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Abstract

Purpose — The purpose of this study is to explore the
influence of consumer-based brand equity dimensions
(CBBE), namely brand awareness, brand associations,
perceived quality, and brand loyalty, on the intention
of users on social networking sites to forward fashion
brand advertisements to their contact groups.

Design/Methodology/Approach - Quantitative em-
pirical design with a convenient sampling procedure
was employed in the research to collect data, using the
structured questionnaire created based on the existing
scientific literature. To test the hypotheses, structural
equation modelling was performed using SmartPLS
software.

Findings and implications - The research found brand
loyalty to have a significant positive impact on forward-
ing intention, providing an additional insight from a
scientific standpoint and prompting practical consid-
erations for marketing managers. Other dimensions of

Sazetak

Svrha - Svrha rada jest istraziti utjecaj dimenzija trzis-
ne vrijednosti marke iz perspektive potrosaca, odnosno
svjesnosti o marki, asocijacija na marku, percipirane kva-
litete i lojalnosti marki, na namjeru korisnika drustvenih
mreza da proslijede oglase o modnim markama svojoj
mrezi kontakata na drustvenim mrezama.

Metodoloski pristup - Rad se oslanja na kvantitativno
empirijsko istrazivanje. Podaci za analizu prikupljeni su
na prigodnom uzorku pomocu strukturiranog upitnika
izradenog na temelju postojece relevantne znanstvene
literature. Za testiranje postavljenih hipoteza provedeno
je modeliranje strukturnih jednadzbi pomocu softvera
SmartPLS.

Rezultati i implikacije — Utvrdeno je da lojalnost mar-
ki ima statisticki znacajan pozitivan utjecaj na namjeru
prosljedivanja oglasa pruzajuci novo saznanje sa znan-
stvenog stajalista korisno marketinskim menadzerima
u kontekstu prakti¢nih razmatranja. Druge dimenzije
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consumer-based brand equity proved to have no signifi-
cantimpact on the dependent variable in the context of
social networking sites for fashion brands.

Limitations - Limitations of this study are related to
the size of the sample and the sampling method, conse-
quently, its findings could not be generalized. Addition-
ally, the concept of brand awareness could be further
deconstructed into brand recognition and brand recall
to assess the effects individually.

Originality - This research study contributes to the ex-
isting knowledge on consumer behavior by empirically
examining the influence of consumer-based brand equi-
ty dimensions on consumers’ forwarding intentions for
fashion ads in the context of social networking sites.

Keywords - brand equity, social networking sites, for-
warding intention, fashion brands

trzisne vrijednosti marke iz perspektive potrosaca nisu
pokazale znacajan utjecaj na zavisnu varijablu u kontek-
stu drustvenih mreza za marke iz modne industrije.
Ogranicenja - Ogranicenja rada povezana su s velici-
nom uzorka i metodom uzorkovanja, stoga je rezultate
tesko generalizirati. Nadalje, koncept svjesnosti o marki
mogao bi se dalje razraditi na prepoznavanje i prisjeca-
nje na marku kako bi se utvrdili pojedinacni u¢inci.
Doprinos - Ovo istrazivanje prosiruje postojeca znanja
o utjecaju dimenzija trzisne vrijednosti marke iz per-
spektive potrosaca na ponasanje potrosaca, odnosno
konkretnije, na namjere prosljedivanja oglasa u kontek-
stu drustvenih medija. Rezultati istrazivanja predstav-
liaju znanstveni doprinos temi, ali se isto tako direktno
mogu prakti¢no primijeniti.

Kljuc¢ne rijeci: trzisna vrijednost marke, drustvene mre-
Ze, namjera prosljedivanja oglasa, modne marke
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1. INTRODUCTION

Social networking sites (SNSs), as the most pop-
ular type of online social media platforms, are
considerably different from any other type of
advertising platforms. They have been widely
present only recently, during the last decades;
however, the success of using SNSs in advertis-
ing has been observed to depend considerably
on a user's intention to forward these ads in
the shape of a social post or message to their
contacts or followers (Kalyanam, Mcintyre &
Masonis, 2007). Looking backwards, before the
era of internet and electronic communication,
it was quite difficult to share ads of interest
with family or friends. Some of the most basic
examples included snippets from printed mag-
azines and newspapers or engaging in pure
verbal word-of-mouth (WOM) communication.
WOM has received a substantial amount of at-
tention in scientific studies within the field of
marketing, particularly in the assessment of its
impact on consumer behavior outcomes. WOM
was initially defined as oral, person-to-person
communication between a communicator and
a recipient who perceives the respective mes-
sage as non-commercial although the subject
is a brand, product, or service (Arndt, 1967). That
concept was later simplified by Kotler and Keller
(2008), explaining it as verbal communication
which involves customers, where customers
choose to talk to others about products, servic-
es, and brands.

Furthermore, as the internet era enabled faster
end-to-end user communication and electronic
messaging scope and availability was growing,
the body of research addressing the communi-
cation via electronic channels and readiness to
forward the messages through some of those
channels expanded as well (Dobele, Toleman
& Beverland, 2005; Eckler & Bolls, 2011). Ex-
changing the messages and content on SNSs
is even easier, and thus creates an opportunity
for companies to spread the word by creating
interactive and interesting content and encour-
aging SNSs members to forward that content
to their contact groups (Berger & lyengar, 2013).
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According to Okazaki (2009), the intention to
forward or re-share an ad can be defined as a
subjective probability that a customer will en-
gage in forwarding or recommending activity
on SNSs. Since sharing the ads could be per-
ceived as a specific version of WOM, in a digital
environment it can be referred to as electronic
WOM (eWOM). In turn, eWOM can be described
as the act of meeting and sharing opinions with
each other on the Internet, which provides usa-
bility, accessibility, and persistence for informa-
tion that were unavailable in traditional offline
WOM (Cheung & Lee, 2012). Scientific studies on
forwarding intentions, in literature also known
under the name of pass on behavioral intentions
(Ketelaar, Janssen, Vergeer, van Reijmersdal,
Crutzen & van 't Riet, 2016), have raised the inter-
est in this topic only recently, and initially they
mainly referred to WOM activities.

Conclusions highlighted that customers with a
more positive attitude towards the advertised
brand were more willing to spread the ads with-
in their community (Squicciarini & Griffin, 2012).
There is a number of research papers confirming
the hypothesis that the probability of forwarding
an ad can be dependent on the attitude towards
the ad itself (Chu, 2011; Dobele et al., 2005). The
first research study on the motivation for for-
warding the ads in an SNS context was authored
by Ketelaar et al. (2016). According to its findings,
a favorable attitude towards the brand, ad, and
a favorable attitude towards the forwarding in-
tention overall has a significant impact on the
forwarding intention for the observed brand ad.
Favorable attitude towards the forwarding in-
tention overall was also proven by Yasin, Porcu,
and Liebana-Cabanillas (2019) for company gen-
erated content on SNSs. Additionally, the study
by Ketelaar et al. (2016) was aimed to establish
the connection between social predictors (ad
source and frequency of SNSs use) and forward-
ing intention but no significant connection
could be proven for the selected brands.

Besides the attitude towards a brand and the at-
titude towards an ad, there might be other fac-
tors influencing the willingness of SNSs users to
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share brand ads with their community. Identify-
ing these drivers would help companies to un-
derstand which underlying mechanisms are in
place to make sure their message gets spread to
wider audiences. Based on the existing literature
review, there is substantial amount of research
papers answering the question on how con-
sumer-based brand equity, as one of the most
important concepts in brand management, and
its dimensions (brand awareness, brand associa-
tions, brand loyalty, perceived quality) are being
influenced by WOM (Balakrishnan, Dahnil & i,
2014: Audi, Massri & Ghazzawi, 2015; Seo, Park &
Choi, 2020). The purpose of this paper is to ap-
proach this question from another angle and
assess how brand equity dimensions might in-
fluence the forwarding intention, as one of the
variants of eWOM.

Brand communication through the official
brand’s SNSs account used to be efficient and
beneficial for brands; however, nowadays the
recipients often consider that type of commu-
nication imposed and not authentic (Vander
Schee, Peltier & Dahl, 2020). Consumers are
more open to receiving various brand content
from other consumers, as it gives them a feel-
ing that there are more peers who have trust in
brand communication. Considering that SNSs
users interested in fashion are highly involved
and very active in sharing the content, further
research on forwarding intention in that particu-
lar industry would be very beneficial in an effort
to expand extant knowledge and come up with
practical recommendations.

2. LITERATURE REVIEW
AND HYPOTHESES
DEVELOPMENT

2.1. Consumer behavior and
forwarding intentions in social
networking sites context

Social media presence has become an inevita-
ble part of life for the majority of consumers. In
essence, consumers predominantly use social
networking sites for social interaction. They see

SNSs as personal platforms where they can dis-
seminate and exchange their opinions, beliefs,
perspectives, content, and more with like-mind-
ed individuals who share common interests
(Kim & Yang, 2017). Consumers place their trust
in each other, and SNSs possess the potential to
serve as a medium for word-of-mouth commu-
nication when it comes to conveying messag-
es and recommendations about products and
services. The capacity to act as independent
communicators and to exchange valuable in-
formation among themselves has empowered
consumers, making them more influential (Diff-
ley, Kearns, Bennett & Kawalek, 2011).

What consumers and SNSs users talk about on
their accounts has been a matter of research
since the beginnings of communication on
these platforms. According to Urban (2005),
thanks to the development of the internet and
SNSs, consumers are able to look for informa-
tion to support their decision-making process.
In the same way, they are able to share their ex-
periences related to purchased products with a
wider community within minutes by using their
personal accounts or so-called profiles. They
seek responses and empathy by sharing their
experiences, aiming to attain psychological sat-
isfaction (Zhang, Chun & Huang, 2023). That can
have both positive and negative implications. If
consumers are dissatisfied, they can easily leave
a review or a comment, warning other poten-
tial consumers about their bad experience. On
the other hand, noticeable advantages of that
type of communication in terms of positive
WOM and the extent to which such consumer
communication can reach can significantly ex-
tend the potential market reach for companies.
[t is also important to note that a person’s social
network may not just end with their immediate
network, but the messages can be passed by
from one network to another (Domingos, 2005).
That said, there are strong relationships on SNSs,
implying strong interpersonal ties and a strong
emotional component that sustains these re-
lationships; on the other hand, there are weak
relationships, in which people are not really
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closely connected but there is still some inter-
est in maintaining them (Zhang et al,, 2023). Ac-
cording to Muntinga, Moorman, and Smit (2011),
overall social media behaviors can be classi-
fied into three levels: consuming, contributing,
and creating. The lowest level of engagement
is consuming, involving participate behaviors
such as watching and reading. The middle en-
gagement level is contributing, which implies
interaction between users and content as well
as the exchange between different users. Creat-
ing requires users to generate something new
that they believe will appeal to their community.
Similarly, interactions on currently most popular
SNSs platforms — Facebook, Instagram, and Tik-
Tok — can be categorized into three distinct tiers
(Kim & Yang, 2017). Firstly, the act of “liking” rep-
resents the lowest tier, requiring less commit-
ment compared to other types of engagement
on SNSs. “Commenting” on a post belongs into
intermediate category of engagement, which
already requires extra commitment or cogni-
tive effort. Lastly, “sharing” a post may be con-
sidered the highest-level interaction, whether
by producing a personal one or re-sharing, or
forwarding the existing post, as it permanently
stays on a consumer’s account and becomes a
component of the user’s self-presentation (Kim
& Yang, 2017). Those interactions might be mo-
tivated by the level of overall consumer brand
engagement (CBE), defined as “a context-de-
pendent, psychological state characterized by
fluctuating intensity levels that occur within dy-
namic, iterative engagement processes” (Brodie,
Hollebeek, Juri¢ &lli¢, 2011, p. 260). The literature
shows three different dimensions of CBE (Hol-
lebeek, Glynn & Brodie, 2014; Razmus, 2021; So,
Li, King & Hollebeek, 2024), namely, cognitive,
emotional, and behavioral dimension, referring
to various observed stages during the interac-
tion between a consumer and a brand. Cogni-
tive dimension describes how much consumers
think about and process information related to a
brand during their interaction with it; emotion-
al shows a level of positive feelings towards the
brand, with behavioral dimension showing the
amount of energy, effort, and time a consumer

UDK: [004.738.5:316.472.4]:658.626

is willing to invest during an interaction with a
brand (Hollebeek et al, 2014; Razmus, 2021; So
et al,, 2024). Therefore, it is crucial to understand
why SNSs users forward the content they con-
sume on various platforms.

Numerous authors focused on the type of the
post content itself (Berger, 2011; Dobele, Lind-
green, Beverland, Vanhamme & Wik, 2007,
Stieglitz & Dang-Xuan, 2014; Tellis, Maclnnis,
Tirunillai & Zhang, 2019), claiming that content
which evokes physiological arousal, positive, or
negative emotion is more likely to be forward-
ed. On the other hand, Berger (2014) posits that
consumer sharing behavior is motivated by five
key factors: impression management, emotion
regulation, information acquisition, social bond-
ing, and the persuasion of others. Additionally,
Tellis et al. (2019) divide motivation to share in
three categories: self-serving, social, and altru-
istic motivation. However, knowing that con-
sumer behavior can be influenced by attitude,
beliefs, and knowledge about a brand that is
prominent in a post (Tarig, Abbas, Abrar & Igbal,
2017; Kyguoliene & Zikiene, 2021), this research
intends to address the gap in existing literature
and assess how brand equity dimensions, ex-
plained in continuation, influence consumers’
ads forwarding intentions for fashion brands in
the SNSs context. Additionally, forwarding in-
tention in this paper encompasses any manner
of sharing brand ads with the customer SNSs
community, from sending a private message
with a brand ad content to re-publishing it on
the consumer’s individual account. While this
may be observed as part of brand loyalty be-
cause loyal customers tend to recommend the
brand more (Russell-Bennett & Parkinson, 2014;
Eelen, Ozturan & Verlegh, 2017), it has been
found that the overall attitude towards forward-
ing the ads in the SNSs context impacts the in-
tention to forward the ads (Ketelaar et al., 2016;
Yasin et al, 2019). Customers loyal to a brand
do not necessarily have a favorable attitude to-
wards forwarding ads, suggesting that the ad
forwarding intention should be observed as a
separate variable.
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2.2.Fashion brands

Fashion marketing relies on a number of tech-
niques and business ideologies directed to-
wards realizing the organization’s long-term
goals, mainly centered around current and
prospective buyers (Easey, 2009). Therefore,
developing and maintaining a fashion brand
is often a strategically important activity. The
term fashion brand encompasses all the brands
in the fashion industry. Consumer-brand rela-
tionship is becoming increasingly important
(Ismail & Spinelli, 2012) as a company's activities
on SNSs play a significant role in demonstrating
consumer-centric marketing practices, includ-
ing engaging with the brand, providing the
entertainment for users, and even co-creating
with the brand (Kim & Sullivan, 2019). Accord-
ing to a recent McKinsey survey (The State of
Fashion, 2023), current situation on the fashion
market is marked by uncertainty. However, the
main opportunity lies in consumers discovering
new styles, tastes, and priorities, all of which of-
fer routes to value creation. Brand marketing is
anticipated to regain prominence by establish-
ing emotional connections with consumers as
marketers redefine strategies to prioritize long-
term brand development. Recognizing the
importance of consumer-brand interactivity,
fashion brands are particularly relevant for ana-
lyzing customers’ willingness to extend brand
communication by sharing brand ads with their
social circles on SNSs.

2.3.Brand equity

Brand equity, as a concept that attracted inter-
est in scientific research at the end of the 20™
century, immediately became one of the very
popular and important concepts in marketing
research and practice. It was mentioned in fi-
nancial and accounting literature as a financial
value of brand and in marketing as consum-
er-based brand equity, which relies on consum-
er knowledge about the brand. Aaker (1991, p.
5) defines it as a set of assets and liabilities as-
sociated with the brand, its name and symbol
adding to or subtracting from the value that

the product or service in question provides
to the company or the company’s customers.
He was the first one to identify several crucial
dimensions of consumer-based brand equity
which are still often used in scientific research
(Azzari & Pelissari, 2020; Matin, Khoshtaria &
Todua, 2022) but also in practice when defining
brand strategies. Consumer-based brand eg-
uity consists of four dimensions: brand aware-
ness, brand associations, perceived quality, and
brand loyalty (Aaker, 1991), which will be ex-
plained further.

2.3.1. Brand awareness

According to Aaker (1991), brand awareness can
be defined as the capability of a potential cus-
tomer to recognize that a certain brand belongs
into a certain category of products. Visually, it
can be represented as an awareness pyramid,
which is differentiated into four distinct levels.
It starts at the bottom level with a general un-
awareness of a brand, progresses with brand
recognition, continues with the ability to recall
a brand, and reaches its peak with the top-of-
mind position. Later, Keller (1993) enhanced the
existing theory by further explaining the recall
and recognition components, which are both
equally important in contributing to sustaina-
ble brand equity. Brand recognition is based
on brand strength in a consumer’s mind and
the ability to place a brand in a certain catego-
ry, while brand recall represents a consumer’s
ability to retrieve a brand from memory on a
mention of a product category or the needs
satisfied by its purchase as a prompt. Tariq et
al. (2017) concluded that the importance of
brand awareness is reflected in the ability of
brand awareness to influence consumer be-
havior. Barreda, Bilgihan, Nusair, and Okumus
(2015) highlighted a positive impact of brand
awareness on word-of-mouth by customers in
the travel industry. Therefore, the first hypothe-
sis posits that brand awareness influences the
forwarding intention.

H1: Brand awareness has a statistically signifi-
cant and positive effect on forwarding intention.
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2.3.2. Brand associations

Brand associations are related to everything
memorable about a brand (Aaker, 1991). They
represent a meaning of the brand and very of-
ten stem from various sources as brand unique-
ness, brand strength, and similar. Moreover,
they include experiences, beliefs, feelings, and
thoughts that a consumer associates with the
brand (Kotler & Gertner, 2002). Other scholars,
such as Rio, Vasquez, and Iglesias (2001) suggest
that brand associations play a crucial role in the
establishment and management of brand equi-
ty. In this context, it represents a crucial factor for
consumers to develop favorable connections
with the brand. If connections between the
consumer and the brand are positive, it leads
to an assumption that a consumer would like to
be widely associated with that brand while also
being willing to share the post about the brand
with their SNSs contacts. Therefore, the second
hypothesis assumes that brand associations
have positive impact on forwarding intention.

H2: Brand associations have a statistically signifi-
cantand positive effect on forwarding intention.

2.3.3. Perceived quality

Perceived quality was firstly defined as a custom-
ers’ assessment of superiority and excellency of
the products belonging to the brand (Zeithaml,
1988) which reduces the uncertainty in decision
making while choosing a brand or product.
Customers see perceived quality as a concept
being closely connected to product characteris-
tics and that can significantly influence custom-
ers' choice and behavior (Kyguoliene & Zikiene,
2021). Based on that, the third hypothesis as-
sumes there is a relationship between perceived
quality and forwarding intention.

H3: Perceived quality has a statistically signifi-
cantand positive effect on forwarding intention.
2.3.4. Brand loyalty

Aaker (1991) defined the fourth dimension of
brand equity, brand loyalty, as an attachment
that a customer has to a brand. In the more
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recent literature, brand loyalty has been ob-
served through different perspectives. The first
one is behavioral and defines brand loyalty as
repetitive purchase activities (Chaudhuri & Hol-
brook, 2001), while the second one highlights
the cognitive approach and describes loyalty
as a prioritization of a brand as the first choice
when making purchase decisions (Yoo, Donthu
& Lee, 2000). As loyal consumers have a strong
preference for their brand, they feel like sharing
good recommendations about the brand as
well as helping and supporting their favorite
brand (Eelen et al,, 2017). Therefore, the fourth
hypothesis assumes there is a relationship be-
tween brand loyalty and forwarding intention.

H4: Brand loyalty has a statistically significant
and positive effect on forwarding intention.

3. METHODOLOGY

As part of this research, data was collected from
SNSs users through convenience sampling and
snowball sampling methods between Septem-
ber and November 2023. In terms of SNSs, users
of all relevant platforms such as Facebook, You-
Tube, Instagram, Twitter, Pinterest, TikTok, and
similar were of interest for this research. They
needed to satisfy the criteria of following at
least one fashion brand on SNSs and being able
to recall at least one fashion brand’s ad pub-
lished by the brand they follow. Ads could be
published in different formats, as textual posts,
static images, videos, or any platform specific
type of content.

A questionnaire consisting of three main sec-
tions was prepared based on the existing lit-
erature dealing with the topic of research. The
first section contained elimination questions to
ensure participants’ adequateness for this re-
search. Those questions were asked to confirm
previously mentioned participation criteria. The
second section consisted of validated scales
adopted from the existing scientific literature.
Four independent variables (brand awareness,
brand associations, perceived quality, and brand
loyalty) are a part of Aaker's consumer-brand
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equity model, measured using the scales de-
veloped by Yoo, Donthu, and Lee (2000) and
Schivinski and Dabrowski (2014). A forwarding
intention measurement scale was adapted from
Chu (2011) and Hsieh, Hsieh, and Tang (2012).
A 7-point Likert scale format was used (1 =
strongly disagree, 2 = disagree, 3 = somewhat
disagree, 4 = neutral, 5 = somewhat agree, 6 =
agree, 7 = strongly agree). The last section was
aimed at collecting participants” demographic
data such as age, education, etc.

4. RESULTS

In total, 120 answers were collected, of which
only 83 could be further used in data analysis as
respective participants had answered appropri-
ately to elimination questions. Out of these re-
spondents, 67% were female and the remaining
33% male. In terms of their age, the majority of re-
spondents were 30-34 years old (56%), followed

FIGURE 1: Second order CFA analysis
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by 15% aged between 25 and 29. When it comes
to the education level, 54% of respondents had a
master’s degree, 19% a bachelor's degree, 19% a
high school diploma and lower, with 8% holding
a doctorate. Participants were also asked about
the frequency of their usage of social network-
ing sites. The large majority responded that they
used SNSs very often (60%), while 24% of the
sample indicated that they used SNSs always.

Collected data was prepared, cleaned and ana-
lyzed in Microsoft Excel. For further data analy-
sis, the SmartPLS statistical program was used
to evaluate the measurement model, assess the
structural model, and test the hypotheses.

Due to low Cronbach’s alpha values, a few in-
dicators needed to be removed from further
analysis BAW1 — | know brand X; BAS4 — | feel
sympathy for brand X; BLO2 — | think | am loyal
to brand X). Results of the second-order CFA are
shown in Figure 1.

Behavioral
Intention
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The indicators of construct reliability and valid-
ity are presented in Table 1 and Table 2. While
Cronbach’s alpha can be considered the low-
er bound, composite reliability represents the
upper bound of the true internal consistency
reliability. According to Hair, Hult, Ringle, and
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Sarstedt (2017), the value of composite reliabil-
ity should be higher than 0,70, which is the case
for all the variables observed. Convergent valid-
ity was assessed through the Average Variance
Extracted (AVE), which is higher than the critical
value of 0.50 for all the variables.

TABLE 1: Mean, standard deviation, and outer loadings

Variable /indicator Mean Star.id?rd Out.e ‘
deviation | loading
Brand awareness
| know at least one brand X product 6.18 1.221 0.789
| easily recognize brand X among other brands 572 1.272 0.818
| recognize the logo of brand X 6.08 1407 0.895
| know that there is a brand X 6.29 1153 0.853
Brand associations
I like brand X 6.23 0928 0.781
| have good memories of brand X 578 1.279 0.828
Brand X has a good image 5.86 1.117 0.699
My memories assooa.ted thh brand X positively 53 1395 0683
influence my purchasing decisions
Perceived quality
Brand X products are of better quality than the
generic :Ijtemative ’ ’ > 14 138 0908
Although other brands’ products are good, I still think
that brand X is better 49 1376 0861
Brand X products are of good quality 5.7 1112 0.864
Brand X offers reliable products 5.59 1.048 0.788
Loyalty
| am faithful to brand X 4.55 1484 0.759
I think I am loyal to brand X 443 1467 0.781
| am attached to brand X 411 1448 0.897
If §omeone offered me a competitive brand, | would 495 1 455 0.809
still buy brand X products
Forwarding intention

| think this post is worth sharing with others 398 1.562 0928
| will recommend this post to others 392 1.532 0.866
I will share this post with my friends through social
networking sitez ’ ’ 331 1652 08l

Source: Author’s analysis.
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TABLE 2: Construct reliability and validity

. , Composite Average variance
VELELG onbachellha reliarl,aility extragcted (AVE)
Brand awareness 0.884 0.905 0.705
Brand associations 0.813 0.872 0.632
Brand loyalty 0.836 0.886 0.662
Perceived quality 0.883 0915 0.730
Forwarding intention 0.851 0.903 0.756

Source: Author’s analysis.

The last evaluation criterion is discriminant va-  constructs of this measurement model are re-
lidity, presented in Table 3. Since the factors are  liable and valid.
lower than 0.85, it can be concluded that the

TABLE 3: Discriminant validity

BAS BAW PBI BLO PQ
BAS 0.795
BAW 0.803 0.839
PBI 0.327 0.080 0.869
BLO 0.717 0475 0.359 0.813
PQ 0.854 0.663 0.296 0.704 0.854

Notes: BAS = Brand association, BAW = brand awareness, PBl = pass-on behavioral intention, BLO = brand loyalty, PQ =
perceived quality.

Source: Author’s analysis.

For the predictive capability, the values of f#  and highest for PQ4 = 3.697), which is con-
were between 0.02 and 0.15 for brand associa-  sidered good based on standard evaluation
tions, brand awareness and loyalty, which repre-  criteria. Expected R? values in social sciences
sents a medium effect size, whereas perceived  should be above 0.2, as less than that is con-
quality had a value of 0.009, which is considered  sidered weak (Hair et al, 2017). With R? for

a small effect size as shown in Table 4. forwarding intention standing at 0.206 in this
model, it proved significant based on previous-

TABLE 4: Predictive capability ly mentioned findings. Next to that, the Stand-
ardized Root Mean Squared index (SRMR) was

i Forwarding Intention| |culated at 0.074, 5o it falls in the acceptable

Brand associations 0.024 range for the SRMR index and confirms that

Brand awareness 0.050 the model has a suitable fit. The Normed Fit In-

Brand loyalty 0.048 dex (NFI) value of 0.934 also confirmed a good

Perceived quality 0.009 model fit. Furthermore, based on the path co-

Source: Author’s analysis. efficient analysis presented in Table 5, there is

a significant positive effect of brand loyalty on
Calculated VIF values are less than 5 for all the  forwarding intention, which means that hy-
predictor constructs (lowest for BLO3 = 1.568  pothesis H4 has been accepted.
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TABLE 5: Path coefficient values

UDK: [004.738.5:316.472.4]:658.626

B Sample Stal?d?rd t-statistic | p-value Remarks
mean | deviation
BAW — PBI 0.247 0.266 0.208 1.185 0.236 Not significant
BAS - PBI -0.280 -0.255 0.219 1.279 0.201 Not significant
BLO - PBI 0.267 0.265 0.129 2.076 0.038 Significant
PQ-PBI 0131 0.146 0.167 0.784 0433 Not significant

Notes: BAS = brand association, BAW = brand awareness, PBl = pass-on behavioral intention, BLO = brand loyalty, PQ =

perceived quality.
Source: Author’s analysis.

A standardized structural coefficient of 0.247 im-
plies that the ‘forwarding intention’ variable will
increase by 0.247 standard deviations if ‘brand
loyalty” increases by one standard deviation.
Building further on the overall willingness to
forward an ad, based on the collected dataset,
participants who spend more time on social
networking sites are more willing to demon-
strate the intention to forward an ad. Other di-
mensions showed no significant influence on
the dependent variable, so H1, H2, and H3 have
not been accepted. Results will be discussed in
the next chapter.

5. DISCUSSION AND
LIMITATIONS

In the existing scientific literature, it has been
concluded that various brand equity dimen-
sions have an impact on different aspects of
consumer behavior (Barreda et al, 2015; Eelen
et al, 2017; Kyguoliene & Zikiene, 2021; Tariq et
al, 2017). Examining solely the effects of brand
equity dimensions on the intention to forward
an ad represents a significant step in under-
standing consumer behavior in the SNSs con-
text, given the wide range of constructs that
it covers. Out of four consumer-based brand
equity dimensions, a significant positive impact
on forwarding intention was confirmed only for
the brand loyalty dimension. Contrary to the ex-
pected outcome, brand awareness, brand asso-
ciations, and perceived quality were not found
to contribute to customer intentions to forward

brand ads in the SNSs context. Although brand
awareness was identified as one of the key fac-
tors in word-of-mouth communication (Barreda
etal, 2015), it appears that in the context of fash-
jon brands, brand awareness alone is not suffi-
cient to encourage customers to share brand
ads within their SNSs community. Furthermore,
if consumers have positive connections with a
brand, it is assumed that they would want to
be closely associated with it and share brand
posts. In this research, the relationship between
brand associations and ad forwarding intention
was not strong enough to accept the second
hypothesis. Lastly, according to Kyguoliene &
Zikiene (2021), customers’ perception of brand
quality can significantly influence their behavior;
however, it had no impact on customers’ inten-
tion to forward brand ads in the SNSs context.

The significant positive relationship between
brand loyalty and customers’ intention to for-
ward brand ads was confirmed by this research.
In line with previous research on brand loyalty,
loyal customers are engaged with, believe in
brand values, and are willing to share positive
impressions within their environment (Rus-
sell-Bennett & Parkinson, 2014). Additionally, a
wide base of loyal customers can be considered
as a valuable asset for a brand, which encour-
ages companies to constantly innovate in order
to enhance it (Fugiang & Jinxin, 2023). Accord-
ing to Eelen et al. (2017), even consumers loyal
to a brand are much more willing to share good
word of mouth in person then in online sur-
roundings, which could explain the moderate
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effect of brand loyalty on forwarding intention
in the SNSs context. Furthermore, the same au-
thors concluded that brands could encourage
loyal consumers to disseminate positive mes-
sages about the brand by making them aware
of the positive impact online brand advocacy
can have. Loyalty could, consequently, be driven
by the overall customer brand engagement, in-
cluding its cognitive, emotional, and behavioral
dimension.

Managing the consumer-based brand equi-
ty is in the focus of marketing managers, as
they need to understand each of the dimen-
sions when developing marketing strategies
(Calvo-Porral, Lévy-Mangin, 2015). Therefore,
this study also has practical implications for
companies operating in the fashion industry.
Loyal customers represent a valuable asset for
companies, bringing many benefits such as a
stable revenue stream, high profitability, and
resilience. Additionally, that customer segment
is willing to provide feedback and insights that
can be used to further improve customer expe-
rience (Mothersbaugh, Hawkins & Bardi Kleiser,
2020). A best use case to leverage the findings
of this research is creating viral advertising cam-
paigns, such as online sharing of promotional
messages by organizations, aiming to encour-
age their community to share it further (Reich-
stein & Brusch, 2019). Drawing from these con-
clusions, having a well-managed brand loyalty
could be one of the main drivers of success of
viral marketing campaigns, as loyal customers
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