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Abstract:This study aims to explore the impact of social media on brand loyalty. By analyzing brand
interaction, consumer engagement, and the breadth and depth of information dissemination on social media,
this study reveals its impact mechanism on brand cognition, brand relationship, and brand attitude. The study
uses web crawler technology to collect interactive data from brand official accounts, and uses descriptive
statistical analysis, Pearson correlation analysis, multiple regression analysis, and structural equation model
(SEM) for data analysis. The results show that brand interaction significantly improves consumers' brand
cognition, consumer engagement plays an important role in brand relationships, and the breadth and depth of
information dissemination help to enhance brand attitudes. These factors work together to significantly
improve brand loyalty. This research is fundamental because it proves the fact that brand cognition, brand
relationship, and brand attitude have a direct effect on brand loyalty, and brand relationship is, of all factors,
the most positive factor which influences brand loyalty. This research not only enriched theoretical studies on
brand loyalty but also verified the brand marketing strategy on social media with empirical evidence.
Moreover, companies increase their brand loyalty by using a better interactivity platform with the consumers,
the width and depth of information passing increase, which results in a rise in the level of user engagement
by consumers, and the company can increase its competitive advantage in the market.

support to the company when formulating effective social

1. Introduction media marketing strategies [5].

1.1. Research background and importance 1.2. Research objectives

In this digitized world, social media has become an
essential interactive platform for an enterprise with its
consumers. This has not only changed the information
dissemination process but also affected consumer
behavior and brand loyalty[1]. Of late, interest has mainly
shifted towards studies focusing on the influence of social
media marketing on brand loyalty; the findings indicate
that social media interaction has a significant effect on the
improvement of consumer brand loyalty[2]. For instance,
posting interesting and engaging publications for brands is
likely to attract more attention and involvement from
people; this will increase brand loyalty [3]. Indeed, word
of mouth through social media is dramatically affecting
brand loyalty. Interaction and recommendations from the
consumers could effectively cause an increase in brand
awareness and trust in the products [4]. At the same time,
it is highly crucial for companies to figure out how best
they can implement these social media among the
increasing user base, as well as how to diversify such
platforms for optimum brand loyalty. Hence, through this
paper, an exploration of the influential mechanism of
social media marketing activities on brand loyalty was set
to serve as the theoretical basis and to give empirical
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This paper tries to search for how social media impact
brand loyalty. Toward this, the level of interaction,
engagement, and scope and depth of information
dissemination in association with the brand on social
media are sought to establish the effects on brand
cognition, brand relationships, and brand attitudes. The
present study employs descriptive statistics, Pearson
correlation analysis, multiple regression analysis, and
structural equation modeling. It collects interactive data of
brands from web crawler technology. Thus, this research
hopes to find a study that provides empirical support for
the marketing strategies that companies have on social
media such that it may acquire a leading advantage in this
highly competitive market.

2. Literature review

2.1. Definition and composition of brand loyalty

Brand loyalty refers to consumers' preference and repeated
purchase behavior for a certain brand, which is usually
composed of attitude and behavior[6]. The definition of
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brand loyalty is not limited to repeated purchase behavior,
but also includes consumers' emotional dependence on the
brand and cognitive evaluation[7]. In early studies, Jacoby
and Kyner proposed that brand loyalty includes six
necessary conditions, namely non-random behavioral
responses, duration, decision units, brand choice, and
psychological processes[6]. This definition helps scholars
better understand the composition of brand loyalty. The
composition of brand loyalty can be divided into
behavioral loyalty and attitudinal loyalty. The former
refers to actual purchasing behavior, while the latter
includes consumers' cognition, emotion and intention
towards the brand[8]. For example, Russell-Bennett et al.
proposed that brand loyalty is not only the behavior of
consumers to continue to buy the same brand, but also
involves their positive attitude and loyalty intention
towards the brand[7]. In addition, consumer satisfaction
and brand trust are also important factors affecting brand
loyalty. Satisfied consumers are more likely to show high
levels of brand loyalty[10].

2.2. Characteristics and development of social
media

The nature of emerging tools associated with social media
is always related to high interactivity and broad
dissemination, which plays a crucial role in brand
marketing for any given brand. [11]As the ways of social
media develop and improve very quickly, it pushes more
flexible modes of interactions and diversified means of
transnational marketing under modern environmental
parameters into service at communications associated
with brands, bettering the latter in awareness and loyalty.
For example, in their work, Hoffman et al. established that,
with massively interactive and media-rich content, social
media platforms have a powerful effect on strengthening
loyalty toward brands among consumers[5]. Social media
changes not only how brands spread but also introduces
user-generated  content into brand  information
dissemination, making it much more authentic and
credible[13]. Social media outlets such as Facebook,
Twitter, and Instagram have participated in each by
providing host brand touchpoint tools and closer relations
by developing tailor-made personalized consumer content.
This has become indispensable to brands' buildup and
marketing activities due to immense advanced technology
recently developed and used in them and the enlargement
of user bases. It supports the brands of companies via their
social presence and involvement for higher engagement of
consumers with the brand for better brand loyalty.[12]

3. Theoretical basis

3.1. Theoretical model of brand loyalty

The general understanding of brand loyalty can be stated
as keeping on purchasing or using some sort of product
continuously. The theoretical models mainly include
dimensions such as cognition, emotions, and behavior. In
the research tools utilized for brand loyalty, the formulas

commonly used are those relating consumer satisfaction to
brand loyalty and an integrated assessment formula for
brand loyalty.[9]

First, the relationship between consumer satisfaction
and brand loyalty can be expressed by the following
formula:

BL= f(CS) (1)

Among them, BL represents brand loyalty, and CS
represents customer satisfaction. This formula shows that
brand loyalty is a function of consumer satisfaction. The
higher the consumer's satisfaction with the brand, the
higher their brand loyalty.

Secondly, the comprehensive evaluation formula for
brand loyalty is:

BL=a-BI+f-BR+y-BA 2)

Among them, BL represents brand loyalty, B/
represents brand image, BR  represents brand
relationship, B4 represents brand attitude, and a, B, y are
the corresponding weight coefficients. This formula
comprehensively considers the impact of brand
recognition, brand relationship and brand attitude on
brand loyalty.

3.2. Social Media Communication Theory

Social Media Communication Theory mainly explores the
mechanism of information dissemination on social media
platforms and its impact on the audience. Key theoretical
models include the dual process model and the
communication effect model.

First, the dual process model describes the
dissemination path of information on social media
platforms. The information dissemination path can be
expressed by the following formula:

IT=IP+IS €)

Among them, /7 represents the total amount of
information dissemination (Information Total), 7P
represents the initial posting (Initial Posting), and IS
represents the forwarding and sharing (Information
Sharing). This formula shows that the total amount of
information dissemination is composed of the initial
posting amount and the forwarding and sharing amount.

Secondly, the communication effect model analyzes
the impact of information dissemination on the audience,
and its formula is:

IE=5-1S+e-EC )

Among  them, IE represents  information
effectiveness, IS represents information sharing, EC
represents emotional connection, and § ,e are the
corresponding weight coefficients. This formula shows
that the information dissemination effect is determined by
the information sharing amount and the audience emotion.
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During the research process, the information
dissemination path and effect were analyzed as shown in
Figure 1. This is the path that information takes on social
media platforms, from initial posting to multiple sharing,
and finally to end users. This diagram helps understand the
process of information dissemination on social media and
its impact on brand loyalty.
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Figure 1: Information dissemination path

4. Research design and methods

4.1. Research Hypothesis

Based on existing literature and theoretical foundations,
the following research hypotheses are proposed to explore
the impact of social media on brand loyalty:

Hypothesis 1 (H1): Brand interaction on social media
has a positive impact on consumers' brand perception
(Brand Image).

Hypothesis 2 (H2): Consumer participation on social
media has a positive impact on brand relationship (Brand
Relationship).

Hypothesis 3 (H3): The breadth and depth of social
media communication have a positive impact on
consumers' brand attitude (Brand Attitude).

Hypothesis 4 (H4): Brand perception (Brand Image),
brand relationship (Brand Relationship) and brand attitude
(Brand Attitude) have a positive impact on brand loyalty
(Brand Loyalty).

The above hypotheses constitute the theoretical
framework of this study and will be verified through
empirical research.

4.2. Data Collection and Analysis Methods

The social media platforms from which the study
primarily intends to draw data include Facebook, Twitter,

Instagram, and WeChat, among others. Some data formats
include the data types for user interaction, which include
likes, comments, shares, brand release content, user
engagement, and so forth. Data collection will be done
using web crawler technology. he crawler program will
regularly capture the release content and user interaction
data of the brand official account to ensure the timeliness
and completeness of the data.

In terms of sample selection, in order to ensure the
representativeness of the data, the brand official accounts
with high activity and their followers will be selected for
analysis. The sample size is initially set at 500 brand
accounts and their interaction data. By analyzing the
historical data of these brand accounts, we can fully
understand the user's interactive behavior and their
attitude towards the brand.

In terms of data analysis, we first conduct basic
descriptive statistical analysis on the collected data to
understand the overall distribution and basic
characteristics of the data. Figure 2 is a descriptive
statistical analysis.
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Figure 2: Descriptive Statistics of Social Media Interactions
Then, the Pearson correlation coefficient was used to
analyze the correlation between different variables to
verify the hypothesized correlation relationship. The
following is a table of correlation analysis (see tablel):
Table 1: Correlation analysis results

Variable Brand Brand Brand Brand
Image | Relationship | Attitude | Loyalty

Brand 085 | 078 0.82 0.80
Interaction
Consumer 0.75 0.81 0.79 0.77
Engagement
Dissemination
Breadth 0.68 0.72 0.76 0.73
Dissemination
Depth 0.70 0.74 0.78 0.75

Table 1 shows the correlation coefficients between
brand interaction, consumer engagement, communication
breadth and communication depth and each variable. High
correlation coefficients indicate that these factors have a
significant impact on brand loyalty.

Table 2 shows the results of regression analysis:
Table 2: Results of regression analysis

Variable Coefficient Standard t-Statistic | p-Value
B) Error

Brand Image | 0.35 0.08 4.38 <0.001

Brand 0.50 0.07 7.14 <0.001

Relationship

Brand 0.28 0.06 4.67 <0.001

Attitude

The structural equation model (SEM) path diagram
and analysis results are shown in Figure 3:
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Figure 3: Structural equation model (SEM) path diagram and
analysis results

Combining the results of multiple regression analysis
and structural equation model (SEM) analysis, the
following conclusions are drawn:

(D) Positive effects on brand loyalty were observed in
brand cognition, relationships, and attitudes. Among them,
brand relationships showed the most significant effects,
indicating brand management for more attention and
emphasis on cultivating and improving the relationship
with consumers.

(2) Structural equation model (SEM) further verifies
the path relationship between the variables. The results
show that brand interaction enhances brand attitude and
ultimately improves brand loyalty by improving brand
cognition and brand relationship. This result verifies the
theoretical model of this study and provides empirical
evidence for brand marketing strategy optimization.

4.3. Experimental results

Based on the above data collection and analysis methods,
this study obtained the following experimental results:

Through multiple regression analysis and structural
equation model (SEM) analysis, the results show that
brand interaction has a significant positive impact on
brand cognition, with a regression coefficient of 0.35,
verifying H1. In addition, consumer engagement has a
significant positive impact on brand relationship, with a
regression coefficient of 0.50, verifying H2.

The breadth and depth of social media communication
have a significant positive impact on brand attitude, with
a regression coefficient of 0.28, verifying H3. The results
of multiple regression analysis and structural equation
model further verify H4. Brand cognition, brand
relationship and brand attitude all have a significant
positive impact on brand loyalty, and brand relationship
has the greatest influence, with a regression coefficient of
0.50.

5. Conclusion

This study proposed and verified four research hypotheses
by analyzing the impact of social media on brand loyalty.
The study found that brand interaction, consumer
engagement, and the breadth and depth of information
dissemination on social media all had significant positive

effects on brand cognition, brand relationship, and brand
attitude. These mediating variables further affect brand
loyalty. Specifically, brand interaction significantly
improves consumers' brand cognition, consumer
engagement plays an important role in brand relationship,
and the breadth and depth of information dissemination
help to enhance brand attitude. These factors work
together to significantly improve brand loyalty, among
which the impact of brand relationship is the most
significant.

Through multiple regression analysis and structural
equation modeling (SEM), the study verified the direct
impact of brand cognition, brand relationship, and brand
attitude on brand loyalty. These results not only enrich the
theoretical research on brand loyalty, but also provide
empirical support for brand marketing strategies on social
media. Companies can effectively improve brand loyalty
by enhancing interaction with consumers, improving user
engagement, and expanding the breadth and depth of
information dissemination, thereby gaining an advantage
in a highly competitive market.
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