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Abstract 
As with the growth of social media marketing, conventional marketing tactics have 
increasingly been abandoned, and customer purchasing behaviours have transformed as well. 
Social media marketing techniques are founded on social media platforms where consumers 
actively seek information about a product or service and the opinions of other consumers 
before making a purchasing decision. The sharing of brands, product reviews, and user 
experiences is a component of e-WOM, or electronic word of mouth, in which information is 
transmitted and received via the Internet. Electronic word-of-mouth and social media 
marketing will have an effect on brand loyalty and, eventually, on consumers' purchase 
intentions. The purpose of this study is to examine the impact of social media marketing, 
brand loyalty, and electronic word-of-mouth on customers' purchase intentions, using the 
purchase of a mobile smart phone as an example. 200 questionnaires will be collected in 
Guangzhou at the conclusion of the study. Five alternative theories are advanced and 
examined. The findings indicate that social media marketing, brand loyalty, and electronic 
word of mouth all have a significant impact on customer behaviours that result in buy or 
repurchase intentions. These findings imply that social media marketing should place a 
premium on positive word of mouth, generating a favourable impression, and promoting 
consumer involvement in order to foster brand loyalty. 
Keywords: Social Media Marketing, EWOM, Brand Loyalty, Repurchase Intention, 
Smartphones in China. 
 
Background of the Research 
By June 2020, China's Internet population would have surpassed 940 million, accounting for 
one-fifth of the world's Internet population. Internet penetration reached 67 percent, 
approximately five percentage points higher than the global average. The percentage of 
Internet users who utilise cell phones is 99.2 percent. As of March 2020, netizens aged 20 to 
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29 and 30 to 39 account up 21.5 percent and 20.8 percent of the total population, 
respectively, significantly higher than the other age groups. Internet users between the ages 
of 40 and 49 made up 17.6 percent of the total; Internet users beyond the age of 50 made up 
16.9 percent of the total, indicating that the Internet has penetrated the middle and upper 
age classes. As of March 2020, netizens with junior middle school, high school, technical 
secondary school, or technical school education accounted for 41.1 percent, 22.2 percent, 
and 19.5 percent, respectively, in terms of education, while netizens with or above college 
education accounted for 19.5 percent. In terms of revenue, netizens earning between 2,001 
and 5,000 yuan (RMB, see below) make up 33.4 percent, 27.6 percent of those earning more 
than 5,000 yuan, and 20.8 percent of those earning less than 1,000 yuan. Additionally, the 
survey indicated that China had 496 million non-Internet users during the same period, with 
the majority of non-Internet users remaining in rural areas. The primary causes for non-
Internet use are a lack of skills, a low level of education, and age. 
 
Problem Statement 
Numerous factors influence consumers' purchasing decisions. To conduct a more detailed 
analysis of the relevant components, we can first examine consumers' purchasing intentions. 
On July 23, the cloud-based 19th China Internet Conference began with the publishing of the 
China Internet Development Report 2020. According to the research, China's mobile Internet 
users hit 1.319 billion by the end of 2019, accounting for 32.17 percent of the world's total 
Internet users. The overall number of 4G base stations worldwide has increased to 5.44 
million, accounting for more than half of all 4G base stations. The number of e-commerce 
transactions totals 34.81 trillion yuan, cementing China's leadership in the global e-commerce 
business for several years. Online payment transactions were 249.88 trillion yuan, and China 
led the globe in mobile payment penetration. China's economic added value from digital 
technologies reached 35.8 trillion yuan, placing second globally. The rapid growth of e-
commerce in China has also created a slew of complications. 
 
The Chinese market is saturated with mobile smart phone brands. Whether it is a home brand 
like Huawei or a foreign brand like Apple or Samsung, they all have a sizable loyal fan base in 
China's massive mobile smart phone consumer market. For many people who acquire mobile 
smart phones, the brand of the mobile smart phone is a consideration in their buying decision. 
Because a reputable brand entails high standards of quality and after-sales service. 
Simultaneously, the Chinese prefer brands. Just like Chinese consumers seek out imported 
Mercedes-Benz and BMW automobiles, many Chinese consumers seek out Apple's latest 
mobile smart phones. Whenever Apple introduces new models of mobile smart phones, there 
is always news about Chinese people queuing up to purchase new Apple mobile smart 
phones; of course, their brand devotion is also high. When buyers consider purchasing a 
product on the Internet, they will not only look at the thorough product information (feature 
introduction, product image, and product video) given by the seller, but also at real consumer 
reviews and the brand. The online reputation of this product acts as a guide for determining 
whether or not to purchase it. As a result, the product's reputation is critical, and it is also one 
of the elements influencing consumers' buy intentions. 
 
Objectives of the Research 
This section will begin by stating the analysis's overall purpose, which will be determined by 
the problem description provided in the preceding section. Following that, a summary of the 
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specific objectives will be provided to discuss the report's purpose. The objectives are as 
follows: 
 
RO1: To investigate the relationship between social media marketing and brand loyalty.  
RO2: To conduct an examination of the relationship between electronic word of mouth and 
brand loyalty. 
RO3: To conduct research into the relationship between social media marketing and 
customers' purchasing intentions. 
RO4: To examine the relationship between brand loyalty and purchasing intention among 
consumers. 
RO5: To examine the relationship between electronic word of mouth and customer intention 
to purchase. 
 
Review of the Literature 
Social Media 
Social media are interactive digitally mediated platforms that enable the development and 
exchange of information, ideas, career interests, and other kinds of expression through virtual 
communities and networks (Obar et al., 2015). In China, they mostly consist of social 
networking sites such as Weibo and WeChat, as well as blogs, forums, and podcasts. Social 
media has exploded with dizzying energy on the rich soil of the Internet. (2017) (Yan et al., 
2016). The material it disseminates has developed into a significant source of content for 
Internet users. It has not only generated a series of hot topics in people's social lives, but also 
much more. Attract traditional media outlets to conduct follow-up. 
 
Social Media Marketing 
Social networking sites are gradually displacing traditional marketing channels as a means of 
achieving a variety of marketing objectives, ranging from brand awareness to inviting people 
to purchase (Batra and Keller, 2016). Consumer-generated (rather than consumer-
distributed) content will significantly increase the reach of brand-generated messages on 
well-known platforms such as Facebook and Twitter (Napoli, 2019). However, even as brands 
increasingly enter social media conversations, the influence on customers remains 
distressingly low; only.1% of followers view a typical company tweet (Sullivan, 2014), and are 
likely to be lost in the huge expanse of big data (Horst and Duboff, 2015). Businesses face a 
difficult problem in developing compelling marketing messaging with material that is less 
likely to be buried and that customers will share. 
 
Brand Loyalty 
Purchases made with a social purpose in mind Individualistic purchasing is intrinsically 
motivated and self-satisfying, whereas purposeful purchasing is motivated by a desire to 
satisfy others. The term "intention" immediately comes to mind (Hwang and Kim, 2016). 
Businesses will have a better understanding of their consumers' requirements and wishes and 
will be able to better match their expectations by observing and anticipating their behaviour, 
which will help them attract customers and achieve long-term goals (Shahedul, Md. and 
Md., 2021). Value can mean different things to different individuals; for some, it means 
getting the best deal possible, while for others, it means spending their money wisely. To 
foster loyalty, you must first understand what value means to your target audience and then 
try to give it at every stage of the customer journey. This could include insuring the product 
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or providing customer service 24 hours a day. Prioritizing anything before determining its 
relevance to your audience is a waste of time, regardless of how your customer group views 
value (Guo and Jiang, 2016). Thus, it is critical for a brand to demonstrate its value in order to 
maintain consumers' loyalty to the brand. 
 
Purchase Intention 
Teng and Wang (2015) discovered a significant positive association between these two 
constructs in terms of the effect of customer trust on purchase intention in a study done in 
Taiwan. On the other side, Nuttavuthisit and Thgersen (2017) rebutted the idea of scheduled 
activities by incorporating trust into the structural model. Additionally, the findings indicate 
that confidence has a beneficial effect on consumption. Perceived worth is a fluid concept, 
and the literature is divided on its definition and characteristics. One of them is that perceived 
value needs the consumer to make a broad assessment of the utility of a commodity or service 
based on their expectations of what they will receive and pay for (Alzaydi et al., 2018). 
Consumer trust is defined as a belief, feeling, or expectation regarding the trade partner's 
loyalty as a result of his or her intent, honesty, or competency (Moorman, Zaltman, and 
Deshpandé, 1992). 
 
Theoretical Framework 
Theory of Reasoned Actions (TRA) 
The TRA defines a person's behavioural intention as the intersection of two determinants: a 
personal element known as behavioural attitude and a person's sense of social pressures 
known as subjective norm. In other words, the primary determinant of a person's behaviour 
is deemed to be his or her intention. 
 
Conceptual Framework 

 
Developments in Hypotheses 
This section will present five hypotheses based on the relationships established in the 
preceding section's conceptual framework. 
H1: Social media marketing will have a favourable influence on brand loyalty among 
customers. 
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H2: Electronic word of mouth will have a favourable influence on brand loyalty among 
consumers. 
H3: Consumers' buying intentions will be positively influenced by social media marketing. 
H4: Consumers' buying intentions will be positively influenced by brand loyalty. 
H5: Electronic word-of-mouth will have a beneficial influence on customers' purchasing 
intentions. 
 
Methodology of Research 
The research will take a positivist stance in this study, however objectivism will be utilised 
from an ontological standpoint. This was also consistent with the epistemological position 
that the research would be conducted via structured questionnaire data collecting and 
statistical software analysis. The approach taken in this work is quantitative analysis based on 
positivist philosophy and the deductive approach. As a result, this research is referred to as a 
structural approach, as the data collected will be statistically analysed using statistical analysis 
tools. Additionally, to obtain replies based on the theoretical application in response to the 
research objectives. 
 
Sampling and Population 
The study's methodology is based on nonprobability sampling. The sample approach used is 
convenience sampling. Comfort sampling is frequently employed since, in comparison to 
other methods, it is also quite straightforward to obtain (Saunders et al, 2012). Sampling 
convenience is effective in collecting a large number of results fast and affordably. This study 
will focus on respondents from Guangzhou, where the target demographic has access to 
social media sites. 
 
Saunders et al. argued for and group within the sample using the handy rule of thumb of a 
minimum of 30 sample sizes. Although Hair et al (2010) recommended a 5:1 ratio, each 
independent variable consists of five observations. Hair et al. (2010), on the other hand, note 
that the best level of observation for each independent variable is between 15 and 20 
observations. 
 
As a result, a minimum of 150 sample sizes will be required for each of the three independent 
variables in this study, in accordance with (Saunders, Lewis, and Thornhill, 2012). When 
examining five or fewer constructs, a minimum of 100 sample sizes should be used, according 
to (Hair et al., 2010). 
 
Test of Reliability 
A reliability test on related dependent and independent variables is required to conduct and 
fulfil factor analysis. The term "reliability check" refers to the process of determining the 
internal correctness of measurements that give identical findings under identical conditions 
(Sekaran and Bougie, 2016). Cronbach's alpha values will be determined in this study using 
four variables and twenty items. Cronbach's alpha values utilised in this investigation are 
listed in the Table below. 
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Table 1 
Cronbach’s Alpha, Reliability Test 
Reliability Statistics 

Cronbach's Alpha 
Cronbach's Alpha Based on 
Standardized Items N of Items 

.887 .892 20 

 
The Cronbach alpha value for all dependent and independent variables is 0.887, as seen in 
the table above. This value means that all variables have excellent internal accuracy, 
indicating that all 20 things in this analysis have Cronbach's Alpha values above 0.7, which are 
accurate and appropriate. As a result, this research can be continued. The Cronbach a values 
for each variable are mentioned in the table below. 
 
Table 2 
Cronbach's Alpha Values for each variable 

Component 
Cronbach’s 
Alpha 

Items 

Social Media Marketing (SMM) 0.706 5 

Brand Loyalty (BL) 0.768 5 

Electronic Word of Mouth (eWOM) 0.801 5 

Purchase Intention (PI) 0.858 5 

 
As illustrated in Table above, purchase intention has the greatest Cronbach's alpha value of 
0.858, indicating the strongest internal consistency with the five questions, followed by 
electronic Word of Mouth (0.801), brand loyalty (0.768), and social media marketing 
(0.706).   Cronbach's alpha readings for these variables are generally accurate, ranging from 
very good to excellent. Cronbach's coefficients are all greater than 0.5, indicating that the 
data is internally consistent and credible, ranging from 0.706 to 0.858. 
 
Testing Hypotheses 
Multiple regression analysis and one-way ANOVA were employed in this study to examine the 
association between two or more dependent or independent variables, and logical 
approaches for analysis and statement were used (Yockey, 2011). 
 
H1 and H2 hypotheses testing 
 
As described before, the hypothesis was developed in accordance with the research 
objectives. This section examined H1 and H2, where the dependent variable is brand loyalty. 
 
H1: Social media marketing will have a favourable effect on brand loyalty among customers. 
 
H2: Electronic word of mouth will have a favourable effect on brand loyalty among 
consumers. 
 
Multiple regression analysis was utilised to measure the influence of independent variables 
on the dependent variable, purchase intention, including social media marketing, brand 
loyalty, and e-WOM. 
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Table 3 
Model summary 
Model Summaryb 

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

1 .739a .492 .488 .59489 

a. Predictors: (Constant), eWOMc, social_media_marketing 
b. Dependent Variable: brand_loyalty 

 
The R value is 0.739, which shows high strength of correlation between the independent 
variables and dependent variable. The R2 value indicates how much of the total variation in 
the dependent variable, brand loyalty, can be explained by the independent variable, Social 
Media Marketing and eWOM. In this case, where R2 value is 0.492, this means that 49.2% of 
the variation in the purchase intention can be explained by the independent variables as 
mentioned. The remaining 50.8% of the total variation in the purchased intention will be 
addressed by other variables and unknown factors which are not discussed in this study. 
 
Table 4 
ANOVA table 
ANOVAa 
Model Sum of Squares df Mean Square F Sig. 

1 Regression 34.400 2 17.200 48.602 .000b 

Residual 144.391 408 .354   

Total 178.791 410    

a. Dependent Variable: brand_loyalty 
b. Predictors: (Constant), eWOMc, social_media_marketing 

 
The ANOVA table checks whether the overall regression model is a good fit for the data. 
According to table, the p-value (Sig) is 0.000, which is less than α = 0.05, this indicates that 
the model is valid and hence it has some predictability power among the independent 
variables and dependent variable. The multiple regression model with the two predictors 
produced F value of 48.602 and p-value is significant. This indicates that the combination of 
the predictors significantly predicts brand loyalty. 
 
Table 5 
Table of coefficient for the multiple regression. 
Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.806 .180  10.051 .000 

social_media_marketin
g 

.382 .048 .381 7.955 .000 

eWOMc .101 .041 .118 2.463 .014 

a. Dependent Variable: brand_loyalty 
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According to Table above, the p-values (Sigs) for social media marketing and electronic word 
of mouth are 0.000 and 0.014, respectively. Both of these p-values are less than 0.05, 
indicating that these two variables have a statistically significant impact on brand loyalty. For 
the unstandardized coefficient, a one-unit increase (positive) in social media marketing 
results in a 0.382-unit increase in brand loyalty; whereas, a one-unit increase (positive) in 
eWOM results in a 0.101-unit increase in brand loyalty. 
 
When we look at the standardised coefficient, we see that it is expressed in standard 
deviation units; this means that a one standard deviation change in social media marketing 
results in a 0.381 standard deviation rise in brand loyalty. The same holds true for eWOM, 
where an increase in eWOM results in a 0.118 standard deviation increase in purchase 
intention. This finding demonstrates that both social media marketing and electronic word of 
mouth have a major impact on brand loyalty. 
 
As a result, the model's total equation is: 
Brand loyalty = 1.806 + 0.382 social media marketing + 0.101eWOM 
 
Analysis of Multiple Regression for H3, H4, and H5. 
Multiple regression analysis was utilised to examine the impact of independent variables on 
the dependent variable, purchase intention, including social media marketing, brand loyalty, 
and e-WOM. The following are the hypotheses: 
 
H3: Social media marketing will have a large beneficial influence on customers' purchasing 
intentions. 
 
H4: Consumers' purchase intentions will be significantly influenced by brand loyalty. 
 
H5: Electronic word of mouth will have a large beneficial influence on customers' purchasing 
intentions. 
Table 6 
Model summary 
Model Summaryb 

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

1 .739a .546 .543 .59543 

a. Predictors: (Constant), eWOMc, brand_loyalty, social_media_marketing 
b. Dependent Variable: purchase_intention 

The R value represents the simple correlation and is 0.739. The R2 value indicates how much 
of the total variation in the dependent variable, Purchase Intention, can be explained by the 
independent variable, Social Media Marketing, eWOM and brand loyalty. In this case, where 
R2 value is 0.546, this means that 54.6% of the variation in the purchase intention can be 
explained by the independent variables as mentioned. The remaining 45.4% of the total 
variation in the purchased intention will be addressed by other variables and unknown factors 
which are not discussed in this study. 
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Table 7 
ANOVA table 
ANOVAa 
Model Sum of Squares df Mean Square F Sig. 

1 Regression 173.505 3 57.835 163.127 .000b 

Residual 144.297 407 .355   

Total 317.802 410    

a. Dependent Variable: purchase_intention 
b. Predictors: (Constant), eWOMc, brand_loyalty, social_media_marketing 

 
The ANOVA table checks whether the overall regression model is a good fit for the data. 
According to table 4.6, the p-value (Sig) is 0.000, which is less than α = 0.05, this indicates that 
the model is valid and hence it has some predictability power among the independent 
variables and dependent variable. The multiple regression model with the two predictors 
produced F (3, 407) = 163.127 and p-value is significant. This indicates that the combination 
of the predictors significantly predicts purchase intention.  
 
Table 8 
Table of coefficient for the multiple regression. 
 

 
From Table above , the p-value (Sig) for the brand loyalty and eWOM is less than 0.05, which 
indicates that these two variables are of statistical significance influence to the purchase 
intention. However, the p-value for social media marketing is 0.125, which is greater than α 
= 0.05, indicating that it has no statistical significant influence on purchase intention. Hence, 
the following section will only focus on brand loyalty and eWOM.  
 
The unstandardized coefficient is needed because of different unit measured by the variables. 
Hence, in this case, every one unit positive change in brand loyalty will have 0.38 unit positive 
change in purchase intention. Same goes to eWOM, where one unit positive change in 
eWOM, it will positively impact the purchase intention by 0.661. The standardized coefficient 
is measured in units of standard deviation, this means that a change in one standard deviation 
in brand loyalty will result in 0.285 standard deviation increase in purchase intention. Same 
goes to eWOM, where one standard deviation increase in eWOM will result in 0.041 standard 
deviation increase in purchase intention. This finding shows that, both brand loyalty and 
eWOM have significant influence on purchase intention. 

Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) -.345 .201  -1.717 .087 

social_media_marketin
g 

.079 .052 .059 1.535 .125 

brand_loyalty .380 .050 .285 7.665 .000 

eWOMc .661 .041 .580 15.998 .000 

a. Dependent Variable: purchase_intention 
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Hence, the overall equation of the model is 
Purchase intention = -0.345 + 0.380 brand loyalty + 0.661 eWOM 
 
Hypotheses Result Summary  
According to multiple regression analysis and One-Way ANOVA the result indicated that four 
otu of five hypotheses are statistically significant and namely H1, H2 and H4 and H5 are 
supported.  
 
Table 9 
Hypothesis Testing Result 

Hypothesis Result 

H1: Social media marketing will have  positive influence on 
consumers’ brand loyalty.  

Supported 
 

H2: Electronic word of mouth will have  positive influence on 
consumers’ brand loyalty.  

Supported 
 

H3: Social media marketing will have  positive influence on 
consumers’ purchase intention.  

Not supported 
 

H4: Brand loyalty will have positive influence on consumers’ 
purchase intention. 

Supported 
 

H5: Electronic word of mouth will have  positive influence on 
consumers’ purchase intention.  

Supported 

 
Conclusion and Recommendations 
According to this study, social media marketing and electronic word of mouth have a 
considerable influence on brand loyalty. Additionally, the study demonstrated that brand 
loyalty and electronic word of mouth have a 95 percent confidence level effect on purchase 
intention. 
To begin, scholars may refer to these research findings in order to do additional research. 
There are few studies on the factors that influence the shopping patterns of Guangzhou 
consumers. Additionally, it may aid in future research on Guangzhou consumers' purchasing 
behaviours, as well as crucial characteristics like as social media marketing, E-WOM, and 
brand loyalty. Finally, this research explores the elements that influence the purchasing 
decisions of Guangzhou consumers. 
Additional research is required to determine the impact on customers. There is a significant 
amount of consumer research conducted, but not in Guangzhou. The outcomes of this study 
may serve as a springboard for additional research on the subject. The findings of this study 
aided the government in comprehending and forecasting consumer behaviour in Guangzhou. 
Additionally, it may aid in market forecasting and provide insight into how customers will 
react to unusual events and the market. 
 According to the findings, focusing on eWoM is the most important factor in determining 
purchase intent in the smartphone industry. Management of smartphone companies can use 
these findings to improve their marketing goals on a continuous basis especially the eWoM. 
In addition, management can conduct surveys or solicit feedback from existing customers to 
test this factor. 
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