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Abstract
This paper investigates the role of social media in the development
of Islamic branding and FHalal marketing strategies. The proposed
framework argues that Islamic branding has significant impact on
Halal goods purchasing and repurchasing (hereafter PRP) decisions.
It also studies the effects of social networks’ satisfaction on the
process of PRP of products and services, based on the Uses and
Gratification Theory (hereafter UGT). An online survey of 344
participants was done with data analyzed using the partial least
squares structural equation modeling technique in order to evaluate
the relationship of social media usage, purchase, re-purchase and
social media user satisfaction. Finally, it was empirically
demonstrated that the gratification experienced by users through
social media usage influences purchase intention. According to UGT,
the findings contribute to how social media influences alternative
assessments through the gratification of user needs, resulting in

actions and motives leading to the purchase of products and services.
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I. Introduction
Muslims are the world's fastest growing purchaser segment in terms of both
birth rate and reversion rate. ' Every firm who does not focus on the Muslim
market lacks the most significant and important prospect. Taking into
consideration the growing purchasing power and the expansion of the middle
classes, the Muslim markets are another outlet that can build a foundation for
future development.> Marketers and scholars must have a thorough
understanding of the Muslim community’s principles in order to build
branding that reflects those beliefs.
With substantial evidence, Halal food and many other Islamic goods &
services, such as cosmetics, real estate, hotels, fashion, and insurance,® have
extended across a wide range of sectors worldwide. It demonstrates that the
Muslim market, as well as Halal waves, will have a signiﬁcant influence on
commercial prospects. Muslims have a strong need for Halal cuisine, and this
strong desire will drive up demand in this industry.* As a result, the
overwhelming majority of active stakeholders, induding Cambodia, Malaysia,

Thailand, Dubai, Singapore, Turkey, and the United Arab Emirates, are now

! Elif Izberk-Bilgin and Cheryl C Nakata, “A New Look at Faith-Based Marketing: The
Global Halal Market,” Business Horizons 59, no. 3 (2016): 285-92.

? Stephen Wilkins et al, “The Acceptance of Halal Food in Non-Muslim Countries:
Effects of Religious Identity, National Identification, Consumer Ethnocentrism and
Consumer Cosmopolitanism,” Journal of Islamic Marketing, 2019.

* Iwan Vanany et al., “Determinants of Halal-Food Consumption in Indonesia,” Journal
of Islamic Marketing, 2019; Joan C Henderson, “Halal Food, Certification and Halal
Tourism: Insights from Malaysia and Singapore,” Tourism Management Perspectives 19
(2016): 160-64.

* Suhaiza Zailani et al., “Drivers of Halal Orientation Strategy among Halal Food Firms,”
British Food Journal, 2015.
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paying attention to the Halal waves® Ina nutshell, Muslims and Halal
markets are the world's fastest-growing segments, any firm that does not
explore these prospects will suffer from both top- and bottom-line growth. °
Similarly, research interest in Muslim majority markets is growing and has
been addressed by the international community. As a result, it is critical for
Muslims to act together to grab this opportunity.

Halal is an Arabic/ Quranic word that refers to what is acceptable, legal, or
lawful.® In terms of food, it is the dietary norm for Muslims.” The inverse of
Halal is Harim, which meaning banned, prohibited, or unlawful and is
believed to be against Allah’s and Muhammad's wishes."” The words Halal
and Hardm, are frequendy used in relation to food, meat, and drinks.
Furthermore, the use digital media does not essentially have a sole aim but
can and must be functional to manifold aspects concerned with the customer

and to an additional customized approach ' argues that customers might take

> Mohd Saiful Anwar Mohd Nawawi et al.,, “The Emergence of Halal Food Industry in
Non-Muslim Countries: A Case Study of Thailand,” Journal of Islamic Marketing, 2019.
* Qin Gao and Chenyue Feng, “Branding with Social Media: User Gratifications, Usage
Patterns, and Brand Message Content Strategies,” Computers m Human Behavior 63
(2016): 868-90.
7 Hayat M Awan, Ahmad Nabeel Siddiquei, and Zeeshan Haider, “Factors Affecting Halal
Purchase Intention—Evidence from Pakistan’s Halal Food Sector,” Management Research
Review, 2015.
$ Jonathan A ] Wilson, “The Halal Phenomenon: An Extension or a New Paradigm?,”
Socral Business 4, no. 3 (2014): 255-71.
? Zakiah Samori, Nor Zafir Md Salleh, and Mohammad Mahyuddin Khalid, “Current
Trends on Halal Tourism: Cases on Selected Asian Countries,” 7ourism Management
Perspectives 19 (2016): 131-306.
1 Majed Alhariri and Hani Mansour M Al-Mazeedi, “Halal Food Production in the Arab
World,” The Halal Food Handbook, 2020, 353—67; Yunes Ramadan Al-Teinaz and
Hani Mansour M Al-Mazeedi, “Halal Certification and International Halal Standards,”
The Halal Food Handbook, 2020, 227-51.
1 Collin-Lachaud and Diallo (2021)
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new shopping opportunities as a result of increasing social platforms and
underlines that social platform enhance consumer communication throughout

"2 give explanation to brand executives that this

the buying process
combination of digital contacts should be seen as a media that concurrently
affects the customer through numerous motivation and interaction platforms.
The research of the usage of mass media is based on consumer need and
gratification requirement.”” A number of factors, for instance, the information
gathering and dissemination, are identified via gratifications caused by the
usage of social media which directly affect buying and buying inclinations."
Likewise, it shows how buying and buy back from a social media network is a
role in customer aspirations and knowledge, which has a favorable influence

on social media use ©° ¢

claims that when exposed to a media, individuals are
adequately aware of their desires and needs. The writers explain how the
media compete to get their demands met by the public. Social media is not
the exception as individuals pick pleasant stimuli that might produce diverse
sorts of responses in an increasingly dynamic world. The UGT is therefore a
suitable theoretical foundation for understanding this context (UGT). This
hypothesis is based on the fact that gratifications are derived not only from

media content but 21150 from environmental GXPOSHI‘G and th€ social context Of

12 Rhee, Bayer, Lee, and Kuru (2021)

1 Chei Sian Lee and Long Ma, “News Sharing in Social Media: The Effect of
Gratifications and Prior Experience,” Computers in Human Behavior 28, no. 2 (2012):
331-39.

' Siti Maria et al, “The Effect of Social Media Marketing, Word of Mouth, and
Effectiveness of Advertising on Brand Awareness and Intention to Buy,” Jurnal
Manajemen Indonesia 19, no. 2 (2019): 107-22.

!> Syed Hassan Raza and Amna Hasnain Sanan Waheed Khan, “Cross-Cultural Evaluation
of the Mediation of Attitudes in Relationship of Cultural Values and Behavioral
Reactions toward Web Based Advertising,” n.d.,
https://dot.org/10.21621 /sajms.2018121.01.

1 Ardiansyah and Sarwoko (2020)
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rewarding consumption.'” The Internet usage establishments of ' retain
parallel satisfactions to conventional mass media, but stress that these
outcomes are complicated. The authors highlight that satisfactions stem from
intrinsic wants and those new podiums like SNS may change users' demands
and create new forms of gratifications. Therefore, it is necessary to
understand what kinds of gratification social media converges and how this
effect on buying, buying and fulfilling social media usage. The researchers are
developing a research prototypical using a quantitative technology using
UGT to address the following objectives: to analyze how SNS pleasure
increases goods and service purchases and repurchases and to examine
whether the use of SNS results in satisfaction. Towards this purpose, social
media platforms may be seen as brand media that can contribute to opening
up sectors that have previously underserved."” As a result, there is an argument
to be made for investigating the use of social media in accomplishing
the Islamic brand marketing strategy.

2. Conceptual Background

2.1 Islamic Branding

If a product has a brand, it can attract buyers. In the perspective of customers,
branding has a significant role that is true in the actual world. Branding isn't a
tight to find out who can manufacture a better product, but who can build a

better understanding.” Islamic branding may be defined as the usage of names

17 Sarah Genner and Daniel Siiss, “Socialization as Media Effect,” T7The International
Encyclopedia of Media Effects, 2017, 1-18.

'8 Dolan, Conduit, Fahy, and Goodman (2016)

19 Simon Hudson et al., “The Influence of Social Media Interactions on Consumer—Brand
Relationships: A Three-Country Study of Brand Perceptions and Marketing Behaviors,”
International Journal of Research i Marketing 33, no. 1 (2016): 27—41; V'Y Chernova,
OKSANA V Tretyakova, and ANDREY I Vlasov, “Brand Marketing Trends in Russian
Social Media,” Media Watch 9, no. 3 (2018): 397-409.

? Gao and Feng, “Branding with Social Media: User Gratifications, Usage Patterns, and

Brand Message Content Strategies.”
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connected to Islam or displaying Halal identification for a product.*’ For
instance: Islamic hotels, Islamic hospitals, KFC, etc. Islamic branding is
divided into three types. ** First, compliance with the Islamic brand. Islamic
companies must have great customer appeal by complying with and
complying with Islamic Sharia law. ** Halal items made in Islamic nations for
Muslim customers are brands featured in this category. Secondly, by
provenance, the Islamic brand. Likewise, e the product originated from an
Islamic nation; the use of a Halal label is important to demonstrating the
Halal character of the product. If the items are coming from non-Muslim
nations, they must be extra careful about labeling them as Halal if they want
to sell them to Muslim consumers. In order to attract Muslim consumers,
non-Muslim nations use Islamic branding to promote the use of the Halal
label on their products. As a result, we propose the following hypothesis.

HI: There is the significant relationship between Islamic branding and
purchase decision of Halal products.

HZ2: There is the significant relationship between Islamic branding and
repurchase decision of Halal products.

2.2 Impact of social media

** Describe the usage of social media as an information, content, and
cooperation technology to promote interactive information. The research of

the behavior in social media is dynamic, fast, accelerated and always changin.*®

21 Syed Hassan Raza, Hassan Abu Bakar, and Bahtiar Mohamad, “The Effects of

Advertising Appeals on Consumers’ Behavioural Intention towards Global Brands: The

Mediating Role of Attitude and the Moderating Role of Uncertainty Avoidance,” Journal

of  Islamic  Marketing 11, no. 2 (May 17, 2020):  449-069,

https://dot.org/10.1108/JIMA-11-2017-0134.

2 Zailani et al., “Drivers of Halal Orientation Strategy among Halal Food Firms.”

# Awan, Siddiquei, and Haider, “Factors Affecting Halal Purchase Intention—Evidence

from Pakistan’s Halal Food Sector.”

# Boulianne (2015)

# James P Walsh, “Social Media and Moral Panics: Assessing the Effects of Technological

Change on Societal Reaction,” International Journal of Cultural Studres 23, no. 6 (2020):
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Studies suggest that use of social mass media aims to connect with visible and
accessible people and there are several motives for connecting amongst users.”
The manner a user maintains relationships and active cooperation through
content is defined in earlier studies and in this present investigation.

The study of the usage of social media is also explained by*” in the context of
the user's requirements and gratifications generated by the media. The
scholars explained that social media gratifications might differ depending on
demographics and the desire to seek information ** further emphasize that
gratification is utilized to define many elements that explain how satisfaction
is measured. Research shows that social media use influences use on
information searches must be analyzed to understand these interactions and

numerous conducts » 3°

explains that the quest for newness is akin to rewards
as it is derived from the rewarding social interactions. Additional research
found that the hunt for information was important to explain the usage of

social media.®' The incentives for the usage of social media can therefore be

840-59; Hatice Kizgin et al., “The Impact of Social Media on Consumer Acculturation:
Current Challenges, Opportunities, and an Agenda for Research and Practice,”
International Journal of Information Management S1 (2020): 102026.

2 Tine Ustad Figenschou and Nanna Alida Fredheim, “Interest Groups on Social Media:
Four Forms of Networked Advocacy,” Journal of Public Affarrs 20, no. 2 (2020): ¢2012;
Susan Abel, Tanya Machin, and Charlotte Brownlow, “Social Media, Rituals, and Long-
Distance Family Relationship Maintenance: A Mixed-Methods Systematic Review,” New
Media & Socrety, 2020, 1461444820958717.

?7 Tajudeen, Jaafar, & Ainin (2018)

8 Boulianne (2015)

# Jonica Oncioiu et al., “Fundamental Power of Social Media Interactions for Building a
Brand and Customer Relations,” Journal of Theoretical and Applied Electronic Commerce
Research 16, no. 5 (2021): 1702-17.

% Han, Lappas, and Sabnis (2020)

I Tajudeen, Jaafar, and Ainin, “Understanding the Impact of Social Media Usage among

Organizations.”
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related to the benefits achieved with this use. As a result, UGT provides a
useful theoretical framework for examining customer attitudes and intentions.
2.3 Social media communication

In this study, communication with the organization is described as
communication activity via social media that influences the purchaser's
purchase choice. Business generate communication under their management
via internet social media and guidance, but consumers produce
communication to firms via social media on their own, therefore, businesses
lack control. Therefore, the influence of communication on social media is
determined by the business's capacity to cope with customer interactions and
build content monitoring procedures.”> However, the social connection with
other groups is centered upon on-line communication, where many types of
sociability merge. This type of communication is more accessible to
customers because it is done online rather than over the phone. As a resul,
this new marketing strategy should have an effect on product purchases and
repurchases. According to*, active social media co-creation increases brand
engagement & propensity to purchase. On the contrary, an analysis shows
that the influence of interaction changes based on previous experience and
expectations of the customer and that buying purposes might be extended

based on these prospects ** ¥

illustrate how the degree to which purchasing
choices are related is linked to the way buying intentions are communicated.
It 1s interesting that social communication from consumers had a favorable

effect on brand attitudes, whereas social communication from the corporation

2 Sora Kim, “The Process Model of Corporate Social Responsibility (CSR)
Communication: CSR Communication and Its Relationship with Consumers’ CSR
Knowledge, Trust, and Corporate Reputation Perception,” Journal of Business Ethics 154,
no. 4 (2019): 1143-59.
3 Seri¢ and Pranievié (2018)
3 Ismail Erkan and Chris Evans, “Social Media or Shopping Websites? The Influence of
EWOM on Consumers’ Online Purchase Intentions,” Journal of Marketing
Communications 24, no. 6 (2018): 617-32.
% Alalwan (2018)

64



Al-Qamar, Volume 4, Issue 2 (April-une 2021)

had the biggest impact on brand attitudes.*® Communication behavior on
digital media could therefore have an influence on usage satisfaction, which
can have a favorable effect on purchases and repurchases.

2.4 Purchase and re-purchase

PRP on social media refer to a customer's propensity to acquire things or
services through a certain electronic channel. Several social media purchase
and repurchase studies examine how these platforms have changed the way
people acquire items and services, with an emphasis on the impact of e-
WOM on sales”” In a research conducted utilizing UGT, decisions on
buying of social media were found and the relationship with the brand has an
effect on buying via e-WOM. ** The use variable from another perspective
suggests a beneficial effect on social media purchases. Other research implies
that the hunt for knowledge through perceived advantages has a favorable
influence on social media communication.”> However, the research is unclear
on how to use SNS to review the elements that affect procurement and
rebuying behavior. The pleasure of the usage of various social networks might
be linked with a variable of interest. The brands and consumer happiness link
favorably to user behavioral loyalty, explain.*® According to UGT theory, the
public chooses and uses communication channels according to their own
discretion to meet their wants or aspirations. Researchers are interested in

these antecedents; as a result, we've come up Wlth the fOHOWiI’lg hypOth€S€SI

% Erkan and Evans, “Social Media or Shopping Websites? The Influence of EWOM on
Consumers’ Online Purchase Intentions.”
37 Ismail Erkan and Chris Evans, “The Influence of EWOM in Social Media on
Consumers’ Purchase Intentions: An Extended Approach to Information Adoption,”
Computers in Human Behavior 61 (2016): 47-55.
% Maria Santos Corrada, Jose A Flecha, and Evelyn Lopez, “The Gratifications in the
Experience of the Use of Social Media and Its Impact on the Purchase and Repurchase of
Products and Services,” European Business Review, 2020.
# Ardiansyah and Sarwoko, “How Social Media Marketing Influences Consumers
Purchase Decision: A Mediation Analysis of Brand Awareness.”
“ Rambocas, Kirpalani, and Simms (2018)
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H3: The purchase of products and services through the SNS impacts the

soctal media user satistaction.

H4: The repurchase of products and services through the SNS impacts the
social media user satistactron.

2.5 Social media user satisfaction

“Define the satisfaction as the degree felt with a certain online service
provider for the past buying experience. Other investigators define
satisfaction as the common emotional assessment of the social media by an
engaged user.”” In this research, we define satisfaction as the satisfaction of
users after meeting their demands, which is caused in a social online
environment. User satisfaction is the discrepancy between the expectations of
consumers and their reality in using social platforms. Human contact
underpins social needs and people are eager to fulfill their wants and to
increase their pleasure. People also expect to profit from online social
activities * have shown that engagement with others, such as friendship and
mutual assistance, is established and strengthened with social gain. ** Online
social media interactions allow consumers to contact with other customers
and brands in a variety of ways. The main distinction between digital media
and conventional platforms, where digital media enhances content and
interaction rate of recurrence has been shown to be high levels of

engagement.” The pleasure of usage Is the discrepancy between consumers'

I Charoensukmongkol and Sasatanun (2017)
# Hannah K Jarman et al., “Motivations for Social Media Use: Associations with Social
Media Engagement and Body Satisfaction and Well-Being among Adolescents,” Journal of
Youth and Adolescence, 2021, 1-15.
* Qin and Kong (2015)
# Tao Hu, William J Kettinger, and Robin S Poston, “The Effect of Online Social Value
on Satisfaction and Continued Use of Social Media,” European Journal of Information
Systems 24, no. 4 (2015): 391—-410.
* Syed Hassan Raza, Hassan Abu Bakar, and Bahtiar Mohamad, “Advertising Appeals and
Malaysian Culture Norms,” Journal of Asian Pacific Communication 28, no. 1 (January
19, 2018): 61-82, https://doi.org/10.1075/japc.00004.raz.
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expectations and the experience they perceive when using a social network.
Social media may have a beneficial effect on the reputation of a brand and

“. Even social media is helping to increase client

boost value and relationships
and customer services for organizations. Furthermore, through social media,
businesses may learn more about the industry, rivals, and, most importantly,
their consumers and their demands. However, we agree with ¥/ that there is a
scarcity of scientific research on consumer happiness. Even present research is
centered on the standpoint of consumer satisfaction. Lastly, very little has
been written on satisfaction in using social media and how this might be a
component that explains the user's interactions across social platforms to
meet expectations.

2.6 Uses and gratifications theory (UGT)

The UGT aims to describe why and in what way individuals in different

4849 expressed

media actively look for material to satisfy their requirements
regarding UGT theoretical underpinning and a better understanding of
customers' attitudes and intents in terms of use of the Internet from the point
of view of the media are the theory of use and gratification (UGT) * stress
that UGT theory describes how media are utilized to meet the demands and
to understand the motives behind specific social media conducts. UGT
theory can explain the most widely used social media, its use and reasons for
its acceptance in a research of social media ' have explained that social media
are used by and analyzed by customers. On the other side, satisfaction
investigates how SNS tends via transcendent interaction to overcome user

expectations. Finally, gratification refers directly towards how social media

“ Hu, Kettinger, and Poston, “The Effect of Online Social Value on Satisfaction and
Continued Use of Social Media.”
#7 Septianto, Seo, and Errmann (2021)
* Thomas E Ruggiero, “Uses and Gratifications Theory in the 2Ist Century,” Mass
Communication & Society 3, no. 1 (2000): 3-37.
* Furthermore, Lee and Ma, (2012)
%0 Quan-Haase and Young (2014)
I He, Zhang, Tian, Tao, and Akula (2019)
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may meet personal requirements.”> UGT studies have discovered how the use
and satisfaction elements that explain customer sentiments.”* The social
communication created by the consumers will therefore retain a good attitude
to the brand name and may be a strong motivator to buy goods or services.>*
UGT therefore identified characteristics as determinants that directly impact
satisfaction, such the hunt for knowledge, enjoyment and social interacting >
observed that the users had different gratifications about the use of SNS.

Currently, information on brands, goods or services that affect decision-
making is being continuously searched. On the contrary, marketing
communication brings new problems and potential for enterprises since
customer purchasing decisions are impacted by their connection with digital

media.**According to ¥

understanding these interactions and specific
behaviors requires understanding the motives driving usage. Studies highlight
the findings where the information search was one of the main consumer
factors using social networks.® Additionaﬂy, few research scholar found that

the consumer perception is motivated by the passive content information

2 Md Alamgir Hossain, “Effects of Uses and Gratifications on Social Media Use,” PSU
Research Review, 2019.

53 Corrada, Flecha, and Lopez, “The Gratifications in the Experience of the Use of Social
Media and Its Impact on the Purchase and Repurchase of Products and Services.”

** Alexander Muk and Christina Chung, “Driving Consumers to Become Fans of Brand
Pages: A Theoretical Framework,” Journal of Interactive Advertising 14, no. 1 (2014): I—
10.

%> Gao and Feng (2016)

¢ Anna Krizanova et al, “The Effectiveness of Marketing Communication and
Importance of Its Evaluation in an Online Environment,” Sustamnabiity 11, no. 24
(2019): 7016.

7 Walsh (2020)

%8 Krizanova et al., “The Effectiveness of Marketing Communication and Importance of

Its Evaluation in an Online Environment.”
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9 noted that the usage of online social

obtained from the content strategy
networks enables customers to receive more information in the tourist
sector.”’ Furthermore, experts stress how important it is to analyze how
information research may stimulate customer experience by means of social
networks and might affect communication with the firm.

3. Methodology

This research employed a cross sectional quantitative approach for a sample
of social networking sites consumers in Kuala Lumpur Malaysia. The study
was based on a survey and the results were analyzed using partially less
squared structural equation (PLS-SEM) modeling. PLS-SEM allows the
investigator to operationalize concepts and to identify the suitable building of
inferential models. It also enables investigation and prediction creation by
means of data to be measured while conceptually describing phenomena.®

4. Data Analysis and Measures

The measure was constructed using a “5—point Likert scale”, with I
indicating total disagreement and “S indicating entire agreement”. The
following stage was to examine the validity of the data after the instrument
was completed. For this purpose, a pre-test was conducted on 35 individuals
with the same inclusion criteria as our group. The model was evaluated using
Smart-PLS software after the surveys were physically distributed. The results
showed Alpha value > .70, which show the validity of the analytical variables.

There were 23 items in the final instrument, divided into the subsequent

> Md Rokonuzzaman et al., “An Investigation into the Link between Consumer’s Product
Involvement and Store Loyalty: The Roles of Shopping Value Goals and Information
Search as the Mediating Factors,” Journal of Retailing and Consumer Services 52 (2020):
101933.

© Zillinger (2020)

°" Ali Abdallah Alalwan et al., “Social Media in Marketing: A Review and Analysis of the
Existing Literature,” 7elematics and Informatics 34, no. 7 (2017): 1177-90.

®2 Joseph F Hair et al., “When to Use and How to Report the Results of PLS-SEM,”

European Busmess Review, 2019.
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constructs: (1) Islamic branding, (2) purchase, (3) repurchase and (4) social
media user satisfaction.

4.1 Discriminant validity

The researchers looked for considerable variance across the several variables
that may have the same meaning after checking for validity and internal

consistency. As illustrated in the picture, this was accomplished utilizin
4 P P g

Heterotrait-Monotrait Ratio (HTMT) Analysis. The HTMT findings were

below the requirement of 0.90 and are consistent according to * indicating

that there are no issues between variables that might have the same meaning.

Tablel Construct reliability and validity

Variables Factor | Composite | Cronbach’ | AVE
loading | reliability | s alpha
Islamic Branding 0.756 0.90 0.89 0.58
Purchase 0.864 091 0.85 0.68
Purchase

p=0.64; t=24.166

Islamic Branding R2= 0 484 social media
user

B=0.66;t= satisfaction

23.064 o

) Repurchase B=0.65t=

R“=0.475 11.765
p=0.69; t = 24.347 ) ;e
R%=0.483
Figure I. Results of research model

Re-purchase 0.864 091 0.89 0.73
Social media user Satisfaction 0.886 0.92 0.94 0.75

® (Hair et al., 2016; Raza, Bakar, & Mohamad, 2019)
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Table 2. Path Estimates for Proposed Model

Path B Coefficient T- p-  Hypothesis
Value Value
Islamic branding .66 0.763 23.064 0.00I Supported

—purchase decision of

Halal products

Islamic branding 0.64 0.628 24.166 0.00I Supported
—purchase decision of

Halal products

Purchase —Social media 0.69 0.539 24.364 0.000 Supported
user satisfaction

Repurchase —  Social 0.65 0.583 I1.765 0.000 Supported

media user satisfaction

4.2 Results

The model results are shown in Table 2 and show a strong prediction
capacity in the research model. The results highlights that all hypotheses are
accepted. Islamic branding and purchase decision of Halal products as shown
in table 2, offer supports for HI (B = 0.66, p < 0.001, t = 23.064, t >
1.96). The report demonstrates that Islamic branding has a positive impact
purchase decision of Halal products hence, the hypothesis H2 is also
supported (B=0.64, p<0.00I, t = 24.166, t = 1.96). With regard to
hypothesis H3 and H4, the results demonstrate that there is relationship
between the purchase and the repurchase (= 0.69, p < 0.01, t = 24.3064, t
> 1.96) and (B= 0.65, p < 0.01, t = I11.765, t = 1.96) found significantly
positive respectively, and so validated the assumption. The findings support
the study paradigm as well as the expected links between the constructs of
interest; all of the correlations are accepted.

S. Implications

The research of social media use has developed as very important aspect
in order to create inferences about newfangled customer behavior. Social

media disrupt “space and time” boundaries that allow individuals to engage
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anyplace. This quantitative study evaluated the impact on satisfaction from
the usage of social media by the user of SNS. The study of SNS-related
factors creates motivation which affects the purchase and buy back of
products and services. UGT theory outlines why individuals are using social
networks and exchanging information. It describes the purchasing and re-sale
of items and services in line with the happiness that the customer experiences
during usage of the social media. Secondly, it gives an understanding of the
significant contribution to meeting consumer requirements of satisfied use of
social media. However, this research has produced a number of results where
it is validated that companies have to institute computer-generated platforms
which proliferates in the use of social networks, since it has been empirically
found that the use of social networking is the point of departure in the search
for production information. Thirdly, marketing managers are intended to
stimulate and support contact with existing and new consumers since the
higher communication between customers and business, the larger the buying
and re-buying of products and services. Moreover, techniques that drive
consumers to share their experience of using social networks must be
developed, since their degree of satisfactory usage of social networks helps to
show how demands are satisfied. The results reveal that customers have a
better involvement of digital platforms subsequently this is the way to
provide information and connect with other customers, but with the firms to
whom they buy and return to purchase products and services. Administrators
must support successful investment methods to enhance the customer
purchasing experience In technologies, trainings as well as message systems,
therefore making media usage happy. Finally, research demonstrates the value
virtual platforms get in the number of sales by purchasing and buying items
and services from enterprises. Lastly, for good marketing managers, the
biggest task is to find new sources of consumer contentment through
information and relationship with their clients.

5.1 Contributions to the UGT Theory

The outcomes of the UGT Theory findings contribute to the way that social

media sharing and access to technology is one of the most satisfying actions
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conducted. Secondly, it allows us to comprehend the rewarding incentives
that are beyond information exchange to societal advantages, as stated forth
in the UGT"s theory. This theory provides detailed justification for why
social media are accepted and used continuously. This study contributes to
the notion of how consumers might determine their gratifications to meet
their needs. The model-based gratifications are important in providing
consumers with diverse means of drawing attention to the diverse perceptions
of the customer. Every user of social media platform may be an information
producer in real time, which increases incentive for content generation and
promotion of social media usage.* Several researches have shown that social
and information aspects encourage certain motives for the use of social
media.”® Finally, the available literature clearly illustrates how social media
satisfaction might influence buying and buying back items and services. This
is connected to the demands of the individual and how self-gratification
expands user knowledge through the information and aspects given in a
specific medium.

5.2 Limitations and Conclusions

One of the shortcomings of the study was that the demographic factor was
not included. Scholars suggest that use gratuities may vary depending on the
demographic factors examined. Second, this research adopts a basic cross-
section design for data collecting, which might lead to concerns of bias in the
selection of the sample. Researchers advise the adoption of a longitudinal

design to resolve these constraints and to monitor changes over time and so

* Hyowon Hyun, Toulany Thavisay, and Suk Hyung Lee, “Enhancing the Role of Flow

Experience in Social Media Usage and Its Impact on Shopping,” Journal of Retailing and
Consumer Services, 2021, 102492; Tajudeen, Jaafar, and Ainin, “Understanding the

Impact of Social Media Usage among Organizations.”

® Sukanya Sharma et al., “Social Media Activities and Its Influence on Customer-Brand

Relationship: An Empirical Study of Apparel Retailers’ Activity in India,” Journal of
Theoretical and Applied Electronic Commerce Research 16, no. 4 (2021): 602—17.

% Corrada, Flecha, and Lopez, “The Gratifications in the Experience of the Use of Social

Media and Its Impact on the Purchase and Repurchase of Products and Services.”
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reduce partial problems. Future scholars would be able to observe patterns of

causation using this method. Other researchers might use the causality effect
to highlight distinct situations on the issue under investigation. According to
°” one should concentrate on how much experience, training and socialization
a researcher simplifies using the proposed approach to overcome these
restrictions. Researchers recommend that future studies examine the influence
of commitment on meeting communication demands through the usage of
social media. Furthermore, this study demonstrates how social media use has
a direct influence on customer behavior and indicates that social media is

more than just a method of communication.

7 Chen, (2017)
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