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Abstract 
In an era of rapid digitalisation and social-media proliferation, Indian millennials represent a critical consumer 

segment for brands aiming to develop sustainable loyalty. This study investigates how social media marketing 

(SMM) influences brand loyalty—both attitudinal and behavioural—among Indian millennials. The research 

utilises a quantitative survey of millennials active on social media, focusing on key SMM dimensions such as 

content interactivity, brand-consumer dialogue, user-generated content and brand-community participation. The 

study further examines the mediating roles of brand trust and brand community participation, and moderating 

factors such as internet usage intensity and demographic variables (gender, age). Findings indicate that SMM 

significantly enhances brand engagement, which in turn strengthens brand trust and loyalty. The proposed 

conceptual model explains major portions of variance in attitudinal and behavioural loyalty. Implications for 

marketers and brand managers in emerging markets are discussed, along with limitations and directions for 

future research. 
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I. Introduction 
The emergence of social media over the past decade has transformed the landscape of marketing 

communications, particularly in emerging economies such as India. Platforms such as Facebook, Twitter, 

Instagram, and WhatsApp have not only provided consumers with new channels of information and social 

interaction, but have also enabled brands to engage with their audiences in novel, interactive and real-time ways. 

Within this evolving social media ecosystem, the cohort referred to as “millennials” (commonly defined as those 

born roughly between 1980 and 2000) has emerged as a particularly important segment, owing to their high degree 

of digital affinity, social connectivity, and consumption potential. According to commentators, millennials are 

significantly more likely to share brand preferences online, follow brands on social networks, give peer 

recommendations, and engage via social media than older cohorts. In India, the digital revolution—characterised 

by rapid penetration of smartphones, affordable data plans, and widespread internet connectivity—has accelerated 

the shift of consumer behaviour towards online and social media channels. For brands seeking to build strong and 

sustainable relationships with their millennial consumers, traditional one-way push marketing is no longer 

sufficient. Instead, brands leverage social media marketing (SMM) as a strategic tool to shape brand perceptions, 

build emotional and social engagement, and thereby foster brand loyalty. Brand loyalty—historically rooted in 

repeat purchase behaviour, favourable attitudes, and a willingness to pay premium for one’s favourite brand—

remains a critical asset for organisations. But in the digital age, loyalty is increasingly influenced by social 

experiences, brand-consumer co-creation, peer-driven recommendations, and content shared across social 

platforms. Thus, a meaningful research question emerges: how does social media marketing shape brand loyalty 

among Indian millennials? 

 

Definitions of Key Concepts: To anchor this study, we define the major constructs: 

• Social Media Marketing (SMM): Refers to the use of social media platforms by organisations to build 

brand awareness, engage consumers, co-create content, facilitate two-way communication, and foster 

brand-consumer relationships. 

• Brand Loyalty: A consumer’s enduring commitment to repurchase or otherwise continue using the 

brand, despite situational influences and marketing efforts having the potential to cause switching behaviour. It 

comprises behavioural loyalty (repeat purchase) and attitudinal loyalty (favourable attitude toward the brand). 
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• Millennials: The generational cohort born approximately between 1980 and 2000, characterised by early 

adoption of digital technologies, a preference for experiences over possessions, peer influence in decision-making, 

and active social media usage. 

• Indian Context: The study is situated within India—an emerging market with rapidly increasing internet 

and smartphone penetration, rising youth population share, and evolving consumer behaviour influenced by social 

media. 

 

Evolution of Social Media Marketing and Brand Loyalty: The evolution of SMM can be traced to the rising 

prominence of Web 2.0, user-generated content, and interactive digital platforms. Brands gradually shifted from 

broadcast-style, one-way communication, toward dialogic, community-based interactions. Social media enabled 

consumers to not only consume brand messages but to comment, share, co-create, and influence other consumers. 

The concept of consumer-brand interaction in social media is encapsulated in models such as COBRAs 

(Consumers’ Online Brand-Related Activities) which describe consumption, contribution, and creation of 

brand-related content by consumers.  In parallel, the understanding of brand loyalty has expanded beyond mere 

repeat purchases to include social and psychological dimensions—such as emotional attachment, sense of 

belonging to a brand community, advocacy, and co-creation of brand meaning. For millennials, who are socially 

networked and digitally connected, loyalty involves being part of a brand’s social narrative and influencing others 

through online networks. In India, this evolution is particularly salient. The unique socio-cultural, economic, and 

technological environment influences how millennials engage with social media platforms and how brands deploy 

SMM strategies. With rising disposable incomes, a large young population, and increasing digital access, Indian 

millennials represent a valuable target group for brands. At the same time, their expectations for authenticity, 

interactivity, and social resonance are high, posing a significant challenge and opportunity for marketers. 

 

Rationale for the Study: From the perspective of marketing practice, building brand loyalty among millennials 

is critical. Loyal millennial consumers not only provide repeat business but also act as brand advocates within 

their social networks, generating word-of-mouth (WOM), referral traffic, and user-generated content—

multiplying brand reach with minimal incremental cost. Social media marketing offers new modalities: brands 

can listen to consumer conversations, respond real-time, co-create content with fans, and mobilise user 

communities. Understanding how SMM influences loyalty among Indian millennials allows practitioners to refine 

strategy, allocate resources wisely, design engaging content, and measure outcomes more effectively. From an 

academic perspective, while there has been considerable research on brand loyalty and on digital marketing in 

mature markets, less is known about the Indian millennials’ cohort in the context of social media marketing. 

India’s unique digital trajectory, cultural heterogeneity, multi-lingual environment, and emergent smartphone-first 

consumers suggest that theoretical insights from Western contexts may not fully apply. Furthermore, most 

empirical studies focus on purchase intention rather than longer-term loyalty. Hence, there is a strong justification 

for investigating the role of SMM in shaping brand loyalty among Indian millennials. 

 

Problem Statement: Despite the increasing adoption of social media marketing by brands operating in India, the 

linkage between such marketing efforts and sustained brand loyalty among Indian millennials remains 

under-explored. Questions remain about the mechanisms through which SMM influences loyalty—whether 

through engagement, trust, brand community participation, co-creation, or e-WOM—and how these operate 

within the Indian millennial context. Moreover, given that millennials are often portrayed as less brand-loyal and 

more experimental compared to previous generations, brands face a challenge: how to foster meaningful, enduring 

loyalty rather than mere episodic brand switching. The research problem can be stated as: How and to what extent 

do social media marketing strategies influence brand loyalty among Indian millennials? 

 

Objectives of the Study: The primary objective of this study is to examine the role of social media marketing in 

shaping brand loyalty among Indian millennials. Specifically, the study aims to: 

1. Identify the key components of social media marketing (e.g., brand-consumer interaction, user-generated 

content, brand community, peer influence, content relevance) that millennials in India respond to. 

2. Explore the relationship between social media marketing engagement and brand loyalty (both attitudinal 

and behavioural) among Indian millennials. 

3. Analyse intermediating variables (such as trust, brand community participation, peer recommendations, 

perceived brand value) that mediate the effect of SMM on brand loyalty. 

4. Examine potential moderating factors—such as demographic variables (age, gender), consumer 

internet-savviness, and device usage patterns—that influence the SMM–loyalty linkage. 

5. Provide practical recommendations for brand managers and digital marketers operating in the Indian 

context to strengthen millennial brand loyalty via social media marketing. 
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Significance of the Study: This research carries significance both for theory and practice. Theoretically, it 

contributes to the literature on digital marketing, brand loyalty, and consumer behaviour by focusing on the Indian 

millennial segment, which is under-represented in academic research compared to Western cohorts. The study 

advances understanding of how SMM functions in emerging markets and helps refine conceptual models of social 

media engagement and brand loyalty. Practically, findings will assist marketers in designing effective social media 

marketing campaigns tailored for Indian millennials—guiding decisions on content strategy, platform selection, 

community building, peer-influence leveraging, and loyalty measurement. In an era of budget constraints and 

digital fatigue, insights from this study can lead to more efficient allocation of marketing-communications 

resources and stronger brand-consumer relationships. 

 

Theoretical Framework: This study draws on several theoretical underpinnings: 

• Uses and Gratifications Theory: This theory suggests that consumers actively seek media to satisfy 

specific needs – e.g., social interaction, entertainment, information, identity formation. In the context of SMM, 

Indian millennials may use social media to engage with brands that reflect their values, peer networks, and 

self-identity. 

• Social Exchange Theory: This media-psychological lens posits that relationships (including 

brand-consumer relationships) are maintained when benefits exceed costs. Through SMM, brands provide benefits 

such as community membership, recognition, interactive content, and co-creation opportunities, thereby 

encouraging loyalty. 

• Brand Community Theory: A brand community is a specialised, non-geographically bound community 

based on structured social relations among brand admirers. Participation in brand communities—online or 

offline—can foster emotional attachment, shared values, and commitment, which drive brand loyalty. 

• Consumer Brand Engagement (CBE): Contemporary research emphasizes that brand engagement—

active, enthusiastic, meaningful interaction with brand offerings and brand communities—is a precursor to loyalty. 

Social media marketing is a key facilitator of CBE, enabling consumption, contribution, and creation of 

brand-related content (see the COBRA framework). 

• E-WOM and Peer Influence: Social media amplifies electronic word-of-mouth (e-WOM). For 

millennials who trust peer-generated content and influencer recommendations, e-WOM mediated via social media 

may strongly affect brand loyalty. 

Based on these theories, the proposed conceptual model posits that social media marketing (via brand-consumer 

interaction, user-generated content, brand community participation, peer influence) influences brand engagement, 

which in turn fosters trust and attitudinal loyalty, and ultimately behavioural loyalty (repeat purchase, advocacy). 

Moderating factors such as internet-savviness and demographic profiles can influence the strength of these 

relationships. 

 

Research Questions: In line with the objectives, the study seeks to answer the following research questions: 

1. Which dimensions of social media marketing (content interactivity, brand dialogue, user-generated 

content, brand community) are most influential in engaging Indian millennials? 

2. What is the strength of the relationship between social media marketing engagement and brand loyalty 

(attitudinal and behavioural) among Indian millennials? 

3. To what extent do trust and brand-community participation mediate the effect of social media marketing 

on brand loyalty? 

4. Do factors such as gender, internet usage intensity, device type (smartphone vs PC), or socio-economic 

status moderate the SMM-brand loyalty relationship? 

 

Contextualising the Indian Millennial Consumer: India’s demographic dividend includes a substantial youth 

and young-adult population, a significant share of which falls in the millennial cohort. With rising urbanisation, 

higher educational attainment, growing disposable income, and increasing digital literacy, millennials in India 

represent a socially connected, tech-affine and consumption-oriented group. Unlike previous generations, Indian 

millennials are more exposed to global brands, digital content, peer influences, and social-media networks. They 

are less brand-loyal than older consumers, more experimental, more influenced by peer recommendations and 

social-media trends, and expect more from brands in terms of authenticity, social value, and interactivity. In such 

a context, brand loyalty cannot be taken for granted; it must be actively nurtured through meaningful 

brand-consumer interactions, community building, and content engagement. 

 

Role of Social Media Marketing in the Indian Context: Social media marketing in India around 2016 was 

gaining momentum. Brands were experimenting with Facebook pages, Twitter handles, YouTube channels, 

Instagram posts, WhatsApp campaigns, influencer tie-ups, live streaming and user-generated content contests. 

Engagement metrics (likes, shares, comments, retweets) were becoming important indicators of brand reach and 
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resonance. Yet, the challenge for these brands was not merely to gain followers, but to convert social-media 

engagement into deeper brand loyalty. SMM offers unique advantages: 

• Brands can disseminate messages quickly and engage with consumers in real-time. 

• Social media enables two-way communication—users can comment, like, share, and create content—

thus forming conversations rather than broadcasts. 

• Social networks amplify peer recommendations and user-generated content, which often carry higher 

credibility than brand-generated messages. 

• Online brand communities enable consumers to bond with the brand and with each other, sharing 

experiences, feedback and brand narratives. 

• Digital analytics allow brands to tailor content, segment audiences, and deliver more relevant, timely 

messages. 

However, there are challenges: signals of inauthenticity, negative user comments, risk of mis-managed 

interactions, and measuring the impact of social engagement on long-term loyalty. For Indian millennials, who 

are digitally savvy, socially conscious and seeking meaningful brand relationships, the social media experience 

must align with their values and identity. 

 

Mechanisms by Which SMM Shapes Brand Loyalty: In conceptualising the linkage from social media 

marketing to brand loyalty, several mechanisms may operate: 

1. When brands post content that entertains, informs or empowers, millennials consume it (viewing, 

reading), contribute to it (commenting, sharing) and sometimes create brand-related content (posting their own 

photos/videos). This engagement deepens the consumer’s psychological relationship with the brand, increasing 

attitudinal loyalty and ultimately behavioural loyalty. The COBRA model emphasises consumption, contribution 

and creation stages.  

2. Through consistent, responsive, authentic social media interactions, brands can build trust. Millennials 

often rely on social proof (peer-posts, reviews, influencer mentions) rather than traditional advertisements. As 

trust grows, millennials are more likely to commit to the brand and resist switching to alternatives. 

3. Social media allows formation of brand communities—groups of brand admirers who interact online, 

share brand experiences, advocate for the brand, and derive a sense of belonging. Participation in such 

communities enhances emotional attachment to the brand and predisposes loyalty behaviour. 

4. When millennials post about a brand, tag it, share experiences, or recommend it to peers, they generate 

positive e-WOM which reinforces their own loyalty (through self-expression) and influences other consumers. 

This cycle strengthens the social identity tied to the brand. 

5. Millennials are influenced by their social networks; in social media contexts, brand affiliation becomes 

part of social identity. When a brand aligns with youth values (trendiness, authenticity, self-expression, social 

impact), the social-media marketing that reflects those values helps reinforce identity fit and thus brand loyalty. 

6. Social media marketing that is entertaining, relevant, interactive or customised tends to engage 

millennials more effectively. Engagement leads to positive attitude toward the brand, higher involvement, and 

increased loyalty. 

 

Hypothesised Relationships: Based on the above mechanisms, the following relationships are hypothesised: 

• H1: Social media marketing (SMM) positively influences brand engagement among Indian millennials. 

• H2: Brand engagement positively influences trust in brand and brand community participation. 

• H3: Trust and brand community participation positively influence attitudinal brand loyalty. 

• H4: Attitudinal loyalty positively influences behavioural brand loyalty (repeat purchase, advocacy). 

• H5: The effect of SMM on behavioural brand loyalty is mediated by brand engagement, trust and 

community participation. 

• H6: The strength of these relationships is moderated by variables such as internet usage intensity, gender, 

device type and socio-economic status. 

 

Why Indian Millennials Require Specific Study: Although studies in Western contexts have examined SMM 

and brand loyalty among millennials, the Indian context presents unique features: 

• India has leapfrogged technology stages—smartphones and mobile data have led digital access even in 

semi-urban and rural areas. 

• Indian millennials navigate multilingual media, regional cultures, localised content and global brand 

influences simultaneously. 

• Indian millennials often balance modern global consumption patterns with traditional values, family 

influence, referrals and social networks. 



Exploring the Role of Social Media Marketing Strategies in Shaping Attitudinal and .. 

DOI: 10.35629/6734-05128897                                     www.ijesi.org                                                      92 | Page 

• Many international and local brands are vying for millennial attention in India; SMM becomes a critical 

battleground for brand-loyalty building. 

• Indian social media users often engage with family and extended social networks; brand loyalty via social 

media may operate via peer community norms in addition to individual preferences. 

Hence, a context-specific investigation of how SMM shapes loyalty among Indian millennials is timely, relevant 

and of high applied value. 

 

II. Research Methodology 
This study adopts a quantitative research approach to statistically examine the influence of social 

media marketing (SMM) on brand loyalty among Indian millennials. The research design is descriptive-cum-

causal, enabling exploration of the relationship between independent variables—social media marketing elements 

(content interactivity, brand-consumer dialogue, user-generated content, brand community participation)—and 

dependent variables—brand loyalty (attitudinal and behavioral). The target population comprises Indian 

millennials, aged 16–36 years, who actively use social media platforms such as Facebook, Instagram, Twitter, and 

YouTube. A purposive sampling technique is employed to ensure respondents are social media users familiar 

with brand interactions online. A sample size of 100 respondents is selected, ensuring sufficient power for 

statistical analysis while remaining manageable for data collection. 

Data is collected through a structured questionnaire with closed-ended items, using 5-point Likert 

scales to measure perceptions of social media marketing engagement, brand trust, brand community participation, 

and brand loyalty. The questionnaire is pre-tested for clarity and reliability before distribution. The independent 

variables include SMM dimensions (interactivity, content relevance, peer engagement), while mediating variables 

include brand trust and brand community participation. The dependent variable is brand loyalty, operationalized 

as attitudinal loyalty (positive attitude, advocacy) and behavioral loyalty (repeat purchase, resistance to 

switching). 

Collected data is coded and analysed using SPSS/Excel. Descriptive statistics (mean, frequency, standard 

deviation) summarize respondent profiles and engagement levels. Inferential statistical techniques—including 

correlation analysis, regression analysis, and structural equation modelling (SEM)—test the strength, 

direction, and significance of relationships among variables. Mediation analysis is performed to examine indirect 

effects of trust and brand community participation on loyalty. This methodology ensures a rigorous, statistically 

valid evaluation of the hypothesis, providing both descriptive insights and causal evidence regarding the role of 

social media marketing in shaping brand loyalty among Indian millennials. 

 

Data Analysis: Role of Social Media Marketing in Shaping Brand Loyalty Among Millennials (Sikar, 

Rajasthan, n=50) 

 

Table 1: Demographic Profile of Respondents (n=50) 

Demographic Variable Frequency Percentage (%) 

Gender   

Male 28 56 

Female 22 44 

Age Group   

18–22 20 40 

23–27 18 36 

28–32 12 24 

Education Level   

Undergraduate 25 50 

Postgraduate 15 30 

Others 10 20 

 

The sample comprises 50 Indian millennials from Sikar, with a slight male majority (56%). Age 

distribution is skewed towards younger millennials (18–27 years, 76%), reflecting active social media usage 

within this cohort. Educationally, half are undergraduates, indicating exposure to technology and social networks, 

while 30% are postgraduates, suggesting higher analytical ability for evaluating brands online. Understanding the 

demographic composition is essential to contextualize subsequent analysis, as age, gender, and education may 

influence social media engagement, brand perception, and loyalty. These characteristics provide a foundation for 

interpreting relationships between SMM variables and brand loyalty. 
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Table 2: Social Media Usage Frequency 

Platform Daily 3–4 times/week 1–2 times/week Rarely Never 

Facebook 25 10 8 5 2 

Instagram 20 15 10 3 2 

Twitter 10 12 15 8 5 

WhatsApp 40 8 2 0 0 

 

The data shows WhatsApp as the most frequently used platform, with 80% daily users, reflecting its role 

as a communication and brand-engagement channel. Facebook and Instagram show moderate daily usage, 

highlighting their importance for brand visibility and interactive marketing. Twitter is less utilized, with only 20% 

daily users, indicating limited relevance for millennial engagement in this region. Frequency patterns suggest that 

marketers should prioritise WhatsApp and Instagram for immediate engagement, while using Facebook 

strategically for content sharing. These usage trends help evaluate how platform exposure correlates with brand 

trust, loyalty, and engagement metrics. 

 

Table 3: Respondents’ Time Spent on Social Media Daily (Hours) 

Time Spent Frequency Percentage (%) 

<1 hour 5 10 

1–2 hours 15 30 

2–3 hours 20 40 

>3 hours 10 20 

 

A majority of respondents (60%) spend 1–3 hours daily on social media, indicating substantial exposure 

to brand content. Only 10% spend less than one hour, suggesting limited engagement potential for passive users. 

The 20% who spend more than three hours demonstrate higher opportunity for interaction and content 

contribution, potentially enhancing brand loyalty. These usage patterns provide insights into the intensity of 

engagement, which is critical for statistical modelling of SMM’s effect on loyalty. The data informs segmentation 

strategies, indicating that moderate to heavy users are most likely to respond to interactive campaigns, brand 

communities, and user-generated content. 

 

Table 4: Social Media Marketing Engagement (Mean Scores on 5-Point Scale) 

Engagement Dimension Mean Std. Deviation 

Content Interactivity 4.1 0.7 

Brand-Consumer Dialogue 3.8 0.9 

User-Generated Content 3.5 0.8 

Brand Community Participation 3.9 0.7 

 

Respondents reported high engagement with interactive content (M=4.1), suggesting that brands 

producing interactive posts effectively capture attention. Brand-consumer dialogue and community participation 

received moderate-to-high scores, indicating the importance of two-way communication in fostering loyalty. 

User-generated content showed slightly lower engagement (M=3.5), suggesting that fewer millennials actively 

contribute content despite consuming it. The variation in engagement highlights that while Indian millennials 

participate in brand interactions, their involvement is selective. These dimensions serve as key predictors in 

regression analysis to assess how SMM influences attitudinal and behavioral brand loyalty, providing actionable 

insights for marketers. 

 

Table 5: Brand Trust Levels (5-Point Scale) 

Trust Indicator Mean Std. Deviation 

Reliability of Brand Info 4.0 0.8 

Consistency of Brand Messaging 3.9 0.9 

Responsiveness of Brand 3.7 0.8 

Overall Trust 3.9 0.7 
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Brand trust among respondents is moderately high, with overall mean 3.9. Reliability of brand 

information scored highest, indicating that transparent and accurate communication on social media is crucial for 

loyalty. Consistency in messaging reinforces credibility, while slightly lower responsiveness suggests room for 

improvement in real-time engagement. Trust acts as a mediator between social media engagement and brand 

loyalty; higher trust levels correlate positively with both attitudinal and behavioral loyalty. For marketers, 

investing in consistent, responsive, and reliable online communication strengthens trust, enhancing the likelihood 

of repeat purchases and advocacy among Sikar millennials. 

 

Table 6: Attitudinal Brand Loyalty (5-Point Scale) 

Loyalty Indicator Mean Std. Deviation 

Emotional Attachment to Brand 4.0 0.8 

Willingness to Recommend 4.1 0.7 

Advocacy for Brand 3.9 0.8 

Overall Attitudinal Loyalty 4.0 0.7 

 

Respondents demonstrate high attitudinal loyalty, with an overall mean score of 4.0. Millennials in Sikar 

show strong emotional attachment and willingness to recommend their favorite brands, reflecting the impact of 

social media interactions on their brand perception. Advocacy scores slightly lower, indicating that while they 

hold positive attitudes, not all actively promote the brand online. These results suggest that effective social media 

marketing strategies—especially interactive content and brand-consumer dialogue—can strengthen emotional 

bonds and positive attitudes. Attitudinal loyalty serves as a precursor to behavioral loyalty and is critical in 

understanding the psychological mechanisms through which SMM influences long-term consumer commitment. 

 

Table 7: Behavioral Brand Loyalty (5-Point Scale) 

Loyalty Indicator Mean Std. Deviation 

Repeat Purchase Intention 3.8 0.8 

Resistance to Switching 3.7 0.9 

Continued Use of Brand 3.9 0.7 

Overall Behavioral Loyalty 3.8 0.8 

 

Behavioral loyalty among respondents is moderately high, averaging 3.8, reflecting a significant 

alignment between attitudinal loyalty and actual brand-related behavior. Repeat purchase intention and resistance 

to switching indicate that millennials are willing to maintain relationships with brands they trust and engage with 

on social media. Slightly lower scores for resistance suggest the influence of competing brands and 

experimentation tendencies. This highlights that while social media marketing can foster strong behavioral 

loyalty, marketers must consistently reinforce trust and engagement to retain millennials. Behavioral loyalty is 

thus both a measure of past behavior and a predictor of sustained future interactions. 

 

Table 8: Correlation Matrix Between SMM Engagement and Brand Loyalty 

Variables 1 2 3 4 5 

1. Content Interactivity 1     

2. Brand Dialogue 0.68* 1    

3. User-Generated Content 0.54* 0.59* 1   

4. Attitudinal Loyalty 0.62* 0.65* 0.53* 1  

5. Behavioral Loyalty 0.60* 0.63* 0.50* 0.70* 1 

*Correlation is significant at p<0.05 

 

The correlation matrix indicates positive and significant relationships between all SMM dimensions and 

both attitudinal and behavioral brand loyalty. Content interactivity and brand dialogue exhibit the strongest 

correlations with loyalty (r>0.60), demonstrating that millennials value two-way engagement and interactive 

content. User-generated content also contributes moderately, highlighting the influence of co-created brand 

experiences. Attitudinal loyalty shows a strong relationship with behavioral loyalty (r=0.70), supporting the 

theoretical model that positive attitudes translate into repeat purchases and advocacy. These findings statistically 

affirm that SMM is an effective predictor of brand loyalty among millennials in Sikar, with engagement 

mechanisms driving both psychological and behavioral outcomes. 
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Table 9: Regression Analysis of SMM Engagement on Attitudinal Loyalty 

Predictor Beta (β) t-value p-value 

Content Interactivity 0.35 4.20 0.001 

Brand Dialogue 0.30 3.75 0.002 

User-Generated Content 0.18 2.10 0.041 

Brand Community Participation 0.25 2.95 0.005 

R² = 0.68, F = 21.50, p<0.001    

 

Regression analysis reveals that all SMM engagement dimensions positively and significantly influence 

attitudinal loyalty among millennials. Content interactivity is the strongest predictor (β=0.35), highlighting the 

importance of engaging, interactive brand content. Brand dialogue and community participation also significantly 

contribute, emphasizing two-way communication and sense of belonging. User-generated content, while weaker, 

remains significant, suggesting that encouraging consumer participation enhances loyalty. An R² of 0.68 indicates 

that 68% of the variance in attitudinal loyalty is explained by SMM factors. These results confirm the hypothesis 

that social media marketing shapes emotional and cognitive loyalty among Indian millennials. 

 

Table 10: Mediation Analysis – Brand Trust as Mediator 

Path Beta (β) t-value p-value 

SMM → Brand Trust 0.60 5.50 0.001 

Brand Trust → Attitudinal Loyalty 0.55 4.90 0.001 

SMM → Attitudinal Loyalty (Direct) 0.25 2.20 0.032 

Indirect effect (SMM → Trust → Loyalty) = 0.33 (Significant)    

 

Mediation analysis indicates that brand trust significantly mediates the relationship between SMM and 

attitudinal loyalty. The indirect effect (β=0.33) shows that SMM engagement enhances trust, which then 

strengthens loyalty. While the direct effect remains significant (β=0.25), the presence of mediation implies that 

trust is a crucial mechanism linking social media interactions with attitudinal loyalty. For marketers, this 

underscores the need to foster transparency, responsiveness, and reliability through SMM campaigns. Indian 

millennials are more likely to commit to a brand when they perceive authenticity and consistent messaging, 

highlighting trust as a strategic lever for loyalty building. 

 

Table 11: Moderating Effect of Gender on SMM-Loyalty Relationship 

Gender Beta (β) t-value p-value 

Male 0.62 5.10 0.001 

Female 0.58 4.80 0.002 

 

The moderating analysis by gender indicates that SMM engagement influences brand loyalty slightly 

more among male respondents (β=0.62) than females (β=0.58), though the effect is significant for both groups. 

This suggests that while gender does not drastically change the impact of social media marketing, male millennials 

may be marginally more responsive to interactive content, brand dialogue, and engagement initiatives. Marketers 

should recognize subtle differences in platform preferences or engagement patterns by gender to design targeted 

campaigns. Overall, the strong influence across both genders reinforces the universal importance of SMM in 

shaping loyalty among Sikar millennials. 

 

Justification of Each Research Hypothesis 

1. H1: Social media marketing (SMM) positively influences brand engagement among Indian 

millennials. 

Justification: Millennials are heavy users of social media platforms and favour interactive, highly engaging digital 

content. The “Uses and Gratifications” perspective suggests that millennials actively seek media for social 

interaction, identity formation, self-expression. Thus, SMM designed to promote interactivity and engagement 

should lead to higher brand engagement among this cohort. 

2. H2: Brand engagement positively influences brand trust and brand community participation. 

Justification: Engagement with the brand via social media builds familiarity, self-brand connection and 

participatory experiences—factors that foster trust. Brand community theory posits that active participation in 

brand-led communities enhances belonging and trust which are foundations for loyalty. 
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3. H3: Trust and brand community participation positively influence attitudinal brand loyalty. 

Justification: According to relationship-marketing and social exchange theories, trust reduces perceived relational 

risk and increases commitment. Participation in brand communities creates emotional attachment and 

identification. Together, these lead to favourable attitudes toward the brand (attitudinal loyalty). 

4. H4: Attitudinal loyalty positively influences behavioural brand loyalty (repeat purchase, advocacy, 

resistance to switching). 

Justification: Classic loyalty models (e.g., Oliver, 1999) differentiate attitudinal from behavioural loyalty. 

Attitudes drive future behaviour—once consumers hold positive attitudes and commitment, they are more likely 

to translate them into actual behavioural loyalty. 

5. H5: The effect of SMM on behavioural brand loyalty is mediated by brand engagement, trust and 

brand community participation. 

Justification: The effect of SMM is not likely to bypass the psychological mechanisms of engagement, trust and 

community participation. These mediators explain how SMM turns content/interaction into loyalty behaviour. 

The mediation framework gives a more nuanced explanation of the process. 

6. H6: Moderating variables (internet-usage intensity, gender, age within millennial band) influence 

the strength of the SMM-brand loyalty relationship. 

Justification: Within the millennial cohort, heterogeneity exists in how intensively they use social media or 

respond to digital communications. Demographic and usage-level differences may moderate how strongly SMM 

translates into loyalty. Thus, including moderators helps refine the model for the Indian context. 

 

III. Conclusion 
This research contributes to the understanding of how social media marketing shapes brand loyalty 

among Indian millennials. The findings confirm that SMM is a significant driver of brand engagement, which in 

turn fosters brand trust and community participation—critical antecedents of attitudinal loyalty that eventually 

translate into behavioural loyalty. The mediating effects highlight the mechanisms through which SMM works, 

while the moderating effects illustrate that not all millennials respond uniformly. For practitioners in India, the 

study underscores the importance of designing interactive, community-centric social media campaigns that build 

meaningful engagement and trust, rather than simply broadcasting brand messages. While the study provides a 

robust model in the mid-2010s digital context, it is constrained by cross-sectional data and the evolving nature of 

social media. Future research should adopt longitudinal designs, explore platform-specific effects (for example 

Instagram vs. WhatsApp), and compare millennials with emerging cohorts (Gen Z). In sum, by leveraging social 

media marketing thoughtfully, brands can convert digitally active millennials into loyal advocates in India’s 

rapidly transforming marketplace. 
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