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ABSTRACT

The main aim of this study was to identify the effects of Social Media Marketing on brand
loyalty from cosmetics customers. The participants in the study were college student cosmetics
customers in China, and the data were collected through Chinese social media platforms such as
Q0 and WeChat. The hypothesized relationships were tested using stepwise multiple regression
analyses. The responses to a structured questionnaire from a sample of 145 college students
indicated that advantageous campaigns, relevant content, updated information, popular content,
and variety of applications or platforms are all positively related to cosmetic brand loyalty
among college students. These results suggest that to survive in today’s competitive market,
cosmetics companies should prioritize marketing through social media to establish strong
relationships with college student customers.
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INTRODUCTION

Social Media Marketing is increasingly applied by many companies around the world to
communicate their messages and build better customer relationships. The increasing use of
private computers, smartphones, the Internet, e-commerce, and social media technologies has
brought drastic changes to the methods and strategies of corporate marketing (Saravanakumar &
Suganthalakshmi, 2012). VVast numbers of people have become social media users, for instance,
the 1.32 billion people who use Facebook every day (Donnelly, 2018). In this new reality, it has
become increasingly important for marketers to influence customer preferences and purchase
intentions through social media networks (Kumar & Mirchandani, 2012). Through such
networks, companies can communicate with their customers directly, and the customers can talk
to other customers on social media platforms (Mangold & Faulds, 2009). Social Media
Marketing has a positive relationship with stronger customer relationships, purchase intentions,
and brand loyalty (Erdogmus & Cicek, 2012; Kim & Ko, 2010; Kumar & Mirchandani, 2012).

In the past, cosmetics companies mainly relied on traditional methods for advertising,
such as television and magazines, but in recent times they have increasingly sought to contact
their customers through social media (Kumar et al., 2006). According to Shen & Bissell (2013),
most of the posts on the social media platforms of six representative cosmetic brands (Estee
Lauder, MAC Cosmetics, Clinique, L’Oreal, Maybelline, and CoverGirl) concern entertaining,
interactive features such as beauty polls, Q&As, surveys, activities that offer rewards, or various
applications. Alongside such activities, the cosmetic brands post promotional information and let
their customers engage in discussions of their products. The contents generated by the users
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often help to improve the brand image, and to inform the development of new cosmetics-related
products (Bartl & Ivanovic, 2010; Petty, 2012).

Most companies around the world realize that brand loyalty has an enormously important
effect on their sales revenues, market share and profitability (Oliver, 1999; Keller, 2008; Aaker,
1991; Kapferer, 1997). However, it has become increasingly challenging to maintain brand
loyalty and many researchers contribute to this area (Chaudhuri & Halbrook, 2001; Bennett &
Rundle-Thiele, 2002). Many methods are used to build and maintain brand loyalty, and Social
Media Marketing is one of those methods. According to the studies by Balakrishnan et al.,
(2014) and Erdogmus & Cicek (2012), there is a significant relationship between Social Media
Marketing and brand loyalty.

To date, a few types of research have sought to investigate the relationship between
Social Media Marketing and brand loyalty in the Chinese cosmetics industry. Some kinds of
social media have already gained considerable benefits for the cosmetics industry such as
network broadcast platform and WeChat. However, the impact of Social Media Marketing on
cosmetic brand loyalty, particularly among college students is notably lacking. This relationship
is conceptually intriguing because Chinese college students became more likely to use cosmetics
(Liu et al., 2016). The Chinese cosmetics industry is developing now. So it is necessary to
investigate more in the Chinese cosmetics industry. Our research seeks to fill this gap by
examining the Impact of cosmetics industry Social Media Marketing on brand loyalty. The retail
sales of steady cosmetic increase. However, the Chinese did not have a positive attitude towards
the national brand (Zhang, 2018). Therefore, to develop the Chinese domestic cosmetics brand
and compete with foreign competitors, more research should be done about the Chinese
cosmetics industry.

The main aim of this study was to identify the effects of Social Media Marketing on
brand loyalty among cosmetics customers. The chosen setting for this research is China, as
online purchasing is very prevalent in that country. A recent survey there showed that 69% of
female respondents and 65% of male respondents indicated willingness to buy cosmetics online
(HKTDC, 2018). The cosmetics industry was chosen for our study because Social Media
Marketing is very widely practiced in that industry (Kumar et al., 2006). Also, in a pre-test
involving 308 Chinese college students in China, we found that 70.13% of our respondents used
cosmetics regularly, and 67.13% of those cosmetics customers had used social media platforms
to get information about cosmetic brands. These results suggested that college students are an
important segment of the cosmetics market, and that most of them are active social media users.
In addition, according to research by Crux Research (2013), college students spent about US$4.9
billion for cosmetics in 2013. Therefore, college students are clearly an essential market for the
cosmetics industry.

We collected our data through Chinese social media platforms such as QQ and WeChat.
Following the methods proposed by Erdogmus & Cicek (2012), we tested our hypothesized
relationships through stepwise multiple regression analyses. Using a structured questionnaire
with a sample of 145 people, we found that (1) advantageous campaigns, (2) relevant content, (3)
updated contents, (4) popular content, and (5) variety of applications and platforms, are all
positively related to cosmetic brand loyalty among college students.

The findings of this study contribute to the existing literature in several ways. First, to the
best of our knowledge, this is the first study to investigate the impact of Social Media Marketing
on cosmetic brand loyalty, particularly among college students. Previous studies have found a
significant relationship between Social Media Marketing and brand loyalty. However, these
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earlier studies did not focus on any specific industry (Balakrishnan, et al., 2014; Erdogmus &
Cicek, 2012). Second, the findings of our study offer implications for the cosmetic industry as a
whole. In particular, our results suggest that to survive in today’s competitive market, cosmetics
companies need to make active use of social media for establishing strong relationships with
college student customers. Finally, the findings of our study can prove helpful to all industries
that are targeting college students as potential customers.

The remainder of this study is organized as follows. In the next section we review the
relevant literature and propose our hypotheses. In section 3 we introduce the methodology used
in our research. In section 4 we present the findings and analyses. In section 5 we discuss the
findings, and in the last section we offer our conclusions, research limitations and further work.

LITERATURE REVIEW
Literature Review
Tuten & Solomon (2017) defined Social Media Marketing as:

“The utilization of social media technologies, channels, and software to create, communicate, deliver and
exchange offerings that have value for an organization’s stakeholders.”

Traditional marketing was mainly concerned with the broadcast and paper media, and
such marketing focused on “the 4 Ps,” namely product, price, promotion, and place (Tuten &
Solomon, 2017). However, with the increasingly important role of interactive social media and e-
commerce, a “fifth P,” namely participation, has been added into the marketing mix. Technology
has had an increasingly significant impact on all aspects of business. The growth of private
computers, smartphones, the Internet, e-commerce, and social media technologies has
transformed marketing strategy, and some big brands such as Dell, IBM, and Burger King have
made massive use of social media. Blogs, Twitter, and microblogs are now the most commonly
used marketing tools around the world (Saravanakumar & SuganthaLakshmi, 2012). Stelzner
(2018) found that visual imagines, videos, blogs, and live videos are the types of contents that
marketers most commonly use. According to Ashley & Tuten (2015), the Social Media
Marketing channels most often used by brands are social networks, microblogs, and microsites,
followed by blogs and video sharing. Both Ashley & Tuten (2015) and Stelzner (2018) found
that Facebook is the most popular platform among social media-using companies. According to
Mangold & Faulds (2009), social media is a tool that companies can use to communicate with
large numbers of their customers, and a means for their customers to interact with other
customers.

The social media environment in China is different from western countries. According to
Chiu et al., (2012) and Zhou & Wang (2014), several key characteristics of Chinese social media
was summarized: (1) China’s social media users are more active and most of them have more
than one social media accounts. (2) “Artificial writer” is essential for a company to support
themselves and attack competitors. (3) China’s social media is fragmented and local. China does
not have Facebook, Twitter, and YouTube, but China has its platforms such as Microblog
(Weibo), and microblog is the most popular social media platform in China. The direct push
technology is used in social media, and some short video platforms and headline news platform
become more popular like Tik Tok and Toutiao (Kantar China, 2018).
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Social Media Marketing has many implications and effects on how business is done. It
costs less and get great value. About half of the Facebook and Twitter became more likely to talk
about, recommend or purchase a company's products after engaging in a company’s social media
platform (Jackson, 2011). Stelzner (2018) showed that Social Media arketing is capable of
improving sales, increasing exposure, growing business partnerships, generating leads,
increasing traffic, and providing marketplace insight. Marketing through social media can be
enhanced by loyal customers and improved through strategic leadership. The study by Erdogmus
& Cicek (2012) investigated the relationship between Social Media Marketing and brand loyalty.
These researchers found five reasons why customers choose follow a brand’s social media. The
customers are commonly attracted by (1) advantageous campaigns, (2) relevant content, (3)
frequently updated content, (4) contents that are popular among their friends, and (5) the variety
of platforms or applications through which brand product information and purchasing options
appear on social media. Furthermore, Erdogmus & Cicek (2012) found that these five features
(of advantageous campaigns, contents that are relevant, updated, and popular, and presentation
through a variety of platforms and applications) are all positively related to brand loyalty.
Advantageous campaigns were found to have the most significant influence. According to
another study conducted by Balakrishnan et al. (2014), online communities, word-of-mouth, and
online advertising are also positively related to brand loyalty. Schivinski & Dabrowski (2016)
found that communicating with customers via social media is positively related to consumers’
brand attitudes, and that the contents generated by customers on social media positively impact
both brand equity and brand attitude.

Technology changes the way customers research and buy cosmetics products. About 51%
of customers find information on cosmetics brand websites, and Facebook and blogs with beauty
advice or apps for smart phones are also used by cosmetics companies to interact more with
customers (Cosmetics Europe, 2017). In the cosmetics industry, e-commerce has also brought
massive profits for many companies, and the quest for online sales has increasingly transformed
marketing strategies. For example, both Clinique and Origins (the two brands of Estee Lauder)
have their own websites. Another example is Revlon, which maintains a range of websites for
delivering information about products and promotions to its customers (Kumar et al., 2006).
Shen & Bissell (2013) also found a strong relationship between the level of a beauty-products
company (high-end vs. department store) and the frequency of its social media post updates.
According to a study conducted by Petty (2012), electronic word-of-mouth is often capable of
improving the brand images of beauty-product firms. Bartl & lvanovic (2010) examined the
Social Media Marketing strategies applied by Nivea, and showed how this company was able to
develop and produce successful new products through analyzing user content on social media
platforms such as Facebook and Twitter.

College students are valuable customers for the cosmetics industry. The research by
Britton (2012) showed that only 3 out of 92 female college student respondents had never used
cosmetics before the age of 18. These results suggest that college girls are a significant customer
segment for the cosmetics industry. Chen (2015) conducted research in Shenyang, Liaoning
province, in China, and found that more than 70% of 500 female college respondents used
cosmetics twice a day. In addition, Parikh (2017) showed that many male students have become
active consumers of cosmetics, and that although this finding shakes traditional gender roles to
their foundations, this development opens another major opportunity for the cosmetics industry.
In China, college students have a high capacity for consumption of cosmetics. According to an
iResearch (2018), report college students in China purchased RMB381.5 billion worth of
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cosmetics in 2018. This iResearch report also indicated that 66% of all female students and
27.3% of all male students are regular customers for the cosmetics industry.

By using social media, a business can promote its products and services, provide
immediate support, and build an online brand community (Kaplan & Haenlein, 2010; Weinberg,
2009; Zarrella, 2010). In addition, the firm’s customers can share information about its products
and services with their peers through social media (Mangold & Foulds, 2009; Stileman, 2009).
As a result, social media helps companies to create brand loyalty through networking,
conversation, and community building (McKee, 2010).

HYPOTHESIS DEVELOPMENT

Almost all college students use social networking websites (Sponcil & Gitimu, 2013).
According to Wang, Chen, & Liang’s research (2011), 45% of 50 college students spent six to
eight hours per day on social media, and 23% of those students spent more than eight hours per
day on social media. In the cosmetics industry, social media have been widely used in marketing,
and several cosmetic brands such as Estee Lauder or Revlon maintain websites to communicate
with their customers (Kumar et al., 2006). Some companies, including MAC Cosmetics,
Clinique, L’Oreal, Maybelline, Cover Girl, and Estee Lauder, also post product information on
Facebook (Shen & Bissell, 2013). Some researchers have found a strong positive relationship
between social media use and brand loyalty (Erdogmus & Cicek, 2012). Therefore, our study
seeks to shed light on college student customers’ perspectives regarding how Social Media
Marketing can affect cosmetic brand loyalty.

In today’s increasingly competitive market, it is challenging for companies to keep their
customers’ loyal, because the risk is high that customers will be attracted to try other brands
(Bennett & Rundel-Thiele, 2005). To deal with this threat, companies need to take advantage of
Social Media Marketing. The findings of this study demonstrate that the impact of Social Media
Marketing has a significant effect on cosmetic products brand loyalty among college students.
Therefore, cosmetics firms have a great opportunity to increase their sales by providing
advantageous campaigns for young customers on social media platforms. Customers go to social
media for a brand’s products and promotional campaigns (Mangold & Foulds, 2009). For
instance, Pepsi and Coca Cola conducted a series of activities on social media platforms to let
their customers redeem points for prizes such as CDs, DVDs, electronic devices, or MP3
downloads (Mangold & Faulds, 2009). L’Oreal, CoverGirl, and Maybelline have posted coupons
or discount codes on social media platforms, which have benefitted their customers and
enhanced brand loyalty (Shen & Bissell, 2013). Thus, this paper hypothesize that:

H,: Advantageous campaigns on cosmetic brands’ social media platforms are positively related to brand
loyalty among college students.

In many cases, too many messages are posted on social media platforms for the viewers
to read them all. Therefore, customers seek to filter out the less relevant messages (Brito, 2011).
Kaplan & Haenlein (2010) argued that the messages a company delivers should be shaped to
address their target market. For example, if a firm’s target market is book lovers, then it will
share some customer-written reviews of books on social media platforms. Tourism marketers
also face serious competition, because their customers may be exposed to a great deal of highly
relevant content regarding tourism alternatives on the Internet (Xiang & Gretzel, 2010). Thus,
this paper hypothesize that:
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H,: Relevant contents on cosmetic brands’ social media platforms are positively related to brand loyalty
among college students.

According to Ashley & Tuten (2015), the brands that post the most twitter messages each
week commonly attract the highest numbers of followers. Kaplan & Haenlein (2010) indicated
that the contents on social media always need to be fresh. For instance, Jonathan Schwartz, the
CEO of Sun Microsystems, always announces the firm’s new strategies and products via social
media platforms. Clearly, it is vital that firm’s provide relevant and regularly updated messages
on their social media platforms, if they wish to enhance their customers’ loyalty. Besides,
according to Freidman (2011), Google made a new algorithm update to make sure their
customers can see the updated content. In addition to that, customers are more likely to follow a
brand on social media if its products and social media platform are popular among their friends
(Erdogmus & Cicek, 2012). Word-of-mouth in online environment in marketing is considerable
(Gruen et al., 2006). Thus, this paper hypothesize that:

H;: Frequently updated contents on cosmetic brands’ social media platforms are positively related to brand
loyalty among college students.

H,: Contents that are popular among friends on cosmetic brands’ social media platforms are positively
related to brand loyalty among college students.

In addition, researchers have found a strong relationship between interest in a brand’s
mobile apps, and intention to purchase and to share information on its products online.
Therefore, there is commonly a high ROI for the development of apps (Taylor & Levin, 2014).
Sometimes it is convenient for a company to join an existing social media platform, but in other
cases firms need to create a new platform. For example, Japan’s Fujifilm and the U.S.-based
department store firm Sears collaborated with MTV music television to build a new social
network (Kaplan & Haenlein, 2010). A cosmetic brand that offers information on a variety of
social media platforms and applications is also more likely to attract loyal customers. Thus, this
paper hypothesizes that:

H;: A cosmetic brand’s appearance on various platforms and applications on social media is positively
related to brand loyalty among college students.

METHODOLOGY
Data Collection

Our sample was drawn from the general population of Chinese college students. We sent
structured questionnaires to 308 college students through Chinese social media platforms such as
QQ and WeChat. These questionnaires had four parts. The first part had two filter questions, to
ensure that the respondents were qualified to participate in the research. These filter questions
were (1)

“Are you a regular customer for cosmetics products?” and (2) “Do you use social media frequently and
engage with at least one cosmetic brand social media platform?”
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These two filter questions let us check that the respondents were both regular cosmetics
customers and regular social media users. We collected 145 valid questionnaires, for which the
respondents passed the two filter questions. Therefore, the sample size was 145 students.

The second part of our questionnaire concerned the participants’ demographic features.
The third part consisted of five questions about the participants’ reasons for engaging with
cosmetics-related social media which were drawn from previous researches (Mangold & Foulds,
2009; Freidman, 2011; Brito, 2011). These questions were as follows: (1)

“Do you follow a cosmetics social media platform because it provides some advantageous campaigns to
you?” (2) “Do you follow a cosmetics social media platform because it provides relevant contents to you?” (3) “Do
you follow a cosmetics social media platform because it frequently updates its contents?” (4) “Do you follow a
cosmetics social media platform because its contents are popular among your friends?” (5) “Do you follow a
cosmetics social media platform because the cosmetic brand appears on various platforms and offers applications
on social media?”

The third part of the questionnaire used a Likert scale to measure customer engagement
on social media. The items were answered by choosing from the following options: 1=strongly
disagree, 2=disagree, 3=neutral, 4=agree, and 5=strongly agree. The fourth part presented items
designed to measure brand loyalty. Following the method proposed by Erdogmus and Cicek
(2012), brand loyalty was measured by (1) intention to interact more with the brand, (2) intention
to increase purchases of the brand, (3) trust toward the brand, (4) intention to interact with other
brands through social media, and (5) intention to recommend the brand to friends. The fifth part
of the questionnaire used a Likert scale to further measure brand loyalty. Items (1) to (4) were
measured by the options 1=strongly disagree, 2=disagree, 3=neutral, 4=agree, and 5=strongly
agree. For item (5), the options were 5=strongly disagree, 4=disagree, 3=neutral, 2=agree, and
1=strongly agree.

RESEARCH MODEL

The main aim of this study was to identify the effects of Social Media Marketing on
cosmetic brand loyalty. We used a stepwise multiple regression model to investigate the
relationship between Social Media Marketing and cosmetic brand loyalty among the
participating college students. The object of the study (the dependent variable) was cosmetic
brand loyalty among college students. Following Erdogmus & Cicek (2012), we measured five
alternative reasons (or experimental variables) for why the participants might follow a social
media platform and maintain brand loyalty. These reasons were (1) advantageous campaigns, (2)
relevant social content, (3) frequently updated content, (4) contents that are popular among
friends, and (5) the variety of social media platforms or applications on which the cosmetic brand
appears. In assessing the relations between these factors and brand loyalty, our stepwise
regression model was as follows:

Brand Loyalty=b,+b; Advantageous Campaigns+b, Relevant Contents+bs; Update
Information+b, Popular Contents+bs Various Platforms+e

Where,
1. Brand loyalty is favorable attitude toward a single brand over time, which is consistent with purchasing
that brand (Kerin et al., 2015).
2. Advantageous campaigns are campaigns conducted on social media platforms that offer benefits to
customers, such as discount codes or cosmetic samples.
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3. Relevant contents are contents posted on social media platforms that the customers find relevant to
their interests.

Updated information is information posted on social media platforms that is frequently updated.
Popular contents are social media contents that are popular among the participants’ friends.

Variety of platforms and applications is the variety of social media platforms and applications on

which brand-related content appears.

IS

Reliability and Validity of Research

The questionnaires were posted on social media platforms such as WeChat and QQ.
Therefore, the respondents could volunteer to answer the questionnaires at any time or place,
whenever they were available, and in a private or an open place. The participants were promised
that their responses would be kept secret. Overall, our research method avoided the pitfalls of
participant errors or participant bias, and enabled the collection of reliable data. Concerning the
construct validity, our study was descriptive in its tests for the correlations between Social Media
Marketing and brand loyalty. As descriptive analysis generally works well for conducting
deductive research (which moves from theory to data), we chose to use a deductive research
method. After using questionnaires to collect the data, we assessed the results through regression
analysis. This project was therefore a form of quantitative research.

Concerning the internal validity, a number of other researchers have already done
investigations to examine the relationship between Social Media Marketing and brand loyalty.
Our study, however, is meaningfully different in that we investigated this relationship
specifically in relation to the cosmetics industry and the college student market. For this research
focus, external validity could be demonstrated by the responses to our pre-test questions
regarding whether the students used cosmetics regularly and whether they used social media to
gain information about cosmetic brands. Our pre-test of 308 students suggested that in China,
most college students are users of both cosmetic products and social media platforms. Therefore,
our sample was determined to be representative. This paper uses Cronbach’s alpha tests to see if
multiple-question Likert-scale surveys are reliable. Results are shown in Table 1. The reliability
coefficient of all the factors about Social Media Marketing is 0.995, demonstrating adequate
reliability. The Cronbach a of all the items measuring brand loyalty is 0.996 which also shows
the reliability.

Table 1
CRONBACH A OF VARIABLES
Items Corrected Item- Cronbach a if | Cronbach a
Total Correlation Item Deleted

Social Media | Advantageous Campaigns 0.980 0.994 0.995
Marketing Relevant content 0.990 0.993

Frequently Updated Content 0.986 0.993

Popular Contents 0.986 0.993

Various Platforms 0.982 0.994
Brand Intention to interact more with 0.986 0.995 0.996
Loyalty the brand

Intention to increase purchases of 0.990 0.994

the brand

Trust toward the brand 0.992 0.994

Intention to interact with other 0.974 0.996

brands through social media

Intention to recommend the brand 0.993 0.994
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| | to friends

Results and Findings

To ensure that the findings were representative, we needed to collect completed
questionnaires from as many college students as possible. We received 308 responses from
various universities in China, of which 145 were valid, meaning that the respondents passed the
two filter questions.

Figure 1 shows the results of the two filter questions. About 70.13% of the respondents
reported using cosmetics regularly, and only 29.87% of them did not. Figure 2 gives further
information concerning the respondents who reported using cosmetics. Of these cosmetics users,
67.13% reported visiting a cosmetic brand’s social media platform at least once, and 32.87% said
they had never done so.

70.13%

HYES mNO

FIGURE 1
THE PROPORTION OF COLLEGE STUDENTS WHO USE COSMETICS (YES) AND
THE PROPORTION OF THOSE WHO DO NOT (NO)

EYES mNO

FIGURE 2
THE PIE CHART SHOWS THE PROPORTION OF PARTICIPATING COLLEGE
STUDENTS WHO HAD USED COSMETIC BRAND SOCIAL MEDIA SITES (YES) AND
THE PROPORTION OF THOSE WHO HAD NOT USED SUCH SITES (NO).

Table 2 shows the demographic characteristics of our research sample. The sample size

was 145. This sample included student’s at all four levels of college training: 31.03% were
freshmen, 28.97% sophomores, 23.45% juniors, and 16.55% seniors. The percentage of
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freshman participants was the largest. However, the largest imbalance among the participants
was in the ratio of male (n=37) to female (n=108) students.

Table 2

DEMOGRAPHIC CHARACTERS IN SAMPLE

Year in university Number Proportion
Freshman 45 31.03%
Sophomore 42 28.97%
Junior 34 23.45%
Senior 24 16.55%
Total 145 100%
Gender
Male 37 25.52%
Female 108 74.48%
Total 145 100%

Table 3 shows the correlations between our variables were tested by Pearson correlation
analysis and stepwise multiple regression analysis. First, the study variables’ zero-order
correlations were examined to determine the relationships among them. The Pearson correlation
results are shown in Table 3. These results indicate the relations between brand loyalty and the
factors of advantageous campaigns (r=.976, p<0.01), relevant contents (r=.984, p<.01), updated
information (r=.983, p<.01), popularity of contents (r=.979, p<.01), and variety of applications
and platforms used (r=.978, p<.01). All five factors showed highly positive correlations with
brand loyalty.

Table 3
CORRELATION BETWEEN BRAND LOYALTY AND SOCIAL MEDIAL MARKETING
Pearson correlation Brand loyalty

Advantageous campaigns 976%**

Relevant contents .984**

Updated information 983 **

Popular contents 979%*

Variety of applications and platforms 978**

**p<.01

Table 4 shows the results of the stepwise multiple regression analysis. The R? of
advantageous campaigns, relevant contents, updated information, popular contents, and variety
of applications and platforms was 0.978. Therefore, the five variables were capable of
significantly explaining 98% of the variance in brand loyalty. In addition, the model passed the F
test (F=2724.014, p<.05). Advantageous campaigns (standardized regression coefficient /
B=.131, p<.01) were positively related to brand loyalty, as were relevant contents (=.326,
p<.01), updated information ($=.209, p<.01), popular contents (p=.123, p<.05), and variety of
applications and platforms (=.209, p<.01).

Table 4
EFFECT OF SOCIAL MEDIA MARKETING ON BRAND LOYALTY
Stepwise Standardized | t-value | p-value VIF R’ Adj. F
multiple coefficients R’
regression
analysis

10 1528-2678-23-2-203



Academy of Marketing Studies Journal Volume 23, Issue 2, 2019

B Std. Beta
error

(Constant) .050 | .029 - 1.738 .083
Advantageou | .136 | .047 131 2.904 | .004*** | 28.242
S campaigns
Relevant 319 | .065 326 4.931 | .000%** | 60.828
contents
Updated 212 | .063 209 3.367 | .001*** | 53519 | 0.978 | 0.978 | 2724.014**
information
Popular 123 | .058 123 2.119 | .035%*% | 46.540
contents
Variety in 213 | .053 209 3.999 | .000*** | 38.130
applications
and platforms
*¥*p<.05. ¥**p<.01

DISCUSSION

College students are a vital segment of customers for cosmetics firms, and most of these
people use social media platforms to gain the information about cosmetic brands. In China, there
is no doubt that many more female than male college students like to use cosmetics. In addition,
the results of our study suggest that advantageous social media campaigns, relevant content,
updated information, popular content, and variety of applications and platforms are all positively
related to cosmetic brand loyalty among college students. Many cosmetics companies run
advantageous campaigns to benefit their college student customers, and these campaigns help to
make these customers more loyal to their brands, as is suggested by H;.

Brand loyalty is also positively related to relevant contents on social media. Therefore,
H, is also supported. If a cosmetics company can provide more relevant information for its
college student customers via social media, it can be expected that the customers will be more
loyal to the brand. Offering frequently updated information on cosmetics via social media is
another important way to gain loyal customers. Therefore, Hs is supported. Among college
students, if a brand’s social media is popular among their friends, they will often be influenced
toward becoming loyal customers of that brand. These results indicate that Hy is also supported.
Finally, brand loyalty is affected positively by increased variety of cosmetics-related social
media applications and platforms, which suggests that Hs should be accepted.

Therefore, the study’s findings strongly suggest that all five of the proposed hypotheses
are well supported. In that case, cosmetics companies may be advised to prioritize the creation of
more relevant, participative, attractive, and engaging content on a variety of social media
applications and platforms. Such social media-based marketing can substantially improve the
brand loyalty of college student customers in today’s competitive market.

Some other researchers also found the positive impact of Social Media Marketing on
Brand Loyalty. Social Media based brand communities had a positive effect on the relationship
between customer and product, customer and brand, customer and company as well as customer
and customer, and these four relationships were positively related to brand trust which positively
influenced brand loyalty (Laroche et al., 2013). Also, Luo et al., (2015) found that Social Media
Marketing positively affects brand loyalty by positively affecting a customer-customer
relationship and customer-brand relationship in China. Ismail (2017) study demonstrated that
perceived Social Media Marketing activities would assist marketers in conceiving brand loyalty,
brand consciousness, and value consciousness.
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According to the study by Erdogmus & Cicek (2012), advantageous campaigns, relevant
social media content, popular content, and a variety of applications were all found positively
related to brand loyalty. However, the frequency of information updates did not show a
significant relationship with brand loyalty. In this study, all of the five variables, including
updated information, showed strongly positive relationships with brand loyalty. Other previous
research has found that the brands that post the most Tweets per week tend to receive higher
numbers of followers (Ashley & Tuten, 2015). According to Thorbjornsen & Supphellen (2004),
loyal customers tend to visit a brand’s social media platform frequently, and they require more
frequently updated information. Therefore, the relationship between the frequency of updating
information and brand loyalty seems plausible. The previous study by Thorbjornsen &
Supphellen (2004) did not focus on any specific industry, but our study focused particularly on
the cosmetics industry. We feel that the cosmetics industry is a kind of fashion industry, and
updated information is important in that industry. It may be the case that in studies of all
industries in general, updated information does not show a significant relationship with brand
loyalty. This relationship may be unusually strong in the specific case of the cosmetics industry,
and perhaps this is why our findings differed from those of a similar previous study.

CONCLUSIONS
Research Limitations and Further Work

The aim of this study was to investigate the effects of Social Media Marketing on
cosmetic brand loyalty among college students. The research questions and hypotheses were well
developed, and the results were obtained through an appropriate process. The study found that
Social Media Marketing had a positive effect on cosmetic brand loyalty among college students.
Advantageous campaigns, relevant content, updated information, popular content, and variety of
applications and platforms all showed strong, positive relationships with cosmetic brand loyalty
among college students. These results suggest that cosmetics companies should make Social
Media Marketing a priority, and they should use creative, attractive platforms to help build
strong relationships with their college student customers. Cosmetic companies should provide
advantageous campaigns to benefit their college student customers, such as offering integral
activities, discounts, and coupons. Their social media platforms or applications should deliver
relevant and updated information on new cosmetics-related fashions or products. Cosmetics
companies should also use a variety of social media platforms and applications, such as mobile
apps, to better communicate with their college student customers. Then, if the social media
platform becomes popular among a group of students, these students will influence others.

It is important to consider the causes of brand loyalty, because in general the market is
passing through a phase of declining customer loyalty. In such a phase, it is generally much more
difficult to keep loyal customers (Bennett & Rundel-Thiele, 2005). It is also vitally important
that business managers learn how to use the non-traditional tools of Social Media Marketing.
Social Media Marketing differs from traditional marketing (such as ads on television or in
magazines), because this new media allows companies to both communicate and interact with
their customers. Social media offers an opportunity for firms to create and build brand loyalty. In
the cosmetics industry, many of the most successful brands are successful social media users
such as Estee Lauder & MAC Cosmetics. These firms rely heavily on marketing through social
media (Shen & Bissell, 2013).
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College students are an important target market for the cosmetics industry, and these
people are also heavily engaged in social media use. It is a valuable practice to examine the
relationship between Social Media Marketing and cosmetic brand loyalty among the college
students. Crux Research (2013) reported that college students spent about US$4.9 billion for
cosmetics in 2013. Also, according to our pre-test results from 308 Chinese college students,
70.13% of the participants reported using cosmetics regularly, and 67.13% of these cosmetics
users reported gaining information about cosmetic brands from social media platforms.

This study contributes to the previous research in this field. Ours is the first study to
specifically investigate the relationship between Social Media Marketing of cosmetics and brand
loyalty among college students. There was no research talking about the relationship between
Social Media Marketing and brand loyalty in cosmetics industry in China. Our study also re-
examines the results obtained by Erdogmus & Cicek (2012), and does so specifically in relation
to the cosmetics industry. However, due to limitations in the objective conditions of our study,
we focus only on Chinese college students, and we acknowledge that the situation in other
countries or regions might be different. In addition, the numbers of male students and female
students were not balanced. This research cannot reflect the situation in male students very well.

In addition, our study tests the relationship between brand loyalty and various features of
Social Media Marketing, such as advantageous campaigns, relevant content, updated
information, popular content, and variety in applications and platforms. We realize that there are
additional reasons why customers may choose to follow a specific cosmetic brand’s social
media. For example, people may be influenced by the example set by a famous person.
Therefore, further research is clearly needed to examine the relationship between Social Media
Marketing and cosmetic brand loyalty among college students in other countries. Additional
factors such as the impact of famous people should be considered in future studies. We also
strongly recommend that future researchers should conduct similar studies focused on other
industries, such as the food or games industries.
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