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Abstract
This research investigates the role of consumer brand engagement as a mediator between social media marketing and
consumer-based brand equity within the context of luxury perfume brands. By employing a quantitative methodology, data
were gathered from 322 participants who not only possess significant knowledge of luxury perfume brands but are also
actively engaged on social media platforms. The study highlights several important findings, particularly the positive
correlations between consumer brand engagement and consumer-based brand equity, identifying cognition, emotion, and
behavior as key dimensions of CBE that contribute to the development of CBBE. The research further emphasizes the
influence of various SMM dimensions, including entertainment, interaction, personalization, trendiness, and word of mouth,
on CBBE components such as brand loyalty, perceived quality, and brand awareness/associations. These dimensions of social
media marketing were found to positively impact how consumers engage with the brand and how they form perceptions of
the brand's value. Additionally, the study confirms that compelling content in social media marketing significantly enhances
consumer brand engagement, establishing a direct link between SMM and CBE. Moreover, the study supports the existence
of a sequential relationship from social media marketing to consumer brand engagement and, in turn, to consumer-based
brand equity. This suggests that social media marketing not only directly influences consumer engagement but also indirectly
enhances brand equity by fostering greater consumer loyalty, awareness, and perceived quality. These findings contribute to
a deeper understanding of how social media marketing strategies can leverage consumer engagement to strengthen brand
equity, especially in the luxury perfume industry.
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1. INTRODUCTION

Luxury brands are often perceived as more than just products; they embody status, exclusivity, and aspiration. This perception
is what sets them apart from mass-market goods, and it is central to understanding consumer-based brand equity (CBBE), a
key concept in the luxury market. CBBE, as outlined by Keller (1993), refers to the value a brand holds in the minds of
consumers, and it is especially important in luxury markets where the emotional and symbolic aspects of the brand experience
are amplified. Consumers of luxury products are not just purchasing an item for its utility, but for the social status, emotional
fulfillment, and personal gratification it brings. This intrinsic motivation—rooted in the desire for self-expression and the
symbolic representation of success—forms the foundation of consumer behavior towards luxury brands. The allure of owning
a luxury product often reflects one's self-identity and social aspirations, making brand equity even more critical in shaping
consumer perceptions. Research on luxury fashion brands, particularly in emerging markets such as South Africa, has
examined the role of consumer-based brand equity in shaping brand loyalty and purchase intentions. Understanding how
consumers perceive luxury brands—considering factors like quality, exclusivity, and brand heritage—provides valuable
insights into the drivers of consumer behavior. For instance, consumer perceptions of luxury are influenced by both functional
and symbolic factors. While the functional aspect focuses on the tangible qualities of the product, such as design and
craftsmanship, the symbolic aspect is more concerned with the emotional connection to the brand, which ties into self-concept
and social identity. Wiedmann et al. (2009) suggest that a comprehensive understanding of luxury consumption behavior
requires a multi-dimensional approach, considering social influences, individual values, financial accessibility, and personal
experiences.

Furthermore, the role of consumer-based brand equity extends beyond consumer loyalty and purchase behavior to influence
market segmentation strategies. By understanding what drives perceptions of luxury—whether it’s the exclusivity of a brand,
its heritage, or the social capital it confers—brands can tailor their messaging and positioning to resonate with specific
segments of the market. This is particularly relevant in regions with emerging middle classes, where consumers are
increasingly seeking luxury goods not only for their intrinsic quality but as a means to signify their growing social status.
Thus, luxury brands must navigate a delicate balance between maintaining their heritage and adapting to changing consumer
tastes and market conditions. A significant body of research has also focused on the differences in consumer attitudes towards
luxury products versus counterfeit goods. Studies, particularly among younger consumers, suggest that perceptions of
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authenticity play a crucial role in shaping purchase decisions. Doss and Robinson (2013) highlight that for young female
consumers in the U.S., the distinction between genuine luxury products and counterfeit items is not just about price but also
about the symbolism attached to authenticity. Owning an authentic luxury product is seen as a reflection of personal success
and social standing, while counterfeit goods are often viewed as a threat to these values. The psychological gap between
owning a genuine luxury item versus a counterfeit is crucial for understanding consumer loyalty and the broader concept of
brand equity. This distinction in consumer attitudes further underscores the importance of authenticity and brand integrity
for luxury brands, particularly in the face of growing counterfeiting concerns. In addition to authenticity, another key issue
for luxury brands is the impact of rebranding. While innovation is necessary to stay competitive in the luxury market, it must
be done without compromising the brand's core values. Rebranding can significantly influence consumer perceptions of
luxury brands, as it can signal either a revitalization of the brand or a loss of its original essence. Blazquez et al. (2019)
emphasize the importance of maintaining brand consistency, particularly in luxury markets where heritage, exclusivity, and
status are fundamental to the brand's identity. Rebranding strategies need to preserve these core elements while appealing to
modern consumers who are often more socially conscious, tech-savvy, and value-driven. Luxury brands that successfully
reinvent themselves while staying true to their history can create renewed consumer interest and increase brand equity.
Moreover, the rise of digital platforms and social media has introduced new dimensions to luxury brand engagement. Social
media allows consumers to engage directly with luxury brands, share experiences, and shape brand narratives in real-time.
These interactions create new opportunities for brands to deepen emotional connections with their consumers, enhancing the
consumer’s sense of brand loyalty and attachment. Social media engagement—through influencer collaborations, user-
generated content, and interactive campaigns—can amplify consumer-based brand equity, making it more crucial than ever
for luxury brands to integrate digital strategies into their overall brand management. In this new era, the role of the consumer
is shifting from passive buyer to active participant in the brand’s story, which further contributes to the formation and
evolution of brand equity.

Understanding consumer-based brand equity within the luxury market involves acknowledging the emotional and symbolic
significance luxury brands carry, the shifting dynamics of consumer behavior, and the challenges of maintaining authenticity
and exclusivity. By exploring how perceptions of value are shaped by both tangible qualities and intangible symbolic
meanings, brands can craft strategies that resonate with consumers on a deeper level. Whether through understanding the
importance of rebranding, addressing the impact of counterfeiting, or leveraging the power of digital platforms, luxury brands
must continuously adapt to remain relevant in an ever-evolving marketplace. In the context of luxury consumption,
particularly in the Chinese market, brand equity plays a crucial role in shaping consumer attitudes and behaviors. The concept
of Customer-Based Brand Equity (CBBE) is fundamental in understanding how consumers perceive and respond to luxury
brands. As noted by Lai et al. (2016), brand equity significantly influences both affective and behavioral responses,
underlining the importance of brand perception in determining purchasing decisions. For luxury brands, CBBE is not just
about product quality or functionality; it encompasses emotional and symbolic factors that elevate the brand beyond mere
commodities. These factors include exclusivity, prestige, and the desirability of the brand, which resonate deeply with
consumers and motivate their purchasing behavior. In the Chinese market, where consumers often seek products that reflect
their social status and personal identity, the emotional and symbolic aspects of brand equity become even more pronounced.
The desirability of luxury brands, driven by their perceived fashion equity and exclusivity, further contributes to consumer
commitment. Pham et al. (2018) highlight that the fashion equity of luxury brands, which refers to their association with
trends, status, and cultural relevance, plays a critical role in strengthening consumer attachment and loyalty. Luxury products
are seen not only as high-quality goods but as symbols of success and personal accomplishment. The ability of luxury brands
to maintain their exclusivity while remaining relevant in the ever-evolving fashion industry is essential for preserving their
desirability and ensuring long-term consumer commitment. The role of social media in shaping brand equity is particularly
significant in the modern luxury landscape. As Arrigo (2018) notes, social media has transformed the way luxury brands
communicate with consumers, offering new avenues for brand engagement and interaction. Platforms like Instagram,
WecChat, and other social media outlets allow luxury brands to showcase their products in a way that resonates with
consumers, particularly younger generations. Social media also facilitates the sharing of experiences, reviews, and user-
generated content, which can have a profound impact on brand perception. For luxury brands, social media is not just a
marketing tool; it is an essential component of their brand equity strategy. By creating compelling content that engages
consumers emotionally and aligns with their values, brands can strengthen their positioning in the market and cultivate a
deeper connection with their audience.

Brand equity in the luxury market acts as a protective shield against external risks and market fluctuations. According to Ahn
and Park (2016), strong brand equity provides luxury brands with a buffer against changes in consumer preferences and
economic instability. Brands with a solid equity position are better equipped to navigate competitive pressures and maintain
consumer loyalty. This is particularly important in the luxury market, where the emotional value attached to brands often
leads to higher levels of consumer loyalty. The perceived prestige and social status associated with owning a luxury product
often outweigh rational considerations like price, making brand equity an essential element in sustaining competitive
advantage. Understanding the dynamics of luxury customer value is vital for fostering strong brand relationships. Choo et al.
(2012) emphasize that delivering value that resonates with consumers is key to sustaining long-term brand loyalty. In the
luxury sector, value is not solely defined by product quality or functionality; it also encompasses intangible factors like brand
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heritage, craftsmanship, and the social symbolism of the brand. Luxury brands must continuously evolve to meet the changing
expectations of their target audience, ensuring that their offerings remain aligned with consumer desires and cultural trends.
This is especially important as younger consumers—who are increasingly influential in the luxury market—seek brands that
reflect their personal values, aspirations, and lifestyle.

The evolving demographics of luxury consumers, particularly the growing influence of younger generations, presents both
challenges and opportunities for luxury brands. As Hwang and Kandampully (2012) note, younger consumers often view
luxury products as a means of signaling social status and success. As a result, luxury brands must tailor their branding
strategies to align with the values and aspirations of this demographic. This may involve emphasizing sustainability, social
responsibility, or innovation—values that resonate strongly with younger consumers. Luxury brands that fail to adapt to these
changing consumer preferences risk losing relevance in an increasingly competitive market. By leveraging insights from
market research and staying attuned to the evolving desires of their target audience, luxury brands can continue to captivate
younger consumers and maintain their status in the ever-changing landscape of fashion and luxury. The luxury market is
deeply influenced by the interplay of brand equity, consumer perceptions, and the evolving dynamics of social media and
consumer behavior. Luxury brands must recognize the emotional and symbolic value that brand equity provides, ensuring
that their offerings remain relevant and desirable in a rapidly changing market environment. By leveraging the power of
social media and aligning their branding strategies with the values and aspirations of younger consumers, luxury brands can
continue to build strong consumer relationships, cultivate loyalty, and maintain their competitive edge in the global market.
The key to success lies in understanding the multifaceted nature of luxury consumer behavior and responding with innovative,
relevant, and emotionally resonant brand strategies.

Luxury brands have long been recognized for their exclusive and high-end offerings, but in recent years, they have
increasingly turned to social media as a crucial platform for engaging with consumers. Social media provides luxury brands
with a unique opportunity to connect with consumers in more interactive and personalized ways, making it a vital component
of modern marketing strategies (Godey et al., 2016). The digital landscape has significantly transformed how luxury brands
engage with their target audiences, allowing them to extend their reach and enhance their brand equity. Social media not only
facilitates communication between brands and consumers but also allows for the creation of user-generated content, which
can amplify the brand’s message and increase its reach through organic sharing. One of the critical areas of research in luxury
brand marketing is the transition from traditional media to social media platforms, particularly in terms of how brand equity
is built and sustained (Bruhn et al., 2012). This shift has changed the way luxury firms engage with consumers, as traditional
marketing tactics such as print advertisements or TV commercials have been supplemented or replaced by more interactive,
consumer-driven forms of marketing on platforms like Instagram, Facebook, and WeChat. The interaction between brands
and consumers on social media is fundamentally different from that on traditional media, as it involves two-way
communication and the active participation of consumers in content creation. For luxury brands, this means that they can no
longer control all aspects of their brand message; instead, they must navigate the complexities of both firm-created and user-
generated content. This shift presents new challenges and opportunities, particularly in how brands manage their image, build
trust, and maintain exclusivity in an open digital environment (Bruhn et al., 2012).

The role of brand communication through social media platforms like Facebook has been studied to understand its impact on
consumer-based brand equity (CBBE). Schivinski and Dabrowski (2015) argue that social media allows for continuous
consumer learning, where consumers actively engage with brand content and shape their perceptions based on interactions.
This ongoing engagement is crucial for luxury brands, which rely heavily on the emotional connection and brand loyalty they
build with their audience. Social media allows brands to create personalized, engaging content that resonates with consumers
on a deeper level, which can lead to stronger brand equity. As a result, luxury brands are advised to develop clear and effective
social media strategies to enhance customer experiences and perceptions of their brand. This includes creating compelling
content, engaging with users authentically, and managing the conversation around their brand to ensure consistency and
exclusivity in a digital age (Arrigo, 2018). An important area of focus in the research on social media marketing is the
antecedents and consequences of consumer engagement. Barger et al. (2016) reviewed the factors that drive consumer
engagement on social media and its subsequent effects on brand equity. Their work emphasizes the need for a framework to
better understand how engagement on social media can influence brand perception, loyalty, and advocacy. This framework
offers valuable insights for both marketing academics and practitioners, particularly in luxury markets, where engagement is
often a precursor to brand love and long-term loyalty. One of the key findings from these studies is the moderating role of
trust in the relationship between social media engagement and brand equity. Chahal and Rani (2017) underscore the
importance of trust in social media interactions, arguing that without trust, consumers are less likely to engage meaningfully
with a brand, diminishing the potential for building strong brand equity. This highlights the importance of ensuring that
luxury brands maintain their image of exclusivity and credibility, even in the more open and accessible environment of social
media.

In the context of luxury fashion brands, much of the research on CBBE has focused on the traditional consumer perception
models, which may need to be adapted to account for the distinct characteristics of luxury goods in emerging markets. For
instance, while traditional models of CBBE often focus on tangible attributes like quality, price, and performance, luxury
brands are often judged by more subjective, emotional factors such as prestige, exclusivity, and social symbolism. The rise
of social media has added another layer to this dynamic, as consumer interactions on these platforms can amplify both positive
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and negative perceptions of a brand. Machado et al. (2019) explored the mediating role of consumer-brand engagement and
brand love, particularly on Facebook, in influencing CBBE. They found that when consumers engage with a luxury brand on
social media and develop a sense of brand love, it positively influences their perception of the brand’s equity. This interaction
is not just about consuming content but involves emotional investment and a deeper connection with the brand, which can
ultimately translate into stronger brand loyalty and advocacy.

Empirical studies have also investigated how social media impacts CBBE in the retail industry, highlighting the significance
of these platforms in shaping consumer perceptions of brands (Colicev et al., 2018). In the case of luxury perfumes, social
media marketing has become an essential tool for enhancing brand visibility and consumer engagement. While luxury
perfumes have traditionally relied on selective distribution channels and high-end retail experiences to maintain their
exclusivity, social media has provided a new avenue for reaching a wider audience while maintaining the brand’s prestige.
The ability to showcase the unique sensory and emotional experiences associated with luxury perfumes through social media
platforms, such as Instagram and Pinterest, offers brands a way to engage consumers and evoke powerful emotional
responses. Despite the increasing attention given to luxury brands and social media, there are still gaps in the literature,
particularly regarding the emotional, strategic, and consumer-centric aspects of social media marketing for luxury perfumes.
The complexities of how social media engagement influences CBBE in the luxury perfume industry have not been fully
explored, creating an opportunity for future research. By addressing these gaps, researchers can offer valuable insights into
how luxury perfume brands can optimize their social media strategies to better connect with consumers and enhance brand
equity. Specifically, understanding the role of consumer brand engagement in mediating the relationship between social
media marketing and CBBE is crucial for developing effective social media strategies that not only build brand awareness
but also foster long-term consumer loyalty and emotional attachment.

The use of social media by luxury brands is reshaping the way brand equity is built and sustained. For luxury perfume brands,
understanding the role of consumer brand engagement as a mediator between social media marketing and CBBE s vital for
crafting effective marketing strategies. By bridging the gap between social media engagement and brand perception, luxury
brands can strengthen their position in an increasingly competitive digital landscape. This research aims to shed light on these
dynamics, offering practical insights that can help marketers optimize their social media strategies and foster deeper, more
meaningful relationships with their consumers.

2. LITERATURE REVIEW

Consumer-Based Brand Equity (CBBE) in the luxury sector has become a crucial concept for understanding how consumers
perceive and interact with luxury brands, as it plays a pivotal role in shaping purchasing behavior and brand loyalty. The
development of CBBE theories, especially within the context of luxury goods, reflects the evolving nature of brand
perceptions over time. One influential framework for understanding CBBE is the complexity and configural theory proposed
by Woodside (2014). This theory challenges the traditional view that brand equity is a static, one-dimensional construct.
Instead, it presents CBBE as a dynamic and multifaceted concept that continuously evolves through various stages of
consumer-brand interactions. This perspective emphasizes that brand equity is not simply an accumulation of static attributes
but a fluid process that involves complex configurations of factors, including emotional engagement, cultural meanings, and
consumer experiences (Chatzipanagiotou et al., 2016). By applying this theory, scholars and practitioners have gained deeper
insights into the nuances of brand equity in the luxury market, which is often influenced by intangible factors such as status,
prestige, and personal identity.

Aaker’s (1991) foundational CBBE model has been instrumental in providing a general framework for brand equity, and
while it is widely used, it is considered somewhat generic and not specifically tailored to luxury brands. Aaker identified key
dimensions of CBBE—brand awareness, perceived quality, brand associations, and brand loyalty—which are universally
applicable to most markets (Su and Chang, 2017). However, the luxury sector presents unique challenges in applying these
dimensions. For example, the concept of brand loyalty in luxury may differ significantly from that in more mass-market
categories, with consumers often driven by emotional connections, status signaling, and exclusivity rather than mere
functional satisfaction. Moreover, the perception of quality in luxury goods is not just based on tangible attributes but is also
deeply intertwined with the brand’s heritage, craftsmanship, and aura of exclusivity. Thus, there is a growing need to refine
and customize the CBBE model to account for the distinctive characteristics of luxury brands, an area that remains a gap in
current theoretical frameworks.

Further contributing to our understanding of CBBE is the theory of planned behavior, which has been applied to explore
consumer decisions in the luxury fashion market. Jain et al. (2017) used this theory to investigate consumer behavior in India,
highlighting the importance of cultural, psychological, and social factors in shaping luxury purchase intentions. The theory
of planned behavior asserts that consumer intentions are influenced by three key factors: attitudes toward the behavior,
subjective norms, and perceived behavioral control. In the context of luxury goods, these factors often intersect with broader
social and cultural influences, such as aspirations to signal status and social identity. The application of this theory in
emerging markets, like India, underscores the necessity of understanding how local cultural values and economic conditions
impact consumer behavior towards luxury brands.

Design perception has also emerged as a significant contributor to CBBE, particularly in the luxury sector. The use of means-
end theory and rationalism has been explored by researchers like Meng and Bari (2019) to understand how consumers
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evaluate luxury goods based on design. This study focused on the impact of design perception on luxury brand equity by
examining 3D-printed branded accessories. It demonstrated that design not only influences consumer perceptions of quality
and uniqueness but also plays a key role in the emotional engagement consumers feel with luxury brands. In the luxury
market, design often transcends functionality and serves as a symbol of exclusivity, craftsmanship, and innovation. As such,
understanding design perception is critical for luxury brands seeking to differentiate themselves and maintain a strong
position in the market. Rebranding, particularly in the luxury fashion sector, has also been a focal point of research regarding
its impact on CBBE. Blazquez et al. (2019) examined how rebranding strategies, such as repositioning and changes in brand
messaging, affect consumer perceptions of luxury brands. In the luxury industry, rebranding is a delicate process, as it must
preserve the core values and heritage of the brand while adapting to changing market dynamics and consumer expectations.
A successful rebranding initiative can rejuvenate a brand’s image, attract a new consumer base, and reinforce existing
consumer loyalty. However, it also carries the risk of alienating loyal customers or diluting the brand’s exclusive image. This
research highlights the importance of carefully managing the rebranding process to ensure that it enhances, rather than
diminishes, CBBE. When measuring CBBE, scholars generally agree that it involves evaluating how consumers perceive
and respond to a brand based on their knowledge and experiences with it. Qi et al. (2013) reinforce the significance of key
dimensions—»brand awareness, brand associations, perceived quality, and brand loyalty—as essential indicators of CBBE.
Brand awareness reflects how well consumers can recognize or recall a brand, which is crucial in luxury markets where
exclusivity often limits mass exposure. Brand associations refer to the emotional and symbolic meanings attached to a brand,
which are particularly significant in luxury brands that are closely tied to status and lifestyle. Perceived quality goes beyond
functional attributes to include intangible factors like prestige, craftsmanship, and heritage, which are critical in the luxury
sector. Finally, brand loyalty in the luxury market often involves deep emotional attachment and a sense of belonging to a
select group of consumers, contributing to long-term customer retention and advocacy.

Understanding CBBE in the luxury sector requires a nuanced approach that goes beyond traditional brand equity models.
Theories like the complexity and configural theory, as well as the theory of planned behavior, provide valuable frameworks
for understanding the evolving and dynamic nature of consumer perceptions. Additionally, the role of design, rebranding,
and cultural factors in shaping CBBE highlights the complexity of consumer engagement with luxury brands. As the luxury
market continues to evolve, it is crucial for researchers and practitioners to refine existing models and consider new
dimensions of brand equity that reflect the unique characteristics of luxury goods and the changing landscape of consumer
behavior. Keller (1998) defined Consumer-Based Brand Equity (CBBE) as the impact that brand knowledge has on consumer
behavior and decision-making, emphasizing how brand perceptions influence consumer preferences and choices. Brand
knowledge refers to both the awareness and associations that consumers hold about a brand, and it plays a crucial role in
shaping consumer attitudes and behaviors. The more favorable and distinct these brand associations are, the more likely it is
that consumers will develop a positive perception of the brand and ultimately make purchasing decisions based on this
accumulated knowledge. Ruzzier (2010) further expanded on this by highlighting the importance of understanding these
brand associations and how they affect decision-making processes, offering a framework for brands to effectively manage
consumer perceptions.

In the context of CBBE, brand loyalty emerges as a critical dimension that reflects the extent to which consumers are
committed to a brand and exhibit repeat purchase behavior. As noted by Thao and Hanh (2016), brand loyalty indicates the
strength of the bond between consumers and a brand. A loyal customer not only purchases a brand’s products repeatedly but
also tends to exhibit a high level of trust, satisfaction, and preference for that brand over competitors. Brand loyalty is
considered one of the most valuable assets for any brand, as it leads to a stable and consistent customer base, enhances word-
of-mouth promotion, and can insulate the brand from price competition.

Brand associations, another key dimension of CBBE, play a central role in shaping how consumers perceive a brand.
According to Christodoulides and Chernatony (2010), brand associations are the mental connections or attributes that
consumers link to a brand. These can include elements such as the brand’s logo, advertisements, social status, and even the
experiences associated with using the product. The associations consumers make with a brand influence their attitudes,
behaviors, and ultimately their purchasing decisions. A strong, positive brand image can be a powerful differentiator in a
competitive marketplace, as consumers are more likely to favor a brand with which they have a strong emotional or cognitive
connection. Perceived quality is another essential component of CBBE, reflecting consumers' overall judgments about a
brand’s quality and its ability to meet their needs or expectations. As Thao and Hanh (2016) suggested, perceived quality
encompasses aspects such as reliability, durability, and excellence, and it contributes significantly to a brand’s reputation.
Consumers are generally willing to pay a premium for products from brands that they perceive as offering superior quality.
In the context of luxury brands, perceived quality is not only about tangible attributes like product functionality or design but
also includes intangible factors such as exclusivity, craftsmanship, and brand heritage.

In addition to the core dimensions of brand awareness, brand associations, perceived quality, and brand loyalty, scholars like
Christodoulides and Chernatony (2010) have proposed other factors to capture the full complexity of CBBE. These include
brand image, social image, trustworthiness, and commitment. Brand image is closely tied to consumer perceptions of the
brand’s personality and overall aura, which can significantly influence consumer attitudes. The social image, on the other
hand, pertains to the status or prestige that owning a brand may convey to others, especially in the case of luxury brands.
Trustworthiness, another crucial dimension, refers to consumers' belief that a brand will deliver on its promises and maintain
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a high level of integrity. Lastly, commitment reflects the emotional connection and long-term relationship that consumers
have with a brand, which can lead to increased brand loyalty. The rise of social media has transformed how brands,
particularly luxury brands, build and sustain brand equity. Social media marketing (SMM) activities, such as entertainment,
interaction, trendiness, customization, and word-of-mouth, have become essential tools for engaging with consumers and
influencing their behavior (Kim and Ko, 2012; Godey et al., 2016). These dimensions of social media marketing play a
critical role in enhancing CBBE by fostering stronger consumer-brand relationships and increasing brand awareness and
loyalty. For example, entertainment-based content on social media, such as engaging videos or interactive posts, can help
brands capture the attention of consumers and encourage emotional engagement. Similarly, interaction with consumers
through comments, direct messages, or social media campaigns fosters a sense of community and belonging, which
strengthens the brand-consumer relationship. Trendiness and customization are other key dimensions in social media
marketing that resonate particularly with younger, more digitally-savvy consumers. Luxury brands use these strategies to
remain relevant in a fast-moving, trend-driven market. By offering customized experiences or products that cater to individual
preferences, brands enhance consumer satisfaction and build a sense of exclusivity. Furthermore, word-of-mouth on social
media has a powerful influence on consumer behavior. Consumers are more likely to trust recommendations from peers or
influencers than traditional advertising, making social media platforms essential for building brand credibility and loyalty.
Perceived social media marketing activities have been found to have a direct impact on customer loyalty, as these activities
help build long-term relationships with consumers. Yadav and Rahman (2018) emphasized the importance of using social
media platforms to engage with consumers on a deeper level, not just to promote products but also to create an interactive
experience that fosters a sense of trust and satisfaction. Moreover, social media marketing can influence not only loyalty but
also brand consciousness and value consciousness. By crafting content that highlights the unique value propositions of luxury
brands, companies can reinforce consumers’ perceptions of quality, exclusivity, and prestige, further strengthening CBBE.
The various dimensions of CBBE—such as brand awareness, brand associations, perceived quality, and brand loyalty—serve
as the foundation for evaluating the strength of a brand in the marketplace. However, these dimensions must be understood
in the context of evolving consumer behaviors, especially in the digital age, where social media plays an increasingly vital
role in shaping brand perceptions. By leveraging effective social media marketing strategies, luxury brands can enhance their
brand equity, build stronger relationships with consumers, and drive long-term brand loyalty. As the digital landscape
continues to evolve, brands will need to continually adapt their marketing efforts to meet the changing needs and expectations
of their consumers, while maintaining the exclusivity and prestige that defines luxury goods. Consumer brand engagement is
a multifaceted concept that encompasses cognitive, emotional, and behavioral aspects of a consumer's interaction with a
brand. Holbeek et al. (2014) define consumer brand engagement as a combination of cognitive activity, emotional connection,
and positive behaviors exhibited by consumers when engaging with a brand. This engagement goes beyond mere transactional
interactions, reflecting deeper, more involved consumer behavior towards a brand or its products. Altschwager et al. (2017)
further elaborate on this by framing consumer brand engagement as the intensity of an individual's participation and
connection with a brand’s offerings or activities, emphasizing that engagement can be initiated by both the consumer and the
brand. This highlights the interactive and reciprocal nature of engagement, where both parties are active participants in the
process of fostering brand connection.

Kumarapeli et al. (2016) identify four key dimensions that shape consumer brand engagement: consumer involvement,
customer rapport, customer commitment, and customer satisfaction. These dimensions collectively define the depth and
quality of the relationship between consumers and brands, suggesting that engagement is not just about frequency of
interaction but also the strength of the connection formed during those interactions. Gong (2017) builds on this by
emphasizing the cognitive, affective, and behavioral components that characterize engagement, suggesting that engagement
is a motivational state that drives consumer behavior and shapes their attitudes toward the brand. This view incorporates the
psychological elements of engagement, highlighting how consumers mentally invest in their relationship with a brand. The
behavioral aspect of consumer brand engagement is particularly important, as it reflects the active participation of customers
beyond mere consumption. Nysveen and Pedersen (2014) argue that customer-brand engagement involves a behavioral
investment in specific brand interactions, marking the distinction between passive consumption and active engagement. Gong
(2017) expands on this by defining engagement as the physical, cognitive, and emotional presence of customers during direct
interactions with a brand. This definition underscores the dynamic and interactive nature of engagement, encompassing both
tangible actions (e.g., purchasing, sharing content) and intangible aspects (e.g., emotional attachment, cognitive processing)
of consumer-brand interactions.

The concept of consumer brand engagement plays a crucial role in enhancing Consumer-Based Brand Equity (CBBE), which
is the value a brand holds in the minds of consumers. According to Pappu et al. (2005), CBBE can be measured across four
primary dimensions: brand awareness, brand associations, perceived quality, and brand loyalty. These dimensions work
together to shape the perceived strength of a brand in the marketplace, with each dimension contributing to a deeper, more
positive consumer relationship with the brand. Schivinski and Dabrowski (2015) further reinforce the importance of brand
communication in this process, noting that effective communication strategies—particularly those that involve engaging
consumers through interactive channels like social media—can accelerate decision-making, strengthen brand loyalty, and
reinforce brand equity. In essence, brand communication acts as a vehicle for consumer engagement, fostering deeper
connections and loyalty that enhance CBBE. Emotional attachment to brands, particularly within the realm of social media,
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is another significant factor influencing CBBE. Dwivedi et al. (2019) explore the relationship between emotional brand
attachment and social media-based brand equity, emphasizing that emotional connections formed through social media
interactions can significantly bolster brand equity in the digital age. This emotional bond plays a pivotal role in consumer
perceptions and subsequent behaviors, reinforcing the link between positive brand experiences and favorable consumer
outcomes. When consumers feel emotionally connected to a brand, they are more likely to engage with the brand on social
media, spread positive word-of-mouth, and ultimately become brand advocates, all of which contribute to the strengthening
of CBBE.

Buil et al. (2013) found that strong brand equity positively affects consumer responses, which in turn leads to favorable
actions and attitudes toward the brand. This creates a cycle where strong CBBE leads to positive consumer behavior, which
further enhances the brand’s equity. This underscores the importance of developing strategies that foster both emotional and
cognitive engagement, as these aspects are key drivers of consumer loyalty and positive brand perception. In the retail sector,
social media marketing activities have been empirically linked to customer-based brand equity, with studies showing a
significant impact on the success of brands in this domain (Colicev et al., 2018). The rise of social media as a tool for brand
communication has altered the landscape of brand equity development. Mishra (2019) demonstrates that social media-based
brand communication—whether initiated by the brand or generated by consumers—can have a powerful effect on CBBE.
Consumer-generated content (e.g., user reviews, social media posts, and shared experiences) plays a crucial role in enhancing
brand equity, as it offers authentic and relatable insights into the brand's value. Similarly, firm-generated content, such as
targeted advertising, influencer partnerships, and branded content, helps shape consumer perceptions and build brand
awareness, loyalty, and perceived quality.

The interplay between firm-generated and user-generated content on social media platforms creates a unique environment
for enhancing brand equity. Luxury brands, in particular, can leverage this dual form of content to build trust, foster brand
loyalty, and establish emotional connections with their audiences. By engaging consumers through compelling social media
content that resonates with their values and desires, brands can enhance their overall brand equity and drive long-term
consumer commitment. Consumer brand engagement is a complex and dynamic process that plays a crucial role in shaping
and enhancing Consumer-Based Brand Equity (CBBE). By fostering cognitive, emotional, and behavioral engagement,
brands can strengthen their relationships with consumers and create lasting impressions that positively influence consumer
behavior. Social media, with its interactive nature, serves as a powerful platform for driving engagement and enhancing
CBBE, especially when brands effectively utilize both consumer-generated and firm-generated content. As social media
continues to play an increasingly pivotal role in brand communication, brands must focus on creating meaningful, emotionally
resonant experiences that deepen consumer connections and elevate their equity in the marketplace.

3. METHODOLOGY

The study adopts a quantitative research design to explore the mediating role of consumer brand engagement in the relationship
between social media marketing (SMM) and consumer-based brand equity (CBBE), focusing specifically on the context of
luxury perfume brands. This approach is particularly suitable for examining the complex relationships among these variables
and providing insights into the impact of social media marketing on consumer perceptions and behaviors toward luxury brands.
The target population for the study comprises consumers who are familiar with luxury perfume brands and actively engage with
these brands on social media platforms. The selection criteria ensure that respondents have sufficient knowledge of luxury
perfumes and are regular participants in social media discussions, making them ideal candidates to provide relevant insights into
the research questions. To gather the sample, a non-probability convenience sampling technique is employed. This method
allows the researchers to conveniently reach a sample of 322 participants through social media platforms and online forums
where luxury perfume brands have a significant presence. By utilizing convenience sampling, the study can ensure a quick and
efficient collection of data, although it also acknowledges the limitations of this approach, such as the potential for selection
bias.

Data analysis for the study is conducted using Partial Least Squares Structural Equation Modeling (PLS-SEM), a statistical
technique well-suited for exploratory research, especially when dealing with small sample sizes. PLS-SEM allows for the
estimation of both measurement and structural models, enabling the researchers to test the relationships between social media
marketing, consumer brand engagement, and CBBE. The PLS-SEM algorithm is used to model the direct and indirect paths
between these constructs, providing a comprehensive understanding of how social media marketing influences consumer brand
engagement, which in turn affects consumer-based brand equity. To assess the model’s goodness-of-fit, the study relies on
several indices, including the coefficient of determination (R-squared) and the root mean square error of approximation
(RMSEA), as suggested by Bentler and Bonett (1980). The R-squared value indicates the proportion of variance in the dependent
variables explained by the independent variables, helping to gauge the explanatory power of the model. The RMSEA provides
an estimate of the model's fit, with lower values indicating a better fit to the data. These indices ensure that the model is
adequately capturing the relationships between the constructs in question.

Additionally, the study applies the bootstrapping technique to test the mediating effect of consumer brand engagement.
Bootstrapping is a resampling method that allows for the estimation of indirect effects and the assessment of the statistical
significance of mediating pathways. By employing bootstrapping, the study ensures that the results are robust and reliable,
providing further validation for the mediating role of consumer brand engagement in the relationship between social media
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marketing and CBBE. Through this methodological approach, the study aims to provide valuable insights into how social media
marketing influences consumer brand engagement, and in turn, how this engagement contributes to the development of
consumer-based brand equity for luxury perfume brands. The findings of this study have the potential to guide marketers in
optimizing their social media strategies to enhance consumer engagement and strengthen brand equity in the highly competitive
luxury perfume market.

4. RESULTS

The table 1 presents an overview of the participant characteristics in terms of gender and age. Starting with gender, the sample
comprises a total of 322 participants, with 177 females (55%) and 145 males (45%). This indicates a relatively balanced
gender distribution, though there is a slightly higher proportion of female participants compared to males. While the
difference is not substantial, the slightly higher representation of females could be important in understanding the general
attitudes and behaviors of this demographic in relation to the research topic. The relatively equal gender representation
suggests that the study could provide a more inclusive view of the attitudes towards the subject matter, with both male and
female perspectives being adequately represented. Moving to the age distribution, the largest group of participants falls within
the 25-34 years age range, accounting for 46.37% of the total sample. This is a significant proportion and indicates that the
study predominantly focuses on young adults. This age group often represents a key demographic in studies related to online
behavior, technology use, and advertising, given that they are generally more engaged with digital platforms. The below 25
years group makes up 26.7% of the sample, which also suggests that young people, particularly those under 25, are an
important focus of the research, as they are early adopters of new technologies and are highly active in online spaces.

There is a sharp decline in the proportion of participants as the age brackets increase. The 35-44 years group represents
17.56% of the sample, indicating that adults in this age range are less represented in the study. Similarly, only 7.73% of
participants fall within the 45-54 years group, and just 1.64% of the sample is over 55 years. This suggests that older adults
are significantly underrepresented in the study, which could be a limitation if the research aims to generalize across all age
groups. The low representation of older age groups could also reflect the nature of the study's subject, which may be more
relevant to younger people who are more likely to engage with online advertisements or digital platforms in the way the study
examines. The fact that the study draws a large portion of its participants from younger age groups (particularly the 25-34
range) could mean that the findings might be more applicable to this demographic and their attitudes towards online
advertising or other digital behaviors. While the gender balance allows for diverse perspectives, the age skew towards younger
adults highlights the need to possibly extend research to ensure better representation from older age groups in future studies.
This age distribution could influence the results, especially in studies exploring digital trends, as younger individuals are
more likely to interact with various forms of online advertising and technology platforms than older individuals.

Table 1: Participant characteristics

Characteristics Frequency Percentage
Gender

Male 145 45
Female 177 55
Total 322 100
Age (years)

Below 25 86 26.70
25-34 149 46.37
35-44 57 17.56
45-54 25 7.73
Above 55 5 1.64
Total 322 100

Table 2 displays the results of path analysis, showing the relationships between different variables and their respective effects
on customer brand engagement (CBE) and customer-based brand equity (CBBE). The table includes the standardized path
coefficients (B), mean, standard deviation (SD), t-values, and p-values for each link between variables. The first link, CBE
— CBBE, has a standardized coefficient (B) of 0.306, with a mean of 0.308 and a standard deviation (SD) of 0.127. The t-
value is 2.409, which is significant at p = 0.016. This suggests that customer brand engagement (CBE) has a positive and
statistically significant effect on customer-based brand equity (CBBE). The positive path coefficient indicates that as CBE
increases, so does CBBE, supporting the idea that more engaged customers perceive the brand more favorably. The second
path, SMM — CBBE, shows a stronger effect with a standardized coefficient () of 0.403, a mean of 0.410, and a standard
deviation of 0.127. The t-value is 3.167, and the p-value is 0.002, indicating that social media marketing (SMM) has a
significant and positive impact on CBBE. The higher path coefficient suggests that SMM is a critical factor influencing
customers' perceptions of brand equity, implying that effective social media marketing strategies can enhance how consumers
view the value and strength of a brand.
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The third link, SMM — CBE, shows an even higher effect with a standardized coefficient of 0.566, a mean of 0.567, and a
standard deviation of 0.085. The t-value is 6.684, with a p-value of 0.000, which is highly significant. This indicates a very
strong positive relationship between social media marketing (SMM) and customer brand engagement (CBE). The high value
of this coefficient suggests that social media marketing is a major driver of customer engagement, meaning that engaging
customers through social media platforms is likely to significantly enhance their interaction with the brand. Finally, the
indirect path SMM — CBE — CBBE has a standardized coefficient of 0.173, with a mean of 0.173 and a standard deviation
of 0.076. The t-value is 2.264, with a p-value of 0.024, indicating a significant indirect effect of SMM on CBBE through
CBE. This suggests that social media marketing not only directly influences brand equity but also does so indirectly by first
enhancing customer brand engagement. This underscores the importance of fostering customer engagement through social
media, as it ultimately contributes to stronger customer-based brand equity. Overall, the results indicate that both direct and
indirect pathways from social media marketing to customer-based brand equity are significant, with customer brand
engagement serving as a crucial mediator in the relationship. These findings highlight the importance of integrating social
media strategies into brand management, as they can significantly enhance both customer engagement and the perceived
value of the brand.

Table 2: Path Effects

Link Mean SD t P

CBE -> CBBE 0.306 0.308 0.127 2.409 0.016
SMM -> CBBE 0.403 0.410 0.127 3.167 0.002
SMM -> CBE 0.566 0.567 0.085 6.684 0.000
SMM -> CBE -> CBBE 0.173 0.173 0.076 2.264 0.024

Table 3 provides the estimates of the variance accounted for (VAF) in the path analysis, along with the standardized path
coefficients (B), lower bounds (LB), upper bounds (UB), t-values, p-values, and VAF for each link. This table allows for a
deeper understanding of the relationships between social media marketing (SMM), customer brand engagement (CBE), and
customer-based brand equity (CBBE), and helps assess the mediating role of CBE in these relationships. For the first link,
CBE — CBBE, the standardized path coefficient is 0.306. The lower and upper bounds for the confidence interval are 0.044
and 0.519, respectively, indicating that the true value of the path coefficient falls within this range. The t-value is 2.409, with
a p-value of 0.016, showing that this path is statistically significant. This suggests that customer brand engagement has a
significant positive effect on customer-based brand equity. The second path, SMM — CBBE, has a coefficient of 0.403, with
lower and upper bounds of 0.136 and 0.639, respectively. The t-value is 3.167, with a p-value of 0.002, indicating a significant
direct effect of social media marketing on customer-based brand equity. This reinforces the idea that social media marketing
can directly influence the perceived value and strength of a brand.

The third path, SMM — CBE, shows a very strong relationship, with a coefficient of 0.566 and confidence bounds of 0.412
and 0.728. The t-value of 6.684 and a p-value of 0.000 confirm that the effect of social media marketing on customer brand
engagement is highly significant. This path is the strongest in the table, emphasizing the pivotal role of social media marketing
in fostering customer engagement. The indirect path SMM — CBE — CBBE also reveals significant results. The coefficient
for this indirect path is 0.173, with a confidence interval between 0.031 and 0.319. The t-value is 2.264, and the p-value is
0.024, indicating that the indirect effect of social media marketing on customer-based brand equity, through customer brand
engagement, is statistically significant. The VAF (Variance Accounted For) for this path is 30.033, suggesting that customer
brand engagement accounts for approximately 30% of the effect of social media marketing on customer-based brand equity.
This highlights the importance of customer engagement as a mediator in the relationship between social media marketing
and brand equity. In sum, Table 3 shows that social media marketing has a strong direct effect on customer brand engagement,
which, in turn, positively impacts customer-based brand equity. Additionally, the indirect path via customer brand
engagement accounts for about 30% of the effect of social media marketing on brand equity, underscoring the key role of
engagement in enhancing the impact of social media marketing on brand perceptions.

Table 3: VAF estimates

Path LB UuB T P VAF
CBE -> CBBE 0.306 0.044 0.519 2.409 0.016

SMM -> CBBE 0.403 0.136 0.639 3.167 0.002

SMM -> CBE 0.566 0.412 0.728 6.684 0.000

SMM -> CBE -> CBBE 0.173 0.031 0.319 2.264 0.024 30.033

5. CONCLUSIONS

The primary aim of this study is to explore the mediating role of consumer brand engagement (CBE) in the relationship
between social media marketing (SMM) and consumer-based brand equity (CBBE) within the context of luxury perfume
brands. The study establishes that consumer brand engagement is positively correlated with the strength of CBBE, confirming
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that a stronger engagement with the brand leads to greater brand equity. The study identifies three key dimensions of
consumer brand engagement—cognitive, emotional, and behavioral—which collectively contribute to the development of
CBBE. The cognitive dimension refers to the mental processes involved in actively thinking about and remembering the
brand. This dimension is essential for enhancing brand awareness and shaping positive brand associations, which are critical
elements of CBBE. The emotional dimension focuses on the positive emotional experiences consumers have with the brand.
These emotional connections foster brand loyalty, one of the core components of CBBE. Finally, the behavioral dimension
involves tangible actions such as frequent product usage and consumer interactions with the brand, both of which play a
crucial role in enhancing brand awareness and perceived quality, further solidifying brand equity. Additionally, the study
demonstrates that social media marketing (SMM) significantly influences CBBE, particularly through specific dimensions
of SMM. These dimensions include entertainment, interaction, personalization, trendiness, and word of mouth. Each of these
factors contributes to the key elements of brand equity, such as brand loyalty, perceived quality, and brand
awareness/associations. The research findings show that SMM not only influences consumer behavior but also enhances the
consumer's cognitive, emotional, and behavioral engagement with the brand. The study validates a direct relationship between
SMM and CBE, revealing that engaging and compelling content shared on social media platforms has a direct impact on
increasing consumer brand engagement. Social media platforms, through entertaining and interactive content, provide
opportunities for consumers to connect with the brand on a deeper level, which in turn influences the formation of brand
equity. The study also confirms a sequential relationship: first, SMM influences CBE, and subsequently, this enhanced
engagement mediates the effect of SMM on CBBE. Specifically, the study suggests that captivating SMM content drives
increased cognitive, emotional, and behavioral engagement with the brand, which leads to stronger CBBE. This enhanced
consumer brand engagement, fueled by effective social media marketing, results in a greater sense of brand loyalty, improved
perceived quality, and heightened brand awareness/associations, all of which are essential dimensions of consumer-based
brand equity. Therefore, the findings of this study highlight the importance of strategic social media marketing in building
and strengthening the brand equity of luxury perfume brands. By crafting engaging, personalized, and trend-driven content
that resonates with consumers on an emotional and cognitive level, luxury brands can enhance consumer engagement and, in
turn, bolster their overall brand equity. In conclusion, the study offers valuable insights into how luxury brands, particularly
in the perfume sector, can leverage social media marketing to foster consumer engagement and ultimately strengthen their
brand equity. The findings underscore the pivotal role of consumer brand engagement in the process, suggesting that luxury
perfume brands can enhance their competitive advantage by strategically engaging consumers on social media platforms,
thereby enhancing their CBBE.
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