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Abstract

Social media represents a revolutionary new trend that has introduced a substantial change in the way
communication takes place. Marketers are therefore converting to consumer-generated content (CGC) to act as
an advertising tool in creating awareness and promoting their brands. Although a number of studies have
explored this subject, few studies have looked at this topic among the youth in Johannesburg with a focus on
sports apparel brands. By means of a conceptual model, brand exposure (to CGC) is the predictor variable, while
consumer purchase intention is the outcome variable, and the mediating variables are brand familiarity, brand
preference, brand attitude and brand knowledge.

The article undertook a quantitative approach in which 150 self-administered surveys were distributed among
students from the University of the Witwatersrand. The findings indicated that eight of the nine hypotheses are
supported.

The findings from the article contribute to both academic literature by adding to theory in the field of e-marketing
which is a rapidly growing field of interest. From a practical perspective, it will provide marketers with insight into
the effectiveness of CGC as an advertising platform.
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1. INTRODUCTION

“A brand is no longer what we tell the customer it is — it is what the customers tell each other it is” — Scott Cock

The growth of social networking sites (SNS) has been undeniably overwhelming, especially
among teens and young adults, with more than 55% using social networking sites, and 48%
visit the sites daily or more (Gangadharbatla 2013:Internet). Social networking sites are of
such high popularity, that the term “facebook addict” has been included in the urban
dictionary (Hennig-Thurau, Malthouse, Friege, Gensler, Lobschat & Rangaswamy 2010:
311-330).

Examples of commonly used social networking sites are Facebook, Twitter, and Instagram.
Due to the rising attention that these sites are getting from consumers, companies are
moving to social networking sites as a means of easy, low-cost advertising, as well as a new
means to get in contact with their consumers (Winer 2009:108-117). It offers companies’
multifarious ways to reach and communicate with consumers (Hennig-Thurau et al.
2010:311-330). It is therefore important for marketers to note that the brand as well as
consumers are using social networking sites as a platform for communicating with each other

without any restriction in time, place, and medium (Kim & Ko 2012:1480-1486).

A body of research is responding to this subject. In particular, there has been pronounced
interest in the role that social networking sites play as an advertising platform. A number of
research studies have shown that social networking sites have conveyed the power to the
consumers and companies are therefore encouraged to deliver on their promises
(Pookulangara & Koesler 2011:348-354). It was found in an article conducted by Kelly, Kerr
and Drennan (2010:16-27) that college students are unlikely to respond to advertising on
SNS as they do not find it to be trustworthy. Consequently, marketers are relying on
consumer-generated content (CGC) to act as an advertising tool in creating awareness and
promoting their brands (Shao 2009:7-25). Consumers tend to place more trust in their fellow
consumers’ feedback on products and services.

However, little research has explored the effectiveness of CGC on consumer purchase
intention among the Generation Y cohort in a South African context. Researchers tend to be
in favour of research in developed economies and as a result, South Africa, as an emerging
economy, is often neglected.
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The purpose of this article is therefore to determine the impact of exposure to CGC on
consumer’s purchase intention. Contextually, the article plays off among Generation Y
consumers in Johannesburg and their buying behaviour of sports apparel brands. The
proposed conceptual model therefore proposed that brand exposure (to CGC) is the
predictor variable, which influences purchase intention (outcome variable). Furthermore, this
article aims to determine the mediating role of brand familiarity, brand preference, brand
attitude and brand knowledge on purchase intention. The data was collected by distributing
150 self-administered questionnaires among students in the Johannesburg area. Descriptive
Data Analysis was done in SPSS 22 while Structural Equation Modelling and Path Modelling
in AMOS 22.

This article makes significant contribution to literature in Africa. More specifically, it adds to
theory in the following fields: digital marketing, youth culture and fashion marketing.
Moreover, it provides marketing practitioners with a better understanding of the importance
and relevance of CGC as a means for using social media as a communication channel to

reach the youth market.

The remainder of this article discusses the problem being investigated, objectives of the
article, a theoretical overview; the conceptual model and hypotheses development, the
research methodology, and data analysis with the discussion of the findings. Lastly, the
contributions, limitations and future research avenues are highlighted.

2. PROBLEM STATEMENT

Although a number of studies have explored this topic, they differ vastly from the present
article. In a recent study by Kim and Johnson (2016:87-108), they found that positive brand-
related CGC shared on Facebook significantly influence consumer’s buying behaviour in
terms of brand engagement, word-of-mouth and potential brand sales.

However, the latter study was conducted in the United States and focussed on one social
networking site only, namely Facebook. A few studies on CGC were conducted within the
tourism and hospitality industry (Del Chiappa, Alarcon-Del-Amo & Lorenzo-Romero
2015:197-217; Filieri 2016:174-185). For example, Del Chiappa et al.’s (2015:197-217) study
focussed on profilling consumers based on the influence of CGC on their choice of a travel

agency.
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From the results it was evident that although different clusters were identified, CGC does
have a significant impact on their choice of travel agency. Filieri (2016:174-185) investigated
the antecedents and consequences of trust in CGC on consumer behaviour. The findings
revealed that trust towards CGC has a significant influence on consumers’ intention to follow
other users’ recommendations. Filieri’s (2016:174-185) study only focused on Tripadvisor as
a social media platform. In contrast to the aforementioned studies, this article focusses on
CGC within the sports apparel industry. From a different perspective, Ozkan & Tolon
(2015:27-51) found that CGC often leads to confusion among consumers as it causes
information overload. This tends to have a negative effect on consumers’ buying decisions,
and results in a decrease in purchasing. In research done on CGC among the youth, findings
revealed that due to the youth’s mistrust in Internet advertising by corporations, they tend to
rely on CGC to a larger degree (Kelly, Kerr & Drennan 2010:16-27). Derived from the
conceptions considered above, a gap in literature exists on the influence of CGC on
consumer’s buying behavior of sports apparel brands.

3. RESEARCH OBJECTIVES

The article aims to achieve the following objectives:

* to determine the impact of exposure to CGC on consumer purchase intention on social
networking sites;

» to investigate the mediating effect of brand familiarity, brand preference, brand attitude,
and brand knowledge on the relationship between CGC and consumer purchase
intention;

» to provide marketers with a better understanding of the effectiveness of CGC as an
advertising platform on social networking sites.

4. LITERATURE REVIEW

4.1 Social media

Social media is typically defined as mobile and web-based technologies employed to create
highly interactive platforms in which individuals and communities share, co-create, discuss
and modify user-generated content (Kietzmann, Hermkens, McCarthy & Silvestre 2011:241-
251). An increasingly amount of retailers are using social media to target teenagers and
young adults, and social networking sites are central venues in that trend (Cha 2009:77-93).
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Previous research shows that social media represents a revolutionary new trend that should
be of interest to companies operating anywhere (Kaplan & Haenlein 2010:59-68). Social
media introduces a substantial change to the way communication takes place between
organizations, communities, and individuals (Kietzmann et al. 2011:241-251). These tools
have induced marketers to find optimal ways to use cyberspace when promoting their
products (Cheong & Morrison 2008:1-29).

4.2 Types of social media

There currently exists a diverse ecology of social media sites, which vary in terms of their
functionality and scope that these companies can utilise. Some sites are for the general
masses (e.g. Facebook), some are for professional networks (e.g. LinkedIn), there are media
sharing sites concentrating on shared videos and photos (e.g. MySpace, YouTube), and
lastly blogs, which have become very popular as they are easy to create and maintain.
Popular examples of social media are social networking sites, content sharing sites, user-
sponsored or company-sponsored blogs/websites, company-sponsored help sites, business
networking sites, collaborative websites, virtual worlds, commerce communities, podcasts,
news delivery sites, educational material sharing sites, virtual game worlds and open source
software communities (Faulds & Mangold 2009:357-365; Kaplan & Haenlein 2010:59-68).

4.3 Social networking sites

Social networking sites are defined as web-based services that allow individuals to construct
a public or semi-public profile within a bounded system, articulate a list of other users with
whom they share a connection, and view and traverse their list of connections and those
made by others within the system (Boyd & Ellison 2008:210-230). Social networking sites
(SNS) are an important aspect of social media. The impact of social networks is increasingly
persuasive, with activities ranging from economic and marketing to social and educational
(Pookulangara & Koesler 2011:348-354).

Social networking sites are changing advertising profoundly, not just by cutting into
traditional media budgets but also be revolutionising the way advertisers reach consumers
(Gangadharbatla 2013:5-15). These sites are creating opportunities for new business
models. They offer companies multifarious ways to reach and communicate with consumers
(Hennig-Thurau et al. 2010:311-330). It is important for marketers to note that because of

social networking sites, brands and consumers are communicating with each other without
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any restriction in time, place, and medium. (Kim & Ko 2012:1480-1486). Examples of social
networking sites commonly used are Facebook, Myspace, Twitter, and Instagram. Facebook
and Twitter are the sites that are most often used by luxury fashion brands as a means of
social media marketing (Kim & Ko 2012:1480-1486).

4.4 Consumer generated content

Consumer generated content (CGC) is also referred to as user-generated media, and refers
to new media whose content is made publicly available over the internet, reflects a certain
amount of creative effort, and is created outside of professional routines and practices.
Consumer generated content has a self-sustaining nature and has an ever-growing audience
size (Shao 2009:7-25). CGC is an important means through which consumers express
themselves and communicate with others online, it is what is products in the moment of
being social, as well as the object with which sociality occurs (Smith, Fischer & Yongjian
2012:102-113). When the content written is negative, it can have harmful implications for the
building and sustaining of a brand’s equity this is because consumers place far more trust in
fellow consumers (Shao 2009:7-25).

4.4.1 Benefits of consumer generated content to customers

Generally, user-generated content helps consumers to solve product-related problems for
free, which reduces service costs for consumers and increases quality (which benefits the
company) (Hennig-Thurau et al. 2010:311-330). Social networking sites represent an ideal
tool for consumers to freely create and disseminate brand-related information in their
established social networks (Chu & Kim 2011:47-75). Companies have started to use social
networking sites as a means to invite customers to create their own advertisements for the
company. This form of consumer generated media is becoming a popular way for a company
to not only engage with its consumers but to also obtain some creative advertising at a low
cost (Winer 2009:108-117).

4.4.2 Consumer generated content as a communication platform

In previous research it has been suggested that individuals deal with user-generated media
in three ways (consuming, participating, and producing) (Shao 2009:7-25). Social networking
sites that have blogging capabilities, such as MySpace and Facebook, are growing rapidly
and frequently feature comments about brands and products. These comments (whether
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negative or positive) represent a form of user-generated content (Cheong & Morrison
2008:1-29).

CGC is found to be very strong in instances where consumers are considering the purchase
of new types of products and services with which they have no prior personal experience
(Cheong & Morrison 2008:1-29). Most consumers are likely to look for product information or
recommendations before purchasing the product or service, among the information that is
considered is that generated by other consumers (Cheong & Morrison 2008:1-29).

4.5 Brand exposure

Brand exposure is about the number of people the brands or consumer’s message about the
brand has potential to reach (Kelly 2010:Internet). Brand exposure found on social
networking sites is found to either be brand-based exposure or consumer generated content.
Consumers may be more likely to approach and select a brand that has an exposure
advantage (Baker 1999:31-46). Previous research suggested that as a person experiences
more exposure to a particular stimulus, he or she establishes a more positive attitude toward
the stimulus (Cha 2009:77-93). When consumers are searching a product name, they may
be as likely to find a user-generated site about the product, as they are to find a corporate
site, however, far more trust is placed in fellow consumers than in marketers and advertisers
(Shao 2009:7-25).

4.6 Brand familiarity

Brand familiarity reflects the extent of a consumer’s direct and indirect experience with the
brand. It captures the brand associations that exist within a consumer’s memory (Campbell &
Keller 2003:292-304.). The level of brand familiarity can affect and influence a consumer’s
purchase intention either positively or negatively (Campbell & Keller 2003:292-304).
Previous research has shown that an individual’s overall confidence in the chosen brand is a
function of the person’s familiarity with the brand (Laroche, Kim & Zhou 1996:115-120).

A higher level of confidence a consumer expresses in a brand can also lead to higher
purchase intentions. Therefore marketers should provide consumers with more product-
related information, or direct experience in order to increase their familiarity with the brand
(leading to a potential increase in confidence and consumer purchase intentions) (Laroche,
Kim & Zhou 1996:292-304). Therefore it is important for marketers to get an understanding
of the level of familiarity the consumer has with the brand. If consumers are already highly
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familiar with the brand they may be less interested in those adverts than in adverts for novel
brands that the consumer does not know about (Campbell & Keller 2003:292-304).

4.7 Brand preference

Brand preference is the measure of brand loyalty in which a consumer will choose a
particular brand in the presence of competing brands, but will accept substitutes if the brand
is not available (BusinessDictionary.com 2014:Internet). It can be thought of as a consumer’s
predisposition toward the product that may vary (D'Souza & Rao 1995:32-42; Kim & Ko
2012:1480-1486). Understanding consumer preferences is an important tool for marketers
as with this understanding they can create appropriate marketing strategies for the different
brand categories that can target their consumers effectively (Ghose & Lowengart 2013:3-17).
Knowing the pattern of consumer preferences across the population is critical input for
designing and developing innovative marketing strategies (Ebrahim 2011:1-11).

Previous research assumed that the fit between consumers’ regulatory focus and the focus
that is addressed in advertising claims has an impact on product preferences and on the
strength of the memory connection between the product category and the advertised brand
(Florack & Scarabis 2006:741-755).

4.8 Brand attitude

Attitude is the learned predisposition to behave in a consistently favourable or unfavourable
way with respect to a given object (Schiffman, Kanuk & Wisenblit 2010:244-277). Brand
attitude is the opinion that consumers have towards a product or service (allBusiness
2000:Internet). Brand attitude is important because it shows marketers both the positive and
negative feedback that consumers have towards a brand (Rice, Kelting & Lutz 2012:249-
259). Thus, through measuring brand attitude, marketers are able to determine which
particular objectives of the branding were met, and which ones were not (Rice et al.
2012:249-259).

Attitudes are learned, therefore those relative to purchase behaviour are formed as a result
of direct experience with the product, word-of-mouth information acquired from others, or
exposure to mass-media advertising (Schiffman et al. 2010:244-277). Although attitudes may
result from behaviour, they are not synonymous with behaviour. They reflect either a
favourable or unfavourable evaluation of the attitude object (Schiffman et al. 2010:244-277).
The level of exposure of the brand therefore has the ability to change an attitude a consumer
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may have towards the brand, either positively or negatively (allBusiness 2000: Internet).
Brand attitude has the ability to influence the consumers purchase intentions (Kim & Ko
2012: 1480-1486; Laroche et al. 1996:115-120).

4.9 Brand knowledge

Knowledge can be defined as “a strategic resource that consists of the skills and capabilities
which individuals, teams, and organization use for problem solving” (Eppler & Will 2015:445-
456). Consumer research insights have always played an important role in managerial
decision making in many areas of marketing (Keller 2003:595-600). It is important as
knowledge remains with consumers even after the relationship expires (Eppler & Will
2015:445-456).

Past research relates consumer brand knowledge to the cognitive representation of the
brand. Consumer brand knowledge can be defined in terms of the personal meaning about
the brand stored in consumer memory (all descriptive and evaluative brand-related
information) (Keller 2003:595-600). Brand associations held in the consumer’s memory
reflect the brand image (the reasoned or emotional perceptions about the brand) (Low &
Lamb Jr 2000:350-368).

According to cognitive psychology, incoming stimulus information interacts with the
individual’s prior knowledge in the process of impression formation. In the retail context,
consumers’ prior knowledge about a retailer can influence how they process new pieces of
information about the retailer (Kwon & Lennon 2009:557-564).

Therefore the level of brand knowledge a consumer has about the brand can affect the
purchase behaviour of the consumer (Esch, Langner, Schmitt & Geus 2006:98-105). Past
research states that there are several levels of brand awareness, ranging from mere
recognition of the brand to dominance (which is the condition where the brand involved is the
only brand recalled by the consumer) (Pappu, Quester & Cooksey 2005:143-154).

Brand knowledge stresses a different type of offer with an integrated marketing and
communication concept. Brand knowledge must take the specificities of knowledge and the
holistics of branding into consideration (Eppler & Will 2015:445-456).
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4.10 Consumer purchase intention

Purchase intention represents “what we think we will buy” (Park & Stoel 2005:148-160).
Purchase intention is a combination of consumers’ interest in a product and the possibility of
buying a product. It is seen as an attitudinal variable for measuring customers’ future
contributions to a brand (Kim & Ko 2012:1480-1486).

It is important for marketers to understand consumers needs and wants, as well as what
influences their purchase and consumption. In order to meet consumers needs effectively,
stay ahead of the competition and increase purchase intentions marketers need to consider
the marketing mix, and modify each element to establish an overall image and a unique
selling point that makes their products stand out (Karbala & Wandebori 2012:80-83). It has
been seen in past research that the purchase intention of a consumer is strongly related to
the attitude and preference that the consumer has towards the brand (Kim & Ko 2012:1480-
1486).

Previous research found that familiar brand names and strong and positive brand knowledge
of a brand are expected to decrease the consumer’s perceived risk with regard to purchasing
from that brand. Therefore this tells us that the greater the level of brand familiarity and
knowledge, the greater the consumers purchase intentions (Kwon & Lennon 2009:557-564).
Within this article, consumer purchase intention of consumers with regard to sports apparel
brands will be studied.

4.11 The sports apparel industry

The apparel industry is defined as the marketing and selling of fashionable brands and
consist of two main categories, namely sport and fashion (Apparel Industry 2006:Internet). In
recent years the line between fashion and sports apparel have blurred, and an increase in
collaborations between these two industries are evident (Report linker 2011:Internet). This
has resulted in continious fabric innovations across the sports and apparel industries (Report
linker 2011:Internet).

The sports apparel industry remains of significant importance both economically and socially,
as it provides income, jobs, foreign currency receipts, and opportunities for sustained
economic development (Keane & Te Velde 2008:1-72).
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4.11.1 Sports apparel in South Africa

In South Africa the apparel industry is a small one, however, due to technological
developments, local textile production has evolved into a capital-intensive industry (South
Africa.Info 2014:Internet). The global retail sports apparel industry has grown rapidly in the
last few years and is expected to continue this trend.

The sports apparel industry comprises of various enterprises that are primarily engaged in
the manufacturing and retailing of new sports apparel and accessories such as training
apparel, and clothing worn for participation in many sports (Global Retail Sports Apparel
Market 2012:Internet).

4.11.2 Challenges in the sports apparel industry

Some of the challenges being faced by this industry is the seasonal conditions and frequent
changes in consumer’s tastes and preferences. Consumer’s preferences for apparel items
may depend on the joint influence of price and product attributes such as quality, style, and
brand. In the apparel industry marketing is used bridge the gap between what the company
has to offer and what the market or consumers want (North, De Vos & Kotze 2003:41-51).
Within this article, the apparel industry will be looked at with regard to consumer purchase

intentions, based on user-generated exposure.

To conclude, the above section discussed the main theoretical constructs underlying the
present article, as well as the context of the research. Theoretically, brand exposure, brand
familiary, brand preference, brand attitude, brand knowledge and consumer purchase
intention were explained. Contectually, an overview was provided of social networking sites,

consumer generated content and the sports apparel industry.

5. CONCEPTUAL MODEL AND HYPOTHESES DEVELOPMENT

By means of a comprehensive conceptual model, the present article aims to fill the gap in
literature on the impact of CGC on sports apparel brands among the South African youth.
The predictor variable is brand exposure to CGC, while brand familiarity, brand preference,
brand attitude and brand knowledge are mediators. Figure 1 presents the proposed
conceptual model.
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FIGURE 1: Conceptual model

Source: Designed from hypotheses development

5.1 Brand exposure and brand familiarity

Brand exposure found on social networking sites are found to either be brand-based
exposure or consumer generated content. In past research it has been found that consumers
are likely to find a user-generated site, as they are to find a corporate site (Shao 2009:7-25).

Consumers may be more likely to approach and select a brand that has an exposure
advantage (Baker 1999:31-46). Furthermore, brand familiarity plays a significant role in
consumer decision-making and it has been found to affect the information search process,
product evaluation, and ultimately consumer's brand choice (Sundaram & Webster
1999:664-670).

Furthermore, the level of brand familiarity can affect and influence a consumer’s purchase
intention either positively or negatively (Campbell & Keller 2003:292-304). Consequently,
exposure to various touch-points of a brand increases brand familiarity (Park & Stoel
2005:148-160). Therefore, the present article proposes the following:

H1: There is a positive relationship between brand exposure and brand familiarity
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5.2 Brand exposure and brand preference

Understanding consumer preferences is an important tool for marketers as it assists in the
creation of appropriate marketing strategies to effectively reach their target market (Ghose &
Lowengart 2013:3-17). Therefore, understanding the pattern of consumer preferences is
critical for designing and developing innovative marketing strategies (Ebrahim 2011:1-11).
Brand preference is closely related to brand choice that can facilitate consumer decision-
making and activate brand purchase. (Ebrahim 2011:1-11). Derived from the literature, this
article proposes the following:

H2: There is a positive relationship between brand exposure and brand preference

5.3 Brand exposure and consumer purchase intention

Research suggests that a consumer, who is more exposed to a brand, tends to establish a
more positive attitude toward the brand (Cha 2009:77-93). When consumers search for
information on a specific brand, they are likely to be exposed to CGC in which they place
more trust than corporate brand advertising (Shao 2009:7-25). And ultimately, consumers
who trust a brand are more likely to make a purchase. As a result, the following hypothesis is
proposed:

H3: There is a positive relationship between brand exposure and consumer purchase

intention

5.4 Brand exposure and brand attitude

Brand attitude is one of the most important factors that influence consumer behaviour. It is
shown in past research that it is important for marketers to be attentive to brand attitude as it
can moderate the relative importance of purchasing intention determinants (Dan & Kei
2011:1-4). Previous research suggested that as a person experiences more exposure to a
particular stimulus, he or she establishes a more positive attitude toward the stimulus (Cha
2009:77-93). Considering this literature, the following hypothesis is proposed:

H4: There is a positive relationship between brand exposure and brand attitude.

5.5 Brand exposure and brand knowledge

According to Kwon and Lennon (2009:557-564), consumers’ prior knowledge about a brand
is likely to influence the way they process new information about the brand (Kwon & Lennon
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2009:557-564). As a result, the level of brand knowledge a consumer has about the brand
can affect the purchase behaviour of the consumer (Esch et al. 2006). Consumer’s
knowledge of a brand often remains with the consumer after the relationship expires (Eppler
& Will 2015:445-564), therefore emphasising the power of brand knowledge. It can therefore
be concluded that exposure leads to an increase in brand knowledge, which ultimately
influences consumer’s buying behaviour. The following hypothesis is proposed:

H5: There is a positive relationship between brand exposure and brand knowledge

5.6 Brand familiarity and consumer purchase intention

Brand familiarity affects various facets of consumer decision-making. It has been found to
affect information search process, product evaluation, and choice heuristics, advertising
message processing, and ultimate brand choice (Sundaram & Webster 1999:664-670).
These dimensions include advertising exposures, information search, interactions with

salespeople, purchase decision-making and product usage (Korchia 2001:1-9).

Previous research has shown that an individual’s overall confidence in the chosen brand is a
function of the person’s familiarity with the brand (Laroche, Kim, & Zhou 1996:115-120). A
higher level of confidence a consumer expresses in a brand can also lead to higher
purchase intentions. Therefore marketers should provide consumers with more product-
related information, or direct experience in order to increase their familiarity with the brand
(leading to a potential increase in confidence and consumer purchase intentions) (Laroche et
al. 1996:115-120). Following the literature on brand familiarity and purchase intentions, the
following hypothesis is proposed:

H6: There is a positive relationship between brand familiarity and consumer purchase

intention

5.7 Brand preference and consumer purchase intention

Understanding consumer preferences is an important tool for marketers. With a better
understanding of consumer preference, marketers can create more appropriate marketing
strategies to effectively target the desired consumer (Ghose & Lowengart 2013:3-17). Brand
preference is closely related to brand choice that can facilitate consumer decision-making
and activate brand purchase (Ebrahim 2011:1-11). Previous research suggests that the fit
between consumers’ regulatory focus and the focus that is addressed in advertising claims
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has an impact on product preferences in the specific product category and the advertised
brand (Florack & Scarabis 2006:741-755). Derived from the conceptions considered above,
the following hypothesis is proposed:

H7: There is a positive relationship between brand preference and consumer purchase

intention

5.8 Brand attitude and consumer purchase intention

Prior research has shown that brand attitude strength predicts behaviours of interest to firms,
including brand consideration, intention to purchase, purchase behaviour, and brand choice
(Park, Maclnnis, Priester, Eisingerich & Lacobucci 2010:1-17). This shows that when
marketers understand the strength of brand attitude of their target market, they have an
ability to predict certain aspects that may be important to them.

Although attitudes may result from behaviour, they are not synonymous with behaviour. They
reflect either a favourable or unfavourable evaluation of the attitude object (Schiffman et al.
2010). According to the Theory-of-reasoned action, creating favourable attitudes towards a
brand will lead to better predictions of consumer’s predictions of their buying behaviour
(Schiffman et al. 2010). Therefore, this article proposes the following hypothesis:

H8: There is a positive relationship between brand attitudes and consumer purchase

intentions

5.9 Brand knowledge and consumer purchase intention

As previously stated, consumers’ prior knowledge about a brand may influence how they
process new pieces of information about the brand, which ultimately influences their buying
behaviour (Kwon & Lennon 2009:557-564). Therefore the level of brand knowledge a
consumer has about the brand can affect the purchase behaviour of the consumer (Esch et
al. 2006:98-105). The two main components of brand knowledge are brand awareness and
brand image. Considering this statement, marketers should focus on increasing brand
awareness and building a positive brand image in the minds of the consumer. This will
ultimately encourage purchase intention. The following hypothesis is proposed:

H9: There is a positive relationship between brand knowledge and consumer purchase

intentions
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6. RESEARCH METHODOLOGY

6.1 Sample and data collection

The data used for this article were collected from young adults between the ages of 18 and
35. The sample comprised of 150 students from the University of the Witwatersrand, both
males and females, and respondents were selected by means of stratified sampling.

The researcher ensured that a fair number of students from a number of schools on campus
were selected for participating in the completion of the self-administered questionnaires. The
respondents were ensured that the data was purely for academic purposes and that
responses are completely anonymous. Furthermore, confidentially were guaranteed and
respondents had the choice of withdrawing at any stage during the questionnaire completion.

6.2 Measurement instrument development

The research scales were operationalised mainly on the basis of existing scales. Adequate
modifications were made in order to fit the research context for the purpose of the present
article. Seven-point Likert scales were employed to analyse items of the research

instrument.

Each measurement instrument was assessed for reliability (Cronbach’s coefficient > 0.7)
and validity (Factor analysis > 0.71), thereby meeting the recommended thresholds
(Atashzadeh-Shoorideh & Yaghmaei 2016:174-205). More specifically, brand exposure was
measured using a scale developed by Chu and Kim (2011:47-75) (a = 0.94), while Villarejo-
Ramos, Rondan-Cataluna and Sanchez-Franco’s (2000:223) brand knowledge scale was
used (a = 0.95), and brand preference was measured by an adaptation of Balbaaki’s scale
(2012:1-101) (a = 0.85).

Furthermore, both brand attitude (a = 0.93) and brand familiarity (a = 0.87) were measured
by adapting scales from Cho (2011:1-198). Lastly, to measure purchase intention (a = 0.93),
a scale adapted from Bian and Forsythe (2012:1443-1451) was used.

7. RESULTS

The data analysis was done using SPSS 22 for the descriptive statistics, while the model fit
and path modelling was conducted using AMOS 22.
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7.1  Descriptive statistics

The respondent profile consisted of 67% females and 33% males, while 97% was between
the ages of 18 and 25 and 3% were between 26 and 35 years of age. The 150 respondents
were relatively equally distributed among the different schools at Wits, such as the School of
Economic and Business Sciences, School of Humanities and School of Sciences. With
regard to their use of social networking sites, the following was found:

7.2  Structural equation modeling

For the purpose of this article, Structural Equation Modeling (SEM) is used for the data
analysis. SEM is an established statistical technique that tests theory by means of
hypothesised relationships from a proposed conceptual model (Liao & Hsieh 2013:409-424;
Nusair & Hua 2010:314-324). An advantage of using SEM is that it tests relationships
between latent variables and observed variables that constitute a research model (Qureshi
and Kang 2014:165-176). By means of a conceptual model, the present article proposes
nine hypotheses that will be tested using SEM. More specifically, model fit will be tested, a
correlation matrix will be conducted, scale accuracy analysis and hypotheses testing by
means of path modeling.

7.3 Model fit

The assessment of the proposed conceptual model proceeded utilising the unchanged data
set. The ratio of chi-square over degree-of-freedom was 1,226. This value is less than the
recommended thresshold of less than 3.0 and therefore, confirms the model fit (Chinomona
2011:1-175).

Table 1 represents the model fit measures for the data.

TABLE 1: Model fit measures

Model fit Chi-square GFl | CR | TU IF| RFI | NFI | RMSEA
criteria (x2/DF)

Indicator 1,206 0870 | 0984 | 0981 | 0985 | 0903 | 0923 | 0,030
value

Source: Compiled by researcher from survey results 2014
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The model fits measures surpassed the recommended acceptable threshold of 0.8 for
Goodness of Fit Index (GFI) (0.870), Comparative Fit Index (CFl) (0.984), Tucker Lewis
Index (TLI) (0.981). Upon examining the Root Mean Square Error of Approximation
(RMSEA) indice, the model indicated an acceptable fit with a value of 0.03. It is ideal for the
RMSEA to be below 0.08 (Hooper, Coughlan & Mullen 2008:53-60; Hu & Bentler 1999:1-55;
McDonald & Ho 2002:64-82).

These results infer that the proposed research conceptual model converged satisfactorily
well and could be a representation of the underlying empirical data structure collected at the
Universtiy of the Witwaterwatersrand. Recommended statistics for the overall-model
assessment revealed acceptable fit of the measurement model to the data. All correlation
values were less than 0.8. The measurement model produced a ratio of chi-square value
over degree-of-freedom of 1,226. Since an acceptable Confirmatory Factor Analysis (CFA)
value was obtained, the article proceeded to the hypothesis testing stage using structural
equation modeling with AMOS 22 software program.

7.4 Inter-construct correlation matrix

The inter-construct correlation matrix was utilised to check discriminant validity of the
research constructs. Correlations among latent constructs were evaluated in order to

observe if they were lower than 1.0 (see Table 2).

TABLE 2: Correlations between constructs

BE BK BP BF CPI BA
BE 1
BK 0.170" 1
BP 0.255" 0.5117 1
BF 0.152° 0.676" 0.403” 1
CPI 0.230" 0.575" 0.498” 0.695" 1
BA 0.3217 0.6117 0.739” 0.648" 0.607" 1

** Correlation is significant at the 0.01 level (2-tailed)

* Correlation is significant at the 0.05 level (2-tailed)
Source: Compiled by researcher from survey results 2014
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As indicated in table 2, the inter-correlation values for all paired latent variables are less than
1.0, therefore, indicating the existence of discriminant validity (Chinomona, Lin, Wang &
Cheng 2010:182-200). It is further recommended for the correlation values between to be
less than 0.7 in confirming the existence of discriminant validity.

7.5 Scale accuracy analysis

The results of scale reliability tests are shown in Table 3.

TABLE 3: Accuracy analysis statistics

e . L Cronbach’s
Descriptive statistics
Research test Factor
construct C.R. | AVE | HSV ]
deviation total
BE1 2,03 1,40 0,77 0,74
BE2 2,05 1,44 0,77 0,73
BE3 2,11 1,47 0,73 0,69
BE | BE4 | 220 | 229 | 150 | 154 | 076 | 094 | 093 | 059 | 0,0 | 086
BE5 2,02 1,30 0,75 0,81
BE6 2,15 1,44 0,78 0,83
BE7 2,64 1,75 0,75 0,71
BES 2,67 1,73 0,79 0,74
BE9 2,72 1,75 0,78 0,72
BP 1 BP1 | 576 1,40 0,58 075
BP? 4.92 5,01 1,60 1,56 073 0,85 085 | 0,66 | 0,55 0.80
BP4 4,35 1,68 0,83 0,90
CPLT cpi | 582 1,31 0,82 088
cP2 | 560 5,73 133 1,26 0.88 0,93 095 | 082 | 048 0.94
CPI3 | 5,68 1,24 0,88 0,89
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CPl4 | 5,84 1,16 0,77 0,90
BF | BF1 | 561 1,23 0,65 0,72
BE? 6.08 5,87 113 1,18 078 087 | 088 | 0,71 | 048 0.86
BF3 6,00 1,18 0,82 0,93

Source: Compiled by researcher from survey results 2014

As can be seen in table 3, the majority of the item-to-total values are above 0.7, while
Cronbach’s alpha coefficients (a), and composite reliability (C.R.) indexes ranged from 0.851
to 0.949 and 0.853 to 0.956 respectively. These values exceeded the estimate criteria
suggested in prior literature.

TABLE 3: Accuracy analysis statistics (continued)

Research Descriptive statistics Cronbach’s CR. | AVE | HSV | Factor
construct test loading
Mean value Standard Item- a
deviation total
BA1 5,18 1,49 0,66 0,72
BA2 | 449 1,71 0,74 0,77
BA3 5,34 1,48 0,79 0,83
BA4 563 5,28 1,19 1,41 0,79 0,93 0,93 | 0,61 0,55 0,81
BA ["BA5 | 515 1,39 0,74 0,74
BA6 5,06 1,51 0,76 0,72
BA7 5,58 1,36 0,78 0,81
BA8 5,71 1,21 0,77 0,82
BA9 5,32 1,37 0,75 0,76
BK1 6,19 1,20 0,70 0,75
BK2 6,19 1,09 0,77 0,81
BK3 578 1,16 0,70 0,72
BK4 6,00 1,06 0,82 0,84
BK5 6,06 1,07 0,80 0,86
BK | BK6 576 6,01 1,26 1,08 [ 0,77 0,95 095 | 062 | 0,46 0,80
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BK7 6,35 0,96 0,71 0,74
BK8 5,87 1,13 0,70 0,87
BK10 | 5,97 1,11 0,85 0,76
BK13 | 5,97 1,05 0,80 0,76
BK14 | 5,97 1,04 0,80 0,78
BK15 | 6,10 1,01 0,79 0,80
BK16 | 5,97 1,12 0,74 0,73

CR: composite reliability; AVE: average variance extracted; HSV: highest shared variance;
a significance level p<0.05;  significance level p<0.01; ¢ significance level p<0.001.

Measurement model fits: x?/df = 1,226; GFI=; 0,870;CFI=; 0,984; TLI=; 0,981; IFI=; 0,985; RFl=; 0,903; NFl=;
0,923;RMSEA= 0,030

Source: Compiled by researcher from survey results 2014

All average variance extracted (AVE) values were above 0.4 and most approached 0.5, thus
being acceptable according to the literature (Fraering & Minor 2006:284-306). These results
reveal evidence of marginal to acceptable levels of research scale reliability.

7.6 Path modeling and hypotheses testing

Table 4 presents the results of the structural equation modeling followed by a discussion.

TABLE 4: Results of structural equation model analysis

. . . Hypo- Path Supported/
Proposed relationship hypothesis thesis | coefficients P value rejected
H 0.192 0.012 s
Brand familiarity (BF) 1 significant
Brand exposure (BE)  ~ ! 0465 o013 | Supported and
Consumer purchase intention (CPI) ’ ' ' significant *
—>
Brand exposure (BE) Supported and
H 0.06° 0.010 e s
Brand preference (BP) ’ significant
—>
H 0.39° 0.010 e s
Brand awareness (BA) ) significant
—>
Brand exposure (BE) Supported and
Hs 0.16¢ 0.003 L ek
Brand knowledge (BK) significant
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Consumer purchase intention (CPI) significant
—>

Brand preference (BP) H, 0.12 0.010 Sulppc.)rlted a?d

Consumer purchase intention (CPI) significant

Brand awareness (BA) 5 H 011 0.013 Supported and

Consumer purchase intention (CPI) 8 ' ' significant *
—>

Brand knowledge (BK) He 010 0.073 Unsupported

Consumer purchase intention (CPI) and insignificant

Structural model fits: x2/df = 1,226; GFI=; 0,870; CFl=; 0,984; TLI=; 0,981; IFI=; 0,985; RFI=; 0,903; NFI=;
0,923;RMSEA=0,030; =2significance level p <0.050; ® significance level <0.010; ¢ significance level <0.0010

Source: Compiled by researcher from survey results 2014

8. DISCUSSION OF RESULTS

From Table 4, the findings reveal that eight of the nine hypotheses are supported. The only
hypothesis that is not supported is H9 (BK influences CPI). In other words, this means that
brand knowledge (BK) does not directly influence consumer purchase intention (CPI). Upon
further examination the following was found: The strongest relationships were between
brand exposure (BE) and consumer purchase intention (CPI) with a path coefficient of 0.46,
followed by brand familiarity (BF) and consumer purchase intention (CPl) (0.44). Thus,
indicating that if consumers are exposed to CGC of a specific brand, they are likely to
consider purchasing the brand.

Similarly, brand familiarity increased the likelihood that consumers will purchase that brand.
The weakest relationships were between brand awareness (BA) and consumer purchase
intention (CPI), and brand exposure (BE) on brand preference (BP) with coefficients of 0.11
and 0.06 respectively. In other words, consumer’s degree of brand awareness (BA) is not
very likely to influence purchase intention (Pl). Likewise, brand exposure (BE) is not very
likely to influence brand preference (BF).

Although the remainder of the hypotheses indicated significant results, the strength of the
relationships was moderate. For example, brand exposure positively influences brand
familiarity (BF), brand awareness (BA) and brand knowledge (BK). This means that the
degree of brand exposure to CGC positively influences brand familiarity, brand awareness
and brand knowledge.
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Furthermore, brand preference (BP) and brand knowledge (BK) positively influences
consumer purchase intention (CPI). In other words, consumers with a preference for a
certain brand and knowledge of that brand are likely to consider purchasing the brand. Upon
testing the effect of the mediating variables (H6—H9) on consumer purchase intention (CPI),
these four mediators (BF, BP, BA and BK) have a significant positive influence on consumer
purchase intention (CPI).

9. IMPLICATIONS OF THE ARTICLE

Because of the rapidly growing importance of social media, particularly among the youth
culture in emerging markets, these findings provide fruitful implications for both academics
and practitioners. On the academic side, this article makes a significant contribution to the
field of digital marketing and brand management literature by examining the influence of
CGC on consumers’ purchase intention of sports apparel.

Overall, the findings from the present article provide tentative support to the proposition that
exposure to CGC should be considered an antecedent of purchase intention, while brand
familiarity, brand preference, brand attitude and brand knowledge are mediating variables
between brand exposure and purchase intention. This article further contributes to academic
literature in the field of digital marketing, integrated marketing communications, consumer
behaviour and the apparel industry.

On the practitioners’ side, it is important for marketing practitioners to understand the
importance of CGC on purchasing behaviour. By gaining insight into the role of social media
on buying behaviour among the youth, marketers can utilize social media as a platform for
effective communication with customers. The article therefore submits that CGC has a
significant influence on purchase intention of sports apparel among generation Y consumers.
In other words, sports apparel brands should increase consumer’s exposure to CGC relating
to their brand. If the CGC is of a positive nature, it will increase consumer’s familiarity with
the brand, consumers will be more likely to prefer that specific brand to others, consumers
will be more likely to form positive attitudes towards the brand, and lastly, having been
exposure to a certain brand will increase their knowledge of the brand.

Concerning the roles of the mediating variables, the following can be deduced: In order for
brands to influence consumer’s purchase intention, they need to establish a strong sense of
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brand familiarity, encourage brand preference, focus on creating positive brand attitudes and

increase brand knowledge among consumers.

Derived from the factors considered in this article, it is evident that the present article
contributes to academic literature and practice in several ways. It is of imperative importance
to utilise brand exposure through CGC on social networking sites. By exploiting strategies to
achieve positive CGC, brands are guaranteed to gain in profit and market share over their
competitors in the marketplace. Apparel brands should therefore not underestimate the
power of CGC on social networking sites such as Facebook.

10. LIMITATIONS AND FUTURE RESEARCH

Although the present article provides several contributions, it is not without its’ limitations.
Firstly, this article is context specific. It was conducted among the students from the
University of the Witwatersrand, and only focused on sports apparel. Considering a different
respondent profile, or applying the subject on a different product, might yield different results.
Future studies can therefore focus on CGC and its’ impact on consumer buying behaviour in
a different context.

A second limitation is that the present article investigated exposure to CGC on one social
media platform only, namely Facebook. With the growing use of Twitter and Instagram, the
results may be different if the article is conducted on a different social media platform. Future
research can therefore consider a shift of the social media site. Lastly, there is the possibility
of inaccurate completion of the surveys, due to students being a rush to get to a class.

11. CONCLUSION

The purpose of the current research was to examine the effectiveness of CGC on
consumer’s purchase intention of sports apparel brands among the youth in Johannesburg.
By means of a conceptual model, nine hypotheses were tested and 150 surveys were
distributed among university students. The results support eight of the nine hypotheses,
therefore indicating that CGC positively influences brand familiarity, brand preference, brand
attitude and brand knowledge.

Furthermore, brand familiarity, brand preference, brand attitude and brand knowledge act as

mediators between brand exposure and consumer purchase intention. The only insignificant
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relationship was found to be between social networking sites and consumer purchase

intention.
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