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ABSTRACT

The research aims to determine the effect of sports consumers’ decision-making styles regarding
their online shopping activities and social media marketing activities on their perceptions and
compare these two dependent variables with various demographic variables. The research sample
consists of 989 consumers who engage in online shopping. The participants were included in the
study using the convenience sampling method. As data collection tools, a Personal Information
Form, the "Online Consumer Style Inventory (O-CSl),” and the "Social Media Marketing Activities
Scale (SMMA)" were used. Descriptive statistical methods, t-tests, and ANOVA tests were
employed to analyze the data. According to the findings, within the O-CSI, the sub-dimensions
"high-quality, buying habit consciousness," “brand consciousness," "novelty-fashion
consciousness," "price consciousness,” and “portability consciousness" show significant
differences based on sex and the weekly internet shopping budget. Additionally, the sub-
dimensions "high-quality, buying habit consciousness," brand consciousness," "novelty-fashion
consciousness,” and "portability consciousness" show significant differences based on age groups.
At the same time, the sub-dimensions "high-quality, buying habit consciousness," “brand
consciousness," "novelty-fashion consciousness," and "price consciousness" show significant
differences based on weekly internet shopping duration. Regarding the SMMA scale, no significant
differences were found based on sex in all sub-dimensions, but significant differences were
identified based on age groups in all sub-dimensions. Furthermore, the SMMA scale shows
significant differences based on weekly internet shopping duration in the sub-dimensions
"Personalization" and "Word of Mouth" and significant differences based on weekly internet
shopping budget in the sub-dimensions "Informativeness" and "Word of Mouth." Correlation
analysis results indicate that all sub-dimensions of O-CSI have a significant, moderate, and positive
relationship with all sub-dimensions of SMMA. In conclusion, brands' marketing activities on social
media effectively determine sports consumers' consumption preferences.

Keywords: Sports consumer, online shopping, decision-making style, social media marketing
activities
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INTRODUCTION

With the rapid development of technology and media in the last decade, online shopping has become popular
worldwide (Lee & Lee, 2019; Tran & Nguyen, 2022). For example, in 2020, over two billion people purchased
goods or services online (Coppola, 2022). Nowadays, online shopping has also become popular in the field of
sports. Sports consumers visit sports-related websites to purchase tickets for sporting events, buy products
related to their favorite teams, and check scores or news about the sports world (Hambrick, Simmons,
Greenhalgh & Greenwell, 2010). Mainly, social media is a tool to establish a relationship between sports
organizations and sports consumers. Social media channels like Twitter, Instagram, and Facebook are used more
frequently by sports organizations to communicate and keep in touch with fans (Pedersen, Parks, Quarterman &
Thibault, 2010). Establishing such connections with fans via social media is also essential for the team/sports
organization to market its brand (Armstrong et al., 2016; Hambrick et al., 2010). This process is called social media
marketing. Social media marketing encompasses the process that enables people, associations, and companies
to promote their products, services, or websites and to reach a broad community that cannot be achieved

through traditional communication channels (Hibner, 2013).

In a study conducted by the marketing agency SEP, the social media marketing process is defined by the formula
“L-1-S-T-E-N.” While each letter of this formula points to a stage in the process, the meaning of the word
"listening" is presented as the process's most essential and first stage. The social media marketing process
follows: Listen, Identify, Solve, Test, Engage and Nurture. This process benefits organizations by preventing the
spread of negative messages about themselves online, turning problems into opportunities, and creating a
positive attitude by encouraging people who have had positive experiences with the organization to share (islek

& Alagoz, 2012).

Dixon, Martinez & Martin (2015) found that social media usage to accomplish the organizational purpose of
marketing was considered the most important and successful. Social media marketing is so successful because it
can affect the decision-making styles of sports consumers. It is known that the purchase of products includes
several factors that could affect each decision of the consumers (Hiu, Siu 2001). According to Sproles and Kenall
(1986), there are three ways to characterize consumer decision styles: the psychographic/lifestyle approach, the
consumer typology approach, and the consumer characteristics approach. Besides that, Kumar, Dhir, Talwar,
Chakraborty & Kaur (2021) discovered that some marketing styles can influence consumers’ perceptions of

product images and lead them to consumption behaviors.

As said below, social media marketing is also popular in the sports area. Most football clubs have some social
media presence, such as the number of Facebook likes, Twitter tweets, and YouTube videos. Besides that, some
teams use social media to market effectively to their fan base (Kuzma, Bell & Logue, 2014). Nisar, Prabhakar &
Patil (2018) found that greater customer interactivity through social media can be perceived as attractive and
increase spectatorship. Social media marketing activities drive fans’ and spectators’ decision-making styles

regarding online shopping.
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In this context, this study aims to examine the relationship between the decision-making styles of sports
consumers regarding their online shopping and the effect of social media marketing activities on consumer

perception.

METHOD

This section includes information about the research model, population sample, data collection tools, data

analysis, and publication ethics of the research.

Research Model

The research aims to determine the effect of sports consumers’ decision-making styles regarding their online
shopping activities and social media marketing activities on their perceptions. In this research, a descriptive
survey model was used, which aims to collect data to determine the characteristics of a particular group that are

the subject of the research. In the research, survey technique was used as data collection technique.

Selection of Participants
The study group comprises a total of 989 adults, consisting of 482 females (Mean Age=22.96+5.51) and 507 males
(Mean Age=24.1815.77), who were selected using the convenience sampling method among individuals engaged

in online shopping. The mean age of the participants is 23.58+5.67 years.

Data Collection Tools
As data collection tools, a "Personal Information Form," the “Online Consumer Style Inventory” (O-CSl), and the

"Social Media Marketing Activities Scale” (SMMA) were used in the research.

Personal Information Form
This form consists of questions about the independent variables such as sex, age, weekly internet shopping time,

and weekly internet shopping budget to collect information about the individual online shopper.

Online Consumer Style Inventory (O-CSl)

The Online Consumer Style Inventory (O-CSl), developed by Sam and Chatwin (2015) and adapted into Turkish
by Bayrakdaroglu et al. (2017), was used to determine the decision-making styles of sports consumers regarding
online shopping. The scale consists of 20 items and seven sub-dimensions. The sub-dimensions of the scale
are (1) high-quality, buying habit consciousness; (2) brand consciousness; (3) novelty-fashion consciousness; (4)
price consciousness; (5) portability consciousness; (6) website content consciousness; and (7) website interface
consciousness. The scale uses a 5-point Likert scale (1-Strongly Disagree, 2-Disagree, 3-Undecided, 4-Agree, 5-
Strongly Agree). The internal consistency coefficient calculated during the adaptation study of the scale was
found to be 0.74 (Bayrakdaroglu et al., 2017). In this study, the internal consistency coefficient calculated from

the collected data for the scale is 0.86.
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Social Media Marketing Activities (SMMA)

In this research, the Social Media Marketing Activities (SMMA) scale, developed by Yadav and Rahman (2017)
and adapted into Turkish by Yiksekbilgili (2018), was used to measure the impact of social media marketing
activities on consumer perception. The scale consists of 15 items and five sub-dimensions. The sub-dimensions
of the scale are (1) Interactivity, (2) Informativeness, (3) Personalization, (4) Trendiness, and (5) Word-of-mouth.
The scale uses a 7-point Likert scale (1-Strongly Disagree, 2-Disagree, 3-Slightly Disagree, 4-Undecided, 5-Slightly
Agree, 6-Agree, 7-Strongly Agree). The internal consistency coefficient calculated during the adaptation study of
the scale was found to be 0.93. In this study, the internal consistency coefficient calculated from the collected

data of the scale is 0.91.

Data Collection and Process

The Online Consumer Style Inventory, Social Media Marketing Activities Scale, and personal information
guestionare were applied to the sport consumers who volunteered to participate in the research via Google
Forms on the internet by the researchers. Before applying the scales, the participants were informed about the
purpose of the research and the scales. The data obtained from 989 people who participated in the study

voluntarily were included. Publication ethics was complied with in our research.

Data Analysis

In the analysis of the data, descriptive statistics methods (frequency, percentage, mean, standard deviation),
independent sample T-test, ANOVA, and Pearson Correlation tests were used. Descriptive methods using the
Kolmogorov-Smirnov test and coefficients of skewness and kurtosis were used to check the normality of the data.
Statistical significance was set at p<0.05. Cronbach Alpha coefficient was calculated to determine the reliability

of the scales.

FINDINGS
Table 1. O-CSI and SMMA Results by The Sex of The Participants
Scales Sub-dimensions Women Men 1989) P
M SD M  SD
High-quality, buying habit consciousness 5.80 2.11 6.14 2.33 -2.389 .017
Brand consciousness 8.78 2.79 9.50 2.88 -3.986 .000
. Novelty-fashion consciousness 5.80 2.11 6.14 2.33 -2.389 .017
g Price consciousness 11.05 1.47 10.66 1.74 3.742 .000
Portability consciousness 6.85 1.62 7.20 1.82 -3.145 .002
Website content consciousness 7.88 1.57 7.85 1.82 0.331 .740
Website interface consciousness 7.88 157 7.85 1.82 0.331 .740
Interactivity 14.58 3.68 1441 3.94 0.703 482
<  Informativeness 14.66 3.75 14.60 3.90 0.247 .805
% Personalization 14.74 3.92 14.65 4.10 0.360 719
v Trendiness 15.13 3.60 14.87 4.29 1.030 .303
Word-of-Mouth 14.71 4.47 14.47 4.57 0.821 412
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The results of the T-test performed according to the sex variable showed that the participants' O-CSI “High-
quality, buying habit consciousness” t(987)=-2.3, p=.017, “Brand consciousness” t(987)=-3.9, p=.000, “Novelty-
fashion consciousness” t(987)= -2.3, p= .017, “Price consciousness” t(987)= -2.3, p= .017, “Portability
consciousness” t(987)= -3.1, p= .002 sub-dimension scores differed statistically, O-CSI “Website content
consciousness” t(987)= 0.3, p=.740 and “Website interface consciousness” t(987)= 0.3, p= .740 indicates that

the sub-dimension scores did not differ statistically significantly.

The T-test results in the independent samples reveal that the scores of the sub-dimensions “Interactivity” t(987)=
0.7, p=.482, “Informativeness” t(987)= 0.2, p=.805, “Personalization” t(987)= 0.3, p=.719, “Trendiness” t(987)=
1.0, p=.303, “Word-of-Mouth” t(987)= 0.8, p=.412 of the SMMA, did not differ statistically according to the sex

variable.

Table 2. Results of One-Way Analyses of Variance in Online Consumer Style and Social Media Marketing

Activities by Age Groups

. . 18-20 21-30 31-40 41-50 F(3,985)
Scales Sub-dimensions
M SD M SD M SD M SD
High-quality, buying habit 675 186  7.09 1.95 738 175 845 164 887"
consciousness
Brand consciousness 8.67 2.60 9.19 2.90 3.98 233 12.12 2.57 15.47"
z Novelty-fashion consciousness 5.61 2.12 6.06 2.23 6.09 2.20 7.42 251 7.55"
¢ Price consciousness 11.05 1.41 10.76 1.73 10.94 1.47 10.69 1.42 2.18
Portability consciousness 6.80 1.56 7.05 1.78 7.40 1.75 8.06 1.83 6.39"
Website content consciousness 25.90 4.25 25.48 4.73 26.86 3.49 25.90 3.98 1.84
Website interface consciousness 7.85 1.47 7.82 1.80 8.07 1.39 8.57 1.90 2.31
Interactivity 14.04 3.54 14.55 3.92 15.76 3.58 15.18 3.97 3.68"
<« Informativeness 14.08 3.56 14.75 3.93 15.94 3.68 14.81 3.66 421"
§ Personalization 14.26 3.77 14.77 4.05 15.88 4.23 14.93 4.54 2.72°
Y Trendiness 14.58 3.65 15.08 4.02 16.55 3.35 14.45 5.62 4.04"
Word-of-Mouth 14.05 4.44 14.68 4.58 16.01 4.09 15.21 4.31 3.35"
*p< .05.

The results of the One-way ANOVA showed that there was a statistically significant difference in age on the “High-
quality, buying habit consciousness,” “Brand consciousness,” “Novelty-fashion consciousness,” and “Portability
consciousness” sub-dimensions of the O-CSI (p<0.05). The results of the One-way ANOVA also showed that there
was no statistically significant difference in age on the “Price consciousness,” “Website content consciousness,”

and “Website interface consciousness” sub-dimensions of the O-CSI (p<0.05).

The One-way ANOVA results also revealed that there was a statistically significant difference in age on the
“Interactivity,” “Informativeness,” “Personalization,” “Trendiness,” and “Word-of-Mouth” sub-dimensions of the

SMMA (p<0.05).
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Table 3. Results of One-Way Analyses of Variance in Online Consumer Style and Social Media Marketing

Activities by Weekly internet Shopping Duration

ccal 10 dk dan az 10 dk 20 dk 30 dk 40 dk diger F(5,983)
cales
M SD M SD M SD M SD M SD M SD
High-quality,
buying habit 6.67 1.97 715 1.95 714 185 7.46 191 719 187 705 191  3.74'
consciousness
Brand 836 2.59 9.47 3.22 992 285 951 2.82 923 246 897 292  7.80°
consciousness
_ Novelty-fashion 521 2.04 633 2.29 640 2.18 621 2.29 659 1.98 586 230  10.67"
8 consciousness
O Price consciousness 10.89 1.43 10.54 1.92 10.79 1.50 10.85 1.54 10.76 1.75 11.18 1.72 2.50"
Portability 687 1.65 699 1.97 714 186 7.8 1.75 691 169 7.5 147  1.07
consciousness
Website content
: 25.52 4.59 25.13 4.97 2545 468 2553 4.37 26.14 443 2660 3.89  2.13
consciousness
Website interface
: 7.78 1.54 7.83 2.01 798 166 7.74 1.79 777 175 808 158  1.02
consciousness
Interactivity 14.14 3.63 14.20 4.16 1436 3.76  15.12 4.03 1470 3.83 1476 362  1.68
< Informativeness 14.21 3.67 14.26 4.26 1461 353 1525 3.63 1506 4.05  14.82 3.94  2.04
S Personalization 1455 3.70 13.64 4.60 14.63 400 15.08 4.06 15.11 387 1531 3.86  3.33"
% Trendiness 14.78 3.87 14.45 4.24 1456 436  15.46 3.85 1591 348 1530 371  2.83
Word-of-Mouth 13.61 4.76 1435 4.78 14.80 408 1526 4.27 1556 450  14.94 433  4.46"

"p< .05.

The One-way ANOVA results showed that there was a statistically significant difference in weekly internet

shopping duration on the “High-quality, buying habit consciousness,” “Brand consciousness,” “Novelty-fashion

consciousness,” and “Price consciousness” sub-dimensions of the O-CSI (p<0.05). The results also showed that

there was no statistically significant difference in weekly internet shopping duration on the “Portability

consciousness,” “Website content consciousness,” and “Website interface consciousness” sub-dimensions of

the O-CSI (p<0.05).

The results of the One-way ANOVA revealed that there was a statistically significant difference in weekly internet

shopping duration on the “Personalization” and “Word-of-Mouth” sub-dimensions of the SMMA (p<0.05).

However, the results also showed that there was no statistically significant difference in weekly internet shopping

duration on the “Interactivity,” “Informativeness,” and “Trendiness” sub-dimensions of the SMMA (p<0.05).

Table 4. Results of One-Way Analyses of Variance in Online Consumer Style and Social Media Marketing
Activities by Weekly internet Shopping Budget

ccal 0-200 201-350 351-500 500-800 801-1000 1001-2000 F(5,983)
cales
M SD M SD M SD M SD M SD M SD
High-quality,
buying habit 6.77 1.90 711 173 767 194 790 195 7.4 225  7.77 2.25 8.23"
consciousness
3 Brand 850 2.53 894 271 10.65 3.17 1098 3.00 11.14 230  11.70 2.94  27.67"
7 consciousness
© Novelty-fashion
. 540 2.05 6.00 2.15 728 2.16 760 215 692 167 755 217  29.22°
consciousness
Price 11.00 1.49 10.92 1.61 1051 1.72 10.16 1.96 10.96 1.95 1022 2.00  551°

consciousness
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Portability 679 1.60 713 165 7.26 1.95 786 214 810 1.52 703 195 826
consciousness
Website content
: 26.03 4.29 25.42 4.63 25.48 4.20 2519 546 2489 432 2366 619 227
consciousness
Website interface 0 o) 792 1.75 820 1.67 820 1.78 771 1.60 729 235 232
consciousness
Interactivity 14.14 3.63 1420 4.16 1436 3.76 1512 4.03 1470 3.83  14.76 362 211
< Informativeness 1421 3.67 1426 4.26 14.61 3.53 1525 3.63 15.06 405  14.82 394 437
2 Personalization 14.55 3.70 13.64 4.60 14.63 4.00 15.08 4.06 1511 3.87 1531 3.86  0.72
% Trendiness 14.78 3.87 14.45 4.24 14.56 4.36 15.46 3.85 1591 3.48 1530 371  1.50
Word-of-Mouth 13.61 4.76 1435 4.78 14.80 4.08 1526 427 1556 450  14.94 433 498"
"p< .05.

The results of the One-way ANOVA showed that there was a statistically significant difference in weekly internet

shopping budget on the “High-quality, buying habit consciousness,” “Brand consciousness,” “Novelty-fashion

consciousness,” “Price consciousness,” and “Portability consciousness” sub-dimensions of the O-CSI (p<0.05).

The results also showed that there was no statistically significant difference in weekly internet shopping budget

on the “Website content consciousness” and “Website interface consciousness” sub-dimensions of the O-CSI

(p<0.05).

The One-way ANOVA results also revealed that there was a statistically significant difference in weekly internet

shopping budget on the “Informativeness” and “Word-of-Mouth” sub-dimensions of the SMMA (p<0.05) and

that there was no statistically significant difference in weekly internet shopping budget on the “Interactivity,”

“Personalization,” and “Trendiness” sub-dimensions of the SMMA (p<0.05).
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Table 5. Results of Correlation Analysis between SMMA and O-CSI

Variables n M SD 1 2 3 4 5 6 7 8 9 10 11 12
1. High-quality, buying 989 7.05 1.93 .

habit consciousness

2. Brand consciousness 989 9.15 2.86 .601™" .

3. Novelty-fashion 989 5.98 223 417" 601" .

consciousness

4. Price consciousness 989 10.85 1.62 -.019™ .057 -.019

>. Portability 989 7.03 173 331" 325" 331" 135

consciousness -

6. Website content 989 2569 452 068"  .094™ 068" 490" 353"
consciousness

7. Website interface

consciousness 989 7.86 1.70 307" .238" .248™ .259"" 3477 575" _

8. Interactivity 989 14.49 3.82 3477 .284" .300™" 201 324" .395" 426 _

9. Informativeness 989 14.63 3.82 316" 315" 329" 132" .304" .304" .320" .583" _

10. Personalization 989 14.69 4.01 282" 270" .298"" 147 .283" .285" .330" .564"" 641" _

11. Trendiness 989 15.00 3.97 .240" 273" .308"" .095"" .308"" 273" .306"" 486" .560"" 626" _
12. Word-of-Mouth 989 14.59 4.52 .320" .303" .352"" .072" 2777 251" .302"" 511" 537" 567" 576"

“p<.05.""p<.01.

Correlation analysis results indicate that all sub-dimensions of O-CSI have a significant, moderate, and positive relationship among all sub-dimensions of SMMA (p<.05,
p<.01).
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CONCLUSION and DISCUSSION

In this study, the decision-making styles of sports consumers regarding online shopping and the impact of social
media marketing activities were determined by their working status, weekly internet shopping time, and weekly
internet shopping budget. The relationship between the sport consumers' decision-making styles and social
media marketing activities were also determined. The findings obtained were interpreted in this section and

discussed in relation to the previous relevant studies.

It has been determined that the scores of the participants regarding the sub-dimensions "high-quality, buying

habit consciousness," “brand consciousness," "novelty-fashion consciousness," and “portability consciousness"
of the O-CSI show significant differences based on sex in favor of the males and the sub-dimension “price
consciousness” in favor of the females. As in our research, some other research has identified that consumers'
consumer decision styles differ according to the sex variable (Zhang, Prybutok & Strutton, 2007). According to a
study conducted by the Turkish Statistical Institute in 2021, it was observed that the employment rate for
individuals aged 15 and above was 45.2%. This rate was 28.0% for women and 62.8% for men. Women are less

employed than men. Based on this research, it can be seen that women who are not employed tend to prefer

low-priced products.

In contrast, men, who are more employed than women, seem to prioritize quality, portability, and innovative
fashion over women. On the other hand, some studies reveal the opposite situation; for example, Goswami and
Khan (2015) and Bayrakdaroglu and Cakir (2016) found that consumers' consumer decision styles do not differ

according to the sex variable. It is possible to obtain different results in different sample groups.

According to our findings, the mean scores of the participants regarding sub-dimensions "high-quality, buying

habit consciousness," brand consciousness," "novelty-fashion consciousness,” and "portability consciousness" of
the O-CSI show significant differences based on age groups. It has been determined that middle-aged sports
consumers have higher mean scores than younger sports consumers. Middle-aged people might have a regular
work life; therefore, it can be inferred that they prioritize quality, brand, and innovative fashion more than
younger sports consumers. Bayrakdaroglu and Cakir (2016), who conducted a research with 45 online consumers,

investigated no significant difference in consumer decision styles according to their ages. These results contradict

our research results.

Due to our study, the mean scores of the participants regarding the sub-dimensions "high-quality, buying habit

consciousness," “brand consciousness," "novelty-fashion consciousness," and "price consciousness" of O-CSI
show significant differences based on the weekly internet shopping duration. As sports consumers' weekly online
shopping durations increase, they are more influenced by product quality, price, brand, and innovative fashion.

Sport consumers spend more time on the internet to find the best product.
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It has been determined that the scores of the participants regarding the sub-dimensions "high-quality, buying

habit consciousness," “brand consciousness," "novelty-fashion consciousness," "price consciousness,” and
“portability consciousness" show significant differences based on the weekly internet shopping budget. As sports
consumers' weekly shopping budgets increase, they are more influenced by the brands of products, innovative
fashion, and portability than sports consumers who allocate less weekly budget. Additionally, it can be said that
sports consumers with lower weekly online shopping budgets are more influenced by the prices of products
compared to those with higher budgets. Therefore, sports consumers with lower weekly shopping budgets prefer
lower-priced products than participants with higher weekly shopping budgets. Sports consumers who allocate a
larger budget for online shopping may choose more popular brands by following innovative fashion trends.
Similar to our results, according to Bayrakdaroglu and Cakir (2016), there is a significant difference regarding the

sub-dimensions of "novelty-fashion consciousness" and "price consciousness.”

Regarding the mean scores of the SMMA scale, no significant differences were observed based on biological sex
across all sub-dimensions. It is important to note that in this research, participants were asked about their
biological sex. However, it is well-established in social sciences that gender is a socially constructed category
shaped by societal norms (Morgenroth & Ryan, 2018). These norms may only sometimes result in notable

distinctions in the measured sub-dimensions the SMMA scale assesses.

According to our findings, the participants' mean scores regarding the SMMA scale's sub-dimensions show
significant differences based on age groups. It has been determined that the participants in the age group of 31-
40 had higher mean scores than those aged 18-20. Each generation possesses distinct characteristics and unique
approaches to buying decisions and purposes for using social media influenced by various factors specific to their
respective age groups (Slootweg & Rowson, 2018). Besides that, people aged 31-40 might have a regular work
life; therefore, their perceptions of social media marketing activities could be higher than those of consumers

aged 18-20.

Furthermore, the participants' mean scores regarding the SMMA scale show significant differences based on
weekly internet shopping duration in the sub-dimensions "Personalization" and "Word of Mouth." According to
Bilgin (2018), when examining the components that constitute social media marketing activities, it is evident that
one of the most critical activities is personalization. These results demonstrate that businesses aiming to
establish and maintain successful brand communication on social media prioritize individualized communication
with customers. Therefore, consumers with a higher weekly shopping duration personalize the brands they

follow than consumers with a lower weekly shopping duration.

Due to our study, the participants' mean scores regarding the sub-dimensions of "Informativeness" and "Word
of Mouth” show significant differences based on the weekly internet shopping budget. Therefore, participants
who allocate a higher budget tend to visit and use brands' social media pages and recommend their purchase

experiences more to their close circles than those with lower or no budget. Additionally, participants allocating
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a higher budget believe that the information is more comprehensive and valuable because they research and

scrutinize brands' social media pages more than those who give lower or no budget.

Correlation analysis results indicate that all sub-dimensions of O-CSI have a significant, moderate, and positive

relationship among all sub-dimensions of SMMA.

Therefore, brands' marketing activities on social media effectively determine sports consumers' consumption

preferences.

SUGGESTIONS

Future research could examine the effects of social media marketing activities of brands belonging to different
product groups on consumers. Additionally, the consumption preferences of consumers who engage in online

shopping could be studied in various product categories.

Future research could analyze the impact of social media marketing endeavors by brands within comparable
product categories on consumers. Moreover, it could investigate how consumer engagements related to a
product category or a brand influence brand awareness, brand image, and brand loyalty on social media.
Additionally, the study could encompass different social media platforms to comprehensively examine how social

media influences consumers' preferences for specific brands.
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