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BAB V

PENUTUP

5.1 Kesimpulan

Berdasarkan hasil analisis dan pembahasan penelitian yang telah dijelaskan,

kesimpulan yang dapat diambil oleh penulis adalah sebagai berikut:

1.

Iklan sosial berpengaruh secara positif terhadap perilaku pembelian
konsumen.

Faktor individu berpengaruh secara positif terhadap perilaku pembelian
konsumen.

Citra merek berpengaruh secara positif terhadap perilaku pembelian
konsumen.

Iklan sosial berpengaruh secara positif terhadap citra merek.

Faktor individu berpengaruh secara positif terhadap citra merek.

Citra merek memediasi iklan sosial terhadap perilaku pembelian
konsumen.

Citra merek memediasi faktor individu terhadap perilaku pembelian

konsumen.

5.2 Implikasi Manajerial

Berdasarkan hasil penelitian yang diperoleh, maka implikasi manajerial yang

dapat diberikan adalah sebagai berikut:

1.

Menginvestasikan lebih banyak sumber daya dalam strategi iklan sosial
untuk meningkatkan perilaku pembelian konsumen.
Memperhatikan faktor individu dalam merancang strategi pemasaran

dan penjualan.
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3. Meningkatkan upaya untuk membangun citra merek yang positif agar
dapat memengaruhi perilaku pembelian konsumen.

4. Fokus pada penggunaan iklan sosial untuk memperkuat citra merek
yang menguntungkan.

5. Memperhatikan faktor individu dalam upaya untuk memperkuat citra
merek.

6. Menyadari peran penting citra merek sebagai mediator antara iklan
sosial dan perilaku pembelian konsumen, sehingga memperkuat citra
merek dapat meningkatkan efektivitas iklan sosial.

7. Memahami bahwa citra merek juga dapat berperan sebagai mediator
antara faktor individu dan perilaku pembelian konsumen, sehingga
memperkuat citra merek dapat meningkatkan pengaruh faktor individu

terhadap perilaku pembelian.

5.3 Keterbatasan Penelitian
Menurut temuan penelitian, ada sejumlah kendala penelitian yang harus
diperhitungkan untuk studi masa depan. Beberapa kekurangan dari penelitian
tersebut adalah sebagai berikut:
1. Khusus untuk variabel iklan sosial terdapat beberapa dimensi yang
tidak diuji pengaruhnya secara satu persatu terhadap variabel

dependent.
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2. Penelitian ini hanya menggunakan data pada satu tahun terakhir yang
menimbulkan kemungkinan penelitian mungkin sudah tidak relevan

untuk kondisi mendatang karena perubahan waktu.

5.4 Saran Penelitian Kedepan
Berdasarkan penelitian yang telah dilakukan, berikut merupakan saran
yang dapat diberikan oleh peneliti untuk penelitian selanjutnya:

1. Sebaiknya penelitian kedepan menguji pengaruh dimensi dari iklan
sosial secara satu persatu ke variabel independen sehingga didapatkan
gambaran lebih dalam tentang pengaruh dimensi iklan sosial Saran
untuk penelitian selanjutnya diharapkan dapat menambahkan variabel
diluar pengalaman berkunjung seperti variabel kualitas promosi,
potongan harga, tempat, dan lain-lain.

2. Diharapkan dapat menambahkan jangka waktu yang lebih panjang

dalam penelitian selanjutnya.
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LAMPIRAN

Lampiran I Kuesioner Penelitian
Pendahuluan

Perkenalkan  saya  Chatarina  Debby,  mahasiswa  Program  Studi
Manajemen,Fakultas  Bisnis dan  Ekonomika,Universitas Atma Jaya
Yogyakarta(UAJY).Saat ini saya sedang melakukan penelitian untuk tugas akhir
skripsi dengan judul Strategi Digital Marketing dan Perilaku Konsumen Terhadap
Keputusan Pembelian Kaos Polo Ozzy Clothing

Saya mohon kesediaan Saudara/i untuk meluangkan waktu mengisi kuisioner
penelitian ini. Adapun Kriteria untuk mengisi kuisioner ini adalah sebagai berikut:

1. Apakah kamu pernah melakukan pembelian produk di Ozzy Clothing?
2. Apakah kamu menjadi follower dari media sosial Ozzy Clothing?

Saya berharap kesediaan Anda dalam membantu mengisi kuisioner ini.Semua data
yang diberikan akan dijaga kerahasiaanya dan hanya digunakan untuk kepentingan
penelitian.

Atas kesediannya dalam berpartisipasi mengisi kuisioner ini saya ucapkan
terimakasih.

BAGIAN I: PERTANYAAN FILTER

1. Apakah anda pernah melakukan pembelian produk di Ozzy Clothing minimal
1 kali dalam 1 tahun terkahir?
o Ya
o Tidak

2. Apakah anda menjadi follower dari media Instagram sosial Ozzy
Clothing selama 1 tahun terakhir
o Ya
o Tidak

BAGIAN II: PERTANYAAN DEMOGRAFI

1. Jenis kelamin
o Laki-Laki
o Perempuan
2. Usia:
Pendapatan per bulan

o <1.000.000 — 1.999.999



o 2.000.000 —5.000.000
o >5.000.000
3. Nama:

BAGIAN I11: KUESIONER PENELITIAN
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No Iklan Sosial (Informatif) STS| TS | N S | SS
1. | Iklan sosial media Instagram Ozzy clothing adalah sumber
informasi pakaian yang baik
2. | Iklan sosial media Instagram Ozzy Clothing memberikan
informasi terbaru tentang merek fashion
3. | Iklan sosial media Instagram Ozzy Clothing adalah sumber
informasi pakaian yang nyaman
4. | Iklan sosial media Instagram Ozzy Clothing memberikan
informasi lengkap tentang merek fashion
5. | Iklan sosial media Instagram Ozzy Clothing memberikan
informasi yang bermanfaat tentang merek fashion
No Iklan Sosial (Hiburan) STS| TS | N S | SS
1. | Iklan sosial media Instagram Ozzy Clothing itu menyenangkan
2. | Iklan sosial media Instagram Ozzy Clothing memberikan
hiburan
3. | Iklan sosial media Instagram Ozzy Clothing membuat saya
senang
4. | Iklan sosial media Instagram Ozzy Clothing merangsang
imajinasi saya
5. | Iklan sosial media Instagram Ozzy Clothing memberikan
kelegaan dari kehidupan yang penuh tekanan
No Iklan Sosial (Kredibilitas) STS| TS | N S | SS
1. | Iklan sosial media Instagram Ozzy Clothing dapat dipercaya
2. | Saya merasa klaim yang dibuat dalam iklan sosial
media Instagram Ozzy Clothing dapat dipercaya
3. | Iklan sosial media Instagram Ozzy Clothing dapat dipercaya
4. | Iklan sosial media Instagram Ozzy Clothing meyakinkan saya
secara positif
5. | Iklan sosial media Instagram Ozzy Clothing itu tulus
No Iklan Sosial (Privasi) STS| TS | N S | SS
1. | Saya Kkhawatir informasi pribadi saya di sosial
media Instagram Ozzy Clothing dapat disalahgunakan (R)
2. | Saya khawatir perilaku penggunaan online saya diketahui
orang lain saat saya menggunakan sosial
media Instagram Ozzy Clothing (R)
3. | Saya khawatir detail penggunaan sosial media Instagram Ozzy
Clothing saya mungkin diketahui oleh pengguna lain (R)
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4. | Saya khawatir teman-teman saya akan mengetahui
tentang like yang saya lakukan pada iklan sosial media
Instagram Ozzy Clothing (R)

5. | Saya khawatir bahwa pihak yang tidak dikenal dapat
mengakses informasi pribadi saya di sosial
media Instagram Ozzy Clothing (R)

No Iklan Sosial (Kemudahan Pengguna) STS| TS S | SS

1. | Sosial media Instagram Ozzy Clothing dapat dipahami untuk
berinteraksi dengan orang lain

2. | Saya merasa, sosial media Instagram itu fleksibel untuk
berinteraksi dengan orang lain

3. | Saya merasa, sosial media Instagram Ozzy Clothing mudah
untuk melakukan apa yang ingin saya lakukan

4. | Saya merasa mudah menjadi ahli dalam penggunaan sosial
media Instagram Ozzy Clothing

5. | Saya merasa, menggunakan sosial media Instagram Ozzy
Clothing itu mudah

No Iklan Sosial (Konten) STS | TS S | SS

1. | Saya sering mengikuti isi iklan sosial media Instagram Ozzy
Clothing

2. | Isi iklan sosial media Instagram Ozzy
Clothing menggambarkan fungsi merek pakaian fashion

3. | Isiiklan sosial media Instagram Ozzy Clothing sangat berharga

4. | Isiiklan sosial media Instagram Ozzy Clothing bermanfaat

5. | Isi iklan sosial media Instagram Ozzy Clothing meningkatkan
emosi saya untuk membeli

No Faktor Individu (Market Maven) STS | TS S | SS

1. | Ketika berada dalam kelompok pertemanan, saya biasanya
menyarankan mereka untuk membeli merek Ozzy Clohting

2. | Menurut saya, saya adalah orang yang modis

3. | Saya sering merekomendasikan merk Ozzy Clothing kepada
teman-teman saya

4. | Saya memperkenalkan merek Ozzy Clothing baru kepada
teman-teman saya

5. | Saya suka membantu orang dengan memberikan informasi
merek Ozzy Clothing

No Faktor Individu (Stabilitas) STS| TS S | SS

1. | Saya berbelanja di Ozzy Clothing setiap saat

2. | Saya berbelanja pakaian di Ozzy Clothing selama beberapa
tahun

3. | Selama beberapa tahun saya berbelanja pakaiandi Ozzy
Clothing

4. | Saya lebih suka menjadi pelanggan di Ozzy Clothing

5. | Sayalebih suka membeli merek Ozzy Clothing yang sudah saya
gunakan sebelumnya
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No Faktor Individu (Berpikiran Terbuka) STS| TS | N S | SS
1. | Saya biasanya percaya pada merek Ozzy Clothing
2. | Saya menemukan kesalahan pada merek Ozzy Clothing (R)
3. | Saya membiarkan diri saya mudah diyakinkan oleh argumen
penjual saat membeli merek Ozzy Clothing
4. | Saya tidak merasa ragu untuk menggunakan merek Ozzy
Clothing
5. | Saya menganggap diri saya sebagai orang yang berpikiran
terbuka terhadap merek Ozzy Clothing
No Faktor Individu (Menyenangkan) STS| TS | N S | SS
1. | Saya memiliki minat artistik pada merek Ozzy Clothing
2. | Saya memiliki imajinasi aktif dalam merek Ozzy Clothing
3. | Saya seorang pembeli merek Ozzy Clothing yang rendah hati
No Faktor Individu (Materialisme) STS| TS | N S | SS
1. | Membeli merek Ozzy Clothing memberi saya kesenangan
2. | Saya suka memiliki merek Ozzy Clothing dalam hidup saya
3. | Saya suka memiliki merek Ozzy Clothing untuk mengesankan
orang
4. | Semua hal tentang Ozzy Clothing penting bagi saya yang saya
miliki
5. | Saya akan merasa lebih baik jika memiliki merek Ozzy Clothing
yang belum saya miliki
No Citra Merek STS| TS | N | S | SS
1. | Merek Ozzy Clothing memberi saya eksklusivitas
2. | Merek Ozzy Clothing menarik perhatian orang
3. | Merek Ozzy Clothing memberi saya suatu kehormatan atau
wibawa
4. | Merek Ozzy Clothing memiliki kualitas tinggi
5. | Merek Ozzy Clothing kredibel
6. | Merek Ozzy Clothing memiliki nilai bagus
7. | Merek Ozzy Clothing sudah mapan
No Perilaku Pembelian Konsumen STS| TS | N S | SS
1. | Saya sering membeli merek Ozzy Clothing tanpa perencanaan
2. | Saya sering membeli merek Ozzy Clothing untuk kesenangan
3. | Saya membeli merek Ozzy Clothing dengan sekelompok teman
4. | Saya membeli baju Ozzy Clothing yang unik
5. | Sayamembeli barang-barang Ozzy Clothing dengan tren terkini
6. | Saya bersedia membayar harga yang lebih tinggi untuk merek
Ozzy Clothing
7. | Membeli merek Ozzy Clothing akan meningkatkan persepsi
saya
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Kuesioner Google Form

Iklan sosial media Instagram Ozzy Clothing
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IKlan sosial media Instagram Ozzy Clothing itu
menyenangkan
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dipercaya
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membuat saya senang
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Evaluating the Influence of Social
Advertising, Individual Factors, and Brand
Image on the Buying Behavior toward
Fashion Clothing Brands

Fazal ur Rehman'(®) and Basheer M. Al-Ghazali?

Abstract

This study Intends to evaluate the Influence of soclal advertsing, Individual factors, and brand Image on the buying behavior
of Malaystan consumers toward the fashion clothing brands along with medlation of brand Image. Using the convenlanca
sampling technique, data was collected from 288 respendents. Questionnaires were self-administered and data was analyzed
via Smart PLS-5EM. Soclal advertising, Individual factors, and brand image are significantly related to the buying behavior of
Malayslan consumers toward fashlon cothing brands. Soclal advertising and Iindlvidual factors have also a positive significant
relationship with the brand Image. Moreover, brand Image mediates the relationship between social advertising, individual
factors, and buying behavior. This study provides Interasting Insights about Malaysian consumers by evaluating the Influence
of soclal advertising, Individual factors. and brand Imaga on thair buying behavior toward the fashlon clothing brands along
with the mediating role of brand image. These useful insights would enable marketers to develop more influential advertising
strategles. By assimilating soclal advertising, individual factors, and brand image literature, the main contribution of this study
Is the analysis of soclal advertising, Individual factors, and brand Image amang Malayslan consumars In enhancing the buying
behavior toward the fashion clothing brands and bullding brand Image ameng communities. Precisely, this study has evaluated
the Influence of some unique characteristics of sockl advertising (such as Informative, entertainment. cradibility, ease of use,
privacy, and contents), individual factors (such as market maven, stabllity, open-minded, agreeable, and materialism), and
brand Image on the buying behavior of Malaystan consumers.

Keywords
soclal advertising, Individual factors, technology acceptance moded, theory of reasoned action, consumer buying behavior,
fashion clothing brands

etal., 2021). It has emerged as an intemet-based advertising
platform, highly dynamic, exciting, and convey message to
millions of people in seconds. At the same time, it has caught
researchers’ attention to understand consumers’ responses
and sirategies of building a brand (Enugan, 2016). It has
enabled businesses to connect with their customers in a per-
sonal wiy, enhance brand zwareness, and influence consum-
ers’ attitudes in a positive manner (Dwivedia et al., 2021).
Therefore, the concept of social advertising has emerged as a

Introduction

In the last two decades, the prevalent usage of social media
marketing has massively changed the style of doing business
around the world. Tt has provided the opportumity for two-
way communication, become a part of everyday life, and
reduced consumers” anx icty around the globe (Alalwan et al.,
2017; Dwivedia et al., 2021). It has gained wide popularity
among advertising communities, and became one of the
world-leading marketing platforms to share real-time busi-
ness information (Coursaris et al., 2016; Eze et al., 2021;
Vinerean et al., 201 3; Yadav & Rahman, 2017). For instance,
Facebook had 2.5 million advertisers, more than 50 million
small businesses in 2016, and earned § 5.4 billion in 2014
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(Alalwan et al., 2017; Thornhill et al., 2017). Likewise, 88 %
of businesses are using Twitter for marketing purposes
around the world (Dwivedia et al., 2021). Gradually, the
active users of social media have reached 2.95 billion in
2019 and are expected to cross 3.43 billion in 2023 (Dwivedia
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new trend of marketing around the world due to this interest-
ing mechanism (Rehman, 2019). Social advertising is the
process of gaining traffic toward social networking sites via
content to atiract audience attemtion (Esther et al., 2015;
Rehman, 201%). It is the newest internet-based digital adver-
tising system and has gained popularity arownd the globe
(Hadija et al., 2012; Rehman, 2019).

Moreover, studies {Akayleh, 2021; Ertemel & Ammoura,
2016) have assessed the influence of social advertising on
the buying behavior of consumers in various cultural con-
texts but less focused to examine on the buying behavior of
Malaysian consumers toward fashion clothing brands.
Likewise, studies (Kumar, 2014; Lixandroiu et al., 2021)
have examined the impacts of personal factors on the buying
behavior of consumers in a variety of settings but less
focused to examine on the buying behavior of Malaysian
consumers toward fashion clothing brands. In addition, stud-
ies (Gupta et al, 2021; Zhang, 2015) have cvaluated the
influence of brand image on the buying behavior of consum-
ers in different communities but less focused to examine on
the buying behawior of Malay sian consumers toward fashion
clothing brands. Similarly, studies (Dehghani & Tumer,
2015; Elseminas et al., 2015; Hafez, 2021; Rehman et al.,
2014) have assessed the impacts of social advertising on the
brand image in numerous backgrounds but less focused to
examine among Malaysian consumers toward the fashion
clothing brands as well as amid mediation of brand image.
Similarly, Filieri and Lin (2017) have assessed the impacts of
persomal factors on the brand image but less focused to
examine among Malaysian consumers toward the fashion
clothing brands as well as amid mediation of brand image.
Besides, Okazaki and Taylor (20013) have explored the theo-
retical foundation of social media advertising o identify
future research directions and noted three theoretical per-
spectives (netw orking capabilities, brand image transferabil-
ity, and personal extensibility) in reaching targeted customers
wid social nepworking sites to enhance behavioral responses.
The study has advocated this conception in various cultural
settings to get a better understanding of the knowledge area.
Howewver, despite significant attention to buying behavior in
literature, the prior studies have been less focused to evaluate
the influence of social advertising, individual factors, and
brand image on buying behavior in the Malaysian context.
The academic researchers have also ignored so far in provad-
ing real helpio the advertisers of fashion clothing brands and
atiracting literature attention specifically in this part of the
world. Therefore, this study has noted a gap of knowledge to
evaluate the influence of social advertising, individual fac-
tors, and brand image on the buying behavior of Malaysian
consumers toward the fashion clothing brands along with
amid mediation of brand image based on the theory of rea-
soned action and technology acceptance model. Hence, the
researchers are theoretically approaching to find the answers
to the following questions. Firstly, to what degree do social
advertising, individual factors, and brand image influence

the buying behavior of Malaysian consumers tow.ard fashion
clothing brands? Secondly, 60 what extent do social advertis-
ing and individual factors influence the brand image among
Malaysian consumers toward the fashion clothing brands?
Thirdly, does brand image mediate the relationship between
socidl advertising, individual factors with the buying beha-
ior of Malaysian consumers toward the fashion clothing
brands?

To achieve these objectives, we had needed to conduct a
study in the fashion clothing sector of Malay sia to clarify the
answers to the abowve-raised research guestions. Hence, this
study contributes to the relevant literature by evaluating the
influence of social advertising, individual factors, and brand
image on the buying behavior of Malaysian consumers
toward fashion clothing brands. It also evaluates the influ-
ence of social advertising and individual factors on the brand
image among Malaysian consumers toward the fashion
clothing brands. This study contributes by assessing the
mediating role of the brand imaga between social advertis
ing, individual faciors, and the buy ing behavior of Malaysian
consumers toward fashion clothing brands. This study con-
tributes in the context of the theory of reasoned action and
technology acceptance model in the development of a theo-
retical framework. This study also merges the Literature of
social advertising, individual faciors, brand image, and the
buying behavior of consumers based on the findings from the
emerging economies and validating the proposed research
model. The application of PLS-5EM in the proposed research
madel is also a novel contribution. However, this study starts
with an introduction followed by a literature review to
explain the conceptions of defined constructs along with the
theoretical framework. The methodology is in third, while
resulis are plainly explained in the fourth section of this
study. Discussion, implications, and conclusions are pre-
sented in the last part of this stwdy.

Theoretical Background

Theory of Reasoned Action and Technology
Acceptance Model

The development of a solid theoretical framework provides a
base to the entire research process, a complete structure o
understand the philosophical, epistemological, methodolog-
cal, and analytical approach of a research study (Grant &
Osanloo, 2014). It “guides research by relying on a formal
theory. . .constructed by using an established, coherent expla-
nation of cenain phenomena and relationships™ (Eisenhart,
1991). However, the theoretical framework of this study is
based on the theory of reasoned action and the technology
acceptance model. The theory of reasoned actHon examines
the relationship between attitwde and behavior during pur
chase action (Ajzen & Fishbein, 1980). It was developed by
Fishbein and Ajzen in 1975 (Yusop, 2021). While, the tech-
nology acceptance model (TAM) has developed by Davis
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(1986) to motivate users in using technology (Hussein, 2017).
Therefore, this study is based on the theory of reasoned action
and technology acceptance model as the consumers buying
behavior is always influenced by external (social advertising)
and intemal (brand image and individual factors) factors
(Familmaleki et al., 2015). The informative, credible, and
secure social advertising can convenience consumers toward
buying and perceive adventising messages in a positive man-
ner. Likewise, the consumer’s personal characteristics and
feelings toward brands can play an integral role in the actual
purchasing. Therefore, the combination of the technology
acceptance model (extemal source) and theory of reasoned
action (intemal factors) can put a greater influence on the
consumers” actual buying.

Social Advertising

Social media gave birth to the concept of social advertising
and emerged as a new trend of marketing (Rehman, 2019).
Social advertising is the promotion of a business through
social networking sites and s widely accepted around the
world. Due 1o its wide fame, companies are now revising
their marketing sirategies to COMmunicate with Consumers in
a personal way (Rauniar et al., 2014). This revolution of
social adventising has drastically changed the pattern of pro-
maotion and brought businesses t0 a new ora (Rehman, 2009).
‘Specifically, in Malaysian society, it has become a wide
advertising platform both on the individual and business
level. Evidently, Parveen (2012) has investigated the web-
sites of 860 Malaysian companies and noted £17 companies
of various sectors using social media for marketing purposes.
The tradition of social adwvertising has continued in Malaysia,
became a part of life in society, and changed the sphere in all
aspeets of life (Ohajionu & Mathews, 2015).

Dimensions of Social Advertising

Informative. It is the ability to provide required informa-
tion that can influence the audience’s perceptions (Blanco
et al., 2010). Social advertising provides timely, relevant,
updated, completed information and is a convenient, useful
source of product information’s that can develop a positive
attitude toward a business (Aydin, 2016; Lee & Hong, 2016;
Logan et al., 2012). It motivates o search further informa-
tion, mfluence positively, and 15 a valuable inducement
(Bauer et al., 2005; Padmanabhan & Anand, 2015; Tsang
et al., 2004).

Entertainment. Social advertising is perceived as a good
source of entertainment that enhances audience attention
due to its amazing features, interest toward brands, and
brings new opportunities. Social advertising 18 a source
of entertainment, enjoyment, happiness, pleasure, excite-
ment, imagination, and providing relief from a stressful
life {Logan et al., 2012; Soares & Pinho, 2014). It enhances

the value of ads and influences attitude, brings satisfaction,
causes enjoyment, provides release from emotional siress
and increases lovalty with brands (Aydmn, 2016; Thong
et al., 2006; Xu, 2006).

Credibikty. The credibility of social advertising is the
consumer's trust in advertisement and “the extent to which
the consumer believes or trusts in the media or advertising
claims™ (Yaakop et al., 2012). It is the trustwornthy, hon-
est, believable, sincere, convincible, and promotional cam-
paign of brands that increases the trust of the audience and
enhances the consumer’s response toward advertisements
(Clinton et al., 2008; Dinh & Mai, 2016). Social advertising
provides reliable information to improve customer services
objectives (Boateng & Okoe, 2015).

Eagse of use. Social networking sites have caught a con-
siderable attention of societies due to their wide and easy
usage. Ease of use is considerad an important factor of Face-
book advertising (Alraja et al., 2020). Rauniar et al. (2014)
have praised Facebook as a flexible, easy to0 use, and easy to
become skillful of its usage, one can do what he'she wants
0 do, and an understandable source to share knowledge and
ain useful information. It s a belief of consumers that a par-
ficular system is free of efforts, and has an impact on att-
fude (0 accept the usage of technology, social media, onling
wibsites, e-commerce websites, and online shopping (Sago,
20113; Sahney et al., 2013).

Privacy. Users have an interest in the privacy issues of
social adverrising and stay active while sharing images, sta-
fus, hobbies, usage behavior, usage detail, liking comtents
and advertisement, as the misuse of information and access
of unknown parties to profile can create social problems for
its users (Lee & Hong, 2006; Tan et al., 2012; Yaakop et al.,
2012, 2013). Privacy is the ability to control the physical,
interacticnal, psychological, and informational access to self
or one’s group in social advertising (Jung, 2001 7). Due to the
reasoms, social networking sites provide privacy settings to
hide profile information that can increase the confidence of
users and develop trust among consumers. (Sahney et al.,
2013; Yaakop et al., 2013).

Contents. A dvertisers are using content to build a brand,
entertain users, enhance enpagement, and influence con-
sumers’ attitudes toward ads (Gaber & Wright, 2014). The
comtents of Facebook ads can increase the value of posting,
uSEr's MIErachions, engagement, enhance attiude and emo-
tions toward brands, create lovalty, and users mteresungly
follow it (Kim & Johnson, 2016; Kirik et al.. 2015; Liesse,
20014}, It is @ new trend in social advertising and the “market-
ing technique of creating and distributing valuable, relevant
and consistent content to attract and acqguire a clearly defined
audience—with the objective of driving profitable customer
action™ (Steimle, 2017).
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Individual foctors. Individual factors are the unique char-
acteristics of consumers; such as their decision style, hab-
its, imterest, feelings, beliefs and opinions, age, gender,
background, occupation, economic conditions, lifestyle,
personality, psychological characteristic, buying behavior,
self-concept, culture, and others key factors that persuade
their buying behavior (Kaur & Hundal, 2017; Khaniwale,
2015; Sahney et al., 2013; Yakup & Jablonsk, 201 2). Due to
the reasons, advertisers emphasize different strategies to get a
better understanding of the buying behavior of consumers as
behavior is always influenced by intemnal and external factors
(Familmaleki et al., 2015). Notably, (Gendel-Guterman &
Levy, 2013; Rehman, 2019) have noted the impact of market
maven, stability, personal imvolvement like functional, eco-
nomics, and symbalic on the store brand produets purchase
intention among Israeli consumers and a positive comelation
among defined constructs, while (Rehman, 2019; Roy et al.,
2016} have noted a positive commelation berween agreeable,
extroverted, open-minded, and stable with the fashion shop-
ping at Indian cloth market. In addition, Rasool et al. (20012
have noted materialism as a direct influential factor on con-
sumers’ consumption behavior. Materialistic consumers
show the identity of cwnership, are often depressed, lonely,
and have lower self-esteem, more conscious toward luxoury
goods, and commitment to buying (Dittmar, 2003; Hudders
& Pandelaere, 2012). However, some important individual
factors are discussed below.

Market Maven. Market mavens are the informative lead-
2rs Among consumers who possess expertise and knowledae
about the market, categories, and varicties, innovativeness,
quality, design, price, sale points, availability, warranty,
usape, features, and characteristics that may be relevant to
their needs and advocate other consumers about products.
They are motivated consumers and willing to help others,
fael pleasure to share informaiion’s, stylish, decide for the
group while buying and recommend products, possess social
norms and willing to skillfully use them, and introduce new
brands, encourage other consumers wsing words of mowth
(Gendel-Guterman & Levy, 20013; Goldsmith et al., 2003).
Market mavens are eager to share the marketplace informa-
tion and experience with others and play an influential role
in shaping the buying pattern of other (Fimaunice, 2001).
Market mavens perceive themselves as smart buyers, enjoy
the market while shopping, are highly social and interactive,
and recall many brands (Goldsmith et al., 2003).

Stability. Stability is the consumer’s loyalty to brands that
buy the same product from the same or different store. Stable
consumers are loyal to brands, and display a positive attitude
toward them as regular shopping adopts the habit of buying,
increases confidence and familiarity with the store brand, and
reduces anxiety (Gendel-Guterman & Levy, 2013). The habit
of repetition is the central point for advertisers, as stable con-
sumers often buy selected brands from their selected shop

(Wood & Neal, 2009; Ying & Yao, 2010). The consistency
of buying shows the consumer’s stability with brands, often
sensitive to change it and advertisers need little consultancy
(Danner et al., 2008).

Open-minded. The term open-minded is the factor of
a personality irait that can affect the pricing strategies of
brands, can easily agree with the argoment of sellers, don't
care about prices, sharply change their mind toward the styl-
ish brand, and do not feel any hesitation in its usage, fashion-
minded, creative, innowvative, informed, imaginative, open to
accept new ideas, having an interest in fashion goods, adven-
ture-seeking, curious by nature, willing to take risks, seeking
a New experience, being curiows, ntelligent, sense of intel-
lectual curiosity, seeking variety, antistic, and sophisticated
taste, positively influence compulsive buying behavior (Roy
etal, 2016; Ying &Yao, 2010). However, Leong et al. (2017)
have noted that open-minded consumers generally have trust
and also find deficiencies in Facebook commerce.

Agreegble. The term agreeable is the personality notion of
consumers who are perceived as kind, sympathetic, coopera-
tive, and trusting other people in an optimistic and easy way.
It is the consumer quality to trust in others, behave friendly,
be selfless, and be sensitive to others (Leung & Bozionelos,
2004). Tt is the vital element of personality characteristics,
as agrecable consumers have active imaginations and arts-
tic interest in buying, affect and develop brand loyalty,
spend more money on fashion brands, and show humble,
oentle, cooperative, and reasonable behavior in buying fash-
ion brands (Tommasel et al., 2015; Leong et al., 2017; Mat-
zler et al., 2006; SIGMA Assessment Systems, 2000; Ying &
Yao, 2000).

Materiglism. This term has caught significant agtention
in the literature and is a belief in “material, self-existent
things." and a complex, mult-faceted phenomenon (Sri-
kant, 2013}, Materialism is the importance of things in one's
life, and a set of values that influence the specific aspects of
consumer behavior to acquire burdensome debt for life con-
sumption (Goldsmith & Clark, 2012). Materialistic consum-
ers pet pleasure in buying, like luxury inlife, want to impress
people, things have value for them, and feel better of having
things (Richins & Dawson, 1992).

Brand image. Brand image is the extensmvely used term
in marketing and derived from the old Norse word brand,
“meanmg bum,” and “a name, term, sign, svmbol, design,
of combination of them, which is intended to dentify the
goods or services of one seller or group of sellers and to
differentiate them from those of competitors or perception
of a brand in the minds of persons [. . .]. It 18 what people
believe about a brand—their thoughts, feelings, expecta-
tions™ (American Marketing Association; Lee et al., 2000).
It is “the consumer s general perception and impression of a
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brand, and the perceptions of a produwct total attributes™ (Her-
zog, 1963; Newman, 1985). However, studies have shown
mterest in assessing the influence of brand image on the buy-
mg behavior of consumers. Evidently, Kumar et al. (2009)
have assessed the direct and indirect effects of individual
self-concept, product orientation variables, and brand-spe-
cific variables on the purchase intention of Indian consumers
tovward foreign and local brands, while Horvath and Birgelen
(2015) have associated the role of the brand with the behay-
wr and purchase decisions of Netherland compulsive and
Non-compulsive Buyers.

Consumer buying behavior. The consumer is the one who
consumes goods and services, while consumer behavior is
the “totality of consumer decision with respact to the acquisi-
tion, consumption, and disposition off good, services, time
and ideas by (human) decision-making units™ (Durmaz, 2014;
Gautam & Jain, 2008). Buying behavior 15 the process of
searching, selecting, purchasing. using, evaluating, and dis-
posing of products and services to satisfy needs and wants
(Narayanan, 2004). It is the mental, emotional and observable
process where consumers search for, purchasing, consump-
tion, how they buy, what they buy. when they buy, and why
they buy in a particular time period or in a specific context
(A gerawal, 2010). However, understanding the inmer motives
and buying behavior of consumers is important for adverts-
ers to formulate better marketing and promotional strajegies
(Behman, 2019). Advertisers are often keen to understand the
buying behavior of consumers for the formulation of interest
ing promotional sirategies (Pelaw, 2011; Rehman, 2019).

Hypothesls  development Advenising is an effective
S0uTCE 10 PulSue CONsumers’ selection, enhance emaotions &0
buy the advertised products (Arshad et al., 2014). Enemel
and Ammowra (2016) have noted that social media advertis-
mg has an influence on consumers buying behavior in the
fashion retail industry in Turkey. Rehman et al. (2014) have
eviluated the influence of Facebook advertising on the buy-
ing behavior of young consumers in Pakistan and noted that
Facebook advertising has a positive significant relationship
with the buying behavior of young consumers. Taha et al.
(2021% have evaluated the impacts of social media on the
Slovakian and Italian consumers buying behavior during the
Pandemic of COVID-15. Akayleh (2021) has also examinad
the influence of social advertising on buying behavior among
Saudi Arabian consumers. Leung et al. (2017) confirmed that
Facebook advertising has a positive significant relationship
with the purchase intentions of customers. Therefore, we
hypothesize in this study that;

Hi: Social advertising has a positive relationship with
the buying behavier of Malaysian consumers foward
fashion clothing brands.

Notably, individual factors (demographic and psychologi-
cal) have a considerable effect on the buying psyche of

consumers (K haniwale, 2015). Evidently, Familmaleki et al.
(2015) have noted that cultural (culture, sub-culture, and
social class), social (group, family, role, and status), per-
sonal (age, occupation, income, lifestyle, personality, and
self-concept), and psychological factors (motivation, per-
ception, learming, belief, and attibede) can influence the
decision making process and consumers buving behavior in
asignificant way. Lixandroiu et al. (2021) have analyzed the
impacts of personality traits in online buying behavior.
‘Whereas Nwagwu and Famivesin (2016) have assessed the
mobile advertising acceptance among Nigerian Consumers
with the intention of entertainment, informativeness, credi-
bility, personalization, and ubiquity along with the effects of
consumer’s personal factors. Therefore, we hypothesize in
this study that;

H2: Individual facars have a positive relationship with
the buying behovior of Malaysian consumers toward
fashion clothing brands.

Several studies have examined the influence of brand image
on the consumer's buying behavior, as consumers often pre-
fer to buy branded products (Fennis & Pruyn, 2006; Fianto
et al., 2014; Riaz, 2015). Bian and Moutinho (2011} have
examined the role of brand image, product involvement, and
knowledge on the consumer’s behavior to buy counterfeit
products. Brand image has an influence on consumer buying
behavior (Zhang, 2015). Sugiyartia and Mardiyono (2021)
have examined the effects of brand image on the consumer’s
buying interesi. Likewise, (Chovanova et al, 2015) have
examined the effects of brand image on consumers’ buying
behavion. Therefore, we hypothesize in this study that;

H3: Brand image hax a positive relationship with the buy-
ing behavior of Malaysian conswmers toward the fashion
clothing brands.

Omline advertising facilitates in comparison of brands
{Chaffey, 2007}, and has significant effects on consumer
response (Lee & Staslin, 1994). Specifically, social
advertising is a useful mechanism to develop a brand
image as consumers respond positively toward social
media advertising of a brand (Boateng & Okoe, 2015;
Humphrey et al., 2017). Social advertising is a useful
mechanism to secure and build branding { Dib & Alhaddad,
2015). It has significant effects on brand image and
awareness (Godey et al., 2016). Adetunji et al. (201%)
have noted a positive significant relationship between
social media advertising content and the brand image.
Social advertising has a significant influence in enhanec-
ing the brand reputation (Karamian et al., 2015).
Therefore, we hypothesize in this study that;

H4: Social advertising has a positive relationship with the
brand image among Malaysian consumers foward the
fashion clathing bramds.
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Figure |. Proposed research framewark.

Motably, there are several factors and limitations behind the
buying decision and brand selection among consumers. Such
as, social factors (reference group behavior, lifestyle, habits,
family, role, and status) have considerable effects on the
brand =election and buying decision of consumers (Kotler &
Armstrong, 2009). Hanzace and Rovhani (2013) have mves-
tigated the effects of personal factors such as age, gender,
material status, income level, and household size on the Jux-
ury brand perception among Iranian consumers. As personal
factors have an infleence on buying branded goods (Filieri &
Lin, 2017}). In addition, market maven and age have a consid-
erable role in the selection of clothing brands among Nigerian
consumers (Alooma & Lawan, 2013). Therefore, we hypoth-
esize in this study that;

H5: Individual factors have a positive reafionship with
the brand image among Malaysian consumers toward the
Sfashion clothing brands.

Various researchers have examined the mediating role of
brand image, such as, (Shabbir et al., 2017) has examined the
mediating role of brand image, country of origin, brand
awareness, brand loyalty in a different context. Hameed
{2013) has examined the effecis of advertising on brand loy-
alty along with mediating role of store image, perceived
quality, and customer satisfaction. Adetunji et al. (2019)
have examined the mediating role of the brand image
between social media advertising contents and consumers”

behavioral intentions in Malaysia. Farid (2021) has empiri-
cally assessed the mediating role of the brand image between
socidl media marketing activities and brand equity in the
fashion wear industry in Egypt. Ismail (2017) has examined
the impacts of social media marketing activities on brand
lovalty along with the mediating role of value coOnsciousness
and brand consciousness among Malaysian users. Therefore,
we ypothesize in this study that;

H6: Brand image mediates the relationship between
social advertising and the buying behavior of Malaysian
consumers toward fashion dothing brands.

In addition, Liva et al. (2017) have examined the effects of
brand image, brand loyalty, brand awareness, and perceived
quality on consumers’ brand attitede and purchase intention.
The study has determined the moderating effects of brand
performance and brand attitude on the relationship between
brand image, brand loyalty, brand awareness, and perceived
quality with the purchase intentions. Yunus et al. (2016) have
examined the mediating role of the brand image between
2-WOM, brand awareness, and purchase intentions, while
John and Senith (2013) have examined the effects of demo-
graphic factors on purchasing branded products in the retail
market. Yakup and Jablonsk (2012) supported that consum-
ers” demographic and psychological factors hawve an impact
on the buying psyche of consumers (Figure 1). Therefore, we
hypothesize in this study that;
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Table 1. Instruments of the Study.

Constructs Dimensions MNumber of items References
Sacial Informative 5 Logan et al. {2012); Lee and Hong (2016)
advertising Entertainment L Logan et al. (2012); Soares and Pinha (2014)
Credibility 5 Prendergast et al. {200%); Dinh and Mai (2018); Hug et al. (2015)
Privacy 5 Lee and Hong (2016); Tan ecal. (2012)
Ease of Use 3 Rauniar ecal. (2014)
Contents 5 Kirik et al. (2015); Kim and |ohnson (201 6)
Individual Market Maven 5 Gendel-Guterman and Levy (2013); Feick and Price {1987); Goldsmith et al.
fartors (2003)
Stability 5 Gendel-Guterman and Levy (2013); Ying and Yao (2010)
Open minded 5 Leong et al. (2017); Haran et al. (2013); Rodriguez (2011)
Agreeable g Leong et al. (2017); SIGMA Assezzment Systems (2000)
Marerialism £ Richins and Dawson (1992)
Brand image 7 Bian and Moutinho {201 1); Sazksjarvi and Samiee (201 1}; Sasmita and Suki {2015)
Buying behavior of consumers 7 Wvang and Tsai (2017); Park et al. (2006); Anselmsson ecal (2014)

H7: Brand image mediates the relationship between indi-
vidual factors and the buying behavior of Malaysian con-
sumers toward faskion clothing brands.

Methodology

Sample and Data Collection

This study has applied a quantitative approach to collect data
through self-administered questionnaires from the shoppers
of fashion clothing brands (using mall intercept approach) in
the State Johor which is the second major populated state in
Malaysia. The sample size of this stedy was based on
G-Power software as recommended by Hair et al. (2014), in
PLS-SEM studies. The result of G-Power has revealed that
129 is the minimum sample size to establish a relationship
among the defined constructs. However, this study has dis-
tributed 384 questionnaires using convenience sampling
techniques (as inlne studies of Enehasse & Saglam, 2020;
Ismail, 2017; Sama, 2019; have applied a convenient
approach for data collection) but only 288 respondenis par-
ticipated. A convenience sampling technigque was emploved,
which represents the non-probability sampling technique,
and was the most appropriate method for data collection in
this study. They were the wsers of fashion clothing brands,
had the experience of buying, and observed social adventis-
ing. It was clear to the respondents that data will be used only
for research and publication purposes.

Instruments

This study has adopted and adapted all the instruments of
the defined constructs (as shown in Table 1). The question-
naire was included the demographic information of the con-
sumers and the important factors of the selected CONStructs.
The wordings of the questionnaire, its order, format, and
appropriateness were refined accordingly. All the questions

were close-ended and respondents were given the option to
mark what suits them the best. All the items are measured
from the range; strongly disagree to strongly agree based on
the 5-points Likent scale. The questionnaire was thoroughly
checked by high experis in the relevant fields to verify the
content and face validity. The experts selected the most
accurate and valid items of each construct, and multi-con-
struct them to collect useful information, while the remain-
ing items were deleted accordingly. A pilot study has been
conducted 0 achieve the objeciive of items reliability,
INstruMent acculacy, mean, skewness and kurtosis, and fac-
tor loading analysis. The items with low factor loading
were deleted and then started a data collection with the
most reliable scale.

Technigue

This study has examined the collected mformation’s using
smart partial least square structural equation modeling to
find results. PLS-SEM systematically validates the relation-
ship, deal with complex research frameworks in a single
click, and is preferable in predictive studies (Hair et al.,
2006; Kabra et al., 2017; Rehman et al., 2017). Therefore,
PLS-SEM was the best option to examine the relationship
among defined variables.

Results

This study has applied descriptive statistics to sketch the
demographic information of the respondents. Table 2 pro-
wvides the demographic details of the respondents in terms of
gender, age, income, etc. Respondents included 45.5% males
while 34.5% females. In terms of age, 21.9%: of consumers
were from the group of 18 to 21 years of age, 26.3% were
from 22 to 25years of age, 22.2% were from 26 to 30yvears
of age, 19.4% were from 31 to 35years of age. In terms of
income, 64.6% of consumers were from RM 2,000 and
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Table.2. Demagraphic Information's of the Respondents.

Demographic

variable Frequency Percentage

Gender Male 131 455
Female 157 E45

Age (years) 1821 92 3.9
22-38 76 263
2630 44 222
3138 L1 19.4

Income RM 2,000 group 186 646
RM 2,001—4.000 group T4 pL)
RM 4.001-6,000 group 28 97

Education Diplomalinter 147 5l
Bachelor 84 2032
Master 57 9.8

below income group, 25.7% consumers were from RM
2,00 14,004 income group, 9.7% consumers were from RM
4,00 1-6,000 income group. In terms of education, 51% were
with Diploma/nter, 29.2% with bachelor, and 19.8% with
master degres.

This study has applied the PLS-SEM technique to vali-
date the constructs and propesed research model by assess-
ing factor loadings, composite reliability, and average
variance extracted (AVE). In PLS-SEM, a two-stage analyti-
cal procedure (Ringle et al., 2015) was applied to examine
the measurement and structural model to analyze results. In
the measurement model, this study has assessed the conver-
gent validity and observed that all the values of factors load-
ing (>7), composite reliability (>7), and AVE (>5) as
shown in (Table 3) were greater than recommended values.
Howewver, Fornell and Larcker (198 1) criteria were applied wo
examine discriminant validity and the results are summa-
rized in (Table 4). The resulis indicate that the diagonal val-
ues are greater than the comrelation between that construct
and other constructs in comesponding rows and columns
which suppont the discriminant validity. Further, the HTMT
approach was applied to verify the results of discriminant
walidity (Table 5). HTMT is a recent technique and altema-
tive of eross-loading to validate the discriminant validity. In
addition, the varance inflation factor (VIF) was applied to
examine multicollinearity among constructs. The resulis of
(VIF) have ensured that there are no 1sswes of multicollinear-
ity among the constructs.

In the structural model, this study has applied bootstrap-
ping procedure (through PLS-SEM) to test the developed
hypothesis. The results revealed that social advertising
(B=_148, ¢ 1.645, p< .05), individual factors (B=.601,
> 1.645, p=2.05), and brand image (f=.189, > 1645,
p=.05), have a positive significant influence on the buying
behavior of consumers toward the fashion clothing brands.
Likewise, social advertising (B=0.593, t> 1645, p<.05),
and individual factors (B=.324, 1> L6453, p<.05), have

also a positive significant influence on the brand image
among Malaysian consumers toward the fashion clothing
brands (Table 6). Notably, results revealed that individual
factors have strong positive significant while social adver-
tising and brand image have a weak positive significant
influence on the buving behavior of Malaysian consumers
(Figures 2 and 3). Hence, individual factors have much bet-
ter results as compared to social advertising and brand
image to enhance the buying behavior of consumers toward
the fashion clothing brands. Likew ise, social advertising has
a strong positive significant influence on the brand image as
compared to individual factors among Malaysian consumers
toward the fashion clothing brands (Figure 4). Precisely,
informative, entertainment, credibility, ease of use, privacy,
amd contents. are demonsirating positive influence in social
advertising with varous degrees as shown m figure (Figure 5).
It has been noted that credibility has a greater positive influ-
ence in social advertising as compared to other factors. In
the same way, market maven, stability, open-mindedness,
agreeable, and materialism are demonstrating positive influ-
with various degrees as shown in figure (Figure &), It
has been noted that materialism has a greater positive influ-
ence as compared to other individuwal factors in the context
of buying fashion clothing brands. In addition, brand image
mediates the relationship between social advertising and the
buying behavior of Malaysian consumers. Similarly, brand
image mediates the relationship between individual factors
and the buying behavior of Malaysian consumers (Table 7).
Therefore, the results have supponted all the hypotheses of
this study.

Results indicate that the values of (-Square are greater
than zero which shows that the path model's predictive rele-
vance exists in this study. Therefore, on the basis of results,
it can be inferred that social advertising provides good,
updated, complete, and beneficial information of fashion
clothing brands to Malaysian consumers and is a convenient
source to stimulate consumers’ imagination, provides enter-
tainment and relief from a stressful life. It is a source of cred-
ible and trustwornthy information to positively convince
Malaysian consumers toward the fashion clothing brands
and consumers can feel secure in the usage of social media.
It is a flexible source of interactions and Malay sian consum-
ers can easily use it to get interesting information about fash-
ion clothing brands. It can also be said thai advertisers can
usé valuable and atiractive content in social advertising to
enhance the emotions of Malay sian consumers toward fash-
won clothing brands.

In the same way, it can be said that Malaysian consumers
are more fashionable, prefer to buy in a group of friends,
highlight new features of brands to others. Market maven
often decides and recommends to others, introduces new
brands, and provides interesting information abowt fashion
clothing brands. The honest advice of opinion leaders can
enhance the buying behavior of Malaysian consumers and
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Table 3. Confirmatory Factor Analysis, Composite Reliability, and AVE Values.
Factor  Composioe

‘Construct ltems loadings  reliability AVE
Soclal |. Social advertisement |s a good source of fashion clothing Informaton 0634 530 vl
advertising 1 Social advertisement provides updated information of fashion clothing brands 0804

3. Social advertisement Is a conwentent source of fashion clothing information 0764

4. Soclal advertisement provides complete information of fashion clothing brands 0774

5. Soclal advertisement provides beneficial information of fashion clothing brands 0705

| Social advertisement Is exciting 0829 B4 1B

1 Soclal advertisement provides entertainment 0773

3. Soclal advertisament makes me happy 0830

4. Soclal advertisement stimulates my Imagination o7

5. Soclal advertisement provides relief from a strescful |ife o7

|. Social advertisements are bellevable 0730 B&3 £43

1 | feel that the claims made In soclal advertizaments are credible o077

3. Social advertisements are trustworthy 0.508

4. Social advertisements convince me positively 0813

5. Social advertisaments ane sncere 0788

1.1 am concemed that my private information on soclal media may be misused 0783 02 654

2 | am concerned that my orline usage behavior might be known to others while | use the soclal media 0783

3.1 am concemed that my soclal medla usage detalls might be known to other uzers 0.640

4. | am concemned that my friends might learn abour my iking In the social media advertzement 0758

5. 1am concerned that the unknown parties mzy have access to my private information on sockl meda 0770

| Social media Iz understandable to interact with others 0793 B79 £3B

1| think, social media is flaxible to Interact with others 0627

3. | think, social media s easy to do what | want to do 034

4. | think, it's easy to become skillful in the ussge of ool media 07%0

5. | think, it Is aasy to use soclal media 0782

|| often follow the contents of social advertising 0828 B&I 3

1 The contents of social advertising desoribe the functions of fashion clothing brands 0836

3. The contents of social advertising are valuable 0762

4. The contents of socil advertising are beneficlal 0785

5. The contents of cocial advertising enhance my emotions to purchase 0.780
Inclivicuzl || usuzlly decide for others, when | am in a growp to buy fashion clothing brands 0721 871 £83
factors 2 | think, | am a fashionabile person 0.809

3. | often recommend fashion clothing brands to my friends 73l

4. | ntroduce new brands of fashion clothing to my frend: =

5. | like helping people by providing information of fashion clothing brands 0507

Iz | do Eshion shopping In the same store every time 0746 vl | £73

2 | do fashion =hopping In a big mall every time for several yaars 0E33

3. For several years | have been doing fashion shopoing In the same supermarket 0720

4. | prefer to be a customer of speciic brands of fachion dlothing 0764

5. | prefer to buy fashion clothing brands repeatedly that | used before 0700

1. | generally trust In the fashion clothing brands 0.802 B9 £1B

2 | find faules in fashion clothing brands 0820

3. | allow myself to be ezsily convinced by seller arguments while buy fashion clothing brands 212

4| don't fieed any hesitation in using stylish clothing brands 0769

5. | consrider mys=if as an open minded person toward fashton clothing brands oBI7

1| have artistic Intarect in fashion dothing brands 0785 B74 41

2 | have aotive Imagination In fashion dothing brands 0213

3. | am a cooperative buyar of fashion clothing brands 0734

4| am 2 humblie buyer of fashion clothing brands 0780

5. | am a gende buyer of fashion dothing brands 0503

| Buy fashion clothing brands give me plezsure aTi3 T34 452

2 | like vo have howry clothing brands in my life 0501

3. | ke o have fashion clothing brands to impress people 0.685

4. All the things of fashion clothing have importance for me thar | have 0El&

5. | will feel better to hawve fashion clothing brands which | don't have 0855

{contirued)
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Table 3. {continued)
Factor  Compaosite

Construct Ieems loadings  rel=biliy AVE
Brand Image | Fashion clothing brands bring me exclusivity oBIe 503 T47

2. Fashion clothing brands attract the attention of people 07re

3. Fashion clothing brands bring me prestige 08&l

4. Fashion clothing brands have high qualicy 0795

5. Fashion clothing brands are credible 0822

. Fashion clothing brands have good value 0817

7. Fashion clothing brands are well established 0783
Buying 1.1 mast often buy fashion dothing brands without planning 0541 ‘880 Bz
behavior 2. | most often buy fashion clothing brands for enjoyment o7

3. | most often buy fashion clothing brands with a group of friends 0691

4. | alwayz buy unique fashion dress 0.80%

5. | always buy fashion dothing goods of latest trends 0834

. | most often willing to pay 2 lugher price for fashéon clothing brands 0742

7. Buy fashion clothing brands would improve the way | am perceived 07al
Table 4. Discriminant Validicy .
Construct Social advertising Individual factors Brand image Burying behavior
Sacial advertising 0.507
Individual factors 0272 0.888
Brand image 0514 0691 0.894
Buying behavior 0389 0.376 10.485 0.874
Table 5. Heterotrait-Monotrait Ration (HTMT).
Conetruct Social advertising Individual factors Brand image Buying behavior
CEnaTs
Individual factors 0.465
Brand image 0397 0592
Buying behavior 0438 0537 0573
Table &. Resultz of the Structural Model Analysiz (Hypothesis Testing).
Hypothesis Relationship St Beta  Sample mean sD t-Value Decision R E WIF @
HI SA — CEB 148 0327 0.094 2689 Supported 389 0.025 1702 0.265
H2 IF — CEB A1 0412 0.013 3432 Supported 0.153 1863
H3 Bl — CEB g 0310 0.056 1868 Supported 0.072 1538
H4 5A— B 593 0.280 0.561 1781 Supported 605 0.030 1673 0.402
HS IF— Bl 14 0.219 0.093 1584 Supported 0363 1762

play a pivotal role in building brand image among commuri-
ties. It can also be inferred that Malaysian consumers prefer
to buy a specific brand from a big mall or a supermarket in a
repeated manner. The stability in buying from a same-store,
big mall, and specific brand shows the habitual characteris-
tics of Malaysian consumers toward the fashion clothing
brands. The stability and repetition in buying a specific brand

can ndicate its image among Malaysian consumers. It is
assumed that Malaysian consumers have trust in fashion
clothing brands and feel open-minded toward its usage.
Malaysian consumers are open-minded and can easily
trust in the fashion clothing brands, are able to find faulis in
the products, can be easily comvinced by sellers, and do not
firel any hesitation in the usage of stylish fashion clothing
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Figure 2. Structural models.
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Figure 3. Effects on buying behavior.

brands. Trust in fashion clothing brands can improve the
brand image among Malaysian consumers. Therefore, on the
basis of results, it can be inferred that Malaysian consumers
are more humble, gentle, and cooperative buyers of fashion
brands, have artistic interest and active imagination toward

Figure 4. Effects on brand image.

them. The artistic interest in the fashion clothing brands can
enhance their buying behavior toward it. while active imagi-
nation can improve the brand image among them. It can also
be said that Malaysian consumers can gain pleasure, impress
people, and feel better while using fashion clothing brands.
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Figure 5. Factors of social advertising. Figure &. Individual factors.
Table 7. Resuls of Indirect Effects (Hypothesis Testing).
Relationship 5t Beta M 5D t-Walue CILL CluL Decision
Hé SAx Bl — CBB M54 0433 0omn 2802 0015 0.072 Supportad
H7 IF Bl - CEB 032 0402 0217 3362 0032 0.148 Supported

Note. CILL=condldence Intarval lower lavel, CIUL=confidence interval upper leval.

p <05,

The pleasure and positive feeling can ¢nhance the buying
behavior of Malaysian consumers toward the usage of fashion
clothing brands. They can impress people with the usage of
luxury products and increase the value of the brand among
them. It can be concluded on the basis of results that fashion
clothing brands are more credible, well established, have high
quality and good value, bring prestioe, and attraci people's
attention. Therefore, it is apprised to the marketing profes-
sional to focus on the features of social advertising, individual
factors, and brand image in developing promotional and
brand-building strategies for fashion clothing brands that
could successfully accomplish business objectives.

Discussion

The purpose of this study was to evaluaie the influence of
social advertising, individual factors, and brand image on the
buying behavior of Malaysian consumers toward the fashion
clothing brands along with the mediating role of brand
image. Results revealed that social adventising, individual
factors, and brand image have positive significant effects on
buying behavior. Social adventising and individual factors
have also positive significant effects on the brand image
among Malaysian consumers. In addition, brand image
mediates the relationship between social advertising and the
buying behavior of Malaysian consumers. Brand Image also
mediates the relationship between individual factors and the
buying behavior of Malaysian consumers toward fashion
clothing brands. The results of the study have important
implications for marketing research and contributed to the
body of knowledge. Hence, the tactics in social advenising

such as informative, ententainment, credibility, ease of use,
CusStOmer’s privacy, and attractive contents have the advan-
tage to achieve marketing objectives of the fashion clothing
brands. Likewise, understanding the consumer’s characteris-
tics such as market maven, consumer s stability, open-mind-
edness, agreeable, and materialism have the advantage to
develop market fit sirategies t0 achieve marketing objectives
and satisfy customers of fashion clothing brands. Specifically,
brand image is an important aspect of marketing siraiegies to
precisely fulfill the business objectives.

The managerial impending of this shedy was to find the
answers of raised research questions and evaluate the rela-
tionship among defined constructs. However, the results of
PLS-SEM have cleared the relationship among defined con-
structs and provided answers to the raised research questions.
Further, this study 15 in line with Dehghani and Tumer (2015)
who have examined the effectiveness of social media adver-
tising in enhancing the purchase intentions of consumers in
Cyprus. The study has investigated four consimucts that are
social media advernsing (Facebook), brand equity, brand
image, and purchase mtentions of consumers. This study is in
line with the sense of social media advertisement, brand
image, and its influence on the purchase intention of consum-
ers. This study is also in line with Elseminas et al. (2015)who
have empirically investigated the effects of Facebook adver-
tising in enhancing the purchase imtention of consumers. The
siudy has inspecied five constructs that are social media
advertising, brand equity, brand image, word of mouth, and
purchase intention. This study 15 in line in the sense of social
media advertising and brand image influence on the purchase
intention of consumers. However, the results of this study are
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uMique as compared to other studies doe o the identification
of factors influencing consumers buying behavior and brand
building strategies. This study is also in ling with Akayleh
(2021) who examined the influence of social media advertis-
ing on consumer behavior among Saudi Arabian consumers.
However, the results of this study are unique due to the com-
plexity of the theoretical framework. This study is also in ling
with Majeed et al. (2021} who evaluated the effects of social
media advertising on the consumer’s purchase intentions
along with the mediating role of brand equity in Ghana's fash-
ion industry. This study is in ling with the sense of social
media adventising’s influence on the purchase intentions of
consumers in the fashion clothing sector. This study has an
association with Ying et al. (2021) who examined the impacts
of social media on the consumers buying behavior in Sarawak,
‘but the resulis of this study are unique due to methodological
procedure. This study has linkage with Rehman et al. (2017)
who evaluated the impacts of personal factors (market maven,
stability, open-minded, and agreeable) on the buying behavior
of Pakistani consumers. This study is inline i the sense of
fashion clothing brands and methodological procedure. This
study has a connection with Roy et al. (2016) that mspecied
the impacts of demographic and personal characteristics on
fashion shopping proneness at the [ndian cloth market and
observed 46% influence on shopping proneness due to per-
sonal factors. The study has observed a positive relationship
between agreeable, extroverted, open-minded, stable, and
fashion shopping. Guterman and Levy (20:13) have assessed
the consumers’ personal invohvement in the store brand buy-
ing proneness in Israel and noted that personal imeolvement,
economic involvement, symbolic involvement, functional
involvermnent, market maven, and stability tendency have a
positive comelation with the store brand buy ing itention. The
study has a connection in the context of personal involvement
in buying intentions. However, the findings of this study are
contextually unique as compared to the above inline studies
due to the theoretical framework.

Implications of the Study
Practical Implications

These findings imply that the firms can focus their efforts on
social advertising, individual factors, brand image, and the
combinaiion of these variables would be an interesting mar-
keting strategy (0 enhance the buying behavior of consumers
toward the fashion clothing brand. The tactics in social
advertising, understanding mndividual factors, and promoting
the brand to create an image would be a helpful marketing
strategy for greater market response in a competitive envi-

understanding the personal factors of consumers, firms can
develop some unique selling strategies that better suit the
consumers of fashion clothing brands which may lead them
to be perceived as a market leader and a top brand among
communities. The nformative and credible advertisement
through social media can provide the opportunity of enter-
tainment, make clear the business message in targeted cus-
tomers, can positively enhance their buying behavior, and
‘build brand image in targeted communities. The brand image
INSPHres consumers toward buying in a specific community,
can lead to getting an advamage over competitors, and
enhance commitment with a brand. Precisely, this study con-
tributes to the prior literature by evaluating the relative
importance of wvanous features in social advertising to
enhance the buying behavior of consumers toward fashion
clothing brands. So, the advertisers can add the most influen-
tial features in developing advertisements for building brand
image. The results are helpful for marketing and advertising
agencies to develop more influential advertisemenis as per
the consumer’s beliefs and characteristics to convey a more
effective message in a personalized way. Social advertising
also allows marketing practitioners io employ novel adver-
tising technigues to engage customers with fashion clothing
brands and enhance buying behavior. The study has noted
that Malaysians are widely focusing on their personal char-
acteristics (intermal factors) while making a purchase deci-
sion as compared to external factors (social advertising).
Therefore, marketers need towidely focus on the consumers
personal factors when formulating marketing sirategies,

Theoretical Implications

‘This siudy merged the literature of social advertising, indi-
vidual factors, brand image, and consumers” buy ing behavior
based on the findings from the emerging economy and vali-
dated the proposed research model in the Malaysian context.
‘The application of PLS-SEM in the defined context is also a
nowvel contribution i the relevant literature. This study has
extended the Theory of Reasoned Action and Technology
Acceptance Model by developing a theoretical framework
and subsequently validated it with data collection and analy-
sis. The validated model contributes to the literature and

h the sy ding of the characteristics
of social advertising, individweal factors, brand image, and the
influence of these factors on the Malaysian consumers buy-
ing behavior toward the fashion clothing brands. This study
extends the theory of reasoned action in the context of moti-
wvational factors of consumers’ beliefs in social advertismng
that can enhance the subjective norms among them to buy
the fashion clothing brands. This study extends the theory of

ic und

ronment. Regular advertising and two-way ion

re d action in the context of factors (suggestions, com-

through social media can imcrease the confidence of both
parties, understanding the personal factors of consumers is
helpful to create brand lovaly and image among wvarioos
communities. By developing two-way communication and

menis of friends, and awdience in social advertising can
enhance the subjective norms among consumers toward buy-
ing) that influence the Malaysian consumers buying behav-
ior toward the fashion clothing brands in the State Johor.
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Conclusion and Future Directions

This study intends 0 evaluate the influence of social adver-
tising, mdividual factors, and brand image on the buying
behavior of Malaysian consumers toward the fashion cloth-
ing brands along with amid mediation of brand image in the
defined context. The results of the study have encouraged by
providing empirical evidence that effective social advertis-
ing strategies in the relation of individual factors and brand
image play a greater role to enhance the buying behavior of
consumers toward the fashion clothing brand. The results of
the study have coniributed to the prior liierature by testing
the underlving instrumenis and developing hypotheses.
Uhtimately, it is believed that the findings of this study will
contrnibute to the theoretical hiterature and deliver valuable
information to the fashion clothing brands in formulating
more influential advertising strategies, and improving the
brand image in targeted communities. It will guide the mar-
keting practitioners to design more significant communica-
tHon strategies t0  induce customers. However, while
interpreting results, readers should know about the scope and
the boundary hine of collected data. To get a better under-
standing of the analysis, future studies can examine the mod-
erating role of gender and education in the defined context
based on the theory of planned behavior. Further, this study
was only limited to fashion clothing brands and uated
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