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ABSTRACT 

The fashion industry is highly competitive and ever-evolving to align with shifting customer trends, posing 

challenges for marketers. The widespread adoption of social media among customers has intensified this 

competition, offering new possibilities for marketers but also enhancing customer knowledge and influence. 

This study explores the impact of social media marketing on customer engagement in a Sri Lankan apparel 

brand. The data was obtained through an online questionnaire distributed randomly to customers of specific 

apparel brand following its social media sites. The statistical results indicated positive and significant 

correlations between Perceived Value, Percieved Quality, Service Quality, Surveillance, and Customer 

Engagement. The findings highlighted that social media marketing activities significantly increase customer 

engagement. Social media posts and activities have the potential to extend beyond immediate followers and 

influence sales suggesting the potential for increased sales through a broader reach. Therefore, companies 

should focus on maintaining the social media context and ensuring the quality of services, values, and trust 

of customers through social network sites. The findings of this study can be used in planning business 

strategies, marketing, and development plans in order of priority by following their resources, promoting 

customer engagement, and building and nurturing relationships with customers. 

Keywords: Customer Engagement, Social Media Marketing, Perceived Value, Perceived Quality, Service 

Quality, Remuneration, Surveillance 

 

INTRODUCTION 

Social media has become a fundamental aspect of modern life and communication, connecting people 

through various technologies that facilitate the sharing of information and reducing the potential for market 

exploitation. These technologies include social networking sites, blogs, wikis, instant messaging, video- 

sharing sites, and more, which billions of people use to connect, learn, entertain, and broaden their 

knowledge. Additionally, professionals employ social media to develop their careers by connecting with 

others in their industry and expanding their knowledge base. At the company level, social media can provide 

a platform for communication with customers and receiving feedback, contributing to the company’s brand 

elevation (Muchardie, Yudiana, and Gunawan 2016). Social media has revolutionized conventional media 

by allowing marketing and advertising activities to take place on a platform. In today’s world, social media 

offers the opportunity to create a connection between brands and customers. The strategic utilization of 
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social media marketing holds great significance for both customers and marketers. 

Social media is regarded as an invaluable resource by customers and marketers and the use of social media 

has increased recently in Sri Lanka (SL). An estimated 7.4 million people in the nation are active social 

media users as of 2022, making up roughly 33% of the total population. The most widely used social media 

networks in SL are Instagram, YouTube, WhatsApp, and Facebook. Individuals, companies, and 

organizations use these platforms extensively for marketing, communication, and information sharing. The 

growth of social media in SL has had a significant impact on the way people interact and consume content, 

and it has become an integral part of the country’s digital landscape[1] 

Facebook is particularly popular for customer engagement in Sri Lanka, with many businesses setting up 

dedicated pages to interact with their customers. These pages allow businesses to share information about 

their products or services, post updates and promotions, and respond to customer inquiries and feedback. 

Facebook also offers advertising options that businesses can use to target specific audiences based on factors 

like age, location, and interests. Instagram is also gaining popularity for customer engagement in Sri Lanka, 

especially among the younger age groups. It is a popular platform for businesses to share visually appealing 

content that highlights the products or services they offer. Businesses can creatively connect with their 

audience and enhance brand promotion through Instagram’s features like Stories and Reels. Overall, 

Facebook and Instagram are effective channels for customer engagement in Sri Lanka, and businesses that 

leverage these platforms can create meaningful connections with their audience and drive growth for their 

brand. 

When talking about the fashion industry, brands can attract new followers and gain visibility among 

potential customers through social media. Social media allows fashion brands to communicate directly with 

their customers, whether through comments, direct messages, or live chats. This provides an opportunity to 

gather feedback, answer questions, and build a relationship with customers. Many fashion brands in Sri 

Lanka use social media influencers to extend their product reach to a broader audience. Influencers can help 

to create buzz around a brand and provide social proof that can help to increase sales. With the rise of social 

commerce, fashion brands can now sell their products directly through social media platforms. This 

eliminates the need for customers to visit a physical store or e-commerce website to make a purchase, 

making it easier for brands to reach customers and generate sales. 

This chosen apparel brand stands as a prominent active and lifestyle clothing label in Sri Lanka. Their  

diverse product range encompasses T-shirts, leggings, high-quality joggers, graphic tees, shorts, vests, 

athletic accessories, innerwear, and more. Originating as an online store, it swiftly gained popularity among 

Sri Lankans as one of the few well-known brands. Notably, the rapid growth—from an online store to a 

flagship location is attributed to its effective utilization of Facebook and Instagram as primary social media 

platforms. 

Research Problem 

Social media marketing is the practice of promoting and directing traffic to your website using platforms 

like Facebook, Threads, Instagram, TikTok, Twitter, YouTube, Blogs, LinkedIn, etc. These avenues serve 

as effective tools for businesses to both attract new customers and maintain relationships with existing ones. 

Despite challenges faced by Sri Lankan companies in achieving successful results, Facebook remains the 

primary social media platform for businesses in the country. (Dmr 2019) As the count of mobile broadband 

and fixed Internet connections continues to rise, an increasing number of Sri Lankan businesses are putting 

resources into social media marketing. This trend is fueled by the presence of over 23 million mobile 

connections in Sri Lanka, with a social media user base exceeding 4.5 million among the over 5 million 

registered internet users. With a growing population spending more time on their mobile devices, both small 

and large enterprises are recognizing the opportunities presented by social media marketing in Sri Lanka. 
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Researchers, such as van Doorn et al. (2010), emphasize the importance of exploring the interaction and 

evaluation of channels employed in customer engagement as a crucial aspect for future research. Vivek et al. 

(2012), suggest the evaluation of a commitment scale in different contexts to better understand the dynamics 

of engagement. However, there is a gap in understanding how social media platforms engage with brands 

and their supporters, as well as the behavioral outcomes linked to a brand’s profile. Existing literature on 

participation and relationship marketing is mostly confined to consumer product transactions, with limited 

exploration into the potential involvement of consumers interacting with an online brand. (Vivek, Beatty,  

and Morgan 2012) 

There is a need for more research to gain a comprehensive understanding of the interaction between brands 

and social media users. The existing gap in marketing practices involves the proactive management of 

online brand engagement, and additional empirical studies are necessary to understand how online 

marketing strategies, particularly those involving social media, can be employed to actively engage 

consumers and boost brand promotion. In conclusion, there is a need for a deeper understanding of the 

functioning of online marketing strategies and their impact on consumer engagement.(Dmr 2019; Hollebeek 

and Chen 2014) Therefore, this study questions whether social media marketing through platforms, such as 

Facebook and Instagram, significantly increases customer engagement in an apparel brand SL. 

Research Objectives 

This study aims: 

1. To investigate the impact of social media marketing practices on customer engagement in an apparel 

brand SL. 

2. To analyze the demographic features of customers engaged through social media networks. 

3. To determine the effect of independent variables such as perceived value, perceived quality, service 

quality, remuneration, and surveillance on the dependent variable, customer engagement. 

Theoretical Background 

Social Media Marketing 

Social media originated from the World Wide Web as an online service that facilitates the sharing of user- 

generated content. (Chen, Hou, and Zhao 2016) Computer-based technology that shares information, ideas, 

and thoughts through online networks and communities, is referred to as “Social Media”. Constantinides & 

Fountain (2008) identified social media as social networks, content communities, blogs, and forums, naming 

it as Web 2.0. Kaplan & Haenlein (2010) described social media as “a community of internet-based 

applications that build on Web 2.0’s political and technological foundations, enabling user-generated 

content to be produced and shared.” Social media marketing is the process of advertising goods and services 

via different online social media platforms. This sort of marketing involves sharing content online, 

blogging, and posting pictures (Yazdanparast, Joseph, and Muniz 2016) and various platforms, applications, 

and tools that enable the connection and communication of customers with each other. (Pinto and Yagnik 

2017) 

Marketing is an important factor in crucial business decisions considering public relations, brand 

development, product innovation, communications, pricing strategies, creative direction, customer 

relationship management, etc. Social media platforms provide an interactive and constantly updated space 

for active social involvement, unlike traditional media where viewers are passive recipients. As a result, 

social media has transformed the way information is transmitted and received. (Austin and Jin 2017; 

Cunningham and Craig 2019; Shabbir and Qiu 2023) Social media networks serve as an excellent platform 

for product and brand-related advocacy, enabling clients to create content and customer product innovations. 

http://www.rsisinternational.org/


Page 971 

INTERNATIONAL JOURNAL OF RESEARCH AND SCIENTIFIC INNOVATION (IJRSI) 

ISSN No. 2321-2705 | DOI: 10.51244/IJRSI |Volume XI Issue IV April 2024 

www.rsisinternational.org 

 

 

 
 

These features have changed users from passive viewers to active participants. (Mohammed,2020.) Social 

media is now widely acknowledged as a useful tool for helping companies and enterprises meet their 

marketing goals and strategies, particularly in areas like customer relationship management, collaboration, 

and consumer engagement. (Jacinto et al. 2021) 

Customer Engagement 

Involvement, commitment, passion, enthusiasm, focused effort, zeal, dedication, and energy are common 

definitions of engagement. Similar to this, the Merriam-Webster dictionary defines the state of 

being engaged as “being in gear” and “emotional involvement or commitment.” (Truss et al. 2013) 

Customer engagement is a relatively new concept that emerged in the digital era. A company builds 

relationships with its customer base through customer engagement, which promotes brand awareness and 

loyalty. This can be accomplished via marketing campaigns, new content created for and posted to websites, 

and outreach via social media and mobile and wearable devices, among other methods. It is proposed that in 

interactive and dynamic business landscapes, prioritizing customer engagement becomes a strategic 

necessity to drive improved corporate performance, such as sales expansion, a stronger competitive 

advantage, and profitability (Brodie et al. 2011) 

These claims are supported by the argument that loyal consumers are essential to viral marketing campaigns 

because they recommend and/or refer particular goods, services, and/or brands to others. The creation of 

new goods and services can also benefit greatly from the involvement of engaged consumers. (Hoyer et al. 

2010) Customer engagement extends beyond mere purchase behavior, as indicated by van Doorn et al. 

(2010). It is demonstrated through the sustained use of social media and is anticipated to take place when 

customers hold a favorable attitude toward social media. (Hussein and Hassan 2017) 

Relationship Between Social Media Marketing and Customer Engagement 

The combination of social media marketing and customer engagement has rarely been explored in 

marketing literature. Loyalty to social networking sites contributes to the cultivation of relationships. The 

active participation of users on a brand’s social media platforms, including sharing content about the brand 

and its products, expressing both support and criticism and engaging in knowledge exchange with their 

social connections, has a direct positive impact on the business and benefits other customers. Marketing 

relationships include the relationships established between buyers and sellers, potential and real customers, 

other consumers, society as a whole, and sellers. Social media platforms provide incentives that promote 

engagement and foster relationships between people and brands based on mutual respect, trust, and loyalty, 

whether or not users become customers. (Vivek, Beatty, and Morgan 2012) 

Customer engagement can be assessed by customer satisfaction, customer trust, customer involvement, 

customer commitment, customer retention, purchase intention, etc. (Vinerean and Opreana 2021) Customer 

satisfaction serves as an effective catalyst for normative behavior based on exchange, while attachment 

represents a psychologically active state that engages in beneficial activities. (Ray, Kim, and Morris 2014) 

Consequently, long-term customer behavior is often influenced fundamentally by their satisfaction. (Oliver 

2018) The cornerstone of interactions between individuals and businesses lies in customer trust (Hsu et al. 

2007; van Tonder and Petzer 2018) Trust plays a crucial role in dealings between stakeholders, especially 

when customers are expected to make payments for services they have not yet received or experienced. 

Moorman, Deshpandé, and Zaltman 2018; Morgan and Hunt 2018 have defined trust as the willingness to 

depend on an exchange partner that instills confidence. 

Factors Influencing Customer Engagement 

Researchers have stated many factors influencing customer engagement. According to existing literature, 
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those people who are fans of brands will tend to like and adore the content posted by their favorite brands on 

social media such as by reacting (liking), sharing, and commenting (Araujo and Neijens 2012; Lin and Lu 

2011a; Ruiz-Mafe, Martí-Parreño, and Sanz-Blas 2014). Vividness (Coyle and Thorson 2013; Fortin and 

Dholakia 2005), description of a product (Coyle and Thorson 2013; De Vries, Gensler, and Leeflang 2012a), 

interactivity (Fortin and Dholakia 2005; Liu and Shrum 2013), Entertainment (Lin & Lu, 2011b; 

Sledgianowski, D., & Kulviwat, S., 2009), , surveillance, remuneration (Mohammed, 2020), content novelty 

(Mendelson 2001), perceived value (Parasuraman 1997) and Product/Service Quality (Kalla, Sharma, and 

Sondhi 2017; Krishnamoorthy, Karthikeyan, and Prakash 2016) are some factors reported in the literature, 

that influence the customer engagement through social media platforms. 

Following is an explanation of the variables that will be studied in this research. 

Perceived value 

Perceived value is the comprehensive assessment made by the customer regarding the usefulness or benefits 

they receive from a product or service in exchange for what they have paid (Zeithaml 1988). Hollebeek 

(2013) recognized perceived value as a critical element in establishing long-term relationships. The success 

or failure of a business hinges on how well perceived value is integrated with customer engagement. 

Previous research in mobile commerce has shown that perceived value has a strong impact on user 

satisfaction (Lin and Wang 2006). In addition, studies have also found that the perceived value of online 

platforms can significantly affect user satisfaction (Carlson et al. 2015). Some researchers have also focused 

on the social aspect of consumption and have suggested that social value plays a role in explaining user 

behavior in information systems (Rintamäki et al. 2006). Several research studies have used brand perceived 

value as a mediator to indirectly influence customer satisfaction or purchase intention on social media 

platforms (S. C. Chen & Lin, 2019; Gan & Wang, 2017; Prebensen & Xie, 2017). 

H1: Perceived Value from social media networks significantly increases Customer Engagement in an 

Apparel Brand. 

Perceived quality 

Perceived quality is the way customers assess the quality of a product or service, shaped by their 

expectations, perceptions, and actual experiences. It is an important factor in customer engagement as it can 

influence their level of satisfaction, loyalty, and willingness to engage with the brand. Customers are more 

likely to engage with brands that offer high-quality products or services that meet or exceed their 

expectations. Therefore, perceived quality can be seen as a key driver of customer engagement in marketing 

relationships. According to Ahire et al. (1996) product quality is determined by customers’ evaluations of 

the actual quality in comparison to their expectations, particularly concerning performance, reliability, 

durability, and suitability. Yang et al. (2015) suggest that while positive perceptions of product quality may 

initiate brand engagement, long-term engagement is important for overall customer engagement. Quality 

generally is a factor contributing to the establishment of competitive advantage through enhancements in 

quality performance and customer satisfaction. (Benson, Saraph, and Schroeder 1991). van Tonder and 

Petzer (2018) show a direct relationship between perceived product quality and customer engagement, 

indicating that higher perceived product quality leads to greater customer engagement. 

H2: Percieved Quality obtained through social media networks significantly increases Customer 

Engagement in an Apparel Brand. 

Service quality 

For businesses, offering qualified service, accurate information, and customer satisfaction are all parts of 
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providing high-quality customer service. From the customer’s perspective, service quality is measured by 

their level of satisfaction during the consumption of products or services offered by businesses. Customers 

experience the benefits and value provided by the supplier, leading to contentment with their expected needs 

being met in proportion to the costs incurred in the consumption of the product or service. In service 

marketing, the connection between customer engagement and service quality has been investigated. 

Numerous research studies have indicated that customer engagement is significantly impacted by service 

quality, with different levels. (Kalla, Sharma, and Sondhi 2017; Krishnamoorthy, Karthikeyan, and Prakash 

2016). According to Pathak et al. (2018) behavioral intention, overall satisfaction, and overall service 

quality are primarily determined by service quality. 

H3: Service Quality obtained through social media networks significantly increases Customer Engagement 

in an Apparel Brand. 

Remuneration 

Remuneration refers to the rewards or compensation that consumers may receive for their engagement with 

a brand or its content on social media. This could involve monetary incentives like coupons or discounts or 

social incentives like status or recognition. (Adapa et al. 2018). Some studies have found that remuneration 

can be a motivating factor for engagement. According to Rohm et al. (2013), brands are now placing greater 

emphasis on using incentives and promotions as a strategic approach on social media platforms. Enginkaya 

& Yılmaz, 2014 discovered that the desire for economic incentives played a significant role in determining 

customer engagement with a brand. However, Muntinga et al. (2011) found that while consumers expect 

some compensation for engaging with brand-related content online, offering remuneration was linked to 

reduced engagement levels. In contrast, Vale & Fernandes (2018) discovered that providing compensation 

was linked to higher levels of engagement, as demonstrated by users’ contributions and content production 

on sports Facebook pages. Rachmah & Mayangsari, (2020) have found out that remuneration posts boost 

customer engagement in the fashion industry. 

H4: Remuneration through social media networks significantly increases Customer Engagement in an 

Apparel Brand. 

Surveillance 

Surveillance refers to the practice of monitoring and collecting information about consumers’ behavior, 

preferences, and interactions with a brand or its content on social media. This may include tracking users’ 

online activity, collecting data on their demographics and interests, and analyzing their engagement patterns 

to inform marketing strategies and improve customer experience (Kumar et al. 2010). Brodie et al. (2013) 

suggest that social media satisfies consumers’ information needs. The availability of information on social 

media has created opportunities for surveillance and engagement. Humphreys & Wilken 2015). Posting 

brand content that contains the latest information not only contributes to the knowledge of followers but also 

encourages interaction and responses (Pletikosa Cvijikj and Michahelles 2013; De Vries, Gensler, and 

Leeflang 2012b). 

H5: Surveillance of social media networks significantly increases Customer Engagement in an Apparel 

Brand. 

H6: Social Media Marketing activities significantly increase Customer Engagement in an Apparel Brand. 

The following conceptual model represented in Figure 1 summarizes the theoretical background and the 

hypotheses for this study. 
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Figure 1. Conceptual Framework of the Study 

Notes: The conceptual framework in Figure 1 is generated with the support of a literature review and the 

hypotheses of this study by the author. 

 

METHODOLOGY 

Research Approach and Design 

The purpose of this research is to examine the impact of social media in enhancing customer engagement in 

an Apparel Brand clothing brand SL. The impact of social media includes social media network site 

following, usage frequency, perceived value, and quality through social media brand pages, service quality, 

etc. These factors have a significant impact on customer engagement and can influence their purchasing 

decisions, satisfaction levels, and attitudes toward products, brands, or companies. Therefore, they can 

provide valuable insights for developing strategies to improve customer engagement using social media. 

A descriptive research design and quantitative approach were used to explore the role of social media in 

enhancing customer engagement. The descriptive research design is ideal for understanding the 

characteristics of the phenomenon being studied, which in this case is social media activities among 

customers. It allows for the collection of data on the demographic segment and accurately describes 

customers’ views or perceptions. The quantitative approach was selected to collect data from the target 

population and answer the research questions. Primary data collected through a survey questionnaire was 

used to interpret the results. The use of survey methods necessitated the descriptive research design due to 
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the large sample size. The collected data will be analyzed to achieve the study’s objectives and answer the 

research questions. 

The primary data was collected using a survey tool. A descriptive survey using an online questionnaire was 

employed to collect primary data to examine the role of social media on customer engagement. The 

questionnaire consisted of three parts. The first part of the questionnaire contained questions about the 

demographic profiles of the customers and the second part of the questionnaire consisted of questions 

representing items to assess independent variables which are perceived value, perceived quality, service 

quality, remuneration, and surveillance received through social media pages. The third part of the 

questionnaire consisted of questions to assess the dependent variable customer engagement. A 5-point 

Likert scale questionnaire which provides a range from strongly disagree to strongly agree was used to 

measure the impact between variables. The target population for the study is comprised of customers of the 

selected apparel brand, who are following at least one of its social media pages (Facebook/Instagram). The 

time horizon used was cross-sectional. A convenience sampling technique was employed in this study. 

Data Collection and Analysis 

Social media has a qualitative impact on consumer engagement. Therefore, a five-point Likert scale, ranging 

from strongly disagree to strongly agree, was used to record the answers to these qualitative questions. 

Initially, ten participants participated in a pilot test of the questionnaire. Then the questionnaire was 

constructed as a Google form and it was randomly distributed among various age groups, in different parts 

of the countries, through online surfaces including email, WhatsApp, and Facebook. Responses were 

collected for a week. A total of 140 acceptable responses were chosen for the data analysis. 

The survey data was transferred to Excel Spreadsheets and subsequently exported to IBM SPSS version 26 

for analysis and visualization. Statistical analysis and interpretations were made using the IBM SPSS 

statistics software. Multiple Regression was used to evaluate the hypothesis constructed to investigate the 

impact of social media marketing on customer engagement. A reliability test using Cronbach’s Alpha and a 

factor analysis using KMO Bartlett’s test were used to evaluate the measurement model. 

 

RESULTS AND DISCUSSION 

Survey Demographics 

A total number of 200 participants (63% male, 37% female) participated in the survey. This shows that there 

is a greater tendency to engage male customers in in an Apparel Brand through social media. Age 

demographics of the survey participants (72.1% 18-25 years, 16.4% 26-30 years, 4.3% <18 years, 3.6% 31- 

35 years, 2.1% 36-40 years, 1.4% >40 years) demonstrate that most of the participants in the study were 

born between the years 1998-2005. This age group is considered to be the driving force of the young 

generation due to their high energy levels and the fact that they are starting to earn their own money. The 

research indicates that nearly three-fourths of the survey respondents fall into this age bracket, suggesting 

that young adults between 18-25 are more likely to interact through social media networks. The age group 

below 18 years old is an energetic and youthful customer segment who enjoys discovering new things and is 

receptive to novel experiences. However, since they are not yet self-sufficient, their financial capability is 

limited. The research indicates that only a small proportion of this age group participated in the survey. The 

age group between 26 to 30 years old is the second-largest group of survey participants. They are financially 

independent and belong to the early days of social media. Customers aged 31 to 40 are most likely to have 

financial independence and stay abreast of technology and trends, although not to the same extent as the 

younger age groups. In contrast, customers above 40 years old may not be as interested in selected apparel 

brand products since they are less likely to use fashionable sportswear and did not grow up during the social 

media era. Consequently, they spend less time on social media networks. The variation in generational 
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demographics among the respondents may be due to the timing of the introduction of social media apps or 

technologies. For instance, individuals aged 18 to 30, who grew up with the internet and social media, play a 

crucial role in this research. 

Monthly income of the survey participants (<20,000 LKR 56.6%, 20,000 – 50,000 LKR 21.2%, 50,000 – 

100,000 LKR 14.2%, 100,000 – 200,000 LKR 4.4%, >200,000 3.5%) showed that most of the respondents 

with an income above 100,000 LKR belonged to the age group above 30 years. Additionally, the majority of 

the age group between 18-25 years had a monthly income below 20,000 LKR. The social media platforms 

employed by this apparel brand for marketing and business purposes are Facebook and Instagram. A 

substantial number of participants (Facebook & Instagram 42.8%, Instagram Only 40.7%, Facebook Only 

16.4%) use both Facebook and Instagram and have a significant impact on customer engagement. However, 

Instagram has a higher usage rate among participants compared to Facebook, suggesting that customer 

engagement is more widespread on Instagram. The results of the social media usage time of the respondents 

(Thrice a week 37.1%, Monthly 26.4%, Daily 15%, Hourly 5.0%) show that many respondents visit the sites 

three times a week. These results indicate that a significant portion of the study participants spend a 

considerable amount of time on social media, which is important for this study as it investigates the impact 

of social media marketing activities on customer engagement. This group of participants can be considered 

heavy social media users who have been exposed to various products advertised or sold on social media 

platforms. Preferred details by customers in social media network sites of the apparel brand 

(Discounts/Offers/Deals 68.2%, Product Purchase 42.5%, Events/Community Services 23.0%, Other 17.7%, 

Celebrity Engagements 15.9%, Games 11.5%) demonstrate a significant percentage of respondents on 

discounts, offers, and deals. The second highest percentage of respondents reported that they use social 

media to make product purchases. A considerable percentage of respondents also showed interest in 

celebrity engagement and obtaining information on celebrity models. 

Reliability Analysis 

The internal consistency of the data gathered using the questionnaire was tested using reliability analysis,  

and the degree of consistency was tested using Cronbach Alpha. 

Table 1. Results of the Reliability Test. 
 

Constructs No. of Items Cronbach Alpha 

Perceived Value 4 0.797 

Percieved Quality 3 0.890 

Service Quality 2 0.870 

Remuneration 2 0.783 

Surveillance 3 0.816 

Customer Engagement 6 0.918 

Notes: Table 1 was developed by the author from the obtained survey data and presents the results of the 

reliability analysis. 

The threshold value of Cronbach’s alpha is 0.7 and values above 0.6 are also accepted (van Griethuijsen et 

al. 2014; Pallant 2020). As Table 1 shows, the Cronbach Alpha values obtained for all items were greater 

than the threshold value which is 0.7. Therefore, it can be inferred that the items effectively measure the 

specified constructs and variables, making them suitable for further analyses. The positive Cronbach’s alpha 

values suggest a high level of internal consistency, indicating high reliability in the data obtained from the 

survey participants. 
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Factor Analysis 

The internal validity of a study is based on its research design, while the external validity is based on how 

well the sampling techniques used in the study allow the research results to be generalized to the larger 

population. (Creswell, 2009; Rubin & Babbie, 2011) Validity assesses how accurately a questionnaire 

measures the targeted concept in a study. In this research, the Kaiser-Meyer-Olkin (KMO) and Bartlett’s 

Test were employed to examine whether the data collection instrument, specifically the questionnaire, 

precisely measures the intended concept. A higher KMO value suggests that factor analysis is a better fit for 

the data where values below 0.5 are not acceptable, and values closer to 1.0 are ideal.[2] The coefficient 

KMO > 0.5 shows that the factor analysis is consistent with the research data (see Table 2). 

Table 2. Results of the KMO and Bartlett’s Test. 
 

Constructs 
KMO Measure of Sampling 

Adequacy 

Bartlett’s Test of Sphericity – 

Significant level 

Perceived Value 0.727 0.000 

Perceived Quality 0.747 0.000 

Service Quality 0.500 0.000 

Remuneration 0.500 0.003 

Surveillance 0.706 0.000 

Customer Engagement 0.898 0.000 

Notes: Table 2 was developed by the author from the obtained survey data and presents the results of the 

factor analysis. 

Bartlett’s test of Sphericity was utilized in this research to examine whether the correlation matrix of the 

observed variables is significantly different from an identity matrix. If the statistical test shows a significant 

result, usually less than 0.05, it means that the correlation matrix is not an identity matrix, and there are 

significant correlations among the variables. [3] Bartlett’s Test: Sig. = 0.000 < 0.05 indicating that the 

observed variables in the factor analysis have an overall correlation with each other (see Table 2). 

Correlation Analysis 

Correlation analysis can reveal significant relationships between various metrics or groups of metrics can be 

identified, providing new insights, and revealing interdependencies even if the metrics are from different 

business areas.[4] One objective of this study was to examine the correlation between the independent 

variables which are Perceived Value (PV), Perceived Quality (PQ), Service Quality (SQ), Remuneration 

(RM), and Surveillance (SV), and the dependent variable, which is Customer Engagement (CE). In addition, 

the correlation between customer engagement and social media marketing, considering all independent 

variables (SMM) together, was examined. In this study, since there was more than 1 independent variable, a 

bivariate Pearson Correlation Test was performed (see Table 3). 

Table 3. Correlation between the Independent Variables and Dependent Variable. 
 

 PV PQ SQ RM SV SMM CE 

 

PV 
Pearson Correlation 1 .807** .394** .427** .776** .846** .828** 

Sig. (2-tailed)  .000 .000 .000 .000 .000 .000 
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 N 140 140 140 140 140 140 140 

 

PQ 

Pearson Correlation .807** 1 .363** .401** .794** .841** .873** 

Sig. (2-tailed) .000  .000 .000 .000 .000 .000 

N 140 140 140 140 140 140 140 

 

SQ 

Pearson Correlation .394** .363** 1 .649** .382** .712** .328** 

Sig. (2-tailed) .000 .000  .000 .000 .000 .000 

N 140 140 140 140 140 140 140 

 

RM 

Pearson Correlation .427** .401** .649** 1 .442** .740** .419** 

Sig. (2-tailed) .000 .000 .000  .000 .000 .000 

N 140 140 140 140 140 140 140 

 

SV 

Pearson Correlation .776** .794** .382** .442** 1 .844** .893** 

Sig. (2-tailed) .000 .000 .000 .000  .000 .000 

N 140 140 140 140 140 140 140 

 

SMM 

Pearson Correlation .846** .841** .712** .740** .844** 1 .831** 

Sig. (2-tailed) .000 .000 .000 .000 .000  .000 

N 140 140 140 140 140 140 140 

 

CE 

Pearson Correlation .828** .873** .328** .419** .893** .831** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000  

N 140 140 140 140 140 140 140 

**p < .01. 

Notes: Table 3 was developed by the author from the obtained survey data and presents the results of the 

correlation analysis (“PV” = Perceived Value, “PQ” = Perceived Quality, “SQ” = Service Quality, “RM” = 

Remuneration, “SV” = Surveillance, “CE” = Customer Engagement, “SMM”= Social Media Marketing) 

According to the above results, Pearson’s (bivariate correlation) analysis shows a positive correlation 

between all independent variables including, Perceived Value (PV), Perceived Quality (PQ), Service Quality 

(SQ), Remuneration (RM), and Surveillance (SV) with the dependent variable Customer Engagement (CE). 

The correlation is significant at the 0.01 level, for all variables. Furthermore, the overall impact of Social 

Media Marketing (SMM) demonstrates a positive correlation with customer engagement, and this 

correlation holds statistical significance at the 0.01 level. The significant connection between social media 

marketing and customer engagement is evidenced by a strong correlation coefficient of 0.831 (see Table 3). 

The independent variables of surveillance, perceived quality, and perceived value show a strong correlation 

with the dependent variable, with slightly varied coefficients of 0.893, 0.873, and 0.828, respectively.  

Among these variables, surveillance exhibits the highest correlation. On the other hand, remuneration has a 

relatively low correlation (0.419) with customer engagement, while service quality demonstrates the least 

correlation (0.328) with customer engagement. The positive correlation coefficient suggests that social 

media marketing and customer engagement are positively correlated. This suggests that if social media 

marketing increases, customer engagement also tends to increase, and vice versa. The magnitude of the 

association between social media marketing and customer engagement is very high (| r | >0 .4) (see Table 3). 
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The observed close correlation aligns with expectations in the research, as it is the strong linear relationships 

among variables that elucidate the impact of factors in the research model. Consequently, all these 

independent variables can be incorporated into the regression analysis. 

Regression Analysis 

An analysis of variance (ANOVA) was carried out to examine the variation between groups and determine 

the significance of the impact of social media marketing on customer engagement. The results of hypothesis 

testing were derived through the execution of the ANOVA test. 

Table 4. Model Summary of Regression Analysis 
 

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

1 .939a .883 .878 .25702 

aPredictors: (Constant), SV, SQ, RM, PV, PQ. 

Notes: Table 4 was developed by the author from the obtained survey data and presents the results of the 

model summary of regression analysis. 

The R-value denotes a strong correlation, with a value of approximately 94% (see Table 4). This indicates a 

high level of correlation between social media marketing and customer engagement. The R-square value 

indicates the proportion of variance in the dependent variable (customer engagement) that can be accounted 

for by the independent variable (social media marketing). The regression model in this study revealed an 

adjusted R-square value of 0.883, which means that 88.3% of the variation in customer engagement can be 

explained by the independent variables in the model. This percentage is considered a high level of goodness- 

of-fit in theory. While a high R-squared value is generally desirable in regression analysis, it is important to 

note that customer engagement involves complex psychological processes and is therefore more difficult to 

predict accurately. Therefore, a lower R-squared value is not necessarily a negative outcome. 

Table 5. ANOVA Table of Regression Analysis for Independent Variables 
 

Model Sum of Squares df Mean Square F Sig. 

 

1 

Regression 66.509 5 13.302 201.364 
.000 
b 

Residual 8.852 134 .066   

Total 75.360 139    

aDependent Variable: CE 

bPredictors: (Constant), SV, SQ, RM, PV, PQ. 

Notes: Table 5 was developed by the author from the obtained survey data and presents the results of the 

ANOVA test of regression analysis. 

The F-ratio, which compares two mean square values, serves as an indicator of whether the variation among 

group means exceeds what would be expected by chance. A higher F-ratio indicates a more pronounced 

relationship between the variables. In this study, the F-value of 201.364, with 5 and 134 degrees of freedom 

(df), and a probability of occurrence by chance of less than 0.001 (F = 201.364, P < 0.001), indicates a 

statistically significant relationship between social media marketing and customer engagement (see Table 

5). Consequently, the findings suggest that social media marketing positively and significantly influences 
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the enhancement of customer engagement. 

Table 6. Coefficients Table of Regression Analysis for Independent Variables 
 

Model 
Unstandardized Coefficients Standardized Coefficients 

t Sig. 
B Std. Error Beta 

 

 

 

 

1 

(Constant) -.160 .141 
 - 

1.136 
.258 

PV .195 .059 .180 3.292 .001 

PQ .344 .054 .357 6.348 .000 

SQ -.079 .038 -.083 
- 

2.097 
.038 

RM .038 .040 .038 .947 .346 

SV .524 .058 .485 9.094 .000 

aDependent Variable: CE 

Notes: Table 6 was developed by the author from the obtained survey data and presents the results of the 

coefficients of regression analysis. 

The constant “B” value, which is -0.160 in this case (see Table 6), indicates the expression of the dependent 

variable when there are no independent variables considered. Hence, it implies that in the absence of the 

independent variables, customer engagement is influenced by a factor of minus 0.160. The corresponding 

“B” values for the independent variables (perceived value, perceived quality, service quality, surveillance, 

and remuneration) depict how each of these factors can impact the dependent variable, which is customer 

engagement (CE). The independent variable surveillance has the highest B value, indicating that it has the 

most significant impact on customer engagement. Conversely, the independent variable service quality has 

the lowest B value, suggesting that it has the least influence on customer engagement. When the value of 

“Constant sig” is less than 0.05, it indicates a good result. In this case, the obtained value is 0.001, which is 

considered good. 

The results of the regression can be presented in mathematical form as follows: 

Only the variable remuneration is not statistically significant (sig. > 0.05). All other variables including 

perceived value, perceived quality, service quality, and surveillance are statistically significant (sig. < 0.05). 

When the significance level is less than 0.05, the null hypothesis is not accepted, while if it is greater than 

0.05, the null hypothesis is accepted, indicating no statistically significant impact. Hence, hypotheses H1, 

H2, H3, and H5 are accepted while hypothesis H4 is not accepted. 

Bai et al., 2016 have also shown that customers’ perceived value increases customer engagement in Chinese 

online clothing brands. Aakko & Niinimäki (2022) have shown that perceived quality and product quality 

increase customer engagement and purchase intention of garments. Service quality has increased customer 

satisfaction, and thus has increased customer engagement in retail clothing company in Malaysia (Chan and 

Goh 2019). The findings of Gupta et al. (2020) revealed that the interactivity of the communication medium 

used, release dates by brands, brand reviews, and comments, and website design and interface were major 

factors influencing customer engagement in the online clothing sector. Hoang et al. (2022) have shown that 

increased customer engagement due to surveillance in the luxury fashion industry. The results of this study 

were also confirmed and in line with previous studies. 

Another  regression  analysis  was  conducted  by  considering  all  independent  variables  under  the 
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comprehensive variable of “social media marketing.” 

Table 7. ANOVA Table of Regression Analysis for Social Media Marketing 
 

Model Sum of Squares df Mean Square F Sig. 

 

1 

Regression 52.048 1 52.048 308.103 
.000 
b 

Residual 23.312 138 .169   

Total 75.360 139    

aDependent Variable: CE 

bPredictors: (Constant), SMM 

Notes: Table 7 was developed by the author from the obtained survey data and presents the results of the 

ANOVA of regression analysis. 

Table 8. Coefficients Table of Regression Analysis for Social Media Marketing 
 

Model 
Unstandardized Coefficients Standardized Coefficients 

t Sig. 
B Std. Error Beta 

1 
(Constant) -.198 .222  -.890 .375 

SMM 1.058 .060 .831 17.553 .000 

Dependent Variable: CE 

Notes: Table 8 was developed by the author from the obtained survey data and presents the results of the 

Coefficients of regression analysis. 

The constant B value from the findings (see Table 7) suggests that in the absence of social media marketing, 

customer engagement is influenced by a factor of -0.198. Notably, the variable Social Media Marketing 

exhibits the highest B value, suggesting a significant positive impact on customer engagement. This is 

evidenced by a significance level of less than 0.05, and hence hypothesis H6 is accepted. The regression 

results can be expressed in mathematical form as follows: 

In summary, based on the results of the regression analysis (see Table 4 and Table 5), it is concluded that 4 

factors can significantly increase customer engagement in the apparel brand. Those factors are perceived 

value, perceived quality, service quality, and surveillance. Among them, surveillance has the greatest impact 

on customer engagement with a regression coefficient of 0.524, and the factor with the smallest impact is 

service quality with a regression coefficient of -0.079. Social media marketing as a whole significantly 

increases customer engagement and has a regression coefficient of 1.058 indicating a huge impact on 

customer engagement. 

 

CONCLUSION 

The present study aimed to investigate the influence of social media on customer engagement in an apparel 

brand SL. The study examined various factors affecting social media marketing strategies that can enhance 

customer engagement, such as perceived value, perceived quality, service quality, remuneration, and 

surveillance. The study found that social media marketing activities have a significant positive impact on 

customer engagement in the respective brand, with all independent variables showing a positive correlation 
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at a significant level of 0.01. Therefore, it can be concluded that there is a positive relationship between 

social media marketing activities and customer engagement. The testing of hypotheses showed that all of the 

variables including perceived value, perceived quality, service quality, surveillance, and social media 

marketing as a whole, except remuneration, significantly increase customer engagement. 

The speed of interaction with the brand, as well as the user-friendly interface and flexibility of its social 

network sites, determine the perceived value through social media and significantly affect customer 

engagement. Providing quality and up-to-date information, promptly attending to customer inquiries and 

feedback through social media sites, and offering prize drawings, discounts, giveaways, and customized 

items also increase customer engagement. These social media activities play a crucial role in influencing 

customer engagement and can impact their attitudes and decisions toward certain products, brands, or 

companies. Thus, they can provide valuable insights on strategies for enhancing customer engagement 

through social media. This study provides evidence-based findings that demonstrate the role of social media 

in customer engagement. 

Managerial Implications 

Buyers consider both the price they pay and the quality of the product or service they receive when making 

a purchase. However, the perceived value of the same product or service can vary from customer to 

customer due to their individual attitudes and experiences. The level of customer engagement can also 

influence their perception of value. Emotions can also affect how customers view the benefits they receive 

from a service. Thus, stronger customer engagement leads to a higher perceived value of the brand. It is 

important for businesses to focus on increasing their customers’ perceived value. 

Providing customers with high-quality products and services along with a positive user experience is crucial 

for their satisfaction. Customers who are willing to make an effort to buy a brand tend to be more satisfied 

with it. The level of customer satisfaction determines whether they will have a positive or negative 

perception of the company and whether they will continue doing business with it. If a business consistently 

offers good service quality and a positive experience to customers, it can create a stable and active mental 

state in customers, which is referred to as a cognitive component of customer engagement. 

Although there have been improvements in the availability of information, customers still feel vulnerable 

when companies refer instead of resolving complaints related to product quality. When customers are more 

engaged, they are more likely to have greater trust in the emotional security of meeting tangibles, safety, and 

trust. This shifts the focus to future conditions, and customers want to perceive the service provider as 

trustworthy and believe that they will continue to maintain that trust in the future. 

 

RECOMMENDATIONS & FUTURE SCOPE 

Based on the research findings, the study offers several recommendations to improve customer satisfaction 

and engagement through social media. One key priority is to focus on improving social response time, as it 

has been found to have a significant positive impact on customer satisfaction. Additionally, it is suggested 

that online retailers or companies should regularly post on social media platforms and ensure clear, 

appropriate, and polite language when responding to customers’ queries. These practices can contribute to 

enhancing customer satisfaction and trust, while also fostering increased customer engagement on social 

media platforms. By consistently posting and actively responding to customers, companies can create a 

positive and engaging online presence that encourages customer interaction and loyalty. 

The study proposes several areas for further research about social media marketing and customer 

engagement. Firstly, it suggests using a larger sample size and incorporating more variables to effectively 

test and predict the influence of social media marketing on customer engagement. Additionally, it 
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recommends assessing different social media pages individually to understand user motivations and explore 

how they contribute to unique engagement with the brand. The study also suggests exploring alternative 

sampling techniques, such as consequence sampling, to enhance the sampling process. Furthermore, it 

highlights the need to study the effects of social media activities on customer behavior and engagement. 

Investigating the impact of social media on customer attitudes towards e-commerce and examining the role 

of social media activities in customer buying behavior are also proposed as areas of further research. By 

addressing these areas, a deeper understanding can be gained regarding the relationship between social 

media marketing and customer engagement. 
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[4] https://www.anodot.com/learning-center/correlation-

analysis/#:~:text=Correlation%20analysis%20can%20help%20reveal,get%20to%20addressing%20incide

nts%20faster. 

http://www.rsisinternational.org/
https://gs.statcounter.com/social-media-stats
https://www.analysisinn.com/post/kmo-and-bartlett-s-test-of-sphericity/
https://www.ibm.com/docs/en/spss-statistics/23.0.0?topic=detection-kmo-bartletts-test
https://www.anodot.com/learning-center/correlation-analysis/#:~:text=Correlation%20analysis%20can%20help%20reveal,get%20to%20addressing%20incidents%20faster
https://www.anodot.com/learning-center/correlation-analysis/#:~:text=Correlation%20analysis%20can%20help%20reveal,get%20to%20addressing%20incidents%20faster
https://www.anodot.com/learning-center/correlation-analysis/#:~:text=Correlation%20analysis%20can%20help%20reveal,get%20to%20addressing%20incidents%20faster

	ABSTRACT
	INTRODUCTION
	Research Problem
	Research Objectives
	Theoretical Background Social Media Marketing
	Customer Engagement
	Relationship Between Social Media Marketing and Customer Engagement
	Factors Influencing Customer Engagement
	Perceived value
	Perceived quality
	Service quality
	Remuneration
	Surveillance

	METHODOLOGY
	Research Approach and Design
	Data Collection and Analysis

	RESULTS AND DISCUSSION
	Survey Demographics
	Reliability Analysis
	Factor Analysis
	Correlation Analysis
	Regression Analysis

	CONCLUSION
	Managerial Implications

	RECOMMENDATIONS & FUTURE SCOPE
	AUTHOR(S) NOTE:
	Impact of Social Media Marketing on Customer Engagement in an Apparel Brand, Sri Lanka.

	REFERENCES
	FOOTNOTES

