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Abstract

The study presents and empirically tests the conceptual model of the relationship between
Electronic word of mouth (E-WOM) and Brand Experience dimensions: Sensory, Affective,
Behavioral, and Intellectual. Moreover, the research was conducted on respondents who are
consumers of bottled water and active users of social media, 318 of them. Furthermore,
exploratory factor analysis (EFA) and confirmatory factor analysis (CFA) was executed to
assess the reliability of the scales, while structural equation modeling (SEM) was used to
evaluate the projected research hypotheses. The results reveal a significant impact of E-WOM
on the Sensory, Affective, Behavioral, and Intellectual dimensions of Brand Experience. The
study deepens the knowledge and literature on E-WOM and Brand Experience. Moreover, helps
managers in making marketing plans and strategies. Research in other countries, cultures, and

industries may yield different results.
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INTRODUCTION

Digital marketing is a ubiquitous tool used by individuals and companies every day. This
study offers a model that investigates the relationship between Electronic word of mouth (E-
WOM) and the Brand Experience dimension. The online world records the growth of active
consumers every day. According to We Are Social (2022), there were 4.95 billion active internet
users at the start of 2022. The increase in internet users has also led to an incredible increase
in the number of social media users, so the use of social media is an everyday thing and 2.95
billion individuals were active social media users globally in 2019. This number is predicted to
grow by 2023 to almost 3.43 billion active consumers (Statistica, 2020). Moreover, Social media
marketing spending in 2018 is USD 35.98 billion globally (Ajina, 2019; Kusumasondjaja, 2018).

One of the basic characteristics of the online environment is the rapid flow of information,
excessive information, and dynamic and rich market space (Helm, 2007; Morgan-Thomas &
Veloutsou, 2013; Simmons, 2008; Yu et al., 2021). It is precisely in this environment that
investigates the impact of E-WOM on the Brand Experience of brands bottled water in the
market of Bosnia and Herzegovina. This research fills the gap present in the literature when it
comes to researching the relationship between E-WOM and Brand Experience, especially in the
market of a developing economy, such as Bosnia and Herzegovina. Considering that Bosnia
and Herzegovina is a country known for its clean and untouched nature and its unpolluted
potential of water, the research fills a gap in research in this area, and a series of questions are
asked about how customers react to the brands of bottled water, and how they perceive these
brands on social media. Moreover, data on the use of domestic and foreign water by customers
reveals the mutual relationship, because according to the official statistics of the Foreign Trade
Chamber of Bosnia and Herzegovina, the coverage of imports by exports of water is 30%
(KomoraBiH, 2021).

The main objective is to investigate the influence of Electronic word of mouth (E-WOM)
on the Brand Experience dimensions of bottled water brands in the market of Bosnia and
Herzegovina. Moreover, the aims to be achieved by this study are:

. Measure and analyze the impact of Electronic word of mouth (E-WOM) on the
Sensory Dimension of Brand Experience;

. Measure and analyze the impact of Electronic word of mouth (E-WOM) on the
Affective Dimension of Brand Experience

. Measure and analyze the impact of Electronic word of mouth (E-WOM) on the
Behavioural Dimension of Brand Experience

. Measure and analyze the impact of Electronic word of mouth (E-WOM) on the

Intellectual Dimension
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The basic research question is what is the impact of E-WOM on Brand Experience when
researching the most popular bottled water brands in Bosnia and Herzegovina? Specific
research questions the research focuses on:

* What are the most frequently used social media platforms and water bottled brands in Bosnia
and Herzegovina?
* What is the impact of E-WOM on Brand Experience dimensions?

This research provides insight and deepens the literature in the field of social media,
more specifically on the impact of E-WOM on Brand Experience, by measuring the impact of E-
WOM on each of the dimensions of Brand Experience. Moreover, this research gives insight
into how bottled water brands use social media to position themselves in the market of Bosnia
and Herzegovina. Furthermore, the study helps organizations understand the benefits of using

social media and justifies investing in creating quality online strategies and plans.

THEORETICAL BACKGROUND
Electronic Word Of Mouth (E-WOM)

To discuss the Electronic word of mouth (E-WOM) phenomenon, it is important to point
out that it is the digital successor of the Word of mouth (WOM) phenomenon. Evans (2008)
identified that Word-of-mouth consumers are generally considered very trustworthy, and Word-
of-mouth applies to non-traditional campaigns, which progressively include social media.
Moreover, Allsop et al. (2007) state that the success of every company is closely related to
building relationships with customers (loyalty, reliability, etc.), and the firm can achieve this
relationship through the formation of attitudes and opinions through WOM.

As an online Word Of Mouth phenomenon, Electronic Word Of Mouth (E-WOM) has
long been considered a very effective marketing tool, which profiles consumers before
ordering products or services in such a way that consumers search the Internet for
information left by previous consumers, and all through the information that psychologically
eases and solves the anxiety of new consumers (Bickart & Schindler, 2001; Pitta & Fowler,
2005; Seo & Park, 2018). Moreover, one of the most important characteristics of E-WOM is
its valence, which generally determines the way consumers evaluate the brand (J. Kim &
Gupta, 2012; Sijoria et al., 2019).

According to the author's knowledge, the previous literature on E-WOM has widely
inspected the characteristics of the valence of E-WOM and has set the interpretation that the
negative, positive, neutral, or even mixed valence of E-WOM defines the outcome of E-WOM
(de Matos & Rossi, 2008; Sijoria et al., 2019).
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Brand Experience

Brand Experience identifies “subjective consumer responses that are evoked by specific
brand-related experiential attributes” (Brakus et al., 2009; Zollo et al., 2020). Moreover, Brand
Experience contains subjective “sensorial, affective, intellectual, and behavioral” perceptions in
consumer brand relations (Zarantonello & Schmitt, 2010; Zollo et al., 2020). Furthermore, Brand
Experience is partly defined by the existence of direct or indirect consumer relationships with
the brand (Koay et al., 2020; Sahin et al.,, 2011), where stimulating social media marketing
activities can remind consumers of a brand, gather consumer knowledge, and then encourage
affirmative feelings. Also, research by Beig & Khan, (2018) on the example of the social
platform Facebook showed that customers have positive brand experiences directed at brands
that continuously share content and interact with brand followers through the social media
platform (Koay et al., 2020).

As already permeates the literature, Brakus et al. (2009) state dimensions of Brand
Experience as “sensory, affective, behavioral dimension, and intellectual dimension” (Zollo et al.,
2020).

Sensory Brand Experiences stand for “sensory-perceptual experiences” and frequently
luxury brands get sensory experiences to produce “social mystique and aura” (Berthon et al.,
2009; Zollo et al., 2020). Moreover, this determines the construction of a strong visual
impression on the consumer (Bapat, 2020; Jung & Soo, 2012; Zarantonello & Schmitt, 2010).

The second dimension that defines Brand Experience is the Affective Dimension.
Moreover, the affective dimension represents the dimension of Brand Experience that presents
how strong feelings and emotions the brand evokes in consumers (Nysveen & Pedersen, 2014).

The Behavioral Dimension of Brand Experience represents the brand's ability to engage
brand consumers in physical activities (Nysveen & Pedersen, 2014). Moreover, the Behavioral
Dimension primarily refers to a lifestyle, bodily experiences, and interaction with the brand
(Bapat, 2020; Jung & Soo, 2012; Zarantonello & Schmitt, 2010).

The Intellectual Dimension of Brand Experience refers to the level of stimulation of
thinking, consumer curiosity, and problem-solving that the brand causes (Nysveen & Pedersen,
2014). Moreover, intellectual experiences can be called events that activate consumers'

thoughts and stimulate their curiosity (Mostafa & Kasamani, 2020; Schmitt, 1999).

CONCEPTUAL FRAMEWORK & DEVELOPMENT OF HYPOTHESES
The way of researching the relationship between E-WOM and Brand Experience in the
previous literature can be viewed in two ways, so the first way of studying the relationship

between the two phenomena is when E-WOM was viewed as part of Social media marketing
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activities (SMMA) and its relationship was investigated integrally with other SMMA constructs
contrasted with Brand Experience, and the second research approach, as far as the authors
know, was a direct way of researching the relationship of E-WOM as an independent construct
to Brand Experience.

In the literature, as far as the authors are aware, it is found that E-WOM has been
investigated as part of SMMA and investigated with Brand Experience in different studies in the
fields of banking, cosmetics, and fashion in different countries Pakistan, Malaysia, and China
(Awali & Astuti, 2021; Chen & Qasim, 2021; Koay et al., 2020; Orten Tugrul, 2014; Simon et al.,
2013; Zollo et al., 2020).

The second approach that is present in the literature refers to the study of the
relationship between independent E WOM and Brand Experience and as such is significant in
the studies of fashion, fast food, smartphones in Bangladesh, and Pakistan (Farzin et al., 2021;
Igbal et al., 2021; Rahman & Mannan, 2018; Sijoria et al., 2019).

Jones et al. (2009) proves the connection between personal experience and WOM in its
research on Internet commerce. Moreover, Palmer, (2010) believed that brands can benefit
significantly from E-WOM by providing users with personalized brand experiences. Moreover,
instead of flash retail and pop-up stores, brands should focus on providing a better brand
experience by encouraging E-WOM (Sahin et al., 2011).

The connection between Brand Experience and E-WOM was investigated by
Almohaimmeed (2020) in the case of Arabic restaurants, where he presented that the 3 of 4
dimensions of Brand Experience influence E-WOM. Moreover, the results of Almohaimmeed's
(2020) research showed that emotional, sensory, and behavioral Brand Experience influences
E-WOM, while Intellectual Brand Experience had no significant impact on E-WOM.

This study deepens and enriches the literature by investigating the direct impact of E-
WOM and Brand Experience, by investigating the impact of E-WOM on each of the dimensions
of Brand Experience, as shown in Figure 1.

After all the above, it can be hypothesized:

H1: E- Word Of Mouth has a positive influence on Sensory Dimension
H2: E- Word Of Mouth has a positive influence on Affective Dimension
H3: E- Word Of Mouth has a positive influence on Behavioral Dimension

H4: E- Word Of Mouth has a positive influence on the Intellectual Dimension
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Figure 1. Proposed model

RESEARCH METHODOLOGY

The research adopted a descriptive research design. Participants in this research are
individuals living in Bosnia and Herzegovina, who consume one of the offered brands of bottled
water and are active users of social media. Moreover, the study is quantitative research with a
probability sampling method. The questionnaire was distributed online via social media
platforms. The questionnaire consisted of three parts, in the first part the respondents answered
their socio-geographical characteristics, in the second part they answered questions about
social media, and in the third part, they answered questions about E-WOM and Brand
Experience phenomenon. Moreover, respondents, when choosing one of the offered brands of
bottled water Oaza, Olimpija, Jana, Prolom, Lejla, and Vitinka answered questions about E-
WOM and Brand Experience associated with that brand. The three domestic brands were Lejla,
Oaza, and Vitinka, while the foreign ones were Jana, Olimpija, and Prolom. Before distribution,
the questionnaire was translated from English to Bosnian and presented to a small group of
participants in the test phase (Innovation Barometer, 2021). Moreover, the proposed items in
the survey were measured using a 5-point Likert scale with the same anchors in the range of (1)
= Strongly disagree to (5) = Strongly agree (Lindell & Whitney, 2001; Zollo et al., 2020). The
data was collected at the beginning of 2022. 325 responses were collected, of which 318 were

valid. This research used SPSS and AMOS software to assess and measure the results.
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ANALYSIS AND RESULTS

The results of the research are presented in tables: Individual characteristics of the
respondents (Table 1.), Information about social media and brands (Table 2.), Reliability and
validity test results of the measurement model (Table 3.), EFA Analysis (Table 4.), Model fit
indices (Table 5.), Summary of SEM results (Table 6.), as well as figures: CFA analysis (Figure
2.), SEM model (Figure 3.).

Table 1 presents individual characteristic data on respondents. There were 318 valid
answers from respondents, of which 173 were females and 145 were males. The respondents
were from all over Boshia and Herzegovina, most of them from Sarajevo, 238 of them.
Respondents of different age groups took part in the research, and most of them were between
18-30, or 38.7%.

Table 1. Individual characteristics of the respondents

Gender
Male 145 46%
Female 173 54%
Age
18-30 123 38.7%
31-40 122 38.4%
41-50 48 15.1%
51-60 22 6.9%
Over 60 3 0.9%
City

Sarajevo 238 74.8%
llidza 13 4.1%
Mostar 11 3.5%
Zenica 8 2.5%
Konjic 7 2.2%
Tuzla 7 2.2%
Breza 5 5.2%
Livno 4 1.3%
Brcko 3 0.9%
Rest of B&H 22 6.9%

Table 2 shows the data provided by the respondents on the use of social media and

bottled water brands. The results show that the majority of respondents, 284 or 89.3%, use
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social media daily, the most frequently used social media platform is Facebook, which 148
respondents said they use most often. Moreover, The most frequently used brand of bottled
water according to respondents’ responses is Oaza, chosen by 106 respondents or 33.3% of
them, followed by Lejla with 22 % and Olimpija with 21.1%.

Table 2. Information about social media and brands

Frequency of social media use

Daily 284 89.3%
Weekly 6 1.9%
Monthly 0 0.0%

Every 3 months 0 0.0%
By need 28 8.8%

The most commonly used social media platform

Facebook 148 46.5%
Instagram 125 39.3%
LinkedIn 2 0.6%
YouTube 39 12.3%
Twitter 4 1.3%

The most commonly consumed brand of bottled water

Jana 52 16.4%
Olimpija 67 21.1%
Oaza 106 33.3%
Prolom 19 6.0%
Lejla 70 22.0%
Vitinka 4 1.3%

Table 3 shows the results of the reliability and validity analysis. Factor reliability
verification was evaluated using Cronbach alpha. Moreover, Nunnally (1978) suggested that a
group of objects whose Cronbach's alpha has a coefficient larger than 0.7 can be considered
internal consistency (Hadziahmetovic & Dinc, 2020). The results of the Chronbach alpha value
revealed that the factor for E-WOM has a value of 0.837, while Brand Experience has a value of
0.893 which means that all factors are highly reliable, which ultimately implies that the reliability
of the model is very good.

Validity measurement was performed via the AMOS Plugin (Gaskin et al., 2019;
Henseler et al., 2015; Hu & Bentler, 1999) The analyzed results, in Table 3., illustrate that

all constructs have composite reliability greater than (CR)> 0.7, ranging from 0.760 to
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0.879, and that indicates internal consistency(Gefen et al., 2000; Koay et al., 2020;
Prasetyo et al., 2020). Reflective: all average extracted variance (AVE)> 0,5 indicates
convergent reliability (Bagozzi & Yi, 1988; Fornell & Larcker, 1981; Koay et al., 2020) It is
particularly important to consider the link between maximum total variance (MSV) and
average extracted variance (AVE). To calculate discriminant validity, MSV and AVE
values were compared, while all AVE values were higher than MSV values and the
square root of AVE had a higher value than correlation values for each factor. The above
values confirm the discriminatory validity of the extracted factor structure
(Hadziahmetovic & Dinc, 2020).

Table 3. Reliability and validity test results of the measurement model

Constructs Source Reliability CR AVE MSV
(Cronbach
alpha)

Electronic Word of Mouth (E-WOM)  (A. J. Kim & Ko, 2010)
(A. J. Kim & Ko, 2012)
(Godey et al., 2016) 0.837 0.838 0.722 0.354
(Cheung et al., 2019)
(Zollo et al., 2020)

Brand Sensory Dimension (Brakus et al., 2009) 0.845 0.731 0.512
Experience Affective Dimension (Koay et al., 2020) 0.791 0.654 0.546
Behavioural Dimension (Zollo et al., 2020) 0.893 0.879 0.784 0.529
Intellectual Dimension 0.760 0.614 0.546

Note(s):

Reliability (Cronbach alpha) >0.7,
Composite reliability (CR) >0.7
Average variance extracted (AVE) >0.5
AVE > MSV

Analyzing further results, Table 4 shows the values of Exploratory Factor Analysis
(EFA) which was performed in SPSS software with maximum likelihood extraction with
Promax rotation to determine the factor loading of each item on the constructs. Moreover,
(Hadziahmetovic & Dinc, 2020), Hair (1998) offers factor load assessment. (Hair, 1998)
proposed using 0.3 load levels as the minimum load factor, and his criterion was used for

318 samples. During the EFA analysis, 4 items of Brand Experience were deleted.
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Table 4. EFA Analysis

Pattern Matrix(a)

Factor
1 2

E_WOM_1 0.871

E_WOM_2 0.822
BESD_ 1 0.674
BESD_2 0.696
BEAD_1 0.652
BEAD_3 0.743
BEBD_1 0.861
BEBD_2 0.841
BEID_1 0.492
BEID_3 0.595

Figure 2 presents the confirmatory factor analysis (CFA) which tested the validity of the
proposed. Moreover, the CFA analysis was done in AMOS software. The model contains all the
constructs of the proposed model E-WOM, Brand Experience (Sensory Dimension, Affective
Dimension, Behavioural Dimension, and Intellectual Dimension). Furthermore, the results of the
CFA analysis provided answers as to whether the number of factors and the values of the
loadings of the measured objects on the factors confirm that the proposed factor structure
corresponds to the hypothesized model.

First, CFA checks the model fit, and this research used several indexes that
indicate this, namely, the chi-square fit index, GFI (goodness-of-fit) index (Hadziahmetovic
& Dinc, 2020; Joreskog & Sorbom, 1989); TLI (Tucker Lewis Index) (Hadziahmetovic &
Dinc, 2020; Tucker & Lewis, 1973); CFI (Comparative fit index) (Bentler, 1990); RM- SEA
(Root Mean Square Error of Approximation) (Bollen, 1989; Hadziahmetovic & Dinc, 2020);
IFI (Incremental Fit Index), and NFI (Normed Fit Index) (Hadziahmetovic & Dinc, 2020;
Hooper et al., 2008). For the proposed model, the CFA analysis values were within the
acceptable range: Chi-square/df (x 2/df)=1.466; GFI=0.979; TLI=0.988; CFI=0.993;
RMSEA=0.038, IFI=0.993; NFI=0.979. All of the above implies an excellent model fit.
Moreover, during the analysis, AMOS software performed 9 iterations to achieve model

minimization.
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Figure 2. CFA analysis

The proposed conceptual model with hypotheses was tested by modeling structural
equations (SEM). Moreover, SEM (Figure 3.) is presented direct links between E-WOM and
Brand Experience dimensions (Sensory Dimension, Affective Dimension, Behavioural
Dimension, and Intellectual Dimension). Moreover, the influence of E-WOM on each of the
dimensions was examined. Analyzes were performed in AMOS software.
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Figure 3. SEM model
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Table 5 Demonstrate the model fit index during SEM analysis with acceptable values of
each index. After the analysis, acceptable results were found, and an adequate level of fit with x
2/ df = 1.546, p = .029, AGFI = 0.950, GFI = 0.972, NFI = 0.973, IFI = 0.990, RMSEA = 0.041
and CFl = 0.990.

Table 5. Model fit indices

Fit Indices Acceptable Range Measured Values
p-value of the model >0.05 0.029
Chi-square/df (x 2/df) <3 1.546
Goodness-of-fit (GFI) >0.9 0.972
Comparative Fit Index (CFI) >0.9 0.990
Tucker-Lewis Index (TLI) >0.9 0.985
Root Means-Square Error of
Approximation (RMSEA) >0.05 0041
Incremental Fit Index (IFI) >0.9 0.990
Normed Fit Index (NFI) >0.9 0.973

Table 6 shows the results of the hypothesis testing of the model, Examining the path
estimates, the hypotheses were supported by critical values less than p<0.05. Hypothesis 1
(H1) is supported with p-value = 0.000 implying that there is a significant positive impact of E-
WOM on the Sensory Dimension of Brand Experience. Hypothesis 2 (H2) is supported with a p-
value=0.000, suggesting that E-WOM has a positive influence on Affective Dimension.
Moreover, Hypothesis 3 (H3) was supported, which indicates that E-WOM has an impact on the
Behavioural Dimension of Brand Experience. Accordingly, the results provide support also for
Hypothesis 4 (H4), such that E-WOM have a positive impact on the Intellectual Dimension of

Brand Experience, with a p-value =0.000.

Table 6. Summary of SEM results

Hypothesis Estimate Sig
H1 E-WOM > Sensory Dimension 1.093 *kk Supported
H2 E-WOM > Affective Dimension 1.160 *kk Supported
H3 E-WOM > Behavioural Dimension 1.327 *kk Supported
H4 E-WOM > Intellectual Dimension 1.130 *kk Supported

The study revealed that there is a significant impact of E-WOM on Brand Experience,

through significantly positive impacts that E-WOM has on Brand Experience dimensions.
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DISCUSSION AND CONCLUSION

This study offers insight into the relationship between E-WOM and Brand Experience, by
measuring and analyzing the impact of E-WOM on the Sensory, Behavioral, Affective, and
Intellectual dimensions of Brand Experience. It has been hypothesized that E-WOM has a
significantly positive impact on the Sensory, Behavioral, Affective, and Intellectual Dimensions
of Brand Experience. Moreover, these results provide a deep insight into the relationship of

constructs, giving the possibility of theoretical and practical applications.

Theoretical implications

As much as there are many studies investigating E-WOM, as far as the authors are
aware, there is a gap when it comes to researching the discrete impact of E-WOM on Brand
Experience. The research results contribute to the growth of adequate literature on E-WOM and
Brand Experience phenomena. The research results prove that Sensory Affective, Behavioral,
and Intellectual dimensions are positive predictors of Brand Experience. As already shown by
Zollo et al. (2020) and Koay et al. (2020) research, the results of this study also confirmed that
there is a significant direct impact of E-WOM on Brand Experience. Moreover, this study
deepens these findings by providing direct insight into the relationship of E-WOM with each
dimension of Brand Experience individually. Yu et al. (2021) in their study, find a significant
mediating role that E-WOM has towards the Brand Experience, while this study also shows the
direct impact of E-WOM on each of the dimensions of the Brand Experience. When
Almohaimmeed (2020) investigated the influence of Brand Experience on E-WOM and proved
that the three dimensions of Brand Experience (sensory, emotional, and behavioral) influence
E-WOM, while the Intellectual dimension of Brand Experience did not significantly influence E-
WOM. In contrast to his research, the results of this study, whose model was set up to
investigate the impact of E-WOM on Brand Experience dimensions, show that E-WOM has a
significant positive effect on all 4 dimensions of Brand Experience (Sensory Affective,
Behavioral, and Intellectual). By researching the phenomena of E-WOM and Brand Experience,
in this way, academics are allowed to gain insight into the structure of E-WOM, Brand
Experience, and their mutual relationship, and they are encouraged to do some new research

that will continue to deepen the studied phenomena.

Managerial implications
Managers and executives can use the results of this study as a basis for creating
marketing plans and strategies that include a better online experience with their brand. The

results showed that Facebook and Instagram are the most popular social media platforms and
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that the most used bottled waters are Oaza and Lejla. This data will help managers to include
social media platforms such as Facebook and Instagram in their strategies and plans, and
create quality online campaigns based on that. Moreover, consumers preferred domestic brands
of bottled water in the market of Bosnia and Herzegovina, and this information can be used in
the way and modality of presenting brands to customers. The results give a signal that E-WOM
can improve the Brand Experience through the sensory, behavioral, intellectual, and affective
senses of the consumer. Such knowledge gives the possibility to brands and their managers
that by improving the interaction with customers through E-WOM, they can raise the customer's
Brand Experience. Moreover, the study raises managers' awareness of the importance of E-
WOM for their brand. Furthermore, bottled water brands that use their online sites for promotion
should actively involve various online consumer communities, which through their members and
E-WOM they produce strengthen the Brand Experience. If the brand creates sufficiently
interesting content, customers will pass it on to their friends and in this way create E-WOM,

which will further influence the customer's better experience with the brand.

Limitations and future research

The study provides a basis for further research in other regions, and cultures, as well as
in other industries. The obtained results should be a motivation for other researchers to
investigate the model in other industries, countries, and consumer cultures. Moreover, results in
a different type of economic space, a different culture, and other brands may produce different
results. Furthermore, this study has a relatively small sample of respondents, so a larger sample

size would help strengthen the study findings.

REFERENCES
Ajina, A. S. (2019). The perceived value of social media marketing: An empirical study of online word-of-mouth in
Saudi Arabian context. Entrepreneurship and Sustainability Issues, 6(3), Article 3.

https://doi.org/10.9770/jesi.2019.6.3(32)

Allsop, D. T., Bassett, B. R., & Hoskins, J. A. (2007). Word-of-Mouth Research: Principles and Applications. Journal
of Advertising Research, 47(4), 398—411. https://doi.org/10.2501/S0021849907070419

Almohaimmeed, B. M. (2020). The Impacts Of Brand Experiences On Customer Satisfaction And Electronic Word Of
Mouth. Verslas: Teorija Ir Praktika, 21(2), 695—-703.

Awali, F. P., & Astuti, S. R. T. (2021). Pengaruh Social Media Marketing Activities Dan Brand Experience Terhadap
Brand Loyalty: Peran Brand Trust Sebagai Variabel Mediasi (Studi pada Pelanggan Produk Kosmetik Pixy di Wilayah
Jawa Tengah). Diponegoro Journal of Management, 10(4).
https://ejournal3.undip.ac.id/index.php/djom/article/view/32434

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation models. Journal of the Academy of Marketing
Science, 16(1), Article 1. https://doi.org/10.1007/BF02723327

Bapat, D. (2020). Examining the antecedents and consequences of brand experience dimensions: Implications for
branding strategy. Journal of Asia Business Studies, 14(4), 505-524. https://doi.org/10.1108/JABS-01-2019-0020

Licensed under Creative Common Page 68



International Journal of Economics, Commerce and Management, United Kingdom

Beig, F. A., & Khan, M. F. (2018). Impact of Social Media Marketing on Brand Experience: A Study of Select Apparel
Brands on Facebook. Vision, 22(3), Article 3. https://doi.org/10.1177/0972262918785962

Berthon, P., Pitt, L., Parent, M., & Berthon, J.-P. (2009). Aesthetics and Ephemerality: Observing and Preserving the
Luxury Brand. California Management Review, 52(1), Article 1. https://doi.org/10.1525/cmr.2009.52.1.45

Bickart, B., & Schindler, R. M. (2001). Internet forums as influential sources of consumer information. Journal of
Interactive Marketing, 15(3), Article 3. https://doi.org/10.1002/dir.1014

Bollen, K. A. (1989). Structural Equations with Latent Variables: Bollen/Structural Equations with Latent Variables.

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand Experience: What is It? How is it Measured? Does it
Affect Loyalty? Journal of Marketing, 73(3), Article 3. https://doi.org/10.1509/jmkg.73.3.052

Chen, X., & Qasim, H. (2021). Does E-Brand experience matter in the consumer market? Explaining the impact of
social media marketing activities on consumer-based brand equity and love. Journal of Consumer Behaviour, 20(5),
1065-1077. https://doi.org/10.1002/cb.1915

Cheung, M. L., Pires, G. D., & Rosenberger, P. J. (2019). Developing a conceptual model for examining social media
marketing effects on brand awareness and brand image. International Journal of Economics and Business Research,
17(3), Article 3. https://doi.org/10.1504/IJEBR.2019.098874

de Matos, C. A., & Rossi, C. A. V. (2008). Word-of-mouth communications in marketing: A meta-analytic review of the
antecedents and moderators. Journal of the Academy of Marketing Science, 36(4), Article 4.
https://doi.org/10.1007/s11747-008-0121-1

Evans, D. (2008). Social Media Marketing An Hour a Day. Wiley Publishing, Inc.,.

Farzin, M., Bagheri Abbassalikosh, A., Sadeghi, M., & Makvandi, R. (2021). The effect of sensory brand experience
and brand equity on WTP a price premium in Iranian fast food restaurants: Mediating role of eWOM. Journal of
Foodservice Business Research, 0(0), 1-21. https://doi.org/10.1080/15378020.2021.2017212

Fornell, C., & Larcker, D. F. (1981). Evaluating Structural Equation Models with Unobservable Variables and
Measurement Error. Journal of Marketing Research, 18(1), Article 1. https://doi.org/10.1177/002224378101800104

Gaskin, J., James, M., & Lim, J. (2019). Master Validity Tool.

Gefen, D., Straub, D., & Boudreau, M.-C. (2000). Structural Equation Modeling and Regression: Guidelines for
Research Practice. Communications of the Association for Information Systems, 4(1), Article 1.
https://doi.org/10.17705/1CAIS.00407

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G., Donvito, R., & Singh, R. (2016). Social media marketing
efforts of luxury brands: Influence on brand equity and consumer behavior. Journal of Business Research, 69(12),
Article 12. https://doi.org/10.1016/j.jbusres.2016.04.181

Hadziahmetovic, N., & Dinc, M. S. (2020). Linking reward types to organizational performance in Central and Eastern
European universities: The mediating role of affective commitment. Journal of East European Management Studies,
25(2), 325-359. https://doi.org/10.5771/0949-6181-2020-2-325

Hair, J. F. (Ed). (1998). Multivariate data analysis (5. Ed). NJ: Prentice Hall.

Helm, C. (2007). From tech-led to brand-led—Has the internet portal business grown up? Journal of Brand
Management, 14(5), 368-379. https://doi.org/10.1057/palgrave.bm.2550077

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant validity in variance-
based structural equation modeling. Journal of the Academy of Marketing Science, 43(1), 115-135.
https://doi.org/10.1007/s11747-014-0403-8

Hooper, D., Coughlan, J., Hooper, D., Coughlan, J., & Mullen, M. (2008). Structural Equation Modelling: Guidelines, &
Mullen, M. (2008). Structural Equation Modelling: Guidelines for Determining Model Fit. Articles.
http://arrow.dit.ie/buschmanart/2

Hu, L., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure analysis: Conventional criteria
versus new alternatives. Structural Equation Modeling: A  Multidisciplinary  Journal, 6(1), 1-55.
https://doi.org/10.1080/10705519909540118

Innovation Barometer, B. (2021). Part 5: How to adapt the questionnaire.
https://www.innovationbarometer.org/copenhagen-manual/read-online/part-5-how-to-adapt-the-innovation-barometer-
guestionnaire/

Licensed under Creative Common Page 69


http://ijecm.co.uk/

© Author(s)

Igbal, J., Malik, M., Yousaf, S., & Yaqub, R. M. S. (2021). Brand Reputation, Brand Experience, and Electronic Word
of Mouth Toward Smartphone: Investigating the Mediating Role of Brand Love. Journal of Public Affairs, 21(3),
€2455. https://doi.org/10.1002/pa.2455

Jones, S. A, Aiken, K. D., & Boush, D. M. (2009). Integrating Experience, Advertising, and Electronic Word of Mouth.
Journal of Internet Commerce, 8(3—4), 246—267. https://doi.org/10.1080/15332860903467664

Joreskog, K. G., & Sérbom, D. (1989). LISREL 7: A Guide to the Program and Applications. IL: SPSS.

Jung, H. L., & Soo, M. K. (2012). The effect of brand experience on brand relationship quality. Academy of Marketing
Studies Journal, Vol. 16 No. 1, Pp. 87-98.
https://www.proquest.com/openview/d2a9b5d1e703d0667b5b285f0a406edd/1?pg-origsite=gscholar&chl=38744

Kim, A. J., & Ko, E. (2010). Impacts of Luxury Fashion Brand’s Social Media Marketing on Customer Relationship
and Purchase Intention. Journal of Global Fashion Marketing, 1(3), Article 3.
https://doi.org/10.1080/20932685.2010.10593068

Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance customer equity? An empirical study of
luxury fashion brand. Journal of Business Research, 65(10), Article 10. https://doi.org/10.1016/j.jbusres.2011.10.014

Kim, J., & Gupta, P. (2012). Emotional expressions in online user reviews: How they influence consumers’ product
evaluations. Journal of Business Research, 65(7), Article 7.

Koay, K. Y., Ong, D. L. T., Khoo, K. L., & Yeoh, H. J. (2020). Perceived social media marketing activities and
consumer-based brand equity: Testing a moderated mediation model. Asia Pacific Journal of Marketing and
Logistics, 33(1), Article 1. https://doi.org/10.1108/APJML-07-2019-0453

KomoraBiH. (2021). Bezakloholna pica i vode. https://www.komorabih.ba/wp-content/uploads/2020/04/Bezalkoholna-
pica-i-vode.pdf

Kusumasondjaja, S. (2018). The roles of message appeals and orientation on social media brand communication
effectiveness: An evidence from Indonesia. Asia Pacific Journal of Marketing and Logistics, 30(4), Article 4.
https://doi.org/10.1108/APJML-10-2017-0267

Lindell, M. K., & Whitney, D. J. (2001). Accounting for common method variance in cross-sectional research designs.
The Journal of Applied Psychology, 86(1), Article 1. https://doi.org/10.1037/0021-9010.86.1.114

Morgan-Thomas, A., & Veloutsou, C. (2013). Beyond technology acceptance: Brand relationships and online brand
experience. Journal of Business Research, 66(1), 21-27. https://doi.org/10.1016/j.jbusres.2011.07.019

Mostafa, R. B., & Kasamani, T. (2020). Brand experience and brand loyalty: Is it a matter of emotions? Asia Pacific
Journal of Marketing and Logistics, 33(4), 1033-1051. https://doi.org/10.1108/APJML-11-2019-0669

Nunnally, J. C. (1978). An Overview of Psychological Measurement. In B. B. Wolman (Ed.), Clinical Diagnosis of
Mental Disorders: A Handbook (pp. 97-146). Springer US. https://doi.org/10.1007/978-1-4684-2490-4_4

Nysveen, H., & Pedersen, P. E. (2014). Influences of Cocreation on Brand Experience. International Journal of
Market Research, 56(6), 807—832. https://doi.org/10.2501/IIMR-2014-016

Orten Tugrul, T. (2014). Brand Experience Effects On Consumer Social Media Marketing Perceptions And Brand
Value. Journal of Global Strategic Management, 2, 37—37. https://doi.org/10.20460/JGSM.2014815640

Palmer, A. (2010). Customer experience management: A critical review of an emerging idea. Journal of Services
Marketing, 24(3), 196-208. https://doi.org/10.1108/08876041011040604

Pitta, D. A., & Fowler, D. (2005). Online consumer communities and their value to new product developers. Journal of
Product & Brand Management, 14(5), Article 5. https://doi.org/10.1108/10610420510616313

Prasetyo, M., Nadhila, V., & Sanny, L. (2020). Effect of social media marketing on Instagram towards purchase
intention: Evidence from Indonesia’s ready-to-drink tea industry » Growing Science.
http://m.growingscience.com/betal/ijds/3746-effect-of-social-media-marketing-on-instagram-towards-purchase-
intention-evidence-from-indonesias-ready-to-drink-tea-industry.html

Rahman, M. S., & Mannan, M. (2018). Consumer online purchase behavior of local fashion clothing brands:
Information adoption, e-WOM, online brand familiarity and online brand experience. Journal of Fashion Marketing and
Management: An International Journal, 22(3), 404—-419. https://doi.org/10.1108/JFMM-11-2017-0118

Sahin, A., Zehir, C., & Kitapg¢i, H. (2011). The Effects of Brand Experiences, Trust and Satisfaction on Building Brand
Loyalty; An Empirical Research On Global Brands. Procedia - Social and Behavioral Sciences, 24, 1288-1301.
https://doi.org/10.1016/j.sbspro.2011.09.143

Licensed under Creative Common

Page 70



International Journal of Economics, Commerce and Management, United Kingdom

Schmitt, B. H. (1999). Experiential Marketing: How to get Customers to Sense, Feel, Think, Act and Relate to your
Company and Brands, The Free Press: New York, USA, 1999. The Free Press: New York, USA, 1999, 14(1), 275—
277.

Seo, E.-J., & Park, J.-W. (2018). A study on the effects of social media marketing activities on brand equity and
customer response in the airline industry. Journal of Air Transport Management, 66, 36—41.
https://doi.org/10.1016/j.jairtraman.2017.09.014

Sijoria, C., Mukherjee, S., & Datta, B. (2019). Impact of the antecedents of electronic word of mouth on consumer
based brand equity: A study on the hotel industry. Journal of Hospitality Marketing & Management, 28(1), Article 1.
https://doi.org/10.1080/19368623.2018.1497564

Simmons, G. (2008). Marketing to postmodern consumers: Introducing the internet chameleon. European Journal of
Marketing, 42(3/4), 299-310. https://doi.org/10.1108/03090560810852940

Simon, C., Brexendorf, T. O., & Fassnacht, M. (2013). Creating Online Brand Experience on Facebook. Marketing
Review St. Gallen, 30(6), 50-59. https://doi.org/10.1365/s11621-013-0299-6

Statistica. (2020). Internet users in the world 2020. Statista. https://www.statista.com/statistics/617136/digital-
population-worldwide/

Tucker, L. R., & Lewis, C. (1973). A reliability coefficient for maximum likelihood factor analysis.
https://doi.org/10.1007/BF02291170

We Are Social. (2022). Digital 2022: Another Year Of Bumper Growth - We Are Social UK.
https://wearesocial.com/uk/blog/2022/01/digital-2022-another-year-of-bumper-growth-2/

Yu, X,, Yuan, C., Kim, J., & Wang, S. (2021). A new form of brand experience in online social networks: An empirical
analysis. Journal of Business Research, 130, 426—435. https://doi.org/10.1016/j.jbusres.2020.02.011

Zarantonello, L., & Schmitt, B. H. (2010). Using the brand experience scale to profile consumers and predict
consumer behaviour. Journal of Brand Management, 17(7), Article 7. https://doi.org/10.1057/bm.2010.4

Zollo, L., Filieri, R., Rialti, R., & Yoon, S. (2020). Unpacking the relationship between social media marketing and
brand equity: The mediating role of consumers’ benefits and experience. Journal of Business Research, 117, 256—
267. https://doi.org/10.1016/j.jbusres.2020.05.001

Licensed under Creative Common

Page 71


http://ijecm.co.uk/

