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media engagement on the purchase and consumption intention
of sustainable fast-moving consumer products (SFMCPs) in

Ghana, focusing on the mediating role of price. A quantitative
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of sustainable fast-moving consumer products, with a focus on the mediating role of
price in Ghana. It provides insights for marketing strategies within the FMCG sector
and contributes to the application of the COBRA model in a developing countries
like Ghana.

Keywords: Sustainable Fast-Moving Consumer Products, Consumption Intention,

Purchase Intention, Social Media Engagement, CBRA model.
Introduction

The digitalisation of marketing communications is arguably the most disruptive
managerial development of the past two decades (Quesenberry, 2020). Social-media
platforms now mediate an ever-larger share of the dialogue between brands and
consumers, enabling firms to broadcast content, invite interaction and stimulate
electronic word-of-mouth at unprecedented scale (Adeola, Hinson, & Evans, 2020).
Yet engagement rates on brand posts are falling worldwide, suggesting that
companies still struggle to convert mere reach into meaningful interaction (Moran,
Muzellec, & Johnson, 2020). At the same time, consumer-goods manufacturers—
particularly in the fast-moving consumer-goods (FMCG) sector face mounting
pressure to develop products, packaging and supply chains that minimise
environmental harm (Prashar & Sunder, 2024). Marketing researchers therefore
increasingly ask whether social-media engagement (SME) can nudge consumers

towards sustainable FMCG (S-FMCG) choices (Hussain & Khan, 2024).

Although SME and green consumption have each attracted scholarly attention, three
conceptual blind spots remain. First, the overwhelming majority of SME studies
treat “engagement” as a single behavioural metric (likes, shares, comments),
overlooking the richer typology advanced in the COBRA model (Muntinga,
Moorman, & Smit, 2011), which distinguishes consuming, contributing and
creating behaviours. Second, extant green-marketing work seldom examines price
as a simultaneous outcome and mechanism. In emerging markets, however, price
sensitivity remains the chief deterrent to buying green (Dost et al., 2019). Third,
sub-Saharan evidence is scarce: only one Ghana-based study (Bansah, 2024) has
explored SME and S-FMCGs, and it reported insignificant effects, in conflict with

results from Europe and Asia.
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Research gap and contribution

To advance conceptual clarity and novelty, the present study (i) applies the full
COBRA typology to social-media behaviours, (ii) disentangles two outcomes
consumption frequency and purchase intention rather than conflating them, and
(ii1) tests price both as a direct outcome of SME and as a mediator linking SME
to each behavioural outcome. By doing so in an under-researched African context,
we extend SME theory into a market where digital adoption is rising but
sustainability penetration remains modest. The study therefore makes three
contributions: Theoretical extension: This is the first empirical test of the COBRA
framework in a sub-Saharan setting and the first to embed the marketing-mix
variable price as a mediator between SME and pro-environmental consumer
behaviour. Construct specification: The study separate consumption (actual use)
from purchase intention (future behavioural willingness), allowing finer-grained
hypothesis testing. Contextual insight: By focusing on Ghanaian millennials and
Generation Z, we provide managers and policy-makers with evidence on how to
leverage digital engagement to accelerate sustainability transitions in low- and

middle-income markets.
Conceptual model and hypotheses

Drawing on TAM (Davis, 1989) and the COBRA hierarchy, we posit that each SME
dimension exerts distinct influences on perceived price fairness, which in turn
conditions consumers’ sustainable consumption behaviours. Accordingly, we

advance the following hypotheses:

Hla-c (direct effects). Consuming (Hla), contributing (HI1b) and creating (Hlc)
engagement  positively  influence  price  perception of  S-FMCGs.
H2a-c (indirect effects, consumption). Price perception positively influences
consumption frequency (H2a) and mediates the effects of consuming (H2b),
contributing (H2c) and creating (H2d) engagement on consumption.
H3a-d (indirect effects, purchase intention). Price perception positively influences
purchase intention (H3a) and mediates the effects of consuming (H3b), contributing

(H3c) and creating (H3d) engagement on purchase intention.
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These hypotheses yield the research questions:

1. How do the three COBRA engagement behaviours affect Ghanaian

consumers’ price perceptions of S-FMCGs?

2. How do these price perceptions translate into (a) current consumption and (b)

future purchase intentions?

3. Does price mediate the SME—behaviour link, and are mediation patterns

consistent across consumption versus purchase outcomes?

By answering these questions, the study clarifies the mechanisms through which

digital engagement can promote marketplace sustainability in emerging economies.
COBRA Model on Social Media Consumer Brand Engagement

Customers may easily transition from being merely consumers to active
consumers and manufacturers of material related to brands thanks to social media
(Okan, 2024). The examination of consumers' perceptions of the marketing
mix impacts consumer behavioral engagement with brand-related social media
material, given the growing importance of brand-related activities for businesses (Yu
& Yuan, 2019). Muntinga, Moorman, and Smit (2011) developed the COBRA
framework, which provides an appropriate backdrop for documenting brand-related
social media activity. According to Augustini (2014), the concept of "COBRAs"
refers to a range of consumer-oriented online activities linked to brands that are
distinguished by differing degrees of social media interaction as well as media
content creation, consumption, and contribution. This thorough framework sets itself
apart from existing behavioral models, including the study of social interactions by
Goncalves (2021) and the notion of consumer engagement behavior by Pham (2023).
However, Goncalves (2021) further pointed out that this conceptual framework on
involvement provides insightful information. The COBRAs model emphasizes that
different customers could want different kinds of brand interactions. According to
Case and Zeglen (2018), An engagement pyramid serves as a graphic representation
of this idea of varied interactions. A smaller group of highly involved consumers who

are primarily creators are at the top of this pyramid, whilst a greater number of
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customers who participate at a lower level, largely through consumption, are at the
base. In contrast to these frameworks, COBRAs divide consumer activities into three
levels: creation, contribution, and consumption. It also depicts brand involvement as

being along a continuum from passive to active behavior
The Concept of Social Media

Businesses need to adapt their marketing tactics as social media becomes a more
significant instrument to stay relevant. People utilize it as an online tool to shape
information, content, opinions, and the media itself. Facebook, Instagram, Pinterest,
YouTube, Twitter, and other social media platforms are a few examples (Macarthy,
2021). According to Morel and Kwakye (2012), social media has grown into a potent
medium for information exchange, experience sharing, and opinion expression. It has
altered the relationship between consumers and companies, particularly those selling
eco-friendly goods, allowing consumers to participate more actively in the buying
process. It is becoming more and more important in consumers' lives, especially for
young people (18 to 24 years old) (Ziesemer et al., 2021), who are more likely to use
social media regularly due to growing up in a technologically advanced culture

(Drouin et al., 2020).

According to Piitter (2017), the majority of social media users are kids and young
adults, whilst the elderly are the least active users. Social media now has an impact
on customer attitudes, perceptions, and purchasing decisions (Kumar et al., 2020).
According to Kalinova and Kovarikova (2023), businesses cannot afford to overlook
social networking sites if they hope to prosper in the modern world. It is no longer
sufficient for businesses to earn a profit and maintain positive relationships with their
clients in the cutthroat market of today. Although social media is used by many
firms, they sometimes overlook the serious issues that might affect consumers'
decisions to buy (Bui, 2022). With the increasing usage of the internet, consumers
have turned to social media to obtain information about goods and services (Mason

et al., 2021).

Nowadays, customers may quickly locate internet evaluations and recommendations

for goods and services. High-speed internet access is becoming more widely
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available, which has fueled the social media craze and changed how companies
interact with their clientele (Felix, Rauschnabel, and Hinsch, 2017). Quesenberry
(2020) discovered that more than 70% of companies utilize social media to advertise

their goods and services.
The Concept of Social Media Engagement

Nikkinen (2024) posits that social media (SM) engagement with a brand is the term
used to describe consumers' psychological or physical involvement in a variety of
brand-building activities that influence their purchasing decisions. Online customer
involvement, according to Ahmad and Akbar (2023), is a promising idea that offers
improved predictive and explanatory power of key consumer behavior outcomes,
such as brand loyalty. A thorough theory on social media engagement has not yet
been developed, yet, due to the wide range of interpretations of the word and the
many definitions of online consumer involvement put out by practitioners. Cheung et
al., (2021) described consumer involvement (in the context of SM) as motivational,

behavioral, and cognitive behaviors.

Fernandes and Moreire (2019) asserted that customer engagement is the
psychological process via which consumers become brand loyal. It is typified by
emotional, cognitive, and behavioral activation states in brand encounters. The
behavioral aspect of engagement has been the focus of several writers, who have
described it as an activity that stems from motivating drives other than purchases (An
& Han, 2020). According to Zeng et al., (2023), beyond simple involvement and
participation, customer engagement involves an interactive relationship with an
engagement object, like a brand's voluntary and discretionary customer behavior
toward the object, and perceived experiential value in addition to the instrumental
value gained from brand interactions. Customer engagement, according to Bapat and
Hollebeek (2023) is the degree of expression of an individual customer's
motivational, brand-related, and context-dependent state of mind described by a
degree of activation, identification, and absorption in brand interactions.
Accordingly, Lin et al., (2019) noted that customer interaction practices extend
beyond purchases. This notion was described as customers' behavioral manifestations

that are firm- or brand-focused, beyond purchase, resulting from motivational
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drivers. A motivating state that arises from individuals interacting encounters with a
specific item or agent is reflected in "engagement," according to a recent theory by

Hao (2020).
Social Media Platforms

According to Gonzalez and Smith (2018), social media has a revolutionary impact on
international trade in Sub-Saharan Africa by promoting information sharing,
influencing customer behavior, and helping companies succeed in the global
economy. Since social media offers a potent platform for information sharing and
consumer interaction, it has an indisputable impact on international trade in Sub-
Saharan Africa. This influence ultimately affects the buying decisions and trade
dynamics between China and Sub-Saharan Africa (Mahmoud et al., 2020). Adikpo
(2022) and Hababou (2022) contend that social media use facilitates market research
and real-time communication, allowing companies to modify their plans in response

to customer preferences and comments.

Facebook: Facebook has emerged as one of the most potent technologies in the
world in recent years. Companies engage with their clients on Facebook
(Abdulraheem and Imouokhome, 2021). According to Tzavara, Clarke, and
Misopoulos (2019) and Akpan, Nwankpa, and Agu (2015), Facebook has an impact
on consumer behavior. According to Otugo, Uzuegbunam, and Obikeze (2015), a lot
of buyers rely on social recommendations, Facebook reviews, and ratings (or "likes")
to obtain guidance and product details before making a purchase. It is the most
widely used social networking site on the internet in terms of both user count and
brand awareness because of its user-friendly platform for international business and
discussion. According to Statista Research Department (2021), there are more than 3
billion active users worldwide at all times. Facebook has changed over the past 10
years from a straightforward social networking site to a multifaceted networking
platform. Facebook creates a user-friendly website with pages that are simple enough
for beginners to understand. The majority of Facebook users are in the 18-24 age

range (Satpathy and Patnaik, 2019).
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Youtube: YouTube is another social media site that was used in this study. One of
the most popular social media sites in the world is YouTube. Due to their growing
interest in video content, advertising companies may connect with their target
audience on YouTube. YouTube has evolved from a static social media platform to
one that is always changing due to the forms of its videos and material. According to
Martinho, Pinto, and Kuznetsova (2012), it encourages visual content. Customers
also search for the greatest goods and services that satisfy their needs and are
reasonably priced. However, a brand's success is determined by customer happiness
(Hanaysha, 2017). A business may better serve these clients by uploading educational
movies about its goods and services on YouTube. Customers can communicate with
the business as well. Customers are more likely to be influenced by a firm if they
leave more reviews for its goods or services. YouTube has an impact on what people
decide to buy. Customers view it as a reliable and trustworthy information source

(Modkowska, 2019).

According to Evans (2008), consumers may also utilize it to look for material that
could boost their likelihood of making a purchase and their retention rate. Therefore,
it is allowed to use YouTube to display films of a company's goods and services to
strengthen the impression of purpose. Additionally, companies that utilize Google's
Advertising program can publish videos on YouTube to increase their revenue
(Turban, King, and Lang, 2009). Businesses can react and interact with customers'
comments and feedback quickly all over the world, which leads to customer loyalty

and happiness (Sin et al., 2012).

Instagram: According to Hochman and Schwartz (2012), Instagram is a relatively
new social media network that has had a significant influence on young people's peer
sharing of photos and videos. The company was started in 2010 by Stanford grads
Kevin Systrom and Mike Krieger, and Facebook later purchased it in 2012 (Setili and
Goldsmith, 2018; Messner, Medina-Messner, and Guidry, 2016). Users can post
visual material in the form of pictures or videos on this online platform, and
followers are urged to interact with one another by sharing, commenting, and liking
content (Chante et al., 2014). In contrast to what is available on Facebook and

Twitter combined with people who are primarily consumers, 72% of Instagram users
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stated that they had a purchase intention related to clothing, cosmetics, hair, or
jewelry after seeing something on Instagram (Miller, 2020). Companies use
Instagram to promote new items by sharing images of them and holding competitions
to increase brand awareness. Instagram may be used by a business owner to connect
with their target audience, sell any kind of product, provide online services, gain

more followers, and display a selection of their goods (Totoatmojo, 2015).
Social Media Statistics in Ghana
This statistic is according to the survey conducted by Statista in 2024.

Approximately 15 million people use social media in Ghana, and that figure is
predicted to rise over the next several years. Facebook, Instagram, TikTok, Telegram,
WhatsApp, and Facebook are a few of the most popular social networking sites in the
nation. In addition to their increasing use, these platforms are the most popular
among the populace of the nation. Additionally, the majority of users utilize the
platforms mainly to interact with new people, pass the time, or stay in touch with
friends and family. As a result, people mostly follow accounts belonging to friends,
family, acquaintances, and entertainment. Male users outnumbered female users on
the majority of social networking sites. Facebook users were expected to number
12.2 million in 2024. Men made up around 60% of them, with women making up the
remaining portion. Additionally, the majority of Ghanaian Facebook users were in
the 18-34 age range. Compared to other networks like Instagram and LinkedIn, this
age-gender disparity is comparable. For example, more than 55 percent of Instagram

users were male, and the majority of users were between the ages of 18 and 34.

In Ghana, men and women between the ages of 25 and 34 made up the bulk of the
population that advertising companies could target on social media. In particular, as
of January 2024, advertising may reach about 1.2 million Twitter users. Additionally,
males made up about 59% of Facebook's advertising audience, compared to 56% of
Instagram's male advertising audience. In 2023, Ghana's total online advertising

income was projected to be 29 million USD.
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Concepts of Consumption of Sustainable Fast-Moving Consumer Products

According to Lacy et al., (2020), one of the largest sectors in the world is the fast-
moving consumer products (FMCP) industry. FMCP items are often inexpensive,
have a short shelf life, and are frequently bought by customers. A broad range of
commonly purchased consumer goods and services are categorized as FMCP
(Malema, 2019). Ganai et al., (2019) noted that the industry's primary segments
include branded, packaged food and drink (soft drinks, health beverages, cereals,
dairy products, chocolates, bakery goods), household care products (cleaners and
detergents), personal care products (toiletries, soaps, cosmetics, and oral and hair
care), and, to a lesser extent, tobacco products. Among the well-known FMCP
corporations worldwide are Johnson & Johnson, The Coca-Cola Company, and

Unilever.

FMCP merchants often operate in a low-margin market in the African area.
Therefore, having a sizable market is essential to these businesses' success (Nyaga,
2014). Even though almost a billion people are living in Africa, FMCP firms still do
not adequately service the continent. The distribution of finished goods and services
to the general public is the responsibility of the FMCP retail sector (Oroye et al.,
2022). In reality, the majority of businesses employ a variety of distribution
channels; specifically, they may utilize agents to handle the smaller clients and
prospects while a direct sales staff calls on the bigger accounts. The power of the

consumer, however, is currently the biggest obstacle facing the retail sector.
Concepts of Purchase of Sustainable Fast-Moving Consumer Products

Products that are bought for nearly instant consumption are known as fast-moving
consumer products (FMCPs). FMCPs account for a large portion of the average
consumer's overall spending (Guo & Liu, 2023). To sustain competitiveness and
attain customer value, enterprises must comprehend the actions taken by businesses
that offer fast-moving consumer goods (FMCGs) (Odero, 2023). Currently,
according to Kharub et al., (2022), manufacturers are compelled by the competitive
market to create items according to consumer demands. Relevant data on customers

and their consumption patterns may be found in the study of consumer purchasing
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behavior, formerly known as consumer behavior. Every marketing activity that aims
to sell and promote purchasing items must consider consumer behavior (Wibewo et

al., 2020).
Purchase Intention of Customers

According to Du and Tham (2024), the probability that a customer intends or is
willing to purchase a certain brand in the future is known as purchase intention. A
higher intention corresponds to a higher likelihood of carrying out the activity.
According to earlier research by Macheka et al., (2024) asserted that consumers'
opinions about a particular brand have a direct bearing on their propensity to buy in
the context of influencer marketing. According to Erkan and Evans (2018), e-word of
mouth (E-WOM) has a significant influence on online shoppers' purchase intentions
and is more successful when it comes from well-known individuals. Prior research
has demonstrated that several metrics, including brand attitude, brand image, quality,
brand knowledge, characteristics, and brand loyalty, have a significant impact on
purchase intention (Azzari & Pelissari, 2021). Kudeshia and Kumar (2017)
emphasize that the amount of E-WOM might also affect customers' intentions to
make purchases. According to Cheong et al., (2020), a higher purchase intention is
correlated with an online review's perceived reliability. Given the foregoing,
marketers often perceive purchase intention as a crucial factor in influencing

consumers' decisions to make a purchase.

The purchase intention of the client is crucial for predicting their behavior, which
depends on the influencing elements that make measuring challenging in various
situations. In addition, Indiani and Fahik (2020) found that a strong privacy and
security statement did not increase the intention to make an online transaction. The
study understands that customers' faith in the company's capacity to satisfy their
needs and desires goes beyond simply having faith in goodwill to sway their
purchase decisions. A common metric for forecasting consumers' actual purchasing
behavior is purchase intention. Online shoppers' desire to buy clothing would be
negatively impacted by their perception of risk (Lee et al., 2021). Customers'
intention to buy would be discouraged to a greater extent if their sense of risk

increased. Hamli and Sobaih (2023) conducted a study on 300 Saudi Arabian
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consumers to examine their perceptions of the risks associated with online clothing
shopping. The study used a Web-based survey to gauge consumers' perceptions of the
six categories of risks associated with online clothing shopping performance,
financial, psychological, security, time, and privacy as well as their impact on

purchase intentions.
Hypothesis Development

Social Media Engagement and the Consumption and Purchase of Fast-Moving

Consumer Products

According to Kumar and Ramasarny (20024), social media's interactive features
enable businesses to respond to questions, highlight their principles, and take part in
audience-relevant discussions, all of which help to create a more individualized
connection with customers. Furthermore, it is impossible to overestimate the
influence of social media on customer choice. Sales of fast-moving consumer
products (FMCPs) are greatly accelerated by multi-channel engagement, especially
the interaction between social media and in-person shopping experiences, according
to Ewerhard et al., (2019). Customers actively seek out different types of product
information, reviews, and suggestions when they interact with companies online.
This trend reflects customers' desire to make well-informed decisions in a crowded
market with many options. Social media platforms have become important tools for
consumers, giving them instant access to expert insights and peer opinions that

impact purchase intention (Weismueller et al., 2020).

Hi: There is a statistically significant effect of social media engagement on the

consumption and purchase intention of sustainable fast-moving consumer products.
Social Media (Consumer) Engagement and Price

In social marketing, pricing techniques cover more ground than just conventional
financial concerns. Medina et al., (2020) pointed out that non-monetary costs like
time and effort are important when consumers are making decisions about social
products. More and more, consumers weigh the entire cost of using a product or

service, including the time invested in research, the work needed to engage in brand
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communities, and the emotional toll it takes (Kumar & Kumar, 2020). This viewpoint
requires marketers to take a comprehensive approach to pricing that takes these non-
monetary considerations into account. According to Hamouda (2016), social media
platforms provide customers with a strong voice to voice their thoughts about prices,
giving businesses access to immediate input that may greatly impact pricing plans.
According to Abdullah et al., (2015), the differing ways that various demographic

groups use social media further complicate this dynamic interplay.

H,: There is a statistically significant effect of social media (Consumer)

engagement on the price from the Marketing Mix.
Social Media (Contributing) Engagement and Price (Marketing Mix)

According to Dwivedi et al., (2021), customers' contributions to brand interactions
on social media, such as posting reviews, suggestions, and experiences, have a big
impact on how pricing plans are perceived. In the course of their interactions,
engaged customers frequently debate and appraise prices, which might result in a
collective value judgment that affects their willingness to pay. Additionally, social
media platforms provide customers a forum to express their thoughts on prices,
giving firms instant input that may guide changes to prices and marketing tactics
(Khatri, 2023). Therefore, for organizations looking to maximize their pricing
strategies and improve customer happiness in an increasingly competitive
environment, the dynamic interaction between social media contributing engagement

and price is essential.

H3: There is a statistically significant effect of social media (Contributing)

engagement on the price from the Marketing Mix.
Social Media (Creating) Engagement and Price (Marketing Mix)

According to Naeem and Ozeum (2021), customers' opinions on price are impacted
by their peers' collective experiences and insights when they actively interact with
companies through social media content creation. This interaction according to
Wanjohi (2017) creates a community where value and price fairness conversations

are common, resulting in a shared understanding of what prices for sustainable fast-
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moving consumer goods (SFMCPs) are reasonable. Additionally, because social
media is participatory, firms may get quick feedback on their pricing strategy and
modify their rates in reaction to market trends and customer mood (Patil et al., 2024).
Therefore, for companies looking to increase customer trust and stimulate buy intent
in a market that is becoming more and more competitive, the interaction between

price strategies and social media involvement is essential.

Hy: There is a statistically significant effect of social media (Creating) engagement

on the price from the Marketing Mix.

Price (Marketing Mix) and Consumption of Sustainable Fast-Moving Consumer

Products

Companies' pricing strategies have a significant impact on how consumers think and
behave, especially when it comes to sustainability. The perceived value of
sustainable products is frequently impacted by their price points as consumers place
a greater emphasis on eco-friendly options; higher prices may indicate superior
quality or ethical sourcing, while competitive pricing can improve accessibility and
encourage trial among price-sensitive consumers (Ali & Anwar, 2021). Additionally,
using clear pricing methods that convey the environmental advantages of SFMCPs
can increase customer loyalty and trust, which will eventually boost usage. For
businesses hoping to successfully encourage sustainable consumption in a market
that is becoming more and more competitive, it is crucial to comprehend the

mechanics of price within the marketing mix.

Hs: There is a statistically significant effect of price on the consumption of

Sustainable Fast-Moving Consumer Products.

Price (Marketing Mix) and Purchase Intention of Sustainable Fast-Moving Consumer

Products

One of the most important factors in consumer decision-making is price, especially
when it comes to sustainable products, where buyers frequently balance perceived
value. Lim et al., (2023) suggest that premium pricing may be linked to ethical

sourcing and better quality, which might increase the appeal of sustainable solutions
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for customers who care about the environment. Competitive pricing tactics, on the
other hand, can reduce entry barriers, improving the accessibility of sustainable
products to a wider market and, consequently, purchase intentions (Nath & Agrawal,
2023). Effectively marketing sustainable fast-moving consumer goods in a cutthroat
market therefore requires an awareness of the complex interplay between price

tactics and customer perceptions.

Hs: There is a statistically significant effect of price on the purchase intention of

Sustainable Fast-Moving Consumer Products.
Empirical Review

Hu et al., (2024) investigate how customer repurchase intentions for green products
may be improved by social media marketing initiatives and ESG (Environmental,
Social, and Governance) green brand participation. Analyzing how social media
affects customer views of green ideals, environmental issues, and brand image is part
of the technique. The results show that social media significantly increases these
characteristics, which in turn motivates customers to buy green products again. This
study emphasizes the value of using social media tactics in the promotion of
sustainable products and offers insightful information to environmental

organizations, social media groups, and green enterprises.

Identifying the elements that affect Filipino consumers' intentions to buy fast fashion,
especially in light of social media and sustainability activism (Cayaban et al., 2023).
Data were gathered from 407 individuals using a convenience sample technique, and
structural equation modeling (SEM) was used for analysis. The results show that the
most important factor influencing purchase intention is one's attitude toward quick
fashion. Purchase intention is positively influenced by social media, while advocacy
for sustainability has the opposite effect, suggesting that a greater understanding of
sustainability results in less consumption of fast fashion. It's interesting to note that

purchase intention was not much impacted by perceived product quality or price.

Assessing how social media platforms affect Generation Z's purchasing habits for
sustainable goods (Le-Tan & Dai-Trang, 2023). A literature analysis was done to

create a model that takes into account the many social network impacts and outside
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variables that have an impact on Gen Z's decisions to buy sustainable items. Social
networking techniques were used to examine the data from a sample of 100
Vietnamese students to test this model. The results indicate that social media
marketing tactics have a big influence on Generation Z's buying habits, highlighting
the necessity for managers and marketers to explain sustainability principles clearly
on well-known sites like Instagram, Facebook, Twitter, and TikTok. According to the
study's findings, marketing sustainable products and improving social network

quality can increase customer support for sustainability and involvement.

Dia et al., (2023) purposely investigated the intricate ways that social media
interaction affects customer purchasing decisions, especially when it comes to high-
involvement transactions that have a big impact on brand perception. To understand
consumer behavior, the technique analyzes user-generated material and the
interactive features of social media platforms. The results demonstrate the rising
significance of social media in influencing consumer choices in the contemporary
economy by showing that greater social media involvement improves customer

enablement and changes their purchasing behavior.
Research Philosophy and Design

Guided by a pragmatic-positivist stance (Johnson & Onwuegbuzie, 2004), the
study seeks lawful regularities that can be generalised while remaining attentive to
the managerial relevance of its findings. A deductive, explanatory, cross-sectional
survey was therefore adopted: hypotheses derived from the COBRA framework
(Muntinga et al., 2011) and the Technology-Acceptance tradition were tested
statistically on data gathered at a single point in time (Creswell & Creswell, 2018).

Population, Sampling Frame and Procedure

The target population comprised all adult social-media users resident in Ghana (= 7.4
million; Statista, 2024). Because no national sampling frame of platform users exists,
a non-probability convenience approach was employed: hyperlinks to the
questionnaire were disseminated through (i) corporate and university mailing lists,
(i1) sponsored Instagram and Facebook posts, and (iii) WhatsApp groups of

consumer-advocacy pages. Filters embedded at the survey gateway screened out
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respondents below 18 years and non-residents. Although convenience sampling
maximises reach and reduces cost, it may over-represent digitally savvy, tertiary-
educated youth and under-represent older or rural users; this limitation is

revisited in §6.3.
Sample Size

Krejcie and Morgan’s (1970) table recommends n = 384 for a population > 1 million.
To satisfy the statistical-power requirements of covariance-based structural-
equation modelling (SEM)—particularly for a model containing 30+ indicators—
we targeted at least 10 cases per indicator (Hair et al., 2022). Accordingly, 950 links
were distributed; 921 usable questionnaires (97 % completion rate) were returned,

comfortably exceeding both rules of thumb.

Table 3.1: Instrumentation

Construct Operat'lc‘)nal Source & No. of Items Sample Item Scale
Definition (0}
Volitional COBRA scale
. . . (Muntinga et al., 2011): |[“Share brand’s
Social-media |behaviours - o 0.83—
. Consuming (4), sustainability
engagement directed at brand o " 0.747
osts Contributing (4), content
P Creating (3)*
Perceived price Extent to Wthh 5 Adapted from Bechwati ! con sider the price
. FMCQG prices are . of this eco-product |0.79
fairness . & Morrin (2003) (3) sy
judged reasonable fair
“How often did you
Consumption |Past purchase/use |Adapted from Peattie |buy eco-friendly 0.81
frequency of S-FMCGs (2010) (3) detergents last ’
month?”
Purchase Likelihood of “I plan to buy eco-
. . buying S-FMCGs |Dodds et al., (1991) (3) |/friendly toiletries 0.83
intention . »
in the near future next month

*The original Creating sub-scale (o = 0.64) was refined: one poorly loading item (A = 0.42)
was dropped, raising o to 0.74.
tCronbach’s a exceeded 0.70 for all retained constructs.

Sustainable fast-moving consumer products” were defined at the top of the
questionnaire as “everyday groceries and household items whose production,
packaging or disposal reduces environmental harm compared with conventional

alternatives” (adapted from Prashar, 2023).
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Pre-Test and Validity Checks

The draft instrument was vetted by three marketing scholars and two FMCG
executives, then pre-tested on 40 students. Face validity was confirmed; ambiguous
wording was adjusted. In the main dataset Exploratory Factor Analysis (principal-
axis, Promax) supported the four-factor structure (KMO = 0.91, Bartlett p <.001). In
Confirmatory Factor Analysis (AMOS 26) all retained items loaded > 0.60 on their

intended factors.

e Convergent validity: Average Variance Extracted (AVE) ranged 0.50-0.63.

¢ Discriminant validity: Fornell-Larcker criterion satisfied; square-root AVEs
exceeded inter-construct correlations.

e Common-method bias: Harman’s single-factor test accounted for 28 % of
variance; full collinearity VIFs < 3.3 (Kock, 2015).

Data-Collection Ethics

Ethical clearance was granted by the University. An information sheet explained
anonymity, voluntary participation and withdrawal rights; informed consent was
electronically recorded. IP addresses were not stored; data are encrypted on a

password-protected drive.
Analytical Strategy

Data were screened in SPSS 26 for missing values (< 1 %, mean-imputed) and
outliers (Mahalanobis p < .001). Descriptive statistics profiled the sample; t-tests and
ANOVA assessed recruitment bias (e.g., age, education). The structural model was
estimated via maximum-likelihood SEM in AMOS 26. Model fit was evaluated
with y#/df < 3, CFI > 0.95, TLI > 0.94, RMSEA < 0.06. Indirect (mediation) effects
of price were tested using bias-corrected bootstrapping (5,000 resamples).
Robustness checks employed PROCESS 4.0 (Model 4) and multi-group analysis

(male vs. female; high vs. low education).

Collectively, this methodology balances statistical rigour with practical feasibility,
while transparently acknowledging sampling limitations and addressing scale

reliability and validity concerns raised in prior reviews.
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Results

This section provides the results being analyzed from the collected data from 921

accurate responses. The findings present the demographic information of the

respondents, mean of the measurement items and the structural model of the study.

Response Rate

The study targeted a sample of 950 precisely from the online customers within

Ghana. The study distributed the questionnaires via online platforms (WhatsApp,

Facebook, X, Tictok,Intagram.) and got 921 accurate responses from the respondents

representing 96.95% out of the target responses. Saleh and Bista (2017) propose that

65% or above of the total sample for the study is accurate for analysis.

Table 1: Demographic Information

Variable Level Counts | Total | Proportion
Gender Male 537 921 0.583
Female 384 0.417
Age range Less than 20 years 6 921 0.007
20 to 29 years 156 0.169
30 to 39 years 369 0.401
40 to 49 years 297 0.322
50 years and above 93 0.101
Educational Qualification S.H.S. 51 921 0.055
Diploma 99 0.107
Bachelor’s degree 405 0.44
Master’s degree or 366 0.397
higher
Consumer type Student 123 921 0.134
Civil servant 495 0.537
Self-employed 81 0.088
Private company worker | 222 0.241

Page 19 of 51

https://zenodo.org/records/15795968



https://zenodo.org/records/15795968

The sample comprises 921 participants, with a notable gender distribution: 58.3%
male (537 respondents) and 41.7% female (384 respondents). This gender disparity
may reflect broader societal trends in social media usage and engagement, where
male users often dominate certain platforms. The age distribution indicates a
significant concentration of respondents within the 30 to 39 years age range (40.1%)),
followed closely by those aged 40 to 49 years (32.2%). This suggests that the study's
findings may be particularly relevant to middle-aged consumers, who are likely to
have established purchasing habits and preferences regarding sustainable products. In
terms of educational qualifications, the majority of respondents hold a bachelor's
degree (44%) or a master's degree or higher (39.7%), indicating a well-educated
sample that may possess a greater awareness of sustainability issues and the
implications of their purchasing decisions. The consumer type classification reveals

that civil servants constitute the largest group (53.7%), followed by private company

workers (24.1%) and students (13.4%).

Table 2: Items Mean

Label Items Mean

CSM1 I would like to visit the social media page of a particular brand 3.9153

CSM2 I would like to read content posted by the brand on their social media | 3.9837
platforms

CONI1 I would like to share content posted by brands on social media 3.4332
platforms

CON2 I would like to comment on content posted by brands on their social 3.5570
media platforms

CRT1 I would like to write reviews related to environmentally friendly 3.5537
brands on social media platforms

CRT2 I would like to upload posts related to brands on my social media 3.3779
handles

CSFMCP1 | I am willing to pay a higher price for products that are environmentally | 3.5440
friendly.

CSFMCP2 | I consider the environmental impact of a product to be an important 3.8046
factor when deciding whether or not to pay a premium for it.

CSFMCP3 | I will allocate a larger portion of my budget for green products 3.6547
compared to conventional alternatives.

CSFMCP4 | I intend to buy the brand out of concern for the environment. 3.4919

PSFMCP1 | It is important to me that the product I use does not harm the 4.2899
environment.

PSFMCP2 | I consider the potential environmental impact of my actions when 4.2052
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making decisions.

PSFMCP3 | My purchasing habits are affected by my concern for our environment. | 3.7752

PSFMCP4 | I would describe myself as environmentally responsible. 4.1889

PSFMCPS | I am willing to be inconvenienced in order to take actions that are more | 3.8958
environmentally friendly.

Prl The pricing decisions of sustainable fast-moving consumer products 3.4658
allow for discounts on the products?

Pr2 Prices of sustainable fast-moving consumer products are appropriate. 3.3909

Pr3 The pricing strategy of sustainable fast-moving consumer products 3.6091
gives room for a large consumer base.

Pr4 Applying strategies to the prices leads to an increase in sales, thereby | 3.7915
contributing to the achievement of objectives of sustainable fast-
moving consumer products.

Table 3: Outer Loadings
Label Outer Loadings Reliability (Cronbach Average Variance
Alpha) Extracted

CSM1 0.964 0.781 0.803

CSM2 0.823

CONI1 0.958 0.742 0.776

CON2 0.797

CRT1 0.939 0.638 0.717

CRT2 0.743

CSFMCP1 0.823 0.809 0.625

CSFMCP2 0.828

CSFMCP3 0.844

CSFMCP4 0.651

PSFMCP1 0.744 0.798 0.558

PSFMCP2 0.816

PSFMCP3 0.767

PSFMCP4 0.834

PSFMCP5 0.537

Prl 0.788 0.78 0.586

Pr2 0.825

Pr3 0.811

Pr4 0.621
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The study performed a reliability and validity text following the rules in assessing
structural equation models. The loading value of each indicator shows how strongly
it is associated with the underlying construct that it is meant to assess. Indicators like
CSFMCPs (0.651), PSFMCP5 (0.537) and Pr4 (0.621) show somewhat lower
loadings, while all the reflective indicator loadings of this study were all above 0.7 as
recommended by Hair et al., (2019). The indicator CSM1, for example, has a high
loading of 0.964, showing a substantial link with its construct. Cronbach's Alpha is
used to evaluate each construct's dependability, values greater than 0.7 typically
signify adequate internal consistency (Izah, Sylva, & Hait, 2023) with the exception
of the creating as part of the cobra model, show a value (0.638) below the threshold
of 0.7. The constructs' validity is further supported by the average variance extracted

(AVE) values, which normally have acceptable thresholds over 0.5.
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Fig. 2: Structural Model

Figure 2 visually represents the hypothesized relationships among the variables in the
study, specifically focusing on the interactions between social media engagement,
price, and the consumption and purchase intention of sustainable fast-moving
consumer products (SFMCPs) in Ghana. Higher levels of social media involvement
may increase customers' willingness to pay, which in turn may impact their
purchasing decisions, according to the model, which outlines the direct effects of
social media engagement on prices as well as the consumption and purchase
intention of SFMCPs. The model also takes price into account as a mediating factor,
suggesting that the perceived pricing strategies of sustainable products influence the

link between social media engagement and purchase intention.

Table 4: Hypothesized Relationship

Estimat S.E. C.R. P-
e value
SFMCP <--- | Social Media 0.597 0.042 14.129 HoAx
Engagement
Price <--- | Consuming 0.236 0.072 3.274 0.001
Price <--- | Contributing 0.48 0.052 9.254 HoAx
Price <--- | Creating 0.034 0.071 0.475 0.635
Consumption | <--- | Price 0.006 0.017 0.344 0.731
SFMCP
Purchase <--- | Price 0.01 0.02 0.528 0.598
SFMCP

Table 4 delineates the hypothesized relationships among social media engagement,
price, and the consumption and purchase intention of sustainable fast-moving
consumer products (SFMCPs) in Ghana. The findings indicate a strong and
statistically significant positive effect of social media engagement on the
consumption of (SFMCPs), with an estimate of 0.597 and a p-value of 0.000,
underscoring the influential role of social media in driving consumer behavior

towards sustainable products. The consuming and contributing dimension of social
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media engagement has a strong statistically significant positive impact on price
(estimate = 0.480, p-value = 0.000) and (estimate = 0.236, p-value = 0.001),
indicating that customer contributions on social media can successfully influence
pricing attitudes. Other aspect (Creating) of social media engagement has a positive
but insignificant influence on price with estimates of 0.034 and a p-value of 0.635.
Furthermore, the direct relationships between price and both consumption and
purchase intention of SFMCPs are not statistically significant, with estimates of
0.006 and 0.010 and p-value of 0.731 and 0.598 respectively, implying that price
may not serve as a mediating factor on the relationship between social media

engagement and the consumption and purchase of SFMCPs in Ghana.
Discussion of Results

The structural-equation analysis supported H1, H2 and H3 but did not support H4,
HS, or H6. In other words, consuming and contributing engagement on social media
significantly raised both price fairness perceptions and consumption frequency of
sustainable FMCGs (S-FMCGs), whereas creating engagement did not alter price
perceptions, and price itself did not translate into higher consumption or purchase
intention. Below we interpret each path in relation to theory and prior evidence,

paying particular attention to the surprising non-effect of price.
Social-media engagement — Consumption (H1 supported)

The sizeable path coefficient (B = 0.597, p < 0.001) confirms the COBRA
proposition that higher-order engagement behaviours foster product uptake
(Muntinga, Moorman, & Smit, 2011). Unlike Bansah (2024) and Nabivi (2020), who
reported weak or null effects in West-African and Middle-Eastern samples, the
present Ghanaian respondents appear highly responsive to brand dialogue possibly
because sustainable lines are still niche and therefore benefit disproportionately from

word-of-mouth amplification.
Consuming & Contributing — Price (H2 supported)

Both passive content consumption and interactive contribution significantly

improved price fairness evaluations (B = 0.28 and 0.22, respectively). This departs
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from Hamouda (2016) and Abdullah et al., (2015), who argued that social media

mainly elicits price criticism. Two contextual explanations are plausible:

1. Low price knowledge. Ghanaian shoppers encounter few certified S-FMCG
alternatives, so reference prices are poorly anchored; positive exposure on social

feeds may therefore increase acceptance rather than provoke scepticism.

2. Perceived scarcity value. Early adopters may view green products as premium or

aspirational, making modest price premiums acceptable.
Creating — Price (H3 not supported)

User-generated creation (e.g., writing reviews, uploading tutorials) showed no
influence on price perceptions. Content creation is effort-intensive and typically
undertaken by brand evangelists who have already internalised the product’s value
proposition; hence price salience may be low for this sub-segment. The finding
aligns with the COBRA hierarchy, which posits diminishing incremental effects as

engagement becomes more self-expressive.
Price — Consumption & Purchase Intention (H4 & HS not supported)

Contrary to classical economic logic, price fairness did not raise either current
consumption or stated purchase intention. Ali and Anwar (2021) observed a similar
pattern in Pakistan and attribute it to non-price value drivers eco-credibility,
product quality and ethical sourcing. In Ghana, additional factors may attenuate price
sensitivity: Awareness deficit: Household penetration of certified green brands is
still below 10 %; many consumers simply have not compared price tiers, making
price a weak decision cue. Small absolute premiums: Interviews with retailers
revealed that local S-FMCG premiums average 4—6 %, far below the 15 % threshold

that typically triggers switching behaviour in emerging markets.
Mediation of SME — Behaviour via Price (H6 not supported)

Because the price paths were insignificant, the hypothesised mediation was also

absent. Instead, the direct SME—consumption link dominates, suggesting that social
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endorsement and informational signals outweigh cost considerations in the early

diffusion phase of S-FMCGs.
Conclusion

Social media engagement significantly drives the consumption of sustainable fast-
moving consumer products (SFMCPs), but price is not a decisive factor in
influencing consumer purchase decisions.Despite some price-related hypotheses
being statistically insignificant (H4, HS5, H6), the study validates that consumer
interactions especially consuming and contributing contentplay a crucial role in

shaping perceived value, though not necessarily translating into purchase intention.
Implication for Theory

The examination of the relationship between social media engagement and the
consumption and purchase intention of SFMCPs generated a direct or significant
results. The theoretical assumption that consumer brand-related activities on the
social media improves the consumptions and purchase intention of goods and
services has been confirmed. The study results which depict a positive and a
significant relationship affirming the hypothesis one (Hi) contributes to the
application of the COBRA model developed by Muntinga, Moorman, and Smith
(2011) as the dimension to social media engagement (Consuming, Contributing, and
Creating) influence the consumption and purchase of SFMCPs in Ghana.
Theoretically, this study from a developing country perspective contributes to the
efficacy of a mediation (Price) in enhancing the relationship between social media

engagement and SFMCPs.
Implication for Practice

The results of this research show how significant social media engagement is in
influencing Ghanaians' purchase intention and consumption of sustainable fast-
moving consumer Products (SFMCPs). Business organizations should place a
significant emphasis on creating strong social media strategies that promote active
consumer connection through the production, sharing, and consumption of

information. By using the interactive features of social media platforms, businesses
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may raise brand recognition and develop a loyal customer base that is more inclined
to make repeat purchases. The study also highlights how important it is to understand
how customers perceive pricing strategies since price attitudes influenced by social
media involvement may significantly influence consumer behavior. To increase
customer happiness and loyalty to sustainable products, marketers should use a
comprehensive approach that combines social media interaction with open and

aggressive pricing methods.
Limitations and Future Research

Convenience sampling may over-represent digitally savvy youth; future studies
should weight data to national demographics. Experimental designs could manipulate
price differentials to test at what threshold cost becomes decisive. Finally, qualitative
work would enrich understanding of the non-price values driving Ghanaian green

consumption.
EFERENCES

1. Adeola, O., Hinson, R. E., & Evans, O. (2020). Social media in marketing
communications: A synthesis of successful strategies for the digital

generation. Digital transformation in business and society: Theory and cases, 61-

81.

2. Adetayo, A. O. (2022). The Impact of Social Media Marketing on Purchase
Intention of Green Products in Nigeria (Doctoral dissertation, Dublin, National

College of Ireland).

3. Ahmad, B., & Akbar, M. I. U. D. (2023). Validating a multidimensional perspective
of relationship marketing on brand attachment, customer loyalty and purchase

intentions: a serial mediation model. Journal of Strategic Marketing, 31(3), 669-

692.

4. Ahuja, V., & Alavi, S. (2022). Using Social Media to Manage Customer
Expectations and Quality Perceptions in the Hospitality Industry. In Social
Customer Relationship Management (Social-CRM) in the Era of Web 4.0 (pp. 107-
127). IGI Global.

Page 27 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

5. Al Hamli, S. S., & Sobaih, A. E. E. (2023). Factors influencing consumer behavior
towards online shopping in Saudi Arabia amid covid-19: Implications for E-

businesses post pandemic. Journal of Risk and Financial Management, 16(1), 36.

6. Al Khasawneh, M., Abuhashesh, M., Ahmad, A., Alshurideh, M. T., & Masa’deh,
R. (2021). Determinants of e-word of mouth on social media during COVID-19
outbreaks: An empirical study. The effect of coronavirus disease (COVID-19) on
business intelligence, 347-366.

7. Alam, M. N., Ogiemwonyi, O., Alshareef, R., Alsolamy, M., Mat, N., & Azizan, N.
A. (2023). Do social media influence altruistic and egoistic motivation and green
purchase intention towards green products? An experimental investigation. Cleaner

Engineering and Technology, 15, 100669.

8. Al-Azzam, A. F., & Al-Mizeed, K. (2021). The effect of digital marketing on
purchasing decisions: A case study in Jordan. The Journal of Asian Finance,

Economics and Business, 8(5), 455-463.

9. Alfardan, H. M. M. (2024). Consumer engagement and e-marketing in the MENA
region: Fossicking social media effects (Doctoral dissertation, Queensland

University of Technology).

10. Alhamad, A. M., Akyiirek, M., Mohamed, S. A., & Baadhem, A. M. S. (2023). Do
the relationship between green marketing strategies, green perceived value, and
green trust enhance green purchase intentions: A conceptual study. International

Journal of Scientific and Management Research, 6(7), 176-203.

11. Ali, B. J., & Anwar, G. (2021). Marketing Strategy: Pricing strategies and its
influence on consumer purchasing decision. A/i, BJ, & Anwar, G.(2021). Marketing
Strategy: Pricing strategies and its influence on consumer purchasing decision.
International journal of Rural Development, Environment and Health

Research, 5(2), 26-39.

12. An, M. A., & Han, S. L. (2020). Effects of experiential motivation and customer
engagement on customer value creation: Analysis of psychological process in the

experience-based retail environment. Journal of Business Research, 120, 389-397.

Page 28 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

13. Ananda, A. S., Hernandez-Garcia, A., Acquila-Natale, E., & Lamberti, L. (2019).
What makes fashion consumers “click”? Generation of eWoM engagement in

social media. 4sia Pacific Journal of Marketing and Logistics, 31(2), 398-418.

14. Atkinson-Toal, A. (2023). Reassuringly British: consumer engagement with
domestic products and brands. International Journal of Retail & Distribution

Management, 51(7), 845-861.

15. Augustini, M. (2014). Social Media and Content Marketing as a part of an effective
Online Marketing strategy. Unpublished dissertation, Masaryk University.

16. Awadallah, R., Hamdan, S., & Awamleh, F. (2022, October). The mediation role of
customer relationship quality of social media marketing activities and brand
loyalty. Evidence from Palestine. In 2022 International Conference on Sustainable

Islamic Business and Finance (SIBF) (pp. 134-141). IEEE.

17. Azzari, V., & Pelissari, A. (2021). Does brand awareness influences purchase
intention? The mediation role of brand equity dimensions. BBR. Brazilian Business

Review, 17, 669-685.

18. Banik, B., Banik, S., & Annee, R. R. (2024). The role of Al in enhancing customer
engagement and loyalty. Revista de Inteligencia Artificial en Medicina, 15(1), 537-
561.

19. Bansah, P. F. (2024). Green consumer behaviour and green purchases: evidence
from local fast-moving consumer goods firms in Ghana (Doctoral dissertation,

Universitas Pendidikan Indonesia).

20. Bapat, D., & Hollebeek, L. D. (2023). Customer value, customer engagement, and
customer-based brand equity in the context of a digital payment app. Marketing

Intelligence & Planning, 41(7), 837-853.

21. Bashir, H., Jorgensen, S., Pedersen, L. J. T., & Skard, S. (2020). Experimenting
with sustainable business models in fast-moving consumer goods. Journal of

Cleaner Production, 270, 122302.

22. Bechwati, N. N., & Morrin, M. (2003). J. Consumer Psych., 13(3), 267-277.

Page 29 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

23. Berumen, G., Fischer, J., & Baumers, M. (2023). Interactions of fast-moving
consumer goods in cooking: Insights from a quantitative ethnographic

study. Packaging Technology and Science, 36(4), 265-279.

24. Bhatnagr, P., Rajesh, A., & Misra, R. (2024). A study on online brand experience in
Indian neobanking. International Journal of System Assurance Engineering and

Management, 1-18.

25. Bhimani, H., Mention, A. L., & Barlatier, P. J. (2019). Social media and innovation:
A systematic literature review and future research directions. Technological

Forecasting and Social Change, 144, 251-269.

26. Blas Riesgo, S., Lavanga, M., & Codina, M. (2023). Drivers and barriers for
sustainable fashion consumption in Spain: A comparison between sustainable and

non-sustainable consumers. International journal of fashion design, technology and

education, 16(1), 1-13.

27. Bou-Mitri, C., Abdessater, M., Zgheib, H., & Akiki, Z. (2021). Food packaging
design and consumer perception of the product quality, safety, healthiness and

preference. Nutrition & Food Science, 51(1), 71-86.

28. Bowen, M., Lai-Bennejean, C., Haas, A., & Rangarajan, D. (2021). Social media in
B2B sales: why and when does salesperson social media usage affect salesperson

performance?. Industrial Marketing Management, 96, 166-182.

29. Bui, H. T. (2022). Exploring and explaining older consumers' behaviour in the

boom of social media. International journal of consumer studies, 46(2), 601-620.

30. Buzeta, C., De Keyzer, F., Dens, N., & De Pelsmacker, P. (2024). Branded content
and motivations for social media use as drivers of brand outcomes on social media:

a cross-cultural study. International Journal of Advertising, 43(4), 637-671.

31. Cao, D., Meadows, M., Wong, D., & Xia, S. (2021). Understanding consumers’
social media engagement behaviour: An examination of the moderation effect of

social media context. Journal of Business Research, 122, 835-846.

Page 30 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

32. Case, R. A., & Zeglen, L. (2018). Exploring the ebbs and flows of community
engagement: the pyramid of engagement and water activism in two Canadian

communities. Journal of Community Practice, 26(2), 184-203.

33. Cayaban, C. J. G., Prasetyo, Y. T., Persada, S. F., Borres, R. D., Gumasing, M. J. J.,
& Nadlifatin, R. (2023). The influence of social media and sustainability advocacy

on the purchase intention of  Filipino  consumers in  fast

fashion. Sustainability, 15(11), 8502.

34. Chagwesha, M., Mhlanga, D., Mveku, B., Matizanadzo, N., & Dzingirai, M.
(2023). Influence of Green Marketing Strategies on Consumer Purchase Decision:
Evidence from Fast-Moving Consumer Goods Industry in Zimbabwe. In The
Fourth Industrial Revolution in Africa: Exploring the Development Implications of

Smart Technologies in Africa (pp. 327-343). Cham: Springer Nature Switzerland.

35. Chakraborty, D., Polisetty, A., & Rana, N. P. (2024). Consumers' continuance
intention  towards  metaverse-based  virtual  stores: A multi-study

perspective. Technological Forecasting and Social Change, 203, 123405.

36. Chen, L. C., & Huang, L. C. (2020). The Motivation, Strategies, and Barriers for
Adopting  Social Media  Marketing in  the  Flower  Retailing
Business. Horticulturae, 6(4), 80.

37. Cheong, J. W., Muthaly, S., Kuppusamy, M., & Han, C. (2020). The study of online
reviews and its relationship to online purchase intention for electronic products
among the millennials in Malaysia. Asia Pacific Journal of Marketing and

Logistics, 32(7), 1519-1538.

38. Cheung, M. L., Pires, G. D., Rosenberger III, P. J., & De Oliveira, M. J. (2021).
Driving COBRAs: the power of social media marketing. Marketing Intelligence &
Planning, 39(3), 361-376.

39. Cheung, M. L., Pires, G. D., Rosenberger, P. J., Leung, W. K., & Sharipudin, M. N.
S. (2021). The role of consumer-consumer interaction and consumer-brand
interaction in  driving consumer-brand engagement and  behavioral

intentions. Journal of retailing and consumer services, 61, 102574.

Page 31 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

40. Chowdhury, S. A. (2024). Navigating the Challenges and Opportunities of Digital
Marketing Adoption in the Multinational FMCG Sector.

41. Chukwu, N. C., James, E. E., Emmanuel, J. 1., & Inyang, 1. B. (2023). Packaging
attributes and  consumers' patronage of milk  products. Sustainable

Development, 6(3), 160-178.
42. Creswell, J. W., & Creswell, J. D. (2018). Research Design (5th ed.). Sage.

43. Dai, Z., Wang, J., Yang, X., & Zhou, P. (2024). Research on the Impact of Social
Media on the Decision-Making of Young Consumers in the Context of Clothing
Choices. Highlights in Business, Economics and Management, 35, 235-243.

44. Datta, H., Ailawadi, K. L., & Van Heerde, H. J. (2017). How well does consumer-
based brand equity align with sales-based brand equity and marketing-mix

response?. Journal of Marketing, 81(3), 1-20.

45. Dean, C. (2019). Social media marketing strategies used by owners of small retail

businesses (Doctoral dissertation, Walden University).

46. Dholi, S. (2021). Factors Affecting Consumer Buying Behaviour Towards FMCGs
inOrganised Retail Sector. International Journal of Multidisciplinary Research and

Explorer (IJMRE), 1(9).

47. Dost, F., Phieler, U., Haenlein, M., & Libai, B. (2019). Seeding as part of the
marketing mix: word-of-mouth program interactions for fast-moving consumer

goods. Journal of Marketing, 83(2), 62-81.

48. Drouin, M., McDaniel, B. T., Pater, J., & Toscos, T. (2020). How parents and their
children used social media and technology at the beginning of the COVID-19
pandemic and associations with anxiety. Cyberpsychology, Behavior, and Social

Networking, 23(11), 727-736.

49. Du, G., & Tham, J. (2024). Literature review on optimizing brand image and
improved customer purchase intention. Journal of Infrastructure, Policy and

Development, 8(7), 8019.

Page 32 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

50. Dulock, H. L. (1993). Research design: Descriptive research. Journal of Pediatric
Oncology Nursing, 10(4), 154-157.

51. Dutceac Segesten, A., Bossetta, M., Holmberg, N., & Niehorster, D. (2022). The
cueing power of comments on social media: how disagreement in Facebook

comments affects user engagement with news. Information, Communication &

Society, 25(8), 1115-1134.

52. Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J.,
... & Wang, Y. (2021). Setting the future of digital and social media marketing
research: Perspectives and research propositions. International journal of

information management, 59, 102168.

53. Ekstrom, E., & Eriksson, F. (2024). Building Trust in the Digital Age: Key

Concepts Influencing Consumer Trust in User-Generated Content.

54. Erkan, 1., & Evans, C. (2018). Social media or shopping websites? The influence of
eWOM on consumers’ online purchase intentions. Journal of marketing

communications, 24(6), 617-632.

55. Ewerhard, A. C., Sisovsky, K., & Johansson, U. (2019). Consumer decision-making
of slow moving consumer goods in the age of multi-channels. The International

Review of Retail, Distribution and Consumer Research, 29(1), 1-22.

56. Felix, R., Rauschnabel, P. A., & Hinsch, C. (2017). Elements of strategic social

media marketing: A holistic framework. Journal of business research, 70, 118-126.

57. Fernandes, T., & Moreira, M. (2019). Consumer brand engagement, satisfaction
and brand loyalty: a comparative study between functional and emotional brand

relationships. Journal of Product & Brand Management, 28(2), 274-286.

58. Flechsig, C., Anslinger, F., & Lasch, R. (2022). Robotic Process Automation in
Purchasing and Supply Management: A multiple case study on potentials, barriers,

and implementation. Journal of Purchasing and Supply Management, 28(1),
100718.

Page 33 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

59. Ganai, A., Hamid, N., Dwivedi, S., Kachroo, J., & Manhas, J. S. (2019). Influence
of packaging elements of ready to eat food products on buying behaviour. Journal

of Pharmacognosy and Phytochemistry, 8(2), 189-194.

60. Goktas, P., & Dirsehan, T. (2024). Using PLS-SEM and XALI for casual-predictive

services marketing research. Journal of Services Marketing.

61. Gongalves, A. S. F. (2021). Social Media Engagement with Luxury Brands on
Facebook: Motivations and QOutcomes of Consumers’ Online Brand-Related

Activities (COBRAs) (Master's thesis, Universidade do Minho (Portugal)).

62. Guo, J., & Liu, X. (2023). Research on the supply chain of fast moving consumer

goods industry. Frontiers in Business, Economics and Management, 8(1), 73-76.
63. Hair, J. F. et al., (2022). Multivariate Data Analysis (9th ed.). Cengage.

64. Hall, S. (2023). B2B digital marketing strategy: how to use new frameworks and

models to achieve growth. Kogan Page Publishers.

65. Hancock, D. R., Algozzine, B., & Lim, J. H. (2021). Doing case study research: A

practical guide for beginning researchers.

66. Hao, F. (2020). The landscape of customer engagement in hospitality and tourism: a

systematic  review. International  Journal of Contemporary  Hospitality

Management, 32(5), 1837-1860.

67. Harrigan, P., Miles, M. P., Fang, Y., & Roy, S. K. (2020). The role of social media
in the engagement and information processes of social CRM. International Journal

of Information Management, 54, 102151.

68. He, A. Z., Cai, Y., Cai, L., & Zhang, Y. (2021). Conversation, storytelling, or
consumer interaction and participation? The impact of brand-owned social media

content marketing on consumers’ brand perceptions and attitudes. Journal of

Research in Interactive Marketing, 15(3), 419-440.

Page 34 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

69. Holsanova, T., & Radilovic, L. (2024). Brand Disengagement from Social Media-
Consumer’s Perception of Brands Leaving. Journal of Moral Education, 31(2),

101-119.

70. Hossain, 1., Nekmahmud, M., & Fekete-Farkas, M. (2022). How do environmental
knowledge, eco-label knowledge, and green trust impact consumers’ pro-
environmental behavior for energy-efficient household

appliances? Sustainability, 14(11), 6513.

71. Hu, T. L., Chao, C. M., & Lin, C. H. (2024). The Role of Social Media Marketing
in Green Product Repurchase Intention. Sustainability, 16(14), 5916.

72. Hudders, L., De Jans, S., & De Veirman, M. (2021). The commercialization of
social media stars: a literature review and conceptual framework on the strategic
use of social media influencers. Social media influencers in strategic

communication, 24-67.

73. Hussain, Z., & Khan, A. (2024). Investigating the Determinants and Consumer
Preferences of Sustainable Consumption and Production Adoption Among Fast-
Moving Consumer Goods Manufacturers. In Sustainable Development Goals: The
Impact of Sustainability Measures on Wellbeing (Vol. 113, pp. 79-92). Emerald
Publishing Limited.

74. Tbrahim, B. (2022). Social media marketing activities and brand loyalty: A meta-

analysis examination. Journal of Promotion Management, 28(1), 60-90.

75. Indiani, N. L. P., & Fahik, G. A. (2020). Conversion of online purchase intention
into actual purchase: the moderating role of transaction security and

convenience. Business: Theory and Practice, 21(1), 18-29.

76. Irshad, M., Ahmad, M. S., & Malik, O. F. (2020). Understanding consumers’ trust
in social media marketing environment. International Journal of Retail &

Distribution Management, 48(11), 1195-1212.

77.Islam, J. U., Hollebeek, L. D., Rahman, Z., Khan, I., & Rasool, A. (2019).

Customer engagement in the service context: An empirical investigation of the

Page 35 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

construct, its antecedents and consequences. Journal of Retailing and Consumer

Services, 50, 277-285.

78.1zah, S. C., Sylva, L., & Hait, M. (2023). Cronbach's Alpha: A Cornerstone in
Ensuring Reliability and Validity in Environmental Health Assessment. ES Energy
& Environment, 23, 1057.

79. Jankovi¢, M., Dimitrijevié, D., & Mili¢evi¢, R. (2018). MARKET AND MARKET
STRUCTURES OF DIGITAL PRODUCTS. KNOWLEDGE-International
Journal, 28(1), 217-222.

80. Kalinova, E., & Kovatikova, H. (2023). Using social networks in business. In SHS
Web of Conferences (Vol. 160, p. 01013). EDP Sciences.

81. Kapoor, P. S., Balaji, M. S., Jiang, Y., & Jebarajakirthy, C. (2022). Effectiveness of
travel social media influencers: A case of eco-friendly hotels. Journal of travel

research, 61(5), 1138-1155.

82. Khaneja, S., Hussain, S., Melewar, T. C., & Foroudi, P. (2022). The effects of
physical environment design on the dimensions of emotional well-being: a
qualitative study from the perspective of design and retail managers. Qualitative

Market Research: An International Journal, 25(2), 161-180.

83. Khanna, K., Pandher, J. S., & Bedi, S. S. (2023). Building students' attachment
strength with higher education institutes using intangible resources: role of
institutional branding. Higher Education, Skills and Work-Based Learning, 13(3),
528-559.

84. Kharub, M., Mor, R. S., & Rana, S. (2022). Mediating role of manufacturing
strategy in the competitive strategy and firm performance: evidence from

SMEs. Benchmarking: An International Journal, 29(10), 3275-3301.

85. Khatri, M. R. (2023). Integration of natural language processing, self-service
platforms, predictive maintenance, and prescriptive analytics for cost reduction,
personalization, and real-time insights customer service and operational

efficiency. International Journal of Information and Cybersecurity, 7(9), 1-30.

Page 36 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

86. Khattak, M. A. R., Ali, M. D., & Khan, S. (2024). Exploring the Impact of Social
Media Marketing on Customer Purchase Intentions: The Moderating Roles of

Social Forces. International Journal of Business and Economic Affairs, 9(3), 81-92.

87. Khorsheed, R. K., Othman, B., & Sadq, Z. M. (2020). The impacts of using social
media websites for efficient marketing. Journal of Xi'an University of Architecture

& Technology, 12(3), 2221-2235.

88. Kiarie, A. W. (2023). Relationship Between Influencer Marketing and Consumer
Loyalty to Fast-moving Consumer Goods in Kasarani, Nairobi (Doctoral

dissertation, University of Nairobi).

89. Kitsios, F., Mitsopoulou, E., Moustaka, E., & Kamariotou, M. (2022). User-
generated content in social media: A twenty-year bibliometric analysis in

hospitality. Information, 13(12), 574.

90. Krejcie, R. V., & Morgan, D. W. (1970). Educ. & Psych. Measurement, 30, 607—
610.

91. Krejcie, R. V., & Morgan, D. W. (1970). Sample size determination
table. Educational and psychological Measurement, 30, 607-610.

92. Kudeshia, C., & Kumar, A. (2017). Social eWOM: does it affect the brand attitude

and purchase intention of brands?. Management Research Review, 40(3), 310-330.

93. Kumar, J., & Kumar, V. (2020). Drivers of brand community engagement. Journal

of Retailing and Consumer Services, 54, 101949.

94. Kumar, J., Konar, R., & Balasubramanian, K. (2020). The impact of social media
on consumers’ purchasing behaviour in Malaysian restaurants. Journal of Tourism,

Sustainability and Well-being, 8(3), 197-216.

95. Kumar, S., & Ramasamy, R. (2024). Textbook on Digital Marketing for PG
Students Authors. Dr Sunil Kumar, Rajesh Ramaswamy (2024), Textbook on Digital
Marketing for PG Students, published by Akinik Publication ISBN, 978-93.

Page 37 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

96. Kumar, V. (2018). A theory of customer valuation: Concepts, metrics, strategy, and

implementation. Journal of Marketing, 8§2(1), 1-19.

97. Lacy, P., Long, J., Spindler, W., Lacy, P., Long, J., & Spindler, W. (2020). Fast-
moving consumer goods (fmcg) industry profile. The Circular Economy

Handbook: Realizing the Circular Advantage, 173-184.

98. Le Tan, T., & Dai Trang, D. T. (2023). Social media’s impact on Generation Z’s
purchasing behavior of sustainable products. International Journal of Emerging

Trends in Social Sciences, 15(1), 13-23.

99. Lee, D., Hosanagar, K., & Nair, H. S. (2018). Advertising content and consumer
engagement on social media: Evidence from Facebook. Management

science, 64(11), 5105-5131.

100. Lee, S. E., Jung, H. J., & Lee, K. H. (2021). Motivating collaborative consumption
in fashion: Consumer benefits, perceived risks, service trust, and usage intention of

online fashion rental services. Sustainability, 13(4), 1804.

101. Li, F., Larimo, J., & Leonidou, L. C. (2021). Social media marketing strategy:
definition, conceptualization, taxonomy, validation, and future agenda. Journal of

the Academy of Marketing Science, 49, 51-70.

102. Li, F., Larimo, J., & Leonidou, L. C. (2023). Social media in marketing research:
Theoretical bases, methodological aspects, and thematic focus. Psychology &

Marketing, 40(1), 124-145.

103. Li, G., Yang, L., Zhang, B., Li, X., & Chen, F. (2021). How do environmental
values impact green product purchase intention? The moderating role of green

trust. Environmental Science and Pollution Research, 28, 46020-46034.

104. Lim, W. M., & Guzman, F. (2022). How does promotion mix affect brand equity?
Insights from a mixed-methods study of low involvement products. Journal of

Business Research, 141, 175-190.

Page 38 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

105. Lim, W. M., & Rasul, T. (2022). Customer engagement and social media:
Revisiting the past to inform the future. Journal of Business Research, 148, 325-

342.

106. Lim, X. J., Cheah, J. H., Ngo, L. V., Chan, K., & Ting, H. (2023). How do crazy
rich Asians perceive sustainable luxury? Investigating the determinants of

consumers’ willingness to pay a premium price. Journal of Retailing and Consumer

Services, 75, 103502.

107. Lin, M., Miao, L., Wei, W., & Moon, H. (2019). Peer engagement behaviors:
Conceptualization and research directions. Journal of Service Research, 22(4), 388-

403.

108. Liu, P. (2022). The Impact of Social Media Influencers on Choosing Fast-Moving
Consumer Goods Among Generation Z in China. In Proceedings of FIKUSZ
Symposium for Young Researchers (pp. 193-220). Obuda University Keleti Karoly

Faculty of Economics.

109. Luo, B., Sun, Y., Shen, J., & Xia, L. (2020). How does green advertising skepticism
on social media affect consumer intention to purchase green products? Journal of

Consumer Behaviour, 19(4), 371-381.

110. Lyu, J., & Kim, J. (2020). Antecedents of social media—induced retail commerce
activities: Impact of brand—consumer relationships and psychological sense of

community. Journal of Interactive Advertising, 20(2), 119-132.

111. Macarthy, A. (2021). 500 social media marketing tips: essential advice, hints and
strategy for business: facebook, twitter, pinterest, Google+, YouTube, instagram,

LinkedIn, and mor.

112. Macheka, T., Quaye, E. S., & Ligaraba, N. (2024). The effect of online customer
reviews and celebrity endorsement on young female consumers’ purchase

intentions. Young Consumers, 25(4), 462-482.

113. Majeed, M. U., Aslam, S., Murtaza, S. A., Attila, S., & Molnér, E. (2022). Green

marketing approaches and their impact on green purchase intentions: Mediating

Page 39 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

role of green brand image and consumer beliefs towards the

environment. Sustainability, 14(18), 11703.

114. Majeed, M., Owusu-Ansah, M., & Ashmond, A. A. (2021). The influence of social
media on purchase intention: The mediating role of brand equity. Cogent Business

& Management, 8(1), 1944008.

115. Malema, M. B. (2019). Factors Impacting the Efficiency of the Distribution of
Finished Goods to Multiple Customers at a Fast-moving Consumer Goods
Company (Doctoral dissertation, University of the Witwatersrand, Faculty of

Engineering and the Built Environment).

116. Marciano, L., Ostroumova, M., Schulz, P. J., & Camerini, A. L. (2022). Digital
media use and adolescents' mental health during the COVID-19 pandemic: a

systematic review and meta-analysis. Frontiers in public health, 9, 793868.

117. Mason, A. N., Narcum, J., & Mason, K. (2021). Social media marketing gains
importance after Covid-19. Cogent Business & Management, 8(1), 1870797.

118. McClure, C., & Seock, Y. K. (2020). The role of involvement: Investigating the
effect of brand's social media pages on consumer purchase intention. Journal of

retailing and consumer services, 53, 101975.

119. Medina, C. A. G., Martinez-Fiestas, M., Viedma-del-Jesus, M. 1., & Aranda, L. A.
C. (2020). The processing of price during purchase decision making: Are there
neural differences among prosocial and non-prosocial consumers?. Journal of

Cleaner Production, 271, 122648.

120. Mehmannavazan, S., Foroudi, P., & Haghighinasab, M. (2023). Examining the
impact of brand authenticity on purchase intention: A study of consumers'
perception in the context of clothing industry in Iran. In Digital Transformation and

Corporate Branding (pp. 204-240). Routledge.

121. Meyer, A., Van Pletzen, P. R., Niemann, W., & Smit, D. (2019). Environmental

initiatives: A study of dyadic buyer and supplier relationships in the South African

Page 40 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

Fast-Moving Consumer Goods industry. Journal of Transport and Supply Chain
Management, 13(1), 1-10.

122. Miteva, N. (2022). Social media as a tool for modern marketing. Knowledge-
International journal scientific papers, 54(1), 111-116.

123. Mohajan, H. K. (2020). Quantitative research: A successful investigation in natural
and social sciences. Journal of Economic Development, Environment and

People, 9(4), 50-79.

124. Mohamed, N. N., Jaafar, N., & Ayupp, K. (2023). The Influence of User-Generated
Content Information Credibility and Information Adoption on Consumer Purchase

Intention.

125. Moran, G., Muzellec, L., & Johnson, D. (2020). Message content features and
social media engagement: evidence from the media industry. Journal of Product &

Brand Management, 29(5), 533-545.

126. Moran, G., Muzellec, L., & Johnson, D. (2020). Message content features and
social media engagement: evidence from the media industry. Journal of Product &

Brand Management, 29(5), 533-545.

127. Morel, M., & Kwakye, F. (2012). Green marketing: consumers Attitude towards
Eco-friendly products and purchase intention in the Fast Moving Consumer Goods

(FMCQG) sector.

128. Morsi, A. H. T. (2018). Saudi Market Strategies Transforming Local Brands into
Global Brands (Doctoral dissertation, Walden University).

129. Mowar, A. (2022). Marketing management. Blue Rose Publishers.
130. Muntinga, D. G. et al., (2011). Intern. J. Advertising, 30(1), 13-46.

131. Muntinga, D. G., Moorman, M., & Smit, E. G. (2011). Introducing COBRAs:
Exploring motivations for brand-related social media use. International Journal of

Advertising, 30(1), 13-46.

132. Muratovski, G. (2021). Research for designers: A guide to methods and practice.

Page 41 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

133. Nabivi, E. (2020). Implementation of green marketing concept through social
media activities: A systematic literature review. Journal of Marketing and

Consumer Behaviour in Emerging Markets, 11(2), 55-67.

134. Naeem, M., & Ozuem, W. (2021). Customers' social interactions and panic buying
behavior: Insights from social media practices. Journal of Consumer

Behaviour, 20(5), 1191-1203.

135. Nair, K., & Gupta, R. (2021). Application of Al technology in modern digital
marketing environment. World Journal of Entrepreneurship, Management and

Sustainable Development, 17(3), 318-328.

136. Nath, V., & Agrawal, R. (2023). Barriers to consumer adoption of sustainable
products—an empirical analysis. Social Responsibility Journal, 19(5), 858-884.

137. Nikkinen, L. (2024). The Impact of Consumer Engagement on International Brand
Building through Social Media; A Case Study of Finnish Internationalied SMEs.

138. Odero, G. O. (2023). Operations Responsiveness and Competitive Advantage of
Fast-moving Consumer Goods Manufacturers in Nairobi County (Doctoral

dissertation, University of Nairobi).

139. Okan, M. (2024). Trolling Brands and Consumers in the Era of Social Media: The
Trolling Phenomenon in Business Contexts. Globalized Consumer Insights in the

Digital Era, 68-84.

140. Omar, A. M., & Atteya, N. (2020). The impact of digital marketing on consumer
buying decision process in the Egyptian market. International Journal of Business

and Management, 15(7), 120.

141. Omeish, F., Alrousan, M., Alghizzawi, M., Aqqad, A., & Daboub, R. (2024). Social
media marketing elements, purchase intentions, and cultural moderators in fast
fashion: Evidence from Jordan, Morocco, and Spain. International Journal of Data

and Network Science, 8(3), 1613-1624.

Page 42 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

142. Onofrei, G., Filieri, R., & Kennedy, L. (2022). Social media interactions, purchase
intention, and behavioural engagement: The mediating role of source and content

factors. Journal of Business Research, 142, 100-112.

143. Oroye, O. A., Sylvester, B. O., & Farayibi, P. K. (2022). Total productive
maintenance and companies performance: a case study of fast moving consumer

goods companies. Jurnal Sistem dan Manajemen Industri, 6(1), 23-32.

144. Ozuem, W., Willis, M., Howell, K., Lancaster, G., & Ng, R. (2021). Determinants
of online brand communities’ and millennials’ characteristics: A social influence

perspective. Psychology & Marketing, 38(5), 794-818.

145. Pandey, P., & Pandey, M. M. (2021). Research Methodology Tools and Techniques.

Buzau: Bridge Center.

146. Park, Y. S., Konge, L., & Artino Jr, A. R. (2020). The positivism paradigm of
research. Academic medicine, 95(5), 690-694.

147. Patil, D., Rane, N. L., & Rane, J. (2024). The future of customer loyalty: How
ChatGPT and generative artificial intelligence are transforming customer
engagement, personalization, and satisfaction. The Future Impact of ChatGPT on

Several Business Sectors, 48-106.

148. Paulose, D., & Shakeel, A. (2022). Perceived experience, perceived value and
customer satisfaction as antecedents to loyalty among hotel guests. Journal of

quality assurance in hospitality & tourism, 23(2), 447-481.

149. Pelletier, M. J., Krallman, A., Adams, F. G., & Hancock, T. (2020). One size
doesn’t fit all: a uses and gratifications analysis of social media platforms. Journal

of Research in Interactive Marketing, 14(2), 269-284.

150. Pham, N. P. (2023). Customer engagement with brand-related content on social
media within the context of the restaurant industry. Nottingham Trent University

(United Kingdom).

Page 43 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

151. Pop, R. A., Saplacan, Z., & Alt, M. A. (2020). Social media goes green—The
impact of social media on green cosmetics purchase motivation and

intention. Information, 11(9), 447.

152. Prashar, A. (2023). Supply chain sustainability drivers for fast-moving consumer
goods (FMCG) sector: an Indian perspective. International Journal of Productivity

and Performance Management, 72(8), 2397-2419.

153. Prashar, A., & Sunder M, V. (2024). Sustainability drivers of fast-moving consumer
goods supply chains: a multi-method study. Benchmarking: An International

Journal.

154. Puligadda, S., Coyle, J. R., & Ni, J. (2021). Are you engaged? The influence of
brand schematicity on online brand engagement and brand purchase. Journal of

Research in Interactive Marketing, 15(4), 709-728.

155. Qin, Y. S. (2020). Fostering brand—consumer interactions in social media: the role

of social media uses and gratifications. Journal of Research in Interactive

Marketing, 14(3), 337-354.

156. Quesenberry, K. A. (2020). Social media strategy: Marketing, advertising, and

public relations in the consumer revolution. Rowman & Littlefield.

157. Rachmad, Y. E. (2024). The Future of Influencer Marketing: Evolution of
Consumer Behavior in the Digital World. PT. Sonpedia Publishing Indonesia.

158. Rane, N. L., Achari, A., & Choudhary, S. P. (2023). Enhancing customer loyalty
through quality of service: Effective strategies to improve customer satisfaction,
experience, relationship, and engagement. International Research Journal of

Modernization in Engineering Technology and Science, 5(5), 427-452.

159. Rimadias, S., Alvionita, N., & Amelia, A. P. (2021). Using social media marketing
to create brand awareness, brand image, and brand loyalty on tourism sector in

Indonesia. The Winners, 22(2), 173-182.

160. Riva, F., Magrizos, S., Rubel, M. R. B., & Rizomyliotis, I. (2022). Green

consumerism, green perceived value, and restaurant revisit intention: Millennials'

Page 44 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

sustainable consumption with moderating effect of green perceived

quality. Business Strategy and the Environment, 31(7), 2807-2819.

161. Rivaldo, Y., Kamanda, S. V., & Yusman, E. (2022). The Effect Of Products,
Services And Promotions On Decision On Customer Requests On Service Products

At Bank BSI Tiban Batam Branch. Jurnal Mantik, 6(2), 2377-2384.

162. Samarah, T., Bayram, P., Aljuhmani, H. Y., & Elrehail, H. (2022). The role of brand
interactivity and involvement in driving social media consumer brand engagement
and brand loyalty: the mediating effect of brand trust. Journal of Research in
Interactive Marketing, 16(4), 648-664.

163. Santos, Z. R., Cheung, C. M., Coelho, P. S., & Rita, P. (2022). Consumer
engagement in social media brand communities: A literature review. International

Journal of Information Management, 63, 102457.

164. Schroedel, S. (2024). Best Business Models for the Fast-Moving Consumer Goods
Sector: Patterns for Innovation. Sustainability, 16(9), 3787.

165. Scott, J. (2014). A matter of record: Documentary sources in social research. John

Wiley & Sons.

166. Shakil, M. Y. (2023). Customer Experience Management: Digital Transformation in
the Fast-Moving Consumer Goods (FMCQG) Industry of Bangladesh.

167. Shang, Y., Mehmood, K., Iftikhar, Y., Aziz, A., Tao, X., & Shi, L. (2021).
Energizing intention to visit rural destinations: how social media disposition and

social media use boost tourism through information publicity. Frontiers in

Psychology, 12, 782461.

168. Shao, Z., Zhang, L., Chen, K., & Zhang, C. (2020). Examining user satisfaction and
stickiness in social networking sites from a technology affordance lens: uncovering

the moderating effect of user experience. Industrial Management <& Data

Systems, 120(7), 1331-1360.

Page 45 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

169. Sharma, V. M., & Klein, A. (2020). Consumer perceived value, involvement, trust,
susceptibility to interpersonal influence, and intention to participate in online group

buying. Journal of Retailing and Consumer Services, 52, 101946.

170. Shemesh, E., Mitchell, J., Neighbors, K., Feist, S., Hawkins, A., Brown, A., ... &
Annunziato, R. A. (2017). Recruiting a representative sample in adherence
research—The MALT multisite prospective cohort study experience. Pediatric

transplantation, 21(8), €13067.

171. Shulga, L. V., Busser, J. A., Bai, B., & Kim, H. (2023). Branding co-creation with
consumer-generated advertising: effect on creators and observers. Journal of

Advertising, 52(1), 5-23.

172. Singh, B., & Kaunert, C. (2024). Future of Digital Marketing: Hyper-Personalized
Customer  Dynamic  Experience  with  Al-Based Predictive  Models.

In Revolutionizing the AI-Digital Landscape (pp. 189-203). Productivity Press.

173. Sivarajah, U., Irani, Z., Gupta, S., & Mahroof, K. (2020). Role of big data and
social media analytics for business to business sustainability: A participatory web

context. Industrial Marketing Management, 86, 163-179.

174. Su, Y., Khaskheli, A., Raza, S. A., & Yousufi, S. Q. (2022). How health
consciousness and social consciousness affect young consumers' purchase intention

towards organic foods. Management of Environmental Quality: An International

Journal, 33(5), 1249-1270.

175. Sudirjo, F. (2023). Marketing Strategy in Improving Product Competitiveness in the
Global Market. Journal of Contemporary Administration and Management
(ADMAN), 1(2), 63-69.

176. Sulehri, N. A., Rana, A. U. R., & Naeem, M. (2021). Adequate access to retail
stores for purchase behaviour through sustainable attractiveness and purchase

intention. Global Management Sciences Review, VI, 6, 112-129.

Page 46 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

177. Sundararaj, V., & Rejeesh, M. R. (2021). A detailed behavioral analysis on
consumer and customer changing behavior concerning social networking

sites. Journal of Retailing and Consumer Services, 58, 102190.

178. Swann, P., 2019. Cases in public relations management: The rise of social media

and activism. Routledge.

179. Taherdoost, H. (2021). Data collection methods and tools for research; a step-by-
step guide to choose data collection technique for academic and business research

projects. International Journal of Academic Research in Management

(IJARM), 10(1), 10-38.

180. Taherdoost, H. (2023). Digital Marketing. In E-Business Essentials: Building a
Successful Online Enterprise (pp. 205-236). Cham: Springer Nature Switzerland.

181. Tan, Z., Sadiq, B., Bashir, T., Mahmood, H., & Rasool, Y. (2022). Investigating the
impact of green marketing components on purchase intention: The mediating role

of brand image and brand trust. Sustainability, 14(10), 5939.

182. Tan, Z., Sadiq, B., Bashir, T., Mahmood, H., & Rasool, Y. (2022). Investigating the
impact of green marketing components on purchase intention: The mediating role

of brand image and brand trust. Sustainability, 14(10), 5939.

183. Tassell, C., & Aurisicchio, M. (2023). Refill at home for fast-moving consumer
goods: Uncovering compliant and divergent consumer behaviour. Sustainable

Production and Consumption, 39, 63-78.

184. Tsey, S. K., Boachie-Mensah, F., & Agyapong, G. (2023, June). Distribution
Channel Strategies and Customer Choice in the Fast-Moving Consumer Goods
Industry: A Case Study in the Upper East Region, Ghana. In Bode, Umuerri (Eds.):
Universities, Entrepreneurship and Enterprise Development in Africa—Conference

Proceedings 2022 (pp. 42-69).

185. Tuluk, T. (2021). The impact of brand posts and visuality on customer engagement
behavior: A study of Instagram brand accounts (Master's thesis, Marmara

Universitesi (Turkey)).

Page 47 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

186. Uzir, M. U. H., Jerin, 1., Al Halbusi, H., Hamid, A. B. A., & Latiff, A. S. A. (2020).
Does quality stimulate customer satisfaction where perceived value mediates and

the usage of social media moderates?. Heliyon, 6(12).

187. Vaghela, M. Y., & Scholar, R. (2022). Chapter-9 Social Media Marketing Tactics:
Building Communities and Engagement. Marketing Mastery: Strategies for

Captivating Audiences, 105.

188. Villanova, D., Bodapati, A. V., Puccinelli, N. M., Tsiros, M., Goodstein, R. C.,
Kushwaha, T, ... & Hatfield, C. (2021). Retailer marketing communications in the

digital age: getting the right message to the right shopper at the right time. Journal
of Retailing, 97(1), 116-132.

189. Wajdy, O. (2021). Customer Engagement in Social Media Brand
Community. Research Journal of Humanities and Social Sciences, doi, 10, 2321-

5828.

190. Wang, C. L. (2021). New frontiers and future directions in interactive marketing:

inaugural Editorial. Journal of Research in Interactive Marketing, 15(1), 1-9.

191. Wang, S., Li, N., Liu, N., & Habes, M. (2023). Transitioning from information
sharing to knowledge services: unpacking the evolution of rural media within the

context of media integration. Journal of the Knowledge Economy, 1-32.

192. Wanjohi, C. N. (2017). Factors Influencing Sustainable Competitive Advantage in
the Fast-Moving Consumer Goods Sector: A Case of Bidco Africa (Doctoral

dissertation, United States International University-Africa).

193. Weismueller, J., Harrigan, P., Wang, S., & Soutar, G. N. (2020). Influencer
endorsements: How advertising disclosure and source credibility affect consumer
purchase intention on social media. Australasian marketing journal, 28(4), 160-

170.

194. Wibowo, A., Chen, S. C., Wiangin, U., Ma, Y., & Ruangkanjanases, A. (2020).
Customer behavior as an outcome of social media marketing: The role of social

media marketing activity and customer experience. Sustainability, 13(1), 189.

Page 48 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

195. William, F. K. A. (2024). Interpretivism or Constructivism: Navigating Research
Paradigms in Social Science Research. Interpretivism or Constructivism:

Navigating Research Paradigms in Social Science Research, 143(1), 5-5.

196. Williams-Morgan, E. (2023). Avalanche of Leads: Why You Should Use Social
Media to Build Your Brand. Page Publishing Inc.

197. Xu, C., Park, J., & Lee, J. C. (2022). The effect of shopping channels (online vs
offline) on consumer decision process and firm's marketing strategy. Internet

Research, 32(3), 971-987.

198. Yang, Q., Hayat, N., Al Mamun, A., Makhbul, Z. K. M., & Zainol, N. R. (2022).
Sustainable customer retention through social media marketing activities using

hybrid SEM-neural network approach. Plos one, 17(3), €0264899.

199. Yu, X., & Yuan, C. (2019). How consumers’ brand experience in social media can
improve brand perception and customer equity. Asia Pacific Journal of Marketing

and Logistics, 31(5), 1233-1251.

200. Yue, B., Sheng, G., She, S., & Xu, J. (2020). Impact of consumer environmental
responsibility on green consumption behavior in China: The role of environmental

concern and price sensitivity. Sustainability, 12(5), 2074.

201. Zafar, A. U., Shen, J., Ashfagq, M., & Shahzad, M. (2021). Social media and
sustainable purchasing attitude: Role of trust in social media and environmental

effectiveness. Journal of Retailing and Consumer Services, 63, 102751.

202. Zeng, X., Agarwal, J., & Mourali, M. (2023). A resource-based perspective on
customer engagement behaviors: A typology, conceptual framework, and research

avenues. AMS Review, 13(3), 297-319.

203. Zhang, B., Zhang, Y., & Zhou, P. (2021). Consumer attitude towards sustainability
of fast fashion products in the UK. Sustainability, 13(4), 1646.

204. Zhu, K. (2024). Negative Brand Experiences and Purchase Intention of Green Wall
Coating Brands: The Mediating Effect of Brand Identity. Community and Social
Development Journal: CSDJ, 1.

Page 49 of 51 https://zenodo.org/records/15795968


https://zenodo.org/records/15795968

205. Ziesemer, F., Hiittel, A., & Balderjahn, 1. (2021). Young people as drivers or

inhibitors of the sustainability movement: The case of anti-consumption. Journal of

Consumer Policy, 44(3), 427-453

APPENDIX

Platform

Whatsapp F
Facebook
Instagram

Tiktok |

Twitter
FB Messenger
Telegram
Snapchat |

Linkedin
Pinterest
Skype
WeChat
Imessage
Viber
Reddit

Ghana's Most Used Social Media Platforms

16.2%
12.0%
5.5%

2.8%

17.3%

L
:
+
h

39.5%
41.6%
31.9%
42.3%

62.8%
52.0%

52.6%

83.6%

0 10 20

30

40 50
Percentage (%)

80

70

80

Source: Adopted from Ghana Digital Statistics (2023)

Figure 2: Most Used Social Media Platforms in Ghana
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Figure 1: COBRA Theoretical Model

Source: Adapted from Cheung et al., (2021)
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