidence interval ranging from 0.211 to 0.334. Accordingly, the findings supported the mediating role
of brand experience in the development of brand love.

Discussion and Conclusion

The findings demonstrate that consumers’ positive perceptions of social media marketing activities
can strengthen both the cognitive and emotional dimensions of their relationships with brands. The
relatively strong direct effect on consumer-based brand equity indicates that interactive, informative,
personalized, trend-oriented, and word-of-mouth-related social media activities can directly enhance
consumers’ perceptions of the value and strength of a brand. These activities increase the visibility and
relevance of brands, provide useful information, create opportunities for communication, and reinforce
favorable associations. Consequently, consumers may perceive brands with effective social media
marketing activities as more valuable, distinctive, responsive, and competitive.

The significant effect of perceived social media marketing activities on brand love further indicates
that social media communication is capable of influencing consumers beyond purely cognitive
evaluations. Continuous interaction, personalized content, relevant information, and participation in

brand-related conversations can contribute to feelings of closeness and emotional attachment. Social
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media therefore provide an environment in which brands can become integrated into consumers’ everyday
social and emotional experiences rather than remaining solely commercial entities.

A particularly important finding concerns the different mediating role of brand experience across
the two outcomes. Brand experience did not significantly mediate the relationship between perceived
social media marketing activities and consumer-based brand equity. This suggests that brand equity may
be influenced relatively directly by social media activities through mechanisms such as increased
awareness, favorable associations, perceived popularity, informational value, and stronger brand
visibility. Brand equity is also an accumulated evaluation that may be shaped by numerous factors outside
social media, including product quality, price, reputation, previous purchasing experiences, and long-term
familiarity with the brand. Therefore, a favorable social media-based brand experience alone may not be
sufficient to account for the formation of overall consumer-based brand equity.

In contrast, brand experience significantly mediated the relationship between perceived social
media marketing activities and brand love. This finding suggests that emotional attachment requires more
than exposure to favorable marketing activities. Social media marketing must first be transformed into a
meaningful, positive, and engaging brand experience before it can generate stronger emotional bonds.
When consumers experience a brand as responsive, personalized, enjoyable, informative, and socially
engaging, these experiences can gradually generate affection, attachment, and love toward the brand.
Brand experience therefore appears to be particularly important for explaining affective rather than purely
evaluative consequences of social media marketing.

Overall, the study extends understanding of social media marketing by demonstrating that its
consequences are not transmitted through identical psychological mechanisms. Perceived social media
marketing activities directly contribute to consumer-based brand equity and brand love, whereas brand
experience plays a significant mediating role specifically in the pathway leading to brand love. From a
managerial perspective, organizations should therefore move beyond merely increasing their social media
presence or posting frequency. Social media strategies should be designed to provide relevant information,
meaningful interaction, appropriate personalization, current content, and opportunities for positive word-
of-mouth while simultaneously creating memorable and emotionally engaging brand experiences. Such
an approach can strengthen both the perceived value of the brand and consumers’ emotional attachment
to it. In conclusion, perceived social media marketing activities represent an important source of brand
value and emotional connection, while brand experience constitutes a particularly important mechanism

through which these activities are transformed into brand love.



D)

alxo <o lung

o U 9w Jukni g bgd S pare

VFof 5o 05V )by ead il o
VELfF ij Y Gl s oud 2ol YYA-YOA aman ¥ o)l.o.;;'; f 0,99
Vf-f QU VP 2l jo oad aidpdy

VEE ST b 0 eads piiie

YRI-AQYY 1 S Sl bl

Ky 0599 iyl p o STyol seloial ailuy b ,5b ewled b ow) p

& v e

RVPYRVRT T 1 W IR VRV VR Sy KU JU SOV S ov

’*‘d)o.;lé Jws
ol el 55 play oSS ¢ SIS 5 g ppeie 05,5 okl )

kamal.ghalandari@pnu.ac.ir : J g odduws g5 Juos I*

ol

Alie oledlbl

2 e S oy oyl oai STl eleiml slaale, b slacdled 15E pwyp ol iagn Gos idas
San a5l ol agh i ol sy g Lals, (nl o Wy @ (2ile B el g N 4 (3 5 00liS S e
Sy GEaS B pas ol (iegh anelr 09 gyl D¥olee gbae (e 5 (05 gy S 5l g o)
g o alosl atadon & jgots (6 S diges a1 slain] slaaile, bl slaculd (o me ;5 oS Sg  Seig Sl
Foasl tile asliin 5 oolial b baools . Julos oy yine dnliiiyy FoA il oSS doliios y PO+ ggasme
(Silwars ladalas s w0 sasSll clanl gladls, Jb)L clacdle was g5l S S
(sl ele s « AMOS, SPSS (sla l53le 5 b Laasls Lelocigts 155 s oo Jalss 3 Sl o)l e300 50
laaile; bk slaclas ols (Lis s b Joo gl sl .o slosl Ky yilog 5 (s kb ¥olas b Joe
G g (P<e e o) A=AVY B FYQ) 00iiS G s e B g 33 2 (6 oline 5 oo 3G 00 STyol el
oz slaaile, b slacudled e alal, 85, 455 (romen s (P<ee ) E=FAY B XY Wiy o
CYNY A0 liabsl Alols P<e e ) o Y s pdiian i ) 5,5 (6 Kemloo (5 line sbos ) %5y 4 Bks 5 ot
35 059 gl 9 00T ol ez glaails, bk slocdled s alaly 5 055 455 sulee il e o (- YYF L
bl slocdlad 16 puF Az (-0 A3 B =0 VY A0 Lol alols P= N Y+ o PP uiins pé J31) 095 Joline
9 8552 20725 o8 Jloyo S gl |y i 2 B 5 5 0529 3 Lo sl oo 00BST,0l eloz] ol
S GBS B pan iy B 5 Able digy 4 sloiz] glaaile) ol ik glocdlad Jos o)y 5550 S g5le o%g
Laly) gl a4 Wi oo W e 428 35 g elotizl slaail) saclad CodeS @ (lojes 4295 el b el i 4
WS SaS g 0SB e e 5

b Gl i oy Lo Wiy 09 i) 1 e STy eloiml (lodiles, ) fib sloc ez (B Slgands
eyl OYoles b fo resli—jpaasl5 I~ S o ko 15

o goi

ol (g3

:adlio ol a9 olcw! og

i OF ) e g jali
ezl glaail ) oL bl slac s
2 e S5y oy 5l eaiST ol
L;?UL«.AM Y 4.,@_...;50_\,_.5;5)_.46
DU 5 e el g gy S o gy 42
YYA-YOA (¥)F

EEEG®

adlio opl Lzl 548> olas VE:F O
Al ol el sl (B)odiun g 4 Blao

2l L alhe ol s Sy oy
ol a3 5 00 (CC BY 4.0y



https://www.dmbaj.com/
http://creativecommons.org/licenses/by/4.0
https://orcid.org/0000-0001-9660-2687
http://creativecommons.org/licenses/by/4.0
https://portal.issn.org/resource/ISSN/3041-8933

Xy 41y25 rilin IS 1 Ay BaE 9 IS pao 3 (ke N 0509 Pl 2 oSyl (elaial sailiy (b3l seuled ST oy m .

doddo

bl jsbar ) pBaS Srae 5 by ol L3I canle ¢ sl slaailn) 0938055, Sodi 5 Jumms slacs jsld (oS
G5 IS sl ol o 4y oSl s Sbids sleply Lacl ol JUK LQ).@ 5500 sloizl glaails, .l 05,5 (65 5o
ouiS 8l yo 5l 0aiiS B an « aore iy aiload bad W p b BaiiS Bras able Ll g 5l wleiel (oS L «SThol iy 2o
L1 0% ayo cwms passh 1) ol anles Jai Jledsl (T o)byo ciS™ (ol 1) Igzone Sils oo a5 35 o0 Jois Jlad (6,50 & ploy Jniie
olie 31 (5o elozl sloailn, ol slocodld g penlf] i S Lo S5y sages g (8 S IS 5 5938 S8 4 oS0
sl (5l gateds ¢ Gl , oMbl ¢ Joles aiile glacad b 5l oS o 96 bagylojle g Wloals howd yolee SU 1L sl yaly (59500
soaila, slosliiwl GlagSl (o) oS eolittul Gl i b 55lnk Laly) 65185 @lr plesaples Slbls )l S 20 5 55,4 Slyxe
drgs A Wil oo eloin] slaaSlos [0 Wiy olelain! )0 (5 i ol (uizmen (Gao & Feng, 2016) aas 1,3 56 cou 1) o]
ools ot dewgs b ojs> (pl cunl 3l sla e ,o .(Islam & Rahman, 2016) 55l eol,8 1) Hlesaslas lbls )l g slaxel
Iy 05> slaply wiyold aids 5l iw baaiy o cuol a8l iol38l b L sboiymeS (o5l oy ;68 5 Loiae Shso ¢ clai]
izl laails, ob,lL &S el 1 Kls Ve opl (Talha, 2025) oss’ >1b Lblbe gla,lis, 5 &@de do F5g b caslite
ol 0SB e g Wiy dailgy yo 3l sl [Sg5le 5l cise asl (sl cudld SO W

Wy aS oyl o)Ll slacodled coale 5 coaS 5l GBS G as cils p 4y s STl cloix] slaaile, ob,lL el
5 099 593% b G3gpgm e oSl ol (3l carid (Jalas ol s3lal Ygmao laidlad ol ms o plonl seloal (slaaSed yins o
s S5 plol B0 0,35 o 31 00 G pan S8, 4 as] a5 cl Sz o 5l LT Cenl § 35S e 0 |y ey lbls)|
Sledbl ¢ pasels «oldx dad el aip S sl dled HEaT G s a5 olfin sl bl Lawgs o] SThol ogms a8l cunas b 154
alosls lis camgh slaaidl aims IS W 4 Cod (gosluns Frwly 9 (5,55 a5 0518 8925 (5 i Jlaiml S so 2b,l Sl g
Lajlyy ey 4y s Codie SThal 20 IS 35, 51 5 510K 50 6 i s oly ailyi oo loixl slaailn, ob)5L slacJls a5
sloaie; ;0 iy o5y o)) 5 pgal (2T 5 laclad cpl Sl pizen (Yadav & Rahman, 2018) oS cugis 1) Sow SYsb
sl a4 Cbbre Ful (Jl (e o (Seo & Park, 2018) coul suls [i)155 olep Jiig oz § Sloas Cais alax 3l il
> &S5l g paiik 4 Ol )l Rles 50 50 5o ply Slyime 5 aile) o Sy oS laigTa sl ply )l ogou ) (b Wi (elei]
L oply el a5 aao so lid anled woadgile sased Slinls ojs> yo > (Wang et al., 2019) wijls i oL 5L sleply
bbb Sl a4y S Gl b il gilocad (nlplo 5 05 e | 1)l e b Cate (23ST5 Wil o0 (69,8 laSs
(Walrave et al., 2018) sois I b

Wy oy 5] el oS Bran (e W oy )] (eletx] slaaile; SbBL lacalld slasely (n e 5 S
o 2byhb olusl jo g S oo dbul Cwds b Jgame SO gl 0diiS B pan 103 10 Wy Cuge g pbaS 5 )ls o Lil (slosg 3l il A
STl L3, 51 pauad)l g 5 pmiee o plode Foadaslis |y iy G odiS B ya0 a5 Sloj 0gd o0 2L lojle (60l sla ol jls

43090 3 yedms poled QUL (30,5 eal8 S @y elazzl glaailus; il oo Gl T & G (g )10lg 5 Sl i 5 Jlazl S 0



m i VBT cpgus o lodh o yler 0599 5 9 o’ Judoi' g gy 2 pono s

5 elazz sloaile; 3k sloclles a5 Wlosls (i b sy S Ul coge G5 ST,0) (i Ansi 5 l55 on o5 e
asls ¢ yzen (Irawan & Hadisumarto, 2020) ai,ls 1, & o9 5, Gl cad,b (g loldg g o5l wleel Cougis & b
Lim et ) 555 ymie 9y oy G35,) Gialsdl & g oo dyims a4 (U1 G2aSTy 5 )8 Joles alaz jleiyy olazzl glacolled 5l ol
e i oy oyl b esleizl slaaile, byl el 5l cute STl a8 wlesls Glas 5 Ses Sllhs (al., 2020
) 0ss8l (Koay et al.,, 2020) 5.5 |18 5 Lo 5 slalanls else 3l cooms wilgi oo 131 ol Sg5le 5 Consl Lok yo 00555 e
I e ) 5 035 SaS Wiy 0us 35, Sl dy 00iiS S e o 5 oS0l adlie B,k 5l wilsi e eloiz] slaaile, bk
(Zollo et al., 2020) cuus 35 onuay oyl JolS s (5lp e Laslyy By oy

SFLEGl 5 69,8 Gl 4 a5 Wb oo (5t Somal Sloj Bip iy (35, n (sleizl slaaile, lacdls TS s
b Lo Slgtome a4 Connd (olite oSy 55 oolitial (slagSl g boo oSSl o )] ol 2 QWS S a0 098 a2 g5 55 ol )15
e (Nikolinakou & Phua, 2020) wil Sglice (BT 15 a51) 5 lyioes 053 g STl () ol (1Koe 5 o oo HLES 35 5
5 elaml cloaile, bl slaclle Gl alal, aslg o cialed O pas slosSl 5 oS eole « elaza sloail, 5l oslinal o5
5o el slaaile, o Jld slrolKig b s slozel o> (Ismail et al., 2018) wins )3 3l coms | wips sassSTool L33, b o
Sembada ) ol S50 U1 0y 3 aad g oleiel (5,5 IS 10 Wlgs oo (41,5 (5,L8, S SThol g s atanly ply sla S5 g 4 Lais
Slsims o olazml slacysn loijl 5 cilo a8 wlools (Lis S5 SV game b,k o35> Slidllae S5 (g5 5| (& Koay, 2019
oS Slosls Las b simst 5 o3l sl le o Jiang et al, 2019) was ,ois |y aips ply e 05t Wlgi co csloiz] slaails,
3l erline 5 035 olon s Ll sl oy 5 058 5 B8 e (sl sl 5 3ol 5wl Jltms 3l
ol B s wl i ohs 35 e esloizl slaaile, bl 1 el (Zhou & Li, 2025) anles cusis |, o saiscS],ol
ks g3 b e aaly lyieas Bro 0 el 025 5 (ST,0)

FALLE 5 5 5ms Siale o Ceul s b 0aiiS1 e Ll i slaols 5 S50 (S €y & B0 i oins 3l S
Wy dS 0,8 o S0 Sloj g el W SO L 0aiiS B yae Sbrd wiss g 3ladl @ddle  Jiwds e caolis Wi 4 Gie ol
1o HEAS e oS Sl gz T 5l il ol ool S oy ible 5 cated slime 38 (sl 53,5 slajls mals 31 1
slocadled ples alal; ey slaiagyy i ge (i O 1 Culan 5 S drogs el bai> & (5t e Vgoma iy ) 3
ool (6 S IS5 areg wiilgi oo iy selazzl cdlolss a5 wilools Lt g wiles,S w1y Wiy & e 5 elazm! laaile, bhk
Sl A sl sals asine 3 oyl et Cais 4o (Algharabat, 2017) oS wol 3 1) oS Bpae able  Sily 9 (S
@ sae oJl> e o (Sikandar & Ahmed, 2019) oS SaS (g lolig drwgs 4 Wilgs o Ay 4 Gaiie Coads b claiz! slaails,
Bigakcioglu et al., ) wil bas o 6,18, sladely plo 5 55lobs b wlgs oo g 8,08 13 laasliy 5l (slacgomme 130 Cows 095 iy
a5 haid (bl b jloline 5 5,0 sl wled slml Gib 5l elaiz] clodils, clacaled 45 ans o lid anlsd onl 2018
S olml 5 6 5B (ol lagaly aiilys oo aSh I35 e Sl SSLS

3 sl yame i1 40,25 ] 053 40,25 ke 5 LD sliily ol 5565 S (S5 e sl (5 nlie | S

Wy b s, b o b oniS G pan pudins puf b poilics dgloo axs 1o a5 cwl (5,L8; 5 colis (cwlua (s sl STy
Slaizes samlice (S SOy S Lt i 3l by CBb o iy S oamline 3 Wilg oo a4y pm pl Jloous lase j 098 o Sl

YT
E-ISSN: 3041-8933


https://portal.issn.org/resource/ISSN/3041-8933

Xy 41y25 rilin IS 1 Ay BaE 9 IS pao 3 (ke N 0509 Pl 2 oSyl (elaial sailiy (b3l seuled ST oy m .

o Fs 5 Bro ks (U, Cuje a8 col gl ool cnl 2 gz bl 058 S8 )8 o b Jolas b s s 3lo pases
slaisl, (Smilansky, 2017) sl cwlsl cawal 55 08 oo sl (6 e Glp W p a5 Gla o cuiS aSly wad cob Jool> Jgame
Sont |y Wy 4025 Wl oo plare Jolsd 5 Sl Sl ofga (eleizl slaaile; )3 bk lacadlad oS wlosls (LiS 55 (025
‘Sal))bl.‘ as AR 0 uL..M.» 6).».......0 4.»).’>u 039> ;O > 6@&5;1 ‘Q"‘ » 05)3‘ .(Zare et al., 2025) Cl 4..3; )‘)3 4_’>9.» Ojy90
ol cudled les poe ldals a0 ol s g dBl LIAT ST 3 lapaenal 5 (6 e 125 5 )bl WileT o el slaail,
4.'44‘) IR W 9 &5.' » JJ‘&)GA o)L..u U"‘ dil.v Cnad Sgdome ‘;L)‘)L’ 6LbuJLv$ )l U] LS)JLAJ)—UTJ L Lér-' ;b‘)..v C\J)Du u...o.ﬁb‘
S e &l Silam g aildbgls (gla)lid) 5w (2l wp b alal, CodeS Sl 508 Wiy Cdie 2 0K S 5 W b oaiiS B e
ALl &y 059 (55, (65 UK 10 She Jelge 1 SO lereas Slalllas (S 40 0,28 izmen (Xie et al, 2017) wiS cogis |
sleaas (Ko slaiagy o (Altaf et al.,, 2017) aas sgps 1) K S (o5, 5 CadS 51 (g0t Slilo p Wilgs o g Sl 00
S Shg bows 0 a0 sladawly (ids caieslis a5 Wload ped W Covased g 4,55 Go,b 5l ealSTol (555l g i (60,58
(Huang, 2017) sgs e (5,0l Custs 4 sloiel g Gt G,k 3l Wil co dip Colle @y, a7 Wlools lis waled .ol oals
szl G Shg a5 Gl oul aseie g a3 )T )18 00l 000 odgy800,5 sla )b o W a4 Bie g Wi a4 dlal) e
i o3l 0l LS [0 Wy 4,25 58 oial,] SV gase 09> 4o (Singh et al., 2020) aias s | alaly ol Sod als e 5 i
6‘1.» ‘:YLJ LSJ‘J‘U u..Q)Jo )‘ ‘h)‘ CLJ)?D ‘uJ‘JJLo.J (Mulyawatl et al., 2020) Csl 00 L)"’)‘)f .‘a.u).o AJ)J aQ M Ls J.:).: GL‘oLC w))‘ 9
Lol o ye 0 & SELs 5 able slaasly 5 slam! slaails, b L el lw ¢ Xoxle
Wylo |y Symme 285 armme Jelse ¢ Joe Gl Golal 20055 e Gl el S e Joe Gzl o Ol | iy )
sbdile, glad o aies o S 1) 0,50 o)k slagwly G 9 WIS oyl 0,8 GlSTyel g Jgpe DYy sl S e )
S8 }.JL Cod |y 0aiiS B yae s g 4, (ShholaS cé )3l o oS e lgieda Glg oo ) W bl slacodled ( eloix
obis loial Sylow jo ol p)l5 L8 ) Sladllas 259l co (spidie W 4 Bie g Ny oy o)) dile gleasly 4 aslsl jo g wins o
Wang et al., ) &lo 2 ob,LL sleply izl aad jo ( Slhol 5 S5l slanlp 3,k 5l by leime g ails, o a5 wlosls
Wb Wgm 2,5 dad g (5,50 (ol ,F S b G Slids wile o> sladis) 1o wilg co bply 1 Lol STol ¢ yizen (2019
ALBAS 5l oo X 4 (5 e Slaguwl 4S5 Wiloads Eel Jliuzus gla il 35ai ¢ (5,5ld Ol s «es xS a5l .(Luo et al., 2020)
e oo i 3l )L)f)..usls bbb ejex la udssl g g was Oldllas 0,5 S0 cloixl g ailygld o wlad 5l lacgomme s jo
Sporl-Wang et ) el Jbls )l iy 5 bbb dgioms iply auie slo Sy 5l (oS 5 Jol> (sloizl sboails, Olbls )| iz il as
o g sliz] slaale, slacdled (Lo abal, 15 wiyp 4,25 o5 cslalawly b, Sgile cw)p &0 5l Eaus ol .(al., 2025
Sl el it 13U 5 b imgh (B s Sy Glisted Sezge Sl w0ism (nl Sludl dxwgs Se2g b
@, s (6,550 Sldllae a5 JI> o (Koay et al., 2020; Lim et al., 2020) wilos )5 35 a3 & 05g (55, » sloiz! glaails,



m i VBT cpgus o lodh o yler 0599 5 9 o’ Judoi' g gy 2 pono s

3,18 3535 (s0axke Rlgd j5 K p A Gde 0j9> o (Zollo et al., 2020) wilasle atws p 531 JES! S g5le Glgeds 1) 00uS G pas
Algharabat, 2017; Sikandar & Ahmed, 2019; Singh et al., ) oS o Cola> Wy a2 b W cloiz! glac s JR{N
b elaml glaails, b,hl lacalles alal, Wil o o)l oS a4y 9y 4,28 LT oS el zolas iy ol g0 (Jloalls £2020
gl ;5 0aS S pae 13, aalllas S (6 Somile ) Wiy 4 B aiile able slavaly 5 Wiy ohag (3] wile (SSLS lavaly
Appiah et al., ) ol Sslie ol ae) dy ds 95l58 o 31 s 5 4358 iy b bl glaail 3 a8 ol o3l LA 5 alises
oo Xp 4 Bie 9 2 p oy (95l Glejed w2 Sl 43S S Sl esliul S aas e L lasee) (F55eals (e (2019
25l ol b elazzl glaaile, (2l N1 W55k 51 6 geds oo lod il g iy a2 L

ol (5l elml g jemmeosls (2l lik Gaw a4 laplele &8 o az i b (S5 (S, (sLaS jo Ly, cnl (om0 Saenl
5 Sande gbidloy) pailole ogzs a4 luly o Shee 4y (ladied SOlelss 5 by (ledlbl fas 55 plejle (2l ool asdly
slals; 55 JbLL o3e> 4o (Pazhoohan et al., 2026) coul aiisly jsebss 5 S97 g0 slacus 3 5l lojed (5,0 po,e Cud b
RS e S enlite 5 55550 sl 5 (o lyb Sl 45 WS o ol Lol 5 (5,55 w555, csboosls | gmrte seloz]
Code gl ]y Heam cal Wl Ll S 19505 sloial ladils, )3 jea> 5 b}” a5 Sloslo (alp ez 55 e 0 SRl
bt &5 eloin] glaaile, glacllad il 5,18 s egyolil il anlsi Cess 3y slhe gl 4y Ll aojle o aiadsyyl 5
2y Jl e 9 55 Sloj ) 95 ke 5 0 oy il ale 50 el sloaley ke 51 el Jalsh SutaolssS (slo sl ol
Sl iloaingr 5 plblre (STl (e «silugand Gl slaizl el Ll 5 (eoiae Gher p e slaghs,
Pz 00 B e LB, waz gla Jae jo 1) W 4 es i Wilg e Je25 e ¢ (Talha, 2025) el sols iolidl 1) Sb 1L
D3l

5 olS]ol ms USs gl i B cud b elaml slaaile, bk slacoled a5 ans o (Lis Syzge Slasl @ game o
ol S350 (e Sl plizmed Wip & Bde g Wip ohg )] 4 il Gl had egeu Ll ijls pEaS S pas sl STy
Seo & Park, 2018; Yadav & Rahman, ) wlos,S oSt canlite slyims 5 Jols cedl 5 eloizl ob,lb 4 b o Slalllas
Irawan & Hadisumarto, 2020; ) ailes,S 5,155 1, cloiz! slaails, slacudled coie Ol 31 &5 059 (3, Gl iss (2018
WSl atwz o 1y aip Sloys g Odles 5l Jol> able sladisn Cawsl 3 Gy 4 Gae Sldlas ¢ «(Zollo et al., 2020
Foduzn p slaizl sbhails; o Jiuzus SbyLL ojbys Sasas slaiagh (lojee (Bigakcioglu et al., 2018; Huang, 2017)
Sporl-) wils wust Jloms oled Ll 4o aomeie gloas,z0 >hb coonl 5 Lo clags,slid Liki s 5851 gl 855 s
o9l e a2 c0as STl elaizl slaailu, ob,lL slcldled ax LSS ow) p o onlple (Wang et al., 2025; Zhou & Li, 2025
b 5 55 b olpse lp 0SB ras )3 (6l glaJoe drngi (ped Wl o0 Nip ) Bl g AT B pan p (e Ny ofg
3l wolyd (0,5 arlsd S o slmyl Wiy by cible Wsw o 5 3ld 5l en a5 glacls

2 e 3y 05 3 p eab STl elezl sladil; bl slacdled ;b oy 2l gy Sam ulal ol

el Ll b )0 W )28 (loe A e g W0 B g 00T B e

YTy
E-ISSN: 3041-8933


https://portal.issn.org/resource/ISSN/3041-8933

Xy 41y25 rilin IS 1 Ay BaE 9 IS pao 3 (ke N 0509 Pl 2 oSyl (elaial sailiy (b3l seuled ST oy m .

OMRIF 09
Gt Comez iyl 5 ol STl elaiz] gl wile, bl o colles (oyme 0 o5 Saig 2SIl iy EALS B e
‘)J) 5\55.‘.» < oolazwl 4)5.0.1 ul.?:..u‘ LS‘J" KSON-RV-Y 5).5 443.04 U’"’ﬁ) )l AJGA oolawl )‘)L» o ulfdusd].a.o OL».A 5o Jﬁﬁ J...ul.u 9 olf.vl}

1 anllas Gas sliwl) 5 aiges Sl el 5 3,18 Cilhae ol 1L L Canio sin) S5 1 siis (2,28 Slindoss b alS oS5 )
0 o bl 1 a8 55 e ool (g sl S¥sles (55le Joe slp Vo 5 5] Bigas paxe L] gl mizmed S oo ol 3
el c0aind slagealy Sty (38,5 Sl 5o Lol (4355 ¥ o) aslidin y S5 JS slaad plp Ve 5l e b ple BBlas b diged
soliiul o b Jelas sl eloiz] sladils, 51 a8 aas o 51,5 o |y GEAiS S ae om 5 genl FO+ JBlas Lol> oy o JB
ol S Bl gl B+ Bl ghise 45 095 e dtey sloy (T sl i Gk 5l ools (5 slaex 45 xe (pl 4 aiS e
53T 50 5048 (5,90 gex (T F0LS G pae 5l e oolo b ol axilds S il 4 FaS o8 ,0 b ool pral 5 b 5l et
35y el 5 a7 (sl sl S5 4y g tne il FoA L Gl QFAnS 0808 Lasgs oad ool gy aelit y FO-
s EALS S 1 5l a5 (g 4 el oad (551 maz S T b atdl isle dolitin yy Gk 5l pol> Shmghy sl ool
Jals 1L loix! sla ailu, jo aLidS olo Wiz ;0 g Wyld 395 (@3 0 aS LAl 850 (g iSIl Wiy ;2 5550 (o |y dsliiew, b ol
(VY Qs 5 655 ] V0 5leas STl eloizl slo ailo, ob)lib slo colled o puiiie Siomi sl 0 ] axsls
5 S Vo7 Thgal g J5)l9) el Ve haiy @ e (VoY (oLSen 5 659) ol Vo oS me (e wip ohus 3]
B s s slaes slaosls Tules .ol oads sslitul (VAVY Fousoly 5 ulogs 5550) pl O 5l dip diyos 9 (VoY 7ol Kan
3o s ools coma g Jliel (p3g Jloyi Il a5 555k 4 398 o0 Jolo 5 42525 AMOS 5 SPSS l33le 5 5l oslictul b (o5 slagwly
S5 o3l Joe o ools sl 5 [S0m (2ls) wSeSE 2l 1035t enlin (s 5l g Ml GRS S B0 (e 18 Gales]

5565 o B Ooges] Syze ey 6brard b e s il S¥olee Joe 5l ool b i 5 00l sy 60l ole Julo 3o, )
aidly

el Al Giegh e piie 4 s diged (ESly Chiog b oy bojle caiog lel (g Sl o Juldos 5l i

Iy el 525l 5l bageuly Sl il b ( SauSTy, ol a5) jlae Gl sul 5 (oo oo Lis 1) jukie & dges el mhaw a5) olus .Sl
D59y JoB3 BB (o,lel Ll 51 Jlrs slacdl izl g o)ls 18 Lawgie mxhaw 10 okt 1 55ls 45 00 o i (amd o yLid ki 12 sl
5 Noz Bllae,a8) bools mie8 (oomd (09 Jboy 5l pliebl Jaax Lo (V Jguz) wilaiilas ol (SasSTy bosls aas o olis a5

A a1 5 Aiged s osle o 4y (el Jboy 4 SGop mujei sdimalid )l S Sans

! Koay et al.

2 Carroll and Ahuvia

3 Singh et al.

4 Morgan-Thomas and Veloutsou



m) VFoF cogm o ylosds ooyl 0599 U5 g cuunsS’ oo 9 bgy o oo

‘5)..\."\.15

V Jgu

g slopite deogi L]

S (S e dlaml oSl a4 e s i o
Y ..y N Y. \0 Jiie oads Sl elaizl slo wil, b6 slo oo ld
Y ey .y v.aq ) b Xy S
Cend ey . £ .. Ve il Sy oy )
XY A - SA Y. Ve il Sy Bhe

O3 9 sy |y 093 Ha5 55500 o5l el iy po sladysS aS 05d Jol> liebl Wb (g sl balg, s 5 i
bl 5 @) glis,S ST S &y (65503l (6 230,1,59) (bl (s &2 pbaie (s WS (oo 5503l Laosls il by Sligpan
1515 sy my 2 Bales 5 CAVE) oaiirl 5l (uily g aSilos S8 4y (o5l j2 sloaysS smond) K2 ls; ooy CCR) (S 5

=L'>3.J Ls p—‘)‘o)) ° O)L...: » OMC‘W‘ wl.a)‘g wi.:Luo )JD' S8 LE] (Lba)l.w ).‘L..u Lv b el Ao .)9} GLQCU; L» ).u.u..u o)L..u Jib)

Q]M)‘S(Jﬁb )Ja.ﬁ) o)L..uJ.QAVE )»BLQ")L""’MLS‘)’ 0 )l ).:YL:AVE 9 -y )lfYL’ CRBCL.JS; 6[.0.”;)&[.5.@4)

(Y de}) w‘ )‘)9); LS)“f o)Lbl JJ.A u9l]a.a 6‘;‘5 @‘5) 9 bm @‘3) “;L»L» aw‘ ).mf)),v L{bo)L..u ).vl...u Lv

Y Jyue

S0l o Lﬁ’éJ‘J/
) ) ) o VAVE AVE CR a o5l
NG - ¥a. - BTV Yo Yo - OFY -20) CAFF clasl sl ale, bl sl cls
(V) sus Sl
« £fY DAY «AYY < OVY « A¥Y EA'RAY «AY0 <) (Y)Jé)gdg)gd
. Ya¥ <MY N aTe LY S MY - £57 - 200 - Q¥f (F) 9y 0529 33
“A-a - Yaf - FEY -.b0Y “A-a - FO¥ - A0f - AFf (F) Sy 4 e

Jod LB o)lge dan (gly az S a5 0SS o 20Ul eadosslie soosls b cogeie Joo (IS ol (i3l sla asls

(V' Jgoz) all (oo (ogllas)

Y Joue

o Sl slo aFls
IFI CFI NFI SRMR RMSEA Idf Gl slaasla
>.4 > .40 >.4q <A coA—ed Y- Sy ke
.50 - asf - AT - f5 - 0F YA 0did gl e
ookl oolhe ookl ookl ookl oolhe o3l s

Y¥a

E-ISSN: 3041-8933


https://portal.issn.org/resource/ISSN/3041-8933

Xy 41y25 rilin IS 1 Ay BaE 9 IS pao 3 (ke N 0509 Pl 2 oSyl (elaial sailiy (b3l seuled ST oy m '

7 i) Sl 9031 sl AMOS o Sy il g by, 5 )il c¥olae ol Joe 5l ool b pae o ol

9 PR )90 50 G5 preeal Slire P olie 5 sl s a5 wiload ools Las B oleds Jgaz 50 e prie (yls (ke 5 s
Spa 3o p s B Cute p3l oad STl ezl glaail; oblib slaculas o5 cil I (Sl gl g aalys 4nb)d s,
S5 a8 Csline Glay ol sl + B 51 1S 50 50 SIS pl gl P polie g cile Wy 05ag 35,] eizee 5 00iiS B pae (e
Ny dy Bhe 500y TVA LT, &y 0hg o))l (2 BB Hob 4 ool STyol elaizt gladile, oL,k glacudled o 2ol38l ol
e B 0305 U] o STl celainl sloails, ol glaceles b pl by ams o ial33l auoyo Y1 Y b 1, S 0iS G e
Sk liadld o alal) Code g ol el iy 425 45 dedge (LS (65 (Rile D90 )0 @S el gl Wi 4 Bie &
s ) IS bl ¢ 05l a8 sl sl P-ValUR 1 S e o Semilis |y Wi 4 B2 g 0ats STl slazz] slaaila,
e W s e 0uoyd TV ial33l el W diy25 6 Semmilio b oty STol Lelain] sloaile, il sloclles a5 ams o ol
b8 @l bawgi W ohig (05)l 5 oad SThol elazal slaail; b)BL slacedld (e Wi 428 (6 Smile A8 (Jl (2] b 0l
5% 0 ialojl (655l Jao el (F52 Jlms 3 e ST g0t 0 51 53555 sns ol 2l jo P-value e 15 wgh o Sl
sl wile, bl sl culled 45 g sb 4y tenl ond @ ) JSKE 0 lars b y0jl bl § s calys olyed 4 yol> iagi:
Ae) (3083 po po Sl sl ((plad) Hlad 4 las Sy el 0ol LSCAS amy iy 3l AT Cenl (s e 00l STHol elois
Sllad G (il pite Nip 420 g s Jde cpl )0 dialy jiie 90 Wip oy (Bl 9 Wip 4 Bae telad g (S, MBI ()

sl Wy 4 B g iy oy il b oads STol ezl slo ailu, il olo
¥ Jgu=

&)/gmfbﬂjdjﬂjfa)&fw g_,s__tﬁ,..é

4o p t B Gl s An b

anb e AYY PR SIS Gae gy e Wy oy gl e oot STol selazal sl il UL sle ol \

anl eeeepAY XYY SAiS B pmn e Wy &y e < ol Sl elazzl gle ails, UL sle coled \

smlipae  PAYe P G e i odis U3l € W e oad STl eleia] sl aile, b L sle cudles v
1o, A0 lebsl a3 oyl laebl alols
[y, - -a4]

ol e — VY. oS Ghyas e B d e A 4o e ol STl elaza] sla wile) b, l5b sls cles £
10,0 A0 lsebsl mhaw )3 G yialog el alold
[-yVy, - xve]




m i VBT cpgus o lodh o yler 0599 5 9 o’ Judoi' g gy 2 pono s
Y s

Za@é}_éa}.quégb‘jw culpd olpors 4 g,z l Yoleo Jto

H1: p = 0.479, p = 0.001 Ay 8339 L)

° . ‘SJ ‘-
H3: Indirect Effect = 0,043 ‘ s

SLslib glacules
2881 yal

H4: Supported |

H2: 8 =0.312, p = 0.001 Ay & b

S5 A g Sy

5 9IS Bymn y (gihee Ky o2y Gyl 2 xS0l eletz] sladili; bl slocillad 5l ) p pol> ragy Soa
bl el a5 ols las g,kls SY¥oles S o ol g Lulg, cpl ;o Wy a0 ople B e b g W Ay B
abl) cpl e oo a5 GlaigSa (i ,l0 00iS B pan g e Wy 0y L), (6 loline § e ).\_,L oo STl elaiz! slaaile,
sa STyl eloix! slaaile, ob,lb slocatlad (pzmad o (5,155 ol + ooV 5l jiaS o o g lel Ll 5l g0 < FVAL Ll
On 50 g v o)l iaS (ghloloe mhaw g < XAV L oy adaily cpl s oo g ails W 4y Ble (g lolias g M}M‘L)
Iy G e g oas STyl claiz!| sladil, obb slacaled loe adayl) conl aiuslys oy a,o0 a5 wols ylas leaisl o Kol
Sl locdld piine e Sl Blie ;5 09 Jlobae 5 =TV b oy joe (pl peiine oo Sl 00 (6 Kzmile (5 loline j5bo
7l G2 el 0t Jlolins gylel S 5l g a5 ¥V Ll wir a3k 5l i ey (35)] e STpel eleizl slaaibs,
byl g e wilg e sloix] Gladaile, Sb L sbaldled a5 wes po lid baudl oSl ol o ol abaly cpl o Wy,
Bt ble ey &1 ol UGS 0 55 4175 Ll J350 5150 b 0T (ble (glasies o0 5 35 (55 3] (iS5
S oo Ll iy ofag )] (GBS w4 S (5 A 1B W @
2 s 3 s 55 oSl sl sloail b ik slacolld Jobies 5 oo 13 e g e il
(olas 1) slazzt gladils; 1o wip lacdled HBaiS B as a5 oK .l gunod (s Slool 5l (glos S Jiso b c0aiS 8 pae
oglr yladse 5 yplete il (T (503 50 Wy WiS oo STl plasasplas Slbls)l gine g Glu,edbl wadgilucasd o)
S gt [y aiy )] g CoS 1 SThol g auS Cu e |y cuie sla celas s (ial38l |, Wi 4y ed i Wlgi o yol cpl aiS oo
2ilgs oo 00 STyol elaiml slaailu, b, lacudled wisls fjlis a5 cal (lgten o) Ken g KOay sloasl b iogys ol mols
Koay et) sy oo b cilisee (SThol 5 (25bagly, glo)Sgile 5l alal, cnl 9w Cogi 1) 0aiiS S pme pr (ine 35y g 3]
S IS o cloix! slaaile, slaclad slavsly (ib p aS ool gued o) Ken s LIM @i b ol asdl uizen (al., 2020

sbals, ob,hL sledls s Hadisumarto 5 Irawan aslllbe ,s (Lim et al., 2020) ws,S oSG %y ofs b)) Casd g

Yoy
E-ISSN: 3041-8933


https://portal.issn.org/resource/ISSN/3041-8933

Xy 41y25 rilin IS 1 Ay BaE 9 IS pao 3 (ke N 0509 Pl 2 oSyl (elaial sailiy (b3l seuled ST oy m .

Cosl 0y 35l el ol SOl 65 aly LiE Aibe 45 wad UiyliT i pe (o )lols 5 0y oing L33, elezel b slozz]
i)y asilg oo sl slaasle, ob,lL slac s o ols oLis ;.5 Park 4 Seo sleassl, (Irawan & Hadisumarto, 2020)
Cansld 6&.&‘9*» slael el u‘y‘s‘a ‘) J..al:> u“"bjj" 4..3[.; ‘E)Q"‘)I (SCO & Park, 2018) J.....ul.u ails Cdo )..JL Ls).».m.o CL...JL 9 JJ')..: 0)43
55 o0 S5 5 00T B rme (83 53 i dyle e Cugi 5 Sl sl e (6 Sl ¢ ol )| JUS Byo 1) slaza] slaailes, oS

(il gzt (Julai ols plnil elaizl laaile; ob)IL slacudled samais cuale wlul p olgi oo |y a8l (ol s
Iy Wy ooyl 5l g9 Sy g ools Lials 1) S G pas lawbl pac 5l sisn Gy gy jlas Slbls )l 5 (ogpem po o Sl e
ol Sl oo gilu gzt was plas il WY b ke 5 jolae (Jld 1) W Wl e 55,4 Sl (Jlie (T oS o0 ool
3‘ \5)5_‘>)L| 9 olfdg.o L Jﬁﬁ as J.»S‘SA J-“-*—*-“ |) ‘bl.u U"‘ oA.HSdJ..AA LE) )...u J.nl.u 9 &S él?u‘ 60)5 LSLQ)L.J 9 d})..) QL».A ).....M...v wl...u
1) o5y 5 canslis 3 BT ST ol &y oa g los paieds Sk ay 58 fely ogm0 a8 wiols i o San s Walrave aes o coosl
slaile; 0 Wy Glyoe oo paly a5 sos o olis Feng 9 Gao sloaidl (yuzen (Walrave et al., 2018) 3,ls ‘;w plo
s Islam gl (Gao & Feng, 2016) wusl 5,5 &y slaply b U1 Jolss g 1 ailgion 3lysyl5 ooliiul slagSIl 5 _elaza]
Islam & ) oS cogds 1) Glasalas Slbls,l g slexel Wl oo &y Slelaixl jo (g ke 05,0 a5 canl ] Sbs 5 Rahman
raws H0 1) Aip oy 55,l 0SB e oo Jleisl wisds STol porae & ygods olal (sl dcgazme ST Sbej ooyl pls ((Rahman, 2016
RN

WIS B 1 g bline 5 it 3l oas Sl Leloiz] glaaile, bk clacolad 4 sls GLis gl s Az
SIS 5 algi o aSLy i i iy 5l ) HEALS G e s 5, 5,05 e elaza] slaaile, a5 ans e olis azily oyl
15 0] s S o all el 5 lslins ¢ pateds «oliz (lyime s Hobas 35y Sy 45 olin oS Lyl i 55 sible sladige
b a4zt onl 0 oo obml (Sads 5 3l (05 olet 25 Gl 65 slaceo B g wb oo (Rl 0aiS S8 pae 0055, (S
5,5 IS 1 dip 4 ghe 5 sl gloals, JbyLL slcdld ol cute all) a5 Ceol guen Algharabat  iags,
AS Coghi |y iy 4 ie wlg oo sleix! sladile, ob,l5L a5 wols les Ahmed 4 Sikandar ., owen (Algharabat, 2017)
b ol gy 4l (opl » o939l (Sikandar & Ahmed, 2019) sjlu w2l 3 1, 005G pae i o)lolig a3, (ol 5l g
W13, (Byme Ay g 00t pas aeaidy Lalg, LSl 10 spe gelo |y Wp 4 Gie o5 ol 55l o Kea 5 Bigakcioglu
.(Bigakcioglu et al., 2018)

Gooxis glaces b 00T an gl olaim claaile, clacdles 45 8,5 e iz Olyice |y 4l ol s,k ol ays 5|
ol s Wlg3 oo 008 b pme olazzl laailes, 1o o i glaailes, S 5 A o Slonl W b ad e o, Sikasgs 5 o8 Lis ¢ ulad ]
O led &S Hlis Wi yeelym Oleleiz] jo b auS Liiih 1 W glaime 010K STal 4 10 Ly 05 4y 20 cams Grwly Wiy
e Jods 98 (er (S g (sleizl apa s 4 g a8, P18 Sro )b e ol aes e Ol Wi 4 el anl
(5 I8 S sl asile elo! slaailu, ;0 3p b lad e 35,k slacadlad 5 ol o,l5 slo b;,l a5 wisls oLes Phua ¢ Nikolinakou
el slaasis bk as wisls olis 55 o, Kea 4 (Nikolinakou & Phua, 2020). Jiang a5 l35 o 51 e ,g,e g Igime adgs
Cooal o, Ken g Appiah (e (Jiang et al., 2019) asl atisls i &5 gl ogp g eloix! Sle slessl ,o Wlg o

az o ool 0l 5 (Appiah et al., 2019) wilos,S 0 ST Wy eeis b Lk b Loy olo,lid, 1o iy b 0aiiS'hpme (g jlonilan



m i VBT cpgus o lodh o yler 0599 5 9 o’ Judoi' g gy 2 pono s

55 g 4 e 5 ible (Sl (58 USE Jlainl i ool 1, 5 ol 25 5 e Sl Jolas oISl i sl (slaolled
Oyl iy

o3yl 9 0ais STyl elaxzl gladile) S,k slacdlad loe abal) Conl aidlyss 0y a2 oS ols (Lad iy pow 4l
5 Z0llo Jlie (sl s g (i Slalllae (S0 b e () 05 (6 Sozmibea jloline joboas | 0atiS B pme (Ll 3ip ohus
Jie Wy 425 9 0aiS S pae @dlie @5k 5l Wl oo Wy oy (5] 5 (eletxl slaaile; (DbBL Gl alail,y a7 wisls Glis ] Ses
233,85 ST 0SB pan 5 e Xy 0% 43, S e 4 X,z B ol S g Altaf (imen (Zollo et al., 2020) 54
sainSTyol 555 5 &y lacuaS yles Sgm ;0 mie o, g5l 51 (SO ) W w,28 55 o Sen 3 Coelho 4 (Altaf et al., 2017)
Glp S 4,55 09 Caedl o lie 4 Logyl pol> e 4o (s, Kzl b pac (Jlocull (Coelho et al., 2020) ws,S 5,
Ogots Baes digad cnl 5 3ip ks 35)) p eloinl aaile, slacodles 15 a8 wms (s Wisi oo aSL s Wi o2y (35
el 58,5 IS (5,50 sloylS ik b 51 b s

5 (S s (slo3lr 5 055 3,10, o)Ll 0 2,205 5 Wi 055 ) e S9le Dglis @ lgiicn 4 e 512
U5t iy sl el 5 BT ol « g el «BleMbl 5| slasgame olul 5 SYsb loy b Ceul (Sas 45 ol 2Ll
S el iy ol 2 b Lo e (SloS yomn b ol & 0035 B e 35598 5 FSe0 s (25T Ygame 05y 225« Blie o 3,5
Ll aST g0y eaims aal33l 1) 05 00 STl oyl g mlod g ¢ 0lST uiins yoboay cloiz] slaaile, ob,hL slacolls cul
cbaile, slcglls a5 was oo Glas 5 o, Kan 5 Ismail gloamil sl aisls auld ol o 58,0 labauly (28 & 4,50
51 5 Park 4 (Ismail et al., 2018). Se0 axsl I8 31 BauS G me 55, b il,S 5 b7 laditus aily o cloz>]
5,8 Vol g5 oo w50l (Se0 & Park, 2018) wlos S 3,155 |, & ons o5l 2 ssloiz] sboailes, b, bl slocalled puiins
el S iy 3 S5 5 (S oGyl il btz slaailu, Gl S slal i o 55, 55 USE 53 oS
s Gl W 42 (6 Kemilee a5 0Bl (558 slojlail 4

Gl (5 bline pas ;o Wlgi oo 5 iy a2 (il Slilas 05 g diged iy £ lRgT Ae) 0 Dol (b e o
BT Wlg co Gy b 0SB rae wled g4 5 Caro Cudle 4 azgi b aip ar,m0 a5 wleols oylis L3 slajimgy bl avsls s
slasle, SbhL lacdled a5 wisls lis Sgpad 0 Slig sloaiy o)l 595 axlllas o Khan 4 Beig a5 sl Solaie
2k b el Slan) Slal oLl a5 o Kes 5 (Beig & Khan, 2018). Zare w)ls 36 Wy a0 5 cloxs!
OBAES B a8y« blie jo (Zare et al., 2025) ws S pwyp 1y 25,0 Slig slaaip b i B 425 sloix! slaails,
slaails, g5 sasite Julse il o sl 4y osdle Ceul (San Syt oy il el lse o5t (SipiS (slaiy b
s btz slaail yo oatolml a2 5T eclplis 55 )53 de5 4225 5 ensd oD e S Sk i il ol ol
il B iy 5 3o a1 lsliee JUsl gl e

g oxbS ol eletzl sladile; b)liL lacudlad Gl abaly )3 wip 41205 lolins 6 Kzmile (G g% p)lez 4L
Gub 3l 4 gie n szl sbhaile; LBl A1l o5 a5 was oo plis a2l (ulcanl aalllas al @S (n ke Sl N0 4 Bt
Ay slale, el b agalge b osalice Bro K0 lo @08 o S B b Jolad [0 0SB e a5 098 o0 Jhie (gl o0

5 Sl uie glay iz 4 AT Wigd oo e 698 sable (Sido 4 ol pl Sley aSl ttuns (S Wiy 4 Gie obol glp

Yoy
E-ISSN: 3041-8933


https://portal.issn.org/resource/ISSN/3041-8933

Xy 41y25 rilin IS 1 Ay BaE 9 IS pao 3 (ke N 0509 Pl 2 oSyl (elaial sailiy (b3l seuled ST oy m .

& by wlael 5 Gae G,k 5l wilg o Wy ar, ol lis 4 Sl gues HuaNg aslllas b asxs ol gl Jos &5, 51 siess)|
Singh et ) wlos,S wnl |, Wy 4 Bic g By 4,55 Hho alal, o, Kan 5 Singh «cpcoen (Huang, 2017) wiS cosis |, (5 i
Mulyawati et al., 2020) wlawsls las e able (o5, g %y a4 Gie bl 8 4,50 55 o SKen 3 Mulyawati 4 (al., 2020
Xie et ) aisu Sgege |y 0 b 005G pas alail) CordeS WlgS o 50 4,55 45 9l oo LaS 35 L Ken 5 XiE slaasily ol 1 a3
«(al., 2017

Slyme @ Gl (oazd Jolss siile laclad ol gy Ly 428 (culual Zuale (ulal Gl |y a8l ol
9 &Sl az i (D alesl 0aiiS S pas 50 Wil e St (eloizl DLl g wpie DMl ail)) (Ol (g par (b 0SS e S
g e 2y b iyl (Slmes alul) S sl wlsi e Ll 1S5 5 s i a1 (i 093 LSy (l S ol (Soo3s
Obe Fidane SlbLS)| (23 S8 bl o lalss g jloline (slaas 25 slowl B2k 5l jpmedn2s bl & w8 oo w5 Smilansky
Sl S JES jo cape g5 Wil co (g yie 4z aS ol olis Gad «yisen (Smilansky, 2017) s)ls 1) &, g gt
slaaile, Sles a5 wilesls ylis L g Zhou 55 sasas a0 (Gad, 2026) ail 0SS pas slagaeas 4 cloixl sloaile,
Zhou & Li, ) sigs yonie 9y b 0aiSh s wsw sbl 4 Jluoms Jolad 5l 5 oS 55lasl o Lol 1) wipy b Lails, 05,06 olaz]
oo S 4 il (025 9 (o e sl wip a Bae b alaly o wip 428 (el 2 (nl Rl (2025

oozl ol b3 slaelsd sl 55l 55 gl S s o Bt b ggama o p2lo gy slaasil
sible 5 (GFLS slagealy Coled 10 5 WS (oo SlodiiS B pan (Fgyd Candy a5 Wgd 48,5 A 3 (g S e Glyieds wiileS oo
Lot g0l 0o 5 05 059 55, gt s Slm] (SLaSs yne 51 Lol Lol aen 45 aas o (ylid ol o Jlocnll aims oo JSE 1,
Solas ol 5,8 Ll (g loline omilon (2 ips 4o oy 4y 36 6,5 JSE L0 a5 s wd 5 L5 slails, slocS e Ll cou
sl 4l gslite 25lanls, 6b,Bysle casl (Soe selozz! gloaile, ob)hL sible 5 o5ls glavely a5 aas oo oles
ol b coanl 4 5 olam! slaaile, slaaly 4 gl s 00T e la iS5 s STl il o)l oLKes 5 LUO slaazil,
oS wlols plias o) Sen o Wang «imes (Luo et al., 2020) s,ls oS )8, slovas 4 b5k b e o 45 Sgp0
ol (Wang et al., 2019) o5,l3% 51 Sbhb leime ;a55b aad 5 Shhol ol p &,k 5l adly o ply 5 ailu, o S5
ol 5 WBL Gl 5 5 o mains alaly 51 15 sl eloral (slanile, Gl Jelos 4 wies e ol 55 5ol s bl
2SS s Al jebar dely 5o 50 1) caiiS B pae Gy a5l

etz slaail) slaosls Jlow «segran Shgn (S L astas ke Jlozms (ob)ll saz SY5ou L aizes laaidly
o5 Talha ol axsl )5l bl sla S5y b caslite 5 odis sl sased 5 380 slaply >k lSal 36 bl 5
Julol,3 (Talha, 2025) sl 05,5 05T Jlions sl s5loaing 5o (eloiz] slaile, Julos g il (5,50l slapt 55|
lyione oo STy 5l sl 4 elaizl slaail; 5 5T (Sl 3l (2 31 45 am0 e (LS 55 ) iSem 5 SpOTT-Wang
oy Bro oilopamd 15 taims o Glal33l 1) Wy 4,28 Coenl oV 555 | (SpOrl-Wang et al., 2025) ol azly ol
gl o 53 lagleslo QU1 iy a8 428 eyl 5 seine caize | ] cbline o5 398y Able abal & wilgi s
SBlassT g 550 po e Oles Jobs bl 5 Sledlbl 51 5 oolatul byl ey atly 525 Il 9 Shes 4 s slacS by g (Sl



m i VBT cpgus o lodh o yler 0599 5 9 o’ Judoi' g gy 2 pono s

slaws iol38l gl add & clozx! glaails, sboosls 5l eolatwl glize 4y yol ol c Sb I3k 059> ,o .(Pazhoohan et al., 2026) !
S ol (8ly (Keds 5 b5, allens 4 canl plaay o co b gl oSl ¢ Jolas b i les

OB AT G pns 4 kg diged ciawst 0,8 108 Ao 0,50 LAl a5 Wb 4 0 ol ped Codgazte Wiz b ol iagh
2l @ @l pend (plply il 8 slotzl glaails, 2Lk slacadld (om0 0 a5 55 Sgamme ol 8l 5 (g 2SN slans
29 ploul blosl b wl eloix] slaaile 5l oslainl Oglaie sbagSl b 0SB pas sloog,S L (wgas Slods o ciw slaws p alio
S )0 g o)) 35055 g0y Wosld (pgus 1S Sgaze |y loazil (g )lel mrend Sl Wlgs o diedin (5 S Aiges by, 5 eoliiul (ags
oaales slul 1 G ye Jlis Jil g Wad ey p S a0l S Ojgens slan! gbails, b hL el
Oel g o saumiw 4355 (50gamme las b 33y ds S ¢ pimad kS (yge)] lElax jebas Jalad g Sl gl (g0 gipga 0 o5l cateis
L bl o eyl g9 oiile slaie) sl prie colys 10 090 pal,d Jitus jebas o] (5,18, 5 S3lis « sible « pws olul (o)
WS S Jae po gmazd b colbcares b Shg g aip 4 sleiel ¢ Jpams g5 slaix] slaails, jl oolainl Gad wi

sadeaslive by, (g lul B oS olejTib calise  Kin )3 sladie; g molio o) ;ol> Jow oois] slaipgh 99 oo sl
Sob Oldllas plol (ioran 020 (ioli8l ) zull puess ol Wlgh oo 35,5 diged 9 Jloio! (6T diged 1 oolainl 09l jastin
s 5 i a0 el sloail, il Slacalled s Ly, e Cunle 5 S oo (5538 sl il el L
Joe j0 s jobay |y clozxl slaailn, Sb 1L slacdlad slal 51 SO o )lg5 co gom Slalllas [0 55l ool 3 Wip 4 Buie 5 0y
olasl 098 oo Slpiion (yuiored M0 Wi A Bhe g oy L), S (S KD [0 gy LA da plaS 04l aseie B oS o)l
Wols; wadSTel cdlol waiSBras 65,0 wip 4 slaiel wile oo yitin § Wgd o, p ABla> O jgod Wy a0 @l
aile alizes slap ,aily anolie Wigd 00938l Jaw 4y ) bow b ouile lsicds Jlioms 8 jline g wip alal) coaS (5 5 b (g jleasilon
g A58 lgize LB g (5,58 slo g a5 wws lis Wilg co ju e p e Lloiz] (aSlil g sy (STl Sl
A8 o Sl Jae slo, g5k

Copde g Ny Sl ol 5l sisy Glaea 1) sleix] baaile, sboaodld Wb b L ol pas (i zls (wlel
Sledbl ylojen a5 058 >yl (sl5gSa & p (slygiome 39 oo Slpiion Dl Lzl glp (6 )il Bpo 45 5,8 a5 )0 (g s o
Xy d,25 a8 Ll 51asS gl 8 1) BanS G pae ylee Culte (695 90iS ool ol g F5U ccnlite (g5le pased « aBly Jolss cide
alls 059 az gl Jlozwd wled aladi jo 5l Jol> 4y CodS 4 Wb lpae s g hloline mmilo (iE 0 4y Bie 6,8 S o
552 S (8l i bl L gine sl ol 0 5 plord 5 38,5 Jolsd Sk gl S 025l
olble 5,3, sbrosls 1 oalaiwl b asilys oo baplesln o)ls coonl cloixl sladiln; o Kalen o slad > ¢ join jga> iy 059
e ol ogd Bl s 5 ake Cbolie (gl aS Wil sligSa Wl (gile sased (pl Ll S odgi (6 Sead gl sazd Slyome
oo paly #Mal jo 1l s 4 ilgs oo Wiy a4y e g 0alSTyol 4y 2 (oS Lt e ¢ )8 Slulas | Joled oS aile oo asls

WS SaS GEAnS G pae b Saiadyl g 5l Lals, sl 5 olazzl slaailes,

Yoo
E-ISSN: 3041-8933


https://portal.issn.org/resource/ISSN/3041-8933

Xy 41y25 rilin IS 1 Ay BaE 9 IS pao 3 (ke N 0509 Pl 2 oSyl (elaial sailiy (b3l seuled ST oy m '

&8l ;e

S5 092y g28lin Ll A5z « polo axlllas plol o

00,8 iyl SlaSG i GBass g (celed allie opl (315 )0

S o jlge
Wosly cudlad

Al welet ol coly o5 Jgel Cole; fred g ot odiug g 3l Canlgm y0 Dyg0 10 ol Jiagh REA PR PSR

b o>
ol @il o ol ipgh o

References

Algharabat, R. S. (2017). Linking social media marketing activities with brand love. Kybernetes, 46(10), 1801-
1819. https://doi.org/10.1108/K-04-2017-0130

Altaf, M., Igbal, N., Mokhtar, S. S. M., & Sial, M. H. (2017). Managing consumer-based brand equity through
brand experience in Islamic banking. Journal of Islamic  Marketing, 8(2), 218-242.
https://doi.org/10.1108/JIMA-07-2015-0048

Appiah, D., Ozuem, W., Howell, K. E., & Lancaster, G. (2019). Brand switching and consumer identification with
brands in the smartphones industry. Journal of Consumer Behaviour, 18(6), 463-473.
https://doi.org/10.1002/cb.1785

Beig, F. A., & Khan, M. F. (2018). Impact of social media marketing on brand experience: A study of select apparel
brands on Facebook. Vision, 22(3), 264-275. https://doi.org/10.1177/0972262918785962

Bigakcioglu, N., Ipek, 1., & Bayraktaroglu, G. (2018). Antecedents and outcomes of brand love: The mediating role
of brand loyalty. Journal of Marketing Communications, 24(8), 863-877.
https://doi.org/10.1080/13527266.2016.1244108

Coclho, F. J., Bairrada, C. M., & de Matos Coelho, A. F. (2020). Functional brand qualities and perceived value:
The mediating role of brand experience and brand personality. Psychology & Marketing, 37(1), 41-55.
https://doi.org/10.1002/mar.21279

Gad, K. (2026). The Impact of Social Media Marketing on Purchase Decision through Customer Experience: An
Empirical Study on Skin and Hair Care Products in Egypt. Arab Journal of Administration, 46(1).
https://aja.journals.ekb.eg/article 306639.html

Gao, Q., & Feng, C. (2016). Branding with social media: User gratifications, usage patterns, and brand message
content strategies. Computers in human Behavior, 63, 868-890. https://doi.org/10.1016/j.chb.2016.06.022

Huang, C. C. (2017). The impacts of brand experiences on brand loyalty: Mediators of brand love and trust.
Management Decision, 55(5), 915-934. https://doi.org/10.1108/MD-10-2015-0465

Irawan, A. D., & Hadisumarto, A. D. (2020). The influence of social media marketing activities on brand trust,
brand equity, and brand loyalty on the Instagram social media platform. Indonesian Journal of Management
and Business, 43(1), 44-58. https://doi.org/10.7454/jmui.v4311.1045

Islam, J. U., & Rahman, Z. (2016). Linking customer engagement to trust and word -of-mouth on Facebook brand
communities:  An  empirical  study.  Journal of  Internet  Commerce, 15(1),  40-58.
https://doi.org/10.1080/15332861.2015.1124008


https://doi.org/10.1108/K-04-2017-0130
https://doi.org/10.1108/JIMA-07-2015-0048
https://doi.org/10.1002/cb.1785
https://doi.org/10.1177/0972262918785962
https://doi.org/10.1080/13527266.2016.1244108
https://doi.org/10.1002/mar.21279
https://aja.journals.ekb.eg/article_306639.html
https://doi.org/10.1016/j.chb.2016.06.022
https://doi.org/10.1108/MD-10-2015-0465
https://doi.org/10.7454/jmui.v43i1.1045
https://doi.org/10.1080/15332861.2015.1124008

m l VBT cpgus o lodh o yler 0599 5 9 o’ Judoi' g gy 2 pono s

Ismail, A. R., Nguyen, B., & Melewar, T. (2018). Impact of perceived social media marketing activities on brand
and value consciousness: Roles of usage, materialism and conspicuous consumption. International Journal of
Internet Marketing and Advertising, 12(3), 233-254. https://doi.org/10.1504/1JIMA.2018.093387

Jiang, J., Huhmann, B. A., & Hyman, M. R. (2019). Emerging masculinities in Chinese luxury social media
marketing. Asia Pacific Journal of Marketing and Logistics, 32(3), 721-745. https://doi.org/10.1108/APJML-
07-2018-0256

Koay, K. Y., Ong, D. L. T., Khoo, K. L., & Yeoh, H. J. (2020). Perceived social media marketing activities and
consumer-based brand equity: Testing a moderated mediation model. Asia Pacific Journal of Marketing and
Logistics. https://doi.org/10.1108/APJML-07-2019-0453

Lim, J. S., Pham, P., & Heinrichs, J. H. (2020). Impact of social media activity outcomes on brand equity. Journal
of Product & Brand Management, 29(7), 927-937. https://doi.org/10.1108/JPBM-03-2019-2298

Luo, B., Sun, Y., Shen, J., & Xia, L. (2020). How does green advertising skepticism on social media affect consumer
intention to purchase green products? Journal of Consumer Behaviour, 19(4), 371-381.
https://doi.org/10.1002/cb.1818

Mulyawati, S., Handayani, B., & Sudiartha, H. (2020). The relationship between celebrity endorsement, brand
experience, brand love, and brand emotional value of Nature Republic cosmetics. The International Journal of
Social Sciences World (TIJOSS), 2(1), 85-94.

Nikolinakou, A., & Phua, J. (2020). Do human values matter for promoting brands on social media? How social
media users' values influence valuable brand-related activities such as sharing, content creation, and reviews.
Journal of Consumer Behaviour, 19(1), 13-23. https://doi.org/10.1002/cb.1790

Pazhoohan, A., Akbari, P., & Nouri, M. A. (2026). Analyzing the Effect of Corporate Social Responsibility and
Knowledge Management Infrastructure on Sustainable Performance Considering the Mediating Role of
Organizational Ambidexterity. Quarterly Journal of New Approaches in Management and Marketing, 5(1).

Sembada, A. Y., & Koay, K. Y. (2019). How perceived behavioral control affects trust to purchase in social media
stores. Journal of Business Research. https://doi.org/10.1016/j.jbusres.2019.09.028

Seo, E. J., & Park, J. W. (2018). A study on the effects of social media marketing activities on brand equity and
customer response in the airline industry. Journal of Air Transport Management, 66, 36-41.
https://doi.org/10.1016/j.jairtraman.2017.09.014

Sikandar, M. D. I., & Ahmed, Q. M. (2019). Impact of social media marketing on brand love: Promoting loyalty in
the restaurant landscape of Pakistan. Online Journal of Communication and Media Technologies, 9(4),
€201927. https://doi.org/10.29333/0jcmt/5953

Singh, D., Bajpai, N., & Kulshreshtha, K. (2020). Brand experience-brand love relationship for Indian hypermarket
brands: The moderating role of customer personality traits. Journal of Relationship Marketing, 1-22.
https://doi.org/10.1080/15332667.2020.1715179

Smilansky, S. (2017). Experiential marketing: A practical guide to interactive brand experiences. Kogan Page
Publishers.

Sporl-Wang, K., Krause, F., & Henkel, S. (2025). Predictors of social media influencer marketing effectiveness: A
comprehensive literature review and meta-analysis. Journal of Business Research, 186, 114991.
https://doi.org/10.1016/j.jbusres.2024.114991

Talha, M. (2025). Optimizing Digital Marketing Campaigns Using Artificial Intelligence (AI) and Social Media
Analytics: A Comparative Study of Machine Learning Algorithms. International Journal of Scientific Research
in Engineering and Management, 9(3), 1-9. https://doi.org/10.55041/ijsrem42691

Walrave, M., Poels, K., Antheunis, M. L., Van den Broeck, E., & van Noort, G. (2018). Like or dislike? Adolescents'
responses to personalized social network site advertising. Journal of Marketing Communications, 24(6), 599-
616. https://doi.org/10.1080/13527266.2016.1182938

Wang, W., Chen, R. R., Ou, C. X., & Ren, S. J. (2019). Media or message, which is the king in social commerce?:
An empirical study of participants' intention to repost marketing messages on social media. Computers in
human Behavior, 93, 176-191. https://doi.org/10.1016/j.chb.2018.12.007

Xie, L., Poon, P., & Zhang, W. (2017). Brand experience and customer citizenship behavior: The role of brand
relationship quality. Journal of Consumer Marketing, 34(3), 268-280. https://doi.org/10.1108/JCM-02-2016-
1726

Yadav, M., & Rahman, Z. (2018). The influence of social media marketing activities on customer loyalty.
Benchmarking: An International Journal, 25(9), 3882-3905. https://doi.org/10.1108/BI1J-05-2017-0092

Zare, M. A., Omidi, A. R., & Safari Kohanki, S. (2025). The effect of social media marketing on brand experience
among customers of selected sportswear brands on Instagram: A case study of Iranian Instagram users. Second
International Conference on Educational Sciences, Psychology, Sport Sciences and Physical Education, Sari.

Zhou, Y., & Li, Y. (2025). From interaction to restoration: How social media marketing revitalizes heritage brands.
Journal of Interactive Marketing, 63, 21-39.

Yov
E-ISSN: 3041-8933


https://portal.issn.org/resource/ISSN/3041-8933
https://doi.org/10.1504/IJIMA.2018.093387
https://doi.org/10.1108/APJML-07-2018-0256
https://doi.org/10.1108/APJML-07-2018-0256
https://doi.org/10.1108/APJML-07-2019-0453
https://doi.org/10.1108/JPBM-03-2019-2298
https://doi.org/10.1002/cb.1818
https://doi.org/10.1002/cb.1790
https://doi.org/10.1016/j.jbusres.2019.09.028
https://doi.org/10.1016/j.jairtraman.2017.09.014
https://doi.org/10.29333/ojcmt/5953
https://doi.org/10.1080/15332667.2020.1715179
https://doi.org/10.1016/j.jbusres.2024.114991
https://doi.org/10.55041/ijsrem42691
https://doi.org/10.1080/13527266.2016.1182938
https://doi.org/10.1016/j.chb.2018.12.007
https://doi.org/10.1108/JCM-02-2016-1726
https://doi.org/10.1108/JCM-02-2016-1726
https://doi.org/10.1108/BIJ-05-2017-0092

Xy 41y25 rilin IS 1 Ay BaE 9 IS pao 3 (ke N 0509 Pl 2 oSyl (elaial sailiy (b3l seuled ST oy m '

Zollo, L., Filieri, R., Rialti, R., & Yoon, S. (2020). Unpacking the relationship between social media marketing and
brand equity: The mediating role of consumers' benefits and experience. Journal of Business Research, 117,
256-267. https://doi.org/10.1016/j.jbusres.2020.05.001


https://doi.org/10.1016/j.jbusres.2020.05.001

	EXTENDED ABSTRACT
	Introduction
	مقدمه
	روش پژوهش
	یافته‌ها
	بحث و نتیجه‌گیری
	تعارض منافع
	مشارکت نویسندگان
	موازین اخلاقی
	شفافیت داده‌ها
	حامی مالی
	References

