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ABSTRACT

The competition in the fashion retail industry of Sri Lanka is reaching new heights due to various
demands of the fashion consumers in Sri Lanka. As per the significant growth in the fashion retailing
sector in Sri Lanka the marketers need to define the strategies to address their customer intentions.
Especially with the rapid growth of the social networking sites especially Facebook in Sri Lanka,
fashion retailers have to align their social media strategies with the online behavior of the consumers.
This is study; mainly focused to understand the influence of Facebook fashion retailers’ brand page and
purchase intention among the Sri Lankan Face book users. Objectives of this research were to
understand the influence of engaging on Facebook brand page on purchase intention for fashion retail
in Sri Lanka, therefore the researcher has investigated main construct of Perceived Usefulness (PU) and
Perceived Ease of Use (PEOU) of the Facebook brand page and their relationship with both Attitude
towards Brand (ATB) and Purchase Intention respectively. Finally, to see whether there is a mediating
effect of Attitude towards Brand on the relationship between PU and Purchase Intention and PEOU and
Purchase Intension respectively. The review is based on the theoretical rationale and supportive
empirical findings. A descriptive statistical review is presented to reasoning why fashion industry is
considered as a context to be examined whilst empirical evidences are presented to support the
arguments. The paper concludes with research propositions to examine how Facebook Brand Page make
an influence on Consumer Purchase Intention.

Keywords: Facebook Brand Page, Purchase Intention, Technology Acceptance Model, Fashion
Retailing
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1. BACKGROUND OF THE STUDY

Social media plays a vital role in present digital age. Today, consumers can use online sources to gather
product information that are important for their purchase decisions. Social media has become one of
the most important sources for consumers who are looking for product information and created a
platform for them to share their opinions about products and brands. (Mangold & Faulds, 2009) Suggest
that social media has a vital influence over every stage of consumer decision making processes. Further
(Currés-Pérez, Ruiz-Mafé, & Sanz-Blas, 2013) argues that social networking sites such as Facebook
allow users to access opinions of not only close friends, family, and colleagues but also other people
who have used a particular product or service. Users also can share their content online and also
exchange information with public using social media platforms. According to (Chu & Kim, 2011),
social media represent ideal tools for customers to exchange their product-related knowledge and
information. Also, the customers participate in generating content which adds value to a particular brand

and they might turn into advocates for the brand by sharing the content created by them.

The role of social media is not only limited to the end user, business organization also make their
presence on the social media sites. Social media let firms to engage in timely and direct end-customer
contact at comparatively low cost and higher levels of efficiency than can be achieved with traditional
communication tools (Kaplan & Haenlein, 2010). According to (Coulter & Roggeveen, 2012) business
organizations can use online social networks such as Facebook to create product pages, and users who
follow these product pages can receive or disseminate product-related information and (Stelzner, 2013)
found that 86% of marketers consider that social media channels are significant components of their
marketing initiatives. Many researchers have argued that social networks are an opportunity to build
even closer and more profitable relationships with customers. The company must react to this change.
Companies can gain benefits by using social networks and online brand communities in their marketing:

they can better understand the needs of customers and build better relationships with customers.

From the business point of view, social networking sites are more than an additional channel for
disseminating information, because they let people to interact with companies and share their opinions
with other users. Earlier the brands used the online brand communities to inform the consumers about
the new offers or to introduce new products. However, with expansion of social media online brand
communities have turn into a primary source of sharing information. It allows marketers make to two-
way communication with the customers with a better scope (Thackeray, Neiger, Hanson, & McKenzie,
2008); (Sashi C. , 2012). Therefore, company brand page administrators have to consider that their posts
may influence people‘s online engagement and should not simply create a Facebook brand page simply
because other organizations have done so. (F. Safwa Farook, 2016) It is useful for the brand to
understand when customers engaged with brands to understand both positive and negative word of

mouth for brand improvements.
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Due to social media becoming a strong platform for such practices, Facebook has emerged as one of
the main user-friendly and intuitive platform, which allows the user to interact, connect and share (Nie,
2001); (Lesidrenska & Dicke, 2012). Among all the social networking sites, Facebook is considered as
the most popular and widely used network (Escobar-Rodriguez T. B.-F., 2017). Based on monthly
active users, Facebook leads the top social networking site with more than 2 billion monthly active
users on a daily basis in present-day, 684,478 pieces of content are shared on Facebook. (Kallas, 2017)
Worldwide there are more than 1.5 million brand pages and the number is still growing every day and
in very second social media user is following a brand. (Jeanjean, 2012)

In Sri Lankan context, there are 6.7 million internet users and 6 million social media users which has
29% of penetration compared to the total population of the country. The annual growth of Sri Lankan
internet usage and social media usage in 2017 was 7% and 22% respectively. The most significant fact
is that 96% of Sri Lankan internet users are using Facebook. (Hootsuite™, 2017) (MIM, 2018 ) Stated
that, Sri Lanka the firms can engage in brand marketing via Facebook and create purchase intention

among users.

Speaking of Facebook company pages in Sri Lanka, Facebook users visit approximately 17 pages a day,
85% of Facebook users following local brands with 35% of them following more than 15 brands. Also
a study found out that 45% of the respondents also mentioned that they’re happy getting the information
they need about a brand from its Facebook page without visiting its website. (Internet Usage Statistics
in Sri Lanka, 2016)

1.1. Significance of the Context

Fashion retailing industry is one of a money-spinning as well as lively industry in the world. It stands
for just about 3 trillion dollars and 2% of the world’s gross domestic product (Fashion United Group,
2017). Earlier in the 1990s, Sri Lanka was an economy of a closed market. The retail sector majorly
consisted of small in private owned single stores that didn’t have a corporate management and they
were identified as traditional retailers (Liyanage & Jayawardana., 2013). However, over the past years
particularly after war conflicts, Sri Lankan fashion retail sector have rapidly expanded along with the
development of Sri Lankan retailing sector and the amount of retailers have been amplified. The helpful
macro environment has benefited domestic retailers’ growth during recent years. Fashion retail industry
today is at a forefront of success due to the positive macro environment changes such as post -war
economic developments, growing middle class, changing consumer demands mainly due to the western

cultural influences, improvement of infrastructural facilities, technological advancements etc.

As per 2013 global retail development index, Sri Lanka titled as “thriving with fresh investment ranks
fifteenth with a market attractiveness of 16.6 %” (Kearney, 2013). Sri Lanka’s retail sector ranking

according to the A.T Kearney Global Retail Development Index leap fogged to 12 in 2017 (dailynews,
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2017) and the total retail sales volume in Sri Lanka for 2016 was US$30. In Sri Lanka’s fast growing
retail sector, fashion-fashion retailing represent a large portion (39%) showing a great possibility to
develop in future (Kamburugamuwa, 2015) It reflects that fashion retail industry is an emerging sector

in Sri Lanka.

This industry is considered as the industry which is perfectly suited for social media marketing (Ahmad,
Salman, & Ashiq, 2015). Therefore, in developing a brand value for fashion brands have titled their
eyes towards social media marketing (Godey, 2016) However, according to (Samarasinghe,
Suwandaarachchi, & Ekanayaka, 2016) social statistics given in the site (Social Bakers), mostly the
large and medium scale enterprises in apparel sector use social media as a marketing tool more than
SME’s. This shows that there is lack of understanding in using Facebook brand pages in Sri Lankan

fashion retail context.

1.2. Rationale of the Research Gap and Intention of the Study

As above mentioned, Sri Lanka’s retail sector ranking displays a prominent growth during recent years
in terms of both sales volumes as well as the global rankings. In Sri Lanka’s fast growing retail sector,
fashion-fashion retailing represents a large portion of 39% (Kamburugamuwa, 2015). This reflects the

growth of the fashion retail sector in Sri Lanka.

The internet usage has grown at a significant rate of 20% to 25% every year during last 5 to 6 years in
Sri Lanka. Starting from mid-2016, the amount of Facebook users in Sri Lanka amplified from 5 million
to 6 million. (SoravJain, 2018) Among the 6 million Facebook users in Sri Lanka and 96% of internet
users are on Facebook. (Rathnayake & Rathnayake, 2018) A newer and a recent local trend on Facebook

were the Facebook brand communities in Sri Lanka.

However, due to the effectiveness of Facebook and its cost efficiency most of fashion-retailers still use
it as a communication tool rather a strategic tool. In their study (Jayasuriya & Azam, 2017) argue that
they blindly run behind the number of likes, comments and followings without knowing the purpose of
having them. There is also misuse when it comes to brand engagement. Sri Lankan Facebook pages,
mainly those official pages of brands are only concerned with increasing the fan numbers and the agency
or the marketer which handles it carries out Facebook advertising to increase the user growth with
triggering a promotional message that easily makes the user click the like button (Insights into Sri
Lankan Facebook pages: MNC and Social Bakers, 2011). This shows that there is lack of understanding
in using Facebook brand pages in Sri Lankan fashion retail context. As (Jayasuriya & Azam, 2017)
Stated in his study, “furthermore, in Sri Lankan context very less amount of fashion retailers (10-15%)
have internet presence online and this amount is very less compared to other developing country like

India 30%”, further explain the misuse of Facebook in Sri Lankan retail context.
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Also a significant part of the literature explains the user’s intentions to join social networking sites and
their attitude about them. However, there is a possibility of research in the area of customer engagement
through such media and to understand the way these brand communities influence the purchase
intention. The attitude towards a brand may play a vital role in decision-making for customer. This
study focuses on understanding the influence of customer engagement through Facebook brand pages
which affect the attitude of the customer towards the brand and in turn creates the intention to purchase
the brand. There are very few studies that focus on the purchase intention initiated by the customer
engagement through the brand pages of social networking sites like Facebook and this study might help
the fashion retailers of Sri Lanka to understand the link and the impact of the former on the latter.

When considering the above-mentioned situation and the previous literature, intention of the current
study is raised as follows.

“What is the influence of Facebook brand page created on consumer purchase intention for fashion

retail in Svi Lanka?”

As per the significant growth in the fashion retailing sector in Sri Lanka the marketers need to define
the strategies to address their customer intentions. Especially with the rapid growth of the social
networking sites especially Facebook in Sri Lanka, fashion retailers have to align their social media
strategies with the online behavior of the consumers. However, Sri Lankan fashion retailers have not
understood the influence of Facebook brand page towards the attitude of Facebook users and untimely
the influence on their purchase intentions. They blindly run behind the number of likes, comments and
followings without knowing the purpose of having them (Jayasuriya & Azam, 2017). Therefore, this
study addresses the practical gap on how the Facebook brand page influences on the consumer purchase

intention in Sri Lankan context.

Within the marketing literature, many researchers have indicated that the customer engagement in social
media should be further explored through researches, despite the increased practical importance of
social media and its impact on consumer engagement, particularly in the online context which
encompass all social networking domains, this aspect of business marketing has been under-researched
(Fournier, 2009); (Dessart, Veloutsou, & Morgan-Thomas, 2015); (Ngai, Taoa, & & Moon, 2015) Islam
and Rahman (2016) report that customer engagement in social network sites remains under-explored
and add that customer engagement in social networking sites requires a deeper understanding. (Hajli
M., 2014) Stated that future research should take further steps to examine the role of social media on
purchase intention and perceived usefulness to identify their effect. Since there is lack of studies related
to understand the mediating effect of attitude toward brand on the relationship between purchase
intention and brand page engagement, this study look to bridge the knowledge gap in the fashion
retailing context. Also in Sri Lankan context, there are lack of studies related to Facebook brand page

communities and the influence on the purchase intention within the fashion retailing sector.

pp.55-101 | Vol5No1 ISSN 1800 - 4989



Sri Lanka Journal of Marketing Vol 5 No 1: January - June 2019

Therefore, this paper made a literature review to suggest the propositions addressing the empirical gaps

and practice related knowledge requirements.

2. METHODOLOGY

This study has followed the literature based research approach by evaluating the existing empirical
evidences. It has also taken the tested factors on given context to validate the proposed propositions for
justifying the variable relationships. It has followed a mixed strategy of case reveal and literature survey
as the said research notion demands a rationale on industry related perspective. This study follows a
deductive approach as it brings the arguments based on existing theories and empirical evidences.
Alongside, secondary sources have been used as a research tool and findings are presented as the
propositions for the future studies

3. REVIEW OF LITERATURE
3.1. Social Media and Online Social Networks

As a result of the technological developments that occurred around the world, social media has
flourished as a key driver of the communication and as a consequence of this, there has been ground-
breaking ways of communicating among people. In the context of this study, the term, social media,
according to (Dewing, 2012) “wide range of internet base services and mobile services that permit users
to participate in online exchanges, contribute to user-created contents, or join online communities”
including blogs (e.g., Tumblr), wikis (e.g., Wikipedia), social bookmarking (e.g., Digg), social
networking sites (e.g., Facebook, Twitter, LinkedIn) and media-sharing sites (e.g., YouTube,
Instagram). Social media provides platforms for users to share and to interact with others. Therefore,
users’ no longer using static pages and they make conversations that lead to the creation of online
content. Social media applications offer the technology so that the users can create and share
information through collaborative writing, sharing content (text, video, images), social networks, social
bookmarking (e.g. rating, tagging) and syndication (RSS feeds), and registration with these sites free of
charge (Drury, 2008).

The establishment of social media has influenced the way companies form links with their customers
and the services offered by social media are not just high tech but also high-speed, effective and
convenient. As users of these social media, potential customers thus engage themselves as groups with
particular interests and it is this aspect of their peculiarity that allows for effortless marketing strategies
(Kahle, Valette-Florence, & Ebrary, 2012).

Within the social media platforms, social networking sites have emerged as a dynamic factor of the
digital media revolution and have overcame e-mail as the most popular online activity (Nielsen, 2009).
“A social networking site is a website with multiple users where a user can publish content about

him/her and connect with others sharing individual or professional interests.” (Goldsmith, Pagani, &
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Lu, 2013) Social media, especially social network sites, might be a significant mean of consumer
socialization because they provide a virtual space for people to communicate through connecting,
producing and sharing content online. (Clemens, J.R, K, & M, 2011); (Boyd & Ellison, 2008). Further
they act as platforms where individuals as members, construct public profiles to share their knowledge
and their experiences, to post information about themselves and have get in touch with others who
exchange and share alike interests. (M.K., K.O., & Rabjohn, 2008).

These networks offer a unique opportunity for highly targeted marketing because that they are actively
working with the customers and can get feedback directly from them. Therefore the businesses
shouldn’t ignore the opportunities to jump in and expand their customer base on these social networking
sites. (Bolotaeva & Teuta Cata, 2011) According to (Parsons, 2013) Internet marketing and social media
marketing are becoming popular platforms for marketing products and services. Also many studies
explained these social media and social networking sites provide opportunities via deferent means to
retailers for consumer engagement and purchasing opportunities (Dessart, Veloutsou, & Morgan-
Thomas, 2015); (Godey, 2016).

As mentioned above, number of people who are using these networks is huge and is constantly
increasing and companies would want to expose their company’s goods or services in front of eyes of
thousands and millions and even billions of individuals who are engaged in these communities, forums,
blogs or social networks. These networks are effective for influencing and tracking consumer beliefs

and attitudes related to products and brands.

3.2. Online Brand Community

According to (Cova & Pace., 2006), “a brand community is a collective of people with a common
interest in a specific brand, creating a subculture around the brand through its own values, myths,
hierarchy, rituals, and vocabulary”. With the development of internet and web applications, online
brand communities used to emerge from consumer initiatives but also companies have started to create
communities as part of brand management strategies (Arnone, Croquet, Geerts, & Pozniak, 2010).
“Online brand community is one type of online community that can be classified based on its host: 1)
consumer-initiated communities voluntarily built by their members and 2) company- initiated
communities built by the companies that owns the brand in order to establish a relationship with
consumers and induce productive feedback from them” (Henri & Pudelko., 2003). Generally, online
brand communities have a commercial focus and are established by marketers to achieve specific
marketing goals (Muniz & O’Guinn., 2011). The composition of brand communities has taken a further

step with the introduction of online brand communities, which supports the marketing activities.

(Shang, Chen, & Liao, 2006) Suggested that people join communities in order to learn from other
customers’ experiences or acquire information, and information searching has been proposed to be the

main purpose for members’ participation in communities. Members of online communities usually

pp.55-101 | Vol5No1 ISSN 1800 - 4989



Sri Lanka Journal of Marketing Vol 5 No 1: January - June 2019

register using their real names and information, such as email address, telephone number etc. General
activities carried out by brand community members are posting comments on discussion pages and
having other daily interactions with other members (Royo-Vela & Casamassima, 2011) and this shared
information among community members significantly influence purchase intention and the brand
images, according to (Park & Cho, 2012.).

There are some studies that explain the importance of online brand community. (Cova & Pace., 2006)
Research into the online brand community of convenience product and identify the community
differences from niche luxury products. (Kim, Choi, William, & Han, 2008) Described the online brand
community participants have stronger brand commitment than consumers who are not members of the
community. According to (Kim, Gupta, & Koh, 2011), among online brand community members that
online community is a key influence on brand commitment and purchase intention. Further, (Goh, Heng,
& Lin, 2013) indicated that engagement in such social media brand communities does have an impact
on purchases.

3.3. Facebook Brand Page

Among all the social networking sites, Facebook is considered as the most popular and widely used
network among other social media networks. (Escobar-Rodriguez T. B.-F., 2017) Based on monthly
active users, Facebook leads the top social networking site with more than 2 billion monthly active
users on a daily basis, 684,478 pieces of content are shared on Facebook. (Kallas, 2017) According to
(Priyanka & Srinivasan, 2015) Facebook is an important social networking website used by the firms
to reach the potential customers, to inform, persuade, and remind the users about various products and
services. Also (Ahmed A. 1., 2016) stated that using Facebook to achieve business objectives is called
Facebook marketing. For companies, social networking sites such as Facebook provide excellent
platforms to engage with customers through so-called “brand pages” (Beukeboom, Kerkhof, & de Vries,
2015). Companies can establish Facebook brand pages, which provide individuals, businesses and
organizations with information that has specific purpose, audience and topic to market, promote and
inform about products and services (Goorha & Ungar, 2010). Facebook brand pages have certain
features that categorize them as online communities, but also features that set them apart from
traditional online communities. Companies use their Facebook brand pages to communicate with
consumers and thus company representatives create a large proportion of the content. However,
Facebook brand pages also enable member-initiated communication, giving the members more
possibilities to create content on the page. Further, making Facebook brand pages recognizable as
communities is that the members obviously share a common interest. (Gummerus, Liljander, Weman,
& Pihlstrdm, 2012). Nowadays it has become a powerful marketing communication tool for companies

and organizations with more than 60 million businesses having a Facebook fan page (Hootsuite", 2017).
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Also (Pinto & Yagnik, 2017) stated that a quarter of online social media users follow their favorite
product or brand in their social network. Among them 80% of them follow the company brand pages
on Facebook. Therefore, presence on Facebook makes brands discoverable and connected as well as
firms can provide additional information about products or services, current promotions or events. As
more and more consumers look to Facebook pages as trusted sources of information and opinions, new
opportunities arise to build consumer-brand relationships and viral advertising platforms (Moran,
Muzellec, & Nolan, 2014). As (Chu & Kim, 2011) stated, when most consumers join a brand page on
Facebook, it is possible for the information that they receive from other users to influence their purchase
intentions. According to (Rodriguez & Fernandez, 2017), company brand pages are fast becoming a
prominent marketing channel, due to their contribution towards increasing sales. Facebook pages results
in more selling opportunities for business to customer (B2C) companies.

Today users of brand pages are more experienced, and recent studies suggested further research on
Facebook brand page community members (Wimmala, Mark, & Leela, 2017). Also (Abeer &
Abdelhamid, 2017) stated that not many studies examined fan engagement and their corresponding
activities and its effect on the intention to purchase a brand. Therefore, this study looks to extend the
knowledge by understanding the influence of Facebook brand page engagement on shaping the attitudes

of the customers and in turn affect to the purchase intention related to fashion retail sector.

3.4. Customer Engagement in Facebook Brand Pages

Customer engagement is defined as “behaviors go beyond transactions, and may be specifically defined
as a customer’s behavioral manifestations that have a brand or firm focus, beyond purchase, resulting
from motivational drivers” (van Doorn, 2011). According to (Hollebeek, 2011) “customer brand
engagement as the level at which the motivational, brand-related and context-dependent state of mind
of a customer is expressed, in terms of a degree of activation, identification and absorption in brand
interactions.” Further Customer engagement has been recognized as an emotional link between a

business and its customers focused on interaction with customers and their involvement.

Many studies have explained that the companies need to focus on building two-way personal
relationships with customers through customer engagement. (Kumar, et al., 2010) The mere exposure
effect (Zajonc, 1968) suggests that repetitive contact with and exposure to a focal brand predicts a
positive attitude toward it. Many studies have argued that the key factor to customer engagement is
knowledge exchange, so information and communication technologies offer vast opportunities for

organizations to exchange knowledge and engage with customers. (Vivek, Beatty, & Morgan, 2012).

In this regard, consumer engagement is an important element and it has harnessed significance over the

years. This is because when there is media fragmentation due to the availability of several media choices
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there will be a decrease in consumer devotion. Businesses have to refine their marketing efforts to

engage consumers as engaged consumer is emotionally connected to the brand (Sorenson, 2014).

Since 2005, there has been a spurt in the usage of the term “engagement” in the marketing literature.
The increased role of social media that has created a need for the concept of customer engagement
(Bielski, 2008) Also, the theoretical concept of “engagement” and “customer engagement” has been
developed in online brand communities. This concept presents a working definition which defines the
term engagement on online brand communities. “The term engagement can be defined as an interactive
experience between the brand and customers or among the customers which comprises of cognitive,
emotional or behavioral dimensions which may have online brand community consequences based on
the iterative engagement process within the community or outside it.” (Brodie, A, & Biljana, 2011).
Further (Libai, 2011) argued this type of customer engagement is directly related to the emergence of
new media and all the new ways in which customers can interact with firms, including purchase and

non-purchase behavior.

It is important to understand how engagement is related to the effectiveness of connecting to the
customer in the context of online media. To understand engagement, one needs to understand the
different experiences that the customers have while browsing/connecting to the site. Marketers are
trying to understand, define and reinforce customer engagement while seeking to establish a relationship
with customers. According to (Chetna, Pallab, & Arun, 2016) users can engage with the brand page.
The new content or update of this brand page is automatically posted to his/her personal Facebook news
feed, and they can then comment on it, post on that brand page, forward offers, and contact the company

and interact with other fans.

Social networking sites such as Facebook offer many options for connecting and communicating with
their customers, including the brand's pages. Their highly interactive nature not only allows marketers
to connect with their customers, but also allows customers to create their own communities and share
and exchange information. The interactive collaboration of the organization and its problems of

identification and development of solutions would play a major role.

Previous studies have also showed that the influence of Facebook brand page has impact on the user
attitude formation towards the brand and the purchase intention. (Persuad, 2013) Studied controlled
experiment among 96 young adults and explained the impact of interactivity and product involvement
on respondents’ attitudes towards brands on Facebook and their intention-to-purchase. Also (Leung &
Stahura, 2015) revealed that a positive experience with Facebook would lead to a favorable attitude

towards the Facebook page, which increased the consumers’ intention-to-purchase.
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According to (Sashi C. , 2012) there is a significant influence on the usage behavior of customers when
it comes to online service. This influence is reflected in the customer— brand relationship, thus
suggesting that there is a positive effect of integrating and engaging when Facebook brand pages are
used by marketers. Previous studies show the effects of brand pages on customer behavior and also
analyze the reason behind participation and other factors that may help in managing successfully (Jahn
& Kunz, 2012).

3.5. Purchase Intention

According to (Khan I. e., 2012), “purchase intention is an individual’s intention to buy a product from
a specific brand after a certain evaluation process.” The main underlying concept of consumer behavior
is the purchase intention which in most of the cases literature is defined as the instances which a
customer is having a favorable mindset to make a transaction with the supplier or retailer. According to
(Kim, Gupta, & Koh, 2011) purchase intention is a central characteristic of consumer behavior which
refers to the decision of a customer to purchase goods/services. (Ghosh, 1990) Stated during that
purchase intention is an effective tool used in predicting purchasing process. Once the consumers decide
to purchase the product in a certain store, they will be driven by their intention. Some researchers treat
purchase intention as a base of ultimate decision. They argue that without proper purchase intention,
the actual purchase is not possible because it show the likelihood behavior of a customer to make
ultimate purchase (Alford and Biswas, 2000; (Wang & Chang, 2013). (Chang, Cheung, & Lai, 2005)
Identified there are more than 80 variables as antecedents of consumer purchase intention. These were
categorized as the perceived characteristics of the websites, product characteristics and customer

characteristics.

A higher quality relationship between a brand and consumer leads to higher purchase intention, while
positive experiences with brand, brand loyalty, and knowledge improve the quality of the brand and
consumer relationship (Canniere & Pelsmacker, 2010); (Huang, 2012); (Khan I. e., 2012). Developing
quality relationships with customers is a key factor that eventually leads to customer retention. While
the brand-consumer relationship is critical in forming purchase intention, consumers also consider
information from other consumers as an accurate and influential source in making purchase decisions
(Lee, 2009). As the Internet and technology have improved, consumers are able to access more product

information before they make a purchase decision.

According to (Gaber & Wright, 2014) purchase intention provides more proof of the efficiency rate of
marketing activities and social media has a huge effect on consumer’s decision-making and purchase
intention. Since it is not possible to investigate all the variables that could have an effect on consumer
purchase intention, this study is thus limited to investigate the effect of Facebook brand page on

purchase intention. The growth of Facebook provided consumers with significant opportunities to share
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and publish information and contents about a related product or brand used. As a result, consumers have
become more informative and concerned about obtaining information on product features before
making any purchase (Ahmed & Zahid, 2014) this phenomenon indicates the pertinent role of consumer
engagement in Facebook brand page providing information to other users thereby, building their

preferences and choices of purchase.

3.6. Technology Acceptance Model (TAM)

Perceived
B Usefulness ~ ~—

External Attitude
Variables

Actual

Intention |- »| N
Usage

[owards Use To Use

Ny
~ >
4| Perceived |~
Fase of Use

Figure 1: First Modified Version of Technology Acceptance Model (TAM) (Davis F. D., 1989)

Technology Acceptance Model (TAM) was introduced by Fred Davis in 1986 for his doctorate proposal
as shown in Figure 3. An adaptation of Theory of Reasonable Action, TAM is specifically tailored for
modeling users’ acceptance of information systems or technologies. (Lai, 2017) In 1989, Davis used
TAM to explain computer usage behavior. The goal of Davis’ (1989) TAM is to explain the general
determinants of computer acceptance that lead to explaining users’ behavior across a broad range of
end-user computing technologies and user populations. The basic TAM model included and tested two
specific beliefs: Perceived Usefulness (PU) and Perceived Ease of Use (PEU). Perceived Usefulness is
defined as the potential user’s subjective likelihood that the use of a certain system will improve his/her
action and Perceived Ease of Use refers to the degree to which the potential user expects the target

system to be effortless (Davis, 1989).

The TAM was adapted from the TRA model to theorize people’s usage behavior of computer
technology (Davis F. D., 1989) and breaks down the TRA’s attitude construct into two variables:

perceived usefulness (PU) and perceived ease of use (EU) to explain computer usage behavior.

Both models have found utility for investigating consumer behavior and retailing in digital
environments, such as internet shopping (Andrews & Bianchi, 2013), social media (Chiang, 2013);
(Gironda & Korgaonkar, 2014); (Reiter, McHaney, & Hiller, 2016) According to (Reiter, McHaney, &
Hiller, 2016), the TAM model maintains psychometric constancy when applied to social media

technology use.

In the light of the significance of social media among people and the society, this topic has increasingly
captured the attention of scholars (Khang, E.J., & Ye, 2012). (Wirtz & Géttel, 2016) Conducted a
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literature review of the TAM within the domain of social media and confirmed that “TAM is one of the
most prominent models in information technology acceptance research” and “so far the prevailing
theoretical approach regarding users’ adoption of social media”. Lane and Coleman (2012) also
confirmed the existence of a strong relationship between TAM and social networking media. Many
previous studies have used the TAM to examine drivers of users’ acceptance and adoption of social

networking sites such as Facebook

3.7. Attitude towards Brand and Purchase Intention

According to (Eagly & Chaiken, 2007) “attitude defined as a psychological path of evaluating a specific
object with favor or disfavor.” Some studies also explained that attitude developed through experiences

may change when new experiences are obtained (Ajzen, 2001).

Considering the theory of reasoned action, (Summers, Belleau, & Xu, 2006) observed that attitude
toward performing the behavior is one of the significant predictors of purchase intention. The study
further showed that purchase intention is high if a respondent’s attitude toward behavior is favorable.
Further Consumers’ attitude becomes more favorable when relevant decision-making information is
provided. This outcome confirms the positive association between attitude and intention to participate
in online communities demonstrated by (Lin, 2006), confirming its validity in the case of online brand
communities. Purchase intention is the most reliable pointer that builds the connection between

consumer’s interest and actual purchase. (Chen L. , 2014).

Studies have stated that if a consumer has a positive attitude for a brand, it significantly impacts his
buying aim and his readiness to pay a premium value. Brand attitude is thought to be a marker of
behavioral intentions (Wu & Wang, 2011). The attitude of customer toward a brand has a significant
effect on its purchase intention, as brand attitude is the most important determinant of purchase intention
(Ahmed & Zahid, 2014).

Further Positive and negative communications of user through social media of the companies can
influence consumers’ attitudes toward a particular brand. A positive attitude toward a brand influences

a customer’s purchase intention (Keller and Lehmann 2003).

3.8. Perceived Usefulness (PU)

Perceived usefulness (PU) is one of the key constructs of the technology acceptance model (TAM)
(Davis F. D., 1989). Users’ acceptance of computing systems was the initial developments of this theory
(Davis F. D., 1989). This has been developed by many scholars in different areas related to online
purchasing, social media setting etc. (Gefen et al. 2003); (Hajli M., 2014); (Kim & E. Ko, 2012.). TAM

argues that PU construct has a strong influence in the acceptance of systems by a user (Hajli M. , 2014).
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According to previous studies, social networking sites are dynamic web based applications which can
be used for customer communication and behavioral engagement (Mangold & Faulds, 2009); (Kumar,
et al., 2010). Previous studies and models like TRA (Fishbein & Ajzen, 1975) suggests that the PU
leads to behavioral intentions and recent studies also support that PU of the social media has an effect

on offline behavioral intentions (Paris, Lee, & Seery, 2010)

Previous studies explained that PU has significant influence on customer attitudes towards brand on
Faccebook usage of the customers and that was also supported (Tiruwa, Yadav, & P.K. Suri, 2016) in
his study through using the TAM constructs (Moeser, Moryson, & Schwenk, 2013)

3.9. Perceived Ease of Use (PEOU)

PEoU was defined as the degree to which an individual believes that by using a particular technology
would be free of effort (Davis F. D., 1989). PEoU has strong influence on intention to technology
acceptance as explained in TAM model. PEoU is highly relevant to behavioral intentions in online
shopping accordingly to applications of the internet, which is strongly associated with intention to
purchase according to many studies. (Huang, 2012); (Hongyao, 2013). And recent studies also support
that PEoU of the social media has an effect on offline behavioral intentions (Moeser, Moryson, &
Schwenk, 2013).

According to earlier studies, PU and PEoU of customer engagement have direct impact on both ATB
and Pl in web based applications. (Mangold & Faulds, 2009); (Moeser, Moryson, & Schwenk, 2013).
Further (Rauniar, Rawski, Yang, & Ben, 2012); (Pinho & Soares, 2011) stated that the significant
relationship between PU and PEoU on ATB. To understand the relation between the attitude and the
behavioural intention, traditional and earlier models exist, which suggest that attitude directly affects
the intention. Tiruwa, Yadav, & P.K. Suri (2016) in his study, perceived ease of use of the Facebook
page has any an effect on the attitude towards the brand while customers are using and engaging with

the facebook brand pages.

4. PROPOSITIONS OF THE STUDY

Online brand pages on social networking sites such as Facebook, being important channels for engaging
customers, are finding their way in the mainstream online marketing strategy, as discussed previously.
Technology acceptance model (TAM) have found utilities for investigating consumer behavior and
retailing in digital environments, such as internet shopping (Andrews & Bianchi, 2013), social media
(Chiang, 2013). According to the early studies of literature in this area, the most suggestive
understanding comes from the theoretical framework of TAM (Davis F. D., 1989) The TAM was
adapted from the TRA model to theorize people’s usage behavior of computer technology (Davis F. D.,
1989) and breaks down the TRA’s attitude construct into two variables: perceived usefulness (PU) and

perceived ease of use (EU) to explain computer usage behavior.
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Many studies argued that TAM excluded the fact that information system could be used outside the
organizational settings by individual users, and such usage can also have an “entertainment” component
for the users. (Rauniar, Rawski, Yang, & Ben, 2012); (Moeser, Moryson, & Schwenk, 2013). Further
(Escobar-Rodriguez & Rocio Bonsén-Fernandez, 2017) argued that TAM model excluded emotional

and other psychosocial factors that may fully explain consumers’ attitudes and behavioral intentions.

The proposed model arrests that purchase intention (PI) is determined by users perceived usefulness
(PU), perceived ease of use (PEoU), and attitude towards brand (ATB). Of these constructs, two
independent constructs, PU and PEOU are mediated through ATB and ATB act as a mediator influence
the dependent variable PI.

Perceived Usefulness (PU): According to the TAM model, perceived usefulness (PU) is an important

factor that determines an individual’s intention to use a technology (Davis F. D., 1989). Also PU is
defined as to how a user feels and hold perception about utilizing technology, and how it provide
benefits for the user in their day-to-day tasks. (Taylor & Todd, 1995). According to previous studies,
social networking sites are dynamic web based applications which can be used for customer
communication and behavioral engagement (Mangold & Faulds, 2009; Karunanayake & Samarasinghe,
2018); (Kozinets et al., 2010); (Kumar, et al., 2010). Previous studies and models like TRA (Fishbein
& Ajzen, 1975) suggests that the PU leads to behavioral intentions and recent studies also support that
PU of the social media has an effect on offline behavioral intentions (Paris, Lee, & Seery, 2010). This

leads to the following hypothesis:

P1. Perceived Usefulness (PU) of customer engagement on Facebook brand page has a significant

influence on Purchase Intention (P1).

Perceived Ease of Use (PEoU): PEoU can be defined as the degree to which a user believes that a

specific technology/information system is effortless to use. PEoU is highly relevant to behavioral
intentions in online shopping accordingly to applications of the internet, which is strongly associated
with intention to purchase according to many studies. (Huang, 2012); (Hongyao, 2013). And recent
studies also support that PEoU of the social media has an effect on offline behavioral intentions

(Moeser, Moryson, & Schwenk, 2013). This leads to the following hypothesis:

P2. Perceived Ease of Use (PEoU) of customer engagement on Facebook brand page has a

significant influence on Purchase Intention (Pl).

The model demonstrates that perceptions of the usefulness of a technology have a major impact on its
use (Venkatesh, Morris, & Davis, 2003). Previous research findings support the concept that a user’s
perception of the usefulness of the interactions with a brand through social media has a positive
influence on their attitude regarding that behavior (Flavian, Guinaliu, & Gurrea, 2006); (Hernandez,
Jimenez, & Martin, 2010). Also (Pinho & Soares, 2011) stated that, the findings supported the major

positive relationships between PU and attitude and also attitude and behavioral intention of usage of
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social networks. Influence on the intention of using social media and social networking based on
individual’s PEoU and PU which have been studied empirically in previous studies with a revised social

media TAM model (Rauniar, Rawski, Yang, & Ben, 2012). This leads to:

P3. Perceived Usefulness (PU) of customer engagement on Facebook brand page has a significant

influence on Attitude towards a fashion retail brand (ATB).

Previously, PEoU has been tested empirically, and it is found to be having important effects on the
attitude which in turn affect behavioral intentions (Davis F. D., 1989); (Rauniar, Rawski, Yang, & Ben,
2012); (Moeser, Moryson, & Schwenk, 2013). Also (Pinho & Soares, 2011) stated that, the findings
supported the major positive relationships between PU and attitude, PEOU and attitude and also attitude
and behavioral intention of usage of social networks. This leads to:

P4. Perceived Ease of Use (PEoU) of customer engagement on Facebook brand page has a
significant influence on Attitude towards a fashion retail Brand (ATB).

Attitude towards Brand (ATB): Attitude can be observed as, responding in a certain manner towards

a situation, an object or objects favorably or unfavorably in a reliable way (Rosenberg, Hovland,
McGuire, & Brehm, 1960). Literature defines attitude toward a brand as the evaluation an individual
holds for a brand, which is an antecedent to behavior (Mitchell & Olson, 1981); (Machleit, Allen, &
Madden, 1993). According to (Davis F. D., 1989) an individual’s attitude and subjective norms
determine his/her behavioral intentions. . Theory of planned behavior (Ajzen & Fishbein, 1980) is one
model which directly relations attitude with intentions (Ajzen & Fishbein, 2005) Therefore, attitudinal
beliefs play a significant role when it comes to decision-making by individuals (Venkatesh, Morris, &
Davis, 2003); (Tiruwa, Yadav, & P.K. Suri, 2016).

P5. Attitude towards a Brand has a significant influence on Purchase Intention (PI) of a fashion

retail brand.

PU,PEoU, ATB and Purchase Intention (P1): According to earlier studies, PU and PEoU of customer

engagement have direct impact on both ATB and PI in web based applications. (Mangold & Faulds,
2009); (Moeser, Moryson, & Schwenk, 2013). Further (Rauniar, Rawski, Yang, & Ben, 2012); (Pinho
& Soares, 2011) stated that the significant relationship between PU and PEoU on ATB. To understand
the relation between the attitude and the behavioral intention, traditional and earlier models exist, which
suggest that attitude directly affects the intention. Theory of planned behavior (Ajzen & Fishbein, 1980)
is one model which directly relations attitude with intentions (Ajzen & Fishbein, 2005). Other than this,
earlier studies also prove that customer’s intention to purchase is affected by the attitude towards a
brand (Leonidou, Leonidou, & Kvasova, 2010); (Limbu, Wolf, & Lunsford, 2012); (Bianchi &
Andrews, 2018).
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According to above findings, the researcher assumes ATB will be positively mediating the relationships
between PU, PEoU and PI. This leads to:

P6. Attitude towards Brand (ATB) mediates the effect of PU on PI.

P7. Attitude towards Brand (ATB) mediates the effect of PEoU on PI.

5. CONCEPTUAL FRAMEWORK

P1

Perceived Usefulness

Purchase Intention
Brand >

W
Attitude towards P5

Perceived Ease of Use
P4

P2

Figure 2: Conceptual Framework
Conceptual framework is the base of the entire research and framework will logically develop, -
described and elaborated the relationship among the variables considering to the relevant problem

situation and which have been identified through literature.
6. CONCLUSION AND FUTURE RESEARCH

As per arguments and discussions made in this paper, suggested propositions can be conceptualized
with main concepts called ‘Consumer Buying Intention’ and “Facebook Brand Page Influence”. In line
with this, future studies are encouraged to hypothesize how TAM variables can be adopted to measure
the impact of FB brand pages on the purchase intention of customers in the context of fashion retailing
industry. Researcher propose to develop hypotheses followed by deductive approach assisted by
significant case issues. Moreover, it is suggested to extend the empirical studies to examine how trait
factors of consumers shape the brand-related behaviors including purchase intention influenced by

perceived risk factors.
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