ISSN No.-2347-3770

Journal of Marketing Strategy

Volume No. 13
Issue No. 1
January - April 2025

WA

ENRICHED
PUBLICATIONS

ENRICHED PUBLICATIONS PVT.LTD

JE - 18,Gupta Colony, Khirki Extn,
Malviya Nagar, New Delhi - 110017.
E- Mail: info@enrichedpublication.com
Phone :- +91-8877340707




Journal of Marketing Strategy

ISSN No.-2347-3770
Aims and Scope

Marketing strategy is essential for every business. This Journal of Marketing strategy is
containing contributions from theoreticians and practitioners cover a wide area

including:

State of the art papers on particular topics - e.g. portfolio planning, sales management,

pricing.

Strategy of the marketing - Marketing strategy, you must study and evaluate your
business and its target audience, then create a plan of action and follow through with it.

Customer behavior - How and why both corporate and ultimate customers behave in the
way they do.

Marketing intelligence - The establishment and maintenance of marketinginformation

systems and everything associated with them.
Case studies - How an organization has tackled an important marketing problem.
Field Containing-

< Retail Marketing
< Relationship Marketing

*

< Social Marketing
< Product Marketing




ISSN No.-2347-3770

Journal of Marketing Strategy

Managing Editor

Mr. Amit Prasad
Dr. Saurabh Mittal Dr. Rajkamal Upadhyaya
Faculty- Asia-Pacific Institute Lord Krishna College of
of Management, New Delhi management, Ghaziabad
Dr. Nandanasabai Rahgan Dr. Vikash Kumar
St. Joseph's College of Asia Pacific Institute of
Engineering, Chennai Management, Jasola,

New Delhi







Journal of Marketing Strategy

(Volume No. 13, Issue No.1, January - April 2025)

Contents

Sr. No.

Articles / Authors Name

SOCIAL MEDIA MARKETING AND CONSUMER PURCHASE
INTENTION — A PHENOMENOLOGICAL STUDY ON WOMEN
FASHION APPAREL IN KARACHI

— Sanaa Hafeez Sheikh, Sundas Rauf , Ayman 1aj, and Asadullah Lakho

HALAL PRODUCT MANAGEMENT: FACTORS SHAPING
CONSUMER PERCEPTION OF HALAL CHOCOLATES IN KARACHI
—Nimra Naveed Shaikh, Waqas Bin Dilshad, and Maria Batool

19-32

CIRCULAR FASHION: VALUES, RISKS, AND ITS EFFECTS ON
PURCHASING HABITS OF CONSUMERS
— Syed Asad Hussain, Muhammad Furquan Saleem, and Yasir Ali Soomro

33-48

Resource-based view and sustainable advantage: a framework for SMEs
— Sam El Nemar, Hani El-Chaarani, Ibtihaj Dandachi & Sylvaine
Castellano

49-71







ISSN No.-2347-3770

SOCIAL MEDIA MARKETING AND CONSUMER
PURCHASE INTENTION — A PHENOMENOLOGICAL
STUDY ON WOMEN FASHION APPAREL IN KARACHI

Sanaa Hafeez Sheikh1, Sundas Rauf 2, Ayman Taj3, and Asadullah Lakho4*

ABSTRACT

This study aims to add to the existing knowledge of the key components of social media marketing and their
influence on client buying intent. Following a detailed examination of the relevant literature, six primary
criteria (Social influence, Informativeness, Perceived risk, Product Evaluation, Informativeness, and
Behavioral Responses) emerged as major predictors of purchase intention. The procedure for the research

was inductive, as it required interviewing and observing. This study is exploratory qualitative research

based on a phenomenology study. Through in-depth semi-structured interviews, the individual experiences

were evaluated to understand how social media marketing affected their purchase intent, leading to a
purchase decision. With the participation of interview subjects, novel themes, and connections were built
and validated in qualitative research. The target population for this research was females from all walks of
life who use social media and indulge in purchasing fashion apparel while following the fashion trends on

social networking websites. According to the qualitative-focused interviews, Social Influence,

Informativeness, Perceived Risk, Product Evaluation, Informativeness, and Behavioral Responses affected
women's fashion apparel purchasing intentions. In conclusion, there is a considerable link between social
media advertising and customer purchase intent. The generalizability of the research findings is
constrained since this article is qualitative. Furthermore, the social media advertisement's impact on
consumer purchase intention only looked at women's fashion apparel in Karachi. This field can befurther
explored by examining the concept in various cities. This paper presented many aspects that can be verified
using a quantitative method. As a result, this study adds to the body of information on factors influencing
purchasing intent, which leads to actual purchase decisions.

Keywords: Social Media Marketing; Perceived Risk; Purchase Intention.
S J

INTRODUCTION

Since the 1970s, technology has advanced; in 1979, UseNet allowed people to connect via a simulated
circular. By 1980, Computers for home use were becoming more common, and social media was getting
innovative. Internet chat rooms, or Internet Relay Chat (IRCs), were first used in the 1988s, and they
continued to be more popular well into the '90s. In 1997, the leading social media website, Six Degrees,
was launched. It allowed users to create and upload profiles, develop their social circle, and be friends
with other users. In 1999, the first blogging websites developed became more famous, creating a social-
media awareness that is still prevalent. From this point onwards, social media started its journey to
further acceptance and recognition. Websites including MySpace, Photobucket, Flickr, and LinkedIn
became very popular in the beginning years of 2000 and then the advent of YouTube in 2005, a free video
sharing website that made it highly convenient and easy to watch as well as upload free online videos.

To add to the popularity of social media websites, Facebook and Twitter were accessible to internet users
globally, followed by Tumblr, Spotify, and Pinterest, further making it easy for consumers to get linked
together and form a global village. To date, we are all surrounded by a network of an increasing number
of'social networking websites while creating a wellconnected environment and settings allowing various
users to connect without even disturbing each other's privacy (Hendricks, 2021).
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Consumers are now switching away from conventional and old-fashioned media for up-to-date
information searches on social media websites (Mangold & Faulds, 2009). Unlike traditional media,
social media encourages people to post, partake in, and generate private, semi-private, and officially
released multi-modal content through a network of friends, fans, and users (Yeoet al., 2020). A new
beginning of revolutionary, two-way, multidimensional, and peer-to-peer communication has taken over
the world of socializing with the help of social media (Berthon, Pitt & Campbell, 2008). Corporations are
no longer playing the role of providing exclusive brand communication; instead, social media platforms
like Facebook, Twitter, Instagram, and so forth have provided consumers with a break to better and more
reliable correspondence (Kautish et al., 2022; Li & Bernoff, 2010). No doubt that the old-fashioned and
conventional marketing communication methods that the brand/marketing executives earlier controlled
are now run by the customers themselves in new ways. Any web material intended to convince social
networking platforms that enable Internet users to browse, share, link, and co-create content is
considered social media advertising. Tax, possession, and purchase are the three types of participation in
social media ads (Yeo, Tan, Lim, Leong, & Leong, 2020).

Social media has played a substantial role in helping marketers reach their consumers while penetrating
the lives of millions of people globally (Thein, 2022; Irshad & Ahmad, 2019). YouTube, Twitter,
Facebook, Pinterest, Snapchat, Instagram, etc., come under the social media platforms and have earned
high-level recognition from 3.196 billion users globally (Irshad & Ahmad, 2019). Today's consumers
devote a significant amount of their time to using social media. In 2019, the average time spent on social
media was projected as 144 minutes per day compared to 60 minutes a day in 2012.

In 2019, $90 billion was spent on social media advertising, showing how marketers pay attention to it.
Social media has infiltrated our lives greatly, whether it is the consumer or the marketer. Two or more
social media channels have been used by approximately 91% of retailers and 81% of SMEs have used
social media to promote their brands (Brandwatch, 2019).

In 2020, 3.88 million people worldwide were using social media, which is almost more than half of the
world's population, and it has been increasing every second (Broadbandsearch, 2021).

In this era, (¢eWoM) has become a very famous and powerful tool for promoting products/services.
Consumers are starting to use the gradually growing eWoM (for example, blogs, and vlogs) to share their
opinions on products and services. Organizations use eWoM to target customers and spend a significant
amount selling their products. eWoM is also an essential tool for building relationships between
consumers and organizations.

Social media, including online video networks, social games, community networking, message boards,
polls, websites, and microblogs, dominate today's internet society. About 70% of Facebook users
regularly participate, and more than 80% of Americans use social networking sites at least once a month.
Social media has evolved into a vital medium that closely resembles advertisement and marketing
communications in terms of publicity. Internet ad revenue hit $121 billion in 2014, and it is projected to
rise at the highest rate of all media platforms in 2015. Organizations have been advertising on social
media sites (such as Facebook) since 2009, andtheir social media marketing budgets are continuing to
expand. Building brand recognition on a platform of 1.39 billion users is essential. However, many
advertisers are unsure whether people can see and click on their advertising and if that notice will lead to
abuy (Zhang & Mao, 2015).

Asmentioned earlier, the essence of conversations on social media sites has evolved dramatically, thanks
to a wide variety of users, including families, employers, associates, group organizations, and
governments. In commerce, entertainment, politics, and education, social media platforms provide new
space and platforms for people to communicate, discover, and perceive new topics. Anybody from
anywhere can exchange information, thoughts, products, and services (Yeo et al., 2020).

Social media ads have gotten much attention on social networks. This type of social mediabased word of
mouth can assist customers in making buying decisions. Customers' sales of goods and services on the
Internet are exponentially increasing, according to research. As a result, businesses, organizations,
developers, and retailers are beginning to study and consider using social media channels to draw
consumers and purchase goods and services while still building strong brand partnerships with
customers worldwide (Alalwan etal., 2017).
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As mentioned earlier, the essence of conversations on social media sites has evolved dramatically,
thanks to a wide variety of users, including families, employers, associates, group organizations, and
governments. In commerce, entertainment, politics, and education, social media platforms provide new
space and platforms for people to communicate, discover, and perceive new topics. Anybody from
anywhere can exchange information, thoughts, products, and services (Yeo et al., 2020).

Social media ads have gotten much attention on social networks. This type of social mediabased word of
mouth can assist customers in making buying decisions. Customers' sales of goods and services on the
Internet are exponentially increasing, according to research. As a result, businesses, organizations,
developers, and retailers are beginning to study and consider using social media channels to draw
consumers and purchase goods and services while still building strong brand partnerships with
customers worldwide (Alalwan etal., 2017).

Advertisers can pay for social media platforms by displaying ads, endorsing advertising, and sharing
behavioral expectations with consumers through different apps and plug-ins on Facebook, Twitter,
YouTube, and Instagram. On the other hand, advertisers are most likely to employ an offline
involvement or participation approach, in which businesses deliver content to their web followers
directly (Yeo et al., 2022). Marketers also use earned social media, which are cases where users engage
in content linked to the brand/service through word-of-mouth (WOM) or user-generated content (UGC)
(Yeo et al., 2020). UGC is User Generated Content, which can range from images to videos, texts, or
even audio, and is uploaded by users on social media websites. It is content or information from the
consumers about various products or services or the firms or providers and not created by the marketers
themselves. The marketers use them to speak on their behalf, invest in them, portray them as their brand
ambassadors, and play the role of social media influencers while socializing on their social networks.
With the advent of social media and Web 2.0, there has been a shift away from product-oriented
networks, popular in e-commerce, and into highly customer-oriented platforms. Web 2.0 is the
movement that marks the transition from a web where the users were accessing the data (web 1.0) to a
web that was more interactive and dynamic. S-commerce is an evolution of ecommerce utilizing Web
2.0 technologies and social media platforms while incorporating the SNS, facilitating the factions to
work together (Zhang & Benyoucef, 2016). Therefore scommerce could be described as "a special kind
of e-commerce that incorporates interactions in a social environment such as Facebook or Instagram"
(Sturiale & Scuderi, 2013).

Today's consumer is surrounded by different types of social media platforms known as ecommerce, and
itisrapidly increasing its presence in every area of life and daily routines.

Therefore, it is essential to explore what they feel about social media advertising and how it impacts their
purchase intention leading to the actual purchase, especially when it comes to the fashion apparel
industry of Karachi, Pakistan.

Research Gap

Much research has been performed in social media marketing, but there are still research gaps.
Marketers are still unclear about how social media impacts consumers' attitudes and purchase decisions,
leading to the consumer purchase decision. Another gap is that the impact of eWOM has not been
explored on the consumers' purchase intent, along with the effect of other factors that may have played a
role in the popularity of social media, like consumer trust in social networking websites, performance
expectancy of products presented, hedonic motivation of the consumers, level of interactivity.

PROBLEM STATEMENT

With the rise in prevalence of social networking and social media platforms, consumers are bombarded
with positive eWOM every time they log into a social media website, without even knowing they make
purchase decisions which usually end up in actual purchase decisions. It is essential to explore the
factors that play a positive role in convincing consumers to take the journey from intention to actual
action.

OBJECTIVES OFTHE STUDY
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The research Objective that has been developed based on the above discussion is:
» Exploring the relationship between Social Media Marketing and Consumer Purchase Intention

regarding women's fashion apparel in Karachi, Pakistan.

This research will help determine the factors that strongly affect a customer's purchase intent by

advertising on social media in the women's fashion apparel industry in Karachi, Pakistan.

RESEARCH QUESTIONS

Based on the Research Objective, the following objectives were formulated for this research.

R1. How does social media advertising impact consumer purchase decisions?
R2. What is the impact of eWOM on Consumer Purchase Intention?
R3. What is the impact of product evaluation on Consumer Purchase Intention?

R4. Which factors play a role in the consumers' purchase intention?

LITERATURE REVIEW

Social Media

Nowadays, social media is such an integral aspect of daily life, and everything is done online. In the
world of social media, the younger generation sets the pace. They are more adept at learning emerging
technologies and conventions. For example, the social media network Snapchat has over 100 million
members, yet just 14% of them are over 35 years old (Snapchat, 2015). Consumers are subjected to
various promotional formats on social media, including banner advertisements, brand accounts, and
promoted posts (Irshad & Ahmad, 2019). Social networking is also used as a forum for electronic
commerce events and these modes of marketing (Han, Xu, & Chen, 2018). It is widely accepted that
social media marketing is rising in popularity and is in developed Western countries and developing

Asian countries like Pakistan (SBP,2018).

Social Media Marketing

Social media marketing uses Social Networking Marketing Sites (SNM) to promote a product or service.
Scholars define SNM as " a network of relationships within a group of people, often serving as a conduit
for disseminating knowledge, ideas, and power among the participants" (Kempe, Kleinberg, & Tardos,
2003). Many internet SNM platforms allow for online networking, enabling individual channels to share

thoughts, activities, events, and interests. Since participants repeat the information on SNM, these
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resources serve as word-of-mouth (Zhaveri, 2013). Electronic word-of-mouth marketing (eWOM)
promotes and enables consumers' sharing of positive opinions about products/services, businesses, or
brands (Jummani & Shaikh, 2019), while also enabling the consumers to send advertising materials to
relatives and friends via SNM pages. Because of its cost-effective management, enterprises are

embracing viral marketing tactics (Gunawan & Huarng, 2015).

Perceived Informativeness

The significance of social media advertising in foreseeing consumer's perceptions, insights, and
reactions cannot be ignored. The increased interest by marketing researchers is thus leading to studies on
social media marketing-related topics. Research conducted by Logan et al. (2012) showed that social
media and television advertising are influenced by perceived entertainment and informativeness. At the
same time, it was also noticed that there is also an association between perceived values and consumer's
attitudes towards social media advertising (Logan,etal.,2012). Alalwan et al. (2017) asserted that social-
media advertising, with a range amount of informativeness, will become realized as more valuable &
well-organized from the shopper's perspective. Things measured, the level of informativeness that
occurs in social media websiteadvertisements can allow online shoppers to have improved buying

performance & can accordingly raise intention to buy.

Theory of Reasoned Action

The Theory of Reasoned Action suggests that behavioral motive or intention is the primary reason for
any specific behavior referring to a person's desire to do something (Ajzen, 205; 1980). In essence,
behavioral intention is dictated by attitude and subjective norms, each of which can be the most
significant determinant of any given action. While attitude is how a person evaluates favorable or
unfavorable actions, the norm is how a person considers what others believe a person should do or the
social pressures for performing or not performing an action (Trafimow, 2009). As a knowledge provider,
peer contact between buyers has a significant impact on buyers' decision-making (Smith, Menon, &
Sivakumar, 2005).

Consumers learn expectations and purchase intentions in SNM environments through written messages
sent by peers. Similarly, in terms of technological adoption, subjective norm applies to social

conventions in terms of external impact (Bhattacherjee & Sanford, 2006).

Viral Marketing
More frequently than not, customers' buying intentions are highly impacted by word-of-mouth (Kenyon
& Sen, 2012). However, this word of mouth is negative or positive. Consumers' electronic word-of-

mouth on SNM pages is referred to as viral marketing. It spreads like a virus, taking advantage of
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multiplication to reach thousands if not millions, of people (Vilpponen, Winter & Sundqvist, 2006). Research
suggests that buzzwords, photographs, videos, and blog articles/reviews are all used by viral marketers (Larsson
& Odén, 2011). Viral marketing is cheaper and has a higher response rate while providing an unparalleled chance
to link locally and globally (Yang, Liu, & Zhou, 2011).

As a result, businesses use this tactic to disrupt customers online, generating digital "hype" to advertise their
products/services. In Social Network Marketing (SNM), people's attitudes toward viral messaging influence their
willingness to participate in the process that contributes to buying intent (Camarero & San José, 2011). Viral
marketing often necessitates social networking, usually concerning brands, to draw consumers to virtual
communities that affect their purchasing decisions (Hennig-Thurau, Gwinner, Walsh, & Gremler, 2004). Since
viral marketing provides online product/service ratings, consumers' risk judgments in buying a product are
influenced mainly by the facts and interactions on those pages (Beldad, Jong, & Steehouder, 2010).

Product Evaluation

For the customer to make a purchase decision, he checks the product search process (Horn, 2006) In a search on
social networking sites, the customer explores the price of manufactured products, attention to the beauty of
manufactured products, specifications based on product performance, product sustainability, country of origin,
and country of origin.

The price of a manufactured product often affects customers' buying intentions because the audience is price
sensitive (Moskell & Allred, 2013). Price sensitivity affects buyers' willingness to pay for a product by combining
their qualities from giving and withdrawing money (Smith & Woodside, 2009). When making purchase decisions,
customers also appreciate product performance by measuring additional features as well.

Trust

The previous study directs that buying from an electronic seller relies on purchaser trust in the electronic vendor
(Gefen etal., 2003), suggesting that trust in Social Networking Sites (SNS) can raise buyers' purchase intentions.
Social networking sites (SNSs) as social market platforms carry purchasers into contact with electronic vendors &
offer services for the worth exchange among the parties. On social networking sites (SNS), the purchaser meets
advertisements, videos/news pictures, references & likes connected to the e-sellers. In line with the classification
of beliefs suggested by McKnight & Chervany, though, trust in social networking sites, like the platform, can
cause the purchaser's confidence in the trustworthiness of the contents & electronic vendors' events (McKnight &
Chervany, 2001)

Similarly, another researcher suggested that since exchange relationships are impersonal and dependent on the
Internet's infrastructure, confidence has become more relevant in ecommerce. Consumers, in particular, face the
challenge of purchasing goods or services from unknown merchants via social media. Furthermore, they are
unable to see or touch the items. Their level of trust influences consumers' perceptions (Limbu, Wolf, & Lunsford,
2011). Customers would not send personal information, including credit card information, to providers without
trust, so privacy and security considerations are a significant obstacle to Internet access (Kim, Xu, & Gupta, 2012)

RESEARCH METHODOLOGY

The procedure for the research was inductive, as it required interviewing and observing. This study is an
exploratory qualitative research based on a phenomenology study because this research method helps to
understand the individual's personal experiences and perspectives in a particular situation (Lester, 1999).

Research Design

Through in-depth semi-structured interviews, the individual experiences were evaluated to understand how social
media marketing affected their purchase intent, leading to a purchase decision (Creswell, 2003). With the
participation of interview subjects, novel themes, and connections were built and validated in qualitative research

Journal of Marketing Strategy (Volume- 13, Issue - 1, January - April 2025) Page No. 6



ISSN No.-2347-3770

(Birkinshaw, Brannen, & Tung, 2011).

Sample Design

The target population for this research was females from all walks of life who use social media and indulge in
purchasing fashion apparel while following the fashion trends on social networking websites. The sampling
technique used was Purposive sampling, as this is one of the most common sampling techniques.

Data Collection

An in-depth investigation was conducted to get the required data through in-depth interviews. This is the best tool
when the researcher needs to ask open-ended questions from the respondents and requires relatively fewer people
for the research than quantitative research (Boyce & Neale, 2006). The preferred way of collecting data was a
personal meeting. However, the interviewee could not be approached personally in one case, so a telephonic
interview was conducted. The interview process continued till the topic was exhausted no new ideas werebeing
collected and a saturation point was reached.

Data Analysis

The interview recordings were converted into written text, known as transcription, while carefully detaching from
the participants' views to minimize the researcher bias through the bracketing technique. Verbatim transcription
was executed, which included word-by-word documenting the respondent's answers without any omissions. The
transcript was then used for further analysis through coding, sorting, and sifting. Coding was performed by
extracting important ideas or terms from the transcript prepared in response to the interview questions. After
highlighting these concepts, they were sorted into groups or patterns.

Once sorted into categories or sub-themes, sifting was performed by removing irrelevant and unnecessary
information, and finally, themes emerged from the qualitative interviews. The process from coding to categorizing
the data into meaningful themes is known as Thematic Content Analysis (Hsieh & Shannon, 2005a). A validity
check was also performed by returning to the respondents to verify that the data had been accurately represented
and if the essence of the interview was correctly captured.

The final stage of essence extraction or meaning making involved writing up the data analysis in a storyline that
others would read conveniently. At this stage, the actual lived experience of the respondents is identified.

Trustworthiness

Trustworthiness in Qualitative research makes it valid and reliable in the same way as precision and accuracy
make Quantitative research reliable and valid. The researcher needs to ensure that their research meets a specific
criterion proposed by a researcher; it should have credibility, transferability, dependability, and confirmability
(Guba, 1981).

Criteria for credibility are the same as internal validity, ensuring that the study measures what it intends to
measure. The informants were asked to read the transcripts of their data collection dialogues to check for
inaccuracy or mismatch between what they intended to say and recorded.

Member checks were done to verify the research's evolving concepts and interpretations developed throughout the
conversations.

The criterion for dependability focuses on reliability so that if the same contextual work is reiterated, following a
similar methodology will result in similar outcomes. Dependability was accomplished by providing in-depth
information about the methods employed, enabling a future researcher to imitate the work. The complete report of
the study includes the research design and its implementation, operational details of data gathering, and respective
appraisal of the entire research to make the reader understand the methods and their effectiveness thoroughly.

The confirmability criterion is based on the study's objectivity, but researchers' biases are highly predictable as
humans design the questionnaires and tests. Triangulation techniques that could help reduce investigator bias,

Journal of Marketing Strategy (Volume- 13, Issue - 1, January - April 2025) Page No. 7



ISSN No.-2347-3770

are highly predictable as humans design the questionnaires and tests. Triangulation techniques that could help
reduce investigator bias, which plays an essential role in the study's objectivity, could not be applied. There was a
shortage of time for research; the number of informants was limited to six females only. The researcher posed the
same question to the participants in multiple ways to achieve increased confirmability in this study (Guba, 1981)

FINDINGS

Demographic Profile of Respondents

Actotal of 6 interviews were conducted, comprised of females from Karachi, to identify the impact of Social Media
Advertising on their purchase intent leading to the actual purchase of fashion apparel. The main criteria for
choosing the participants were that they were users of social media, and their age group ranged from 30 — 45 years
of age, working as well as homemakers. Out of the 6 participants, only 4 of the interviews were attached to the
appendix. The other two did not spend enough time on social media to be suitable participants for the study. Out of
the four, two were working females while the other two were homemakers.

Behavioral Profile of Respondents

Participants were users of Social Media Websites as well as Social Media Networks. Almost all of them relied on
social media websites for information regarding fashion trends and updates on fashion apparel in Karachi. They all
were users of Facebook, Instagram, Pinterest, and WhatsApp for social networking.

DATAANALYSIS

Thematic Content Analysis

Thematic content analysis analyzes the quality of data sets by classifying them systematically and then coding and
identifying patterns and relationships (Hsieh & Shannon, 2005b). The themes that originated from the qualitative
interviews were extracted by using the thematic content analysis technique. The steps of analysis included first-
order concepts, and secondorder themes leading to final themes.

Table 1 shows instances of data structure from the qualitative phase of the research, which is an important stage in
data collection and analysis.

Table 1. Demographic Profile of the Participants

Respondents Age (Years) Occupation
1 35 Job in a private firm
2 42 Housewife
3 36 Housewife
4 36 H.R. Manager in Private Firm
5 29 Housewife
6 40 University Professor

Source: Study Analysis

The data structuring allows the researcher to visually organize and display the data collected from the qualitative
interviews and demonstrate how the raw data was extracted, which then emerged into various themes, thus helping
in analysis. Table 2 shows examples of the data structured in the research to extract categories and themes from the
responses/statements of the interviewees.

The statements in the first column demonstrate the first-order concepts. The second column shows the second-
order theme or categories, while the third column shows the enhanced themes that emerged from the concepts.
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Table 2. Data Structure and Reporting Process

First-Order Concept Second Order Theme Refined Themes

I 1 find something interesting and worth sharing, |

definitely would like to share it on my Facebook wall.

(Respondent # 1) Sharing information with friends
and family

Social Interaction

I mainly use social media to stay in touch with friends
and family. (Respondent # 4)
If that product is of my interest, { would certainly like

to explore more about it by visiting its website. Increased awareness,
(Respondent # 1) Attraction towards special offers
Brand remembrance/greater reach
1t’s very easy to remember the brands shown on social than TV
media as [ spend more time on social media compared
to watching TV or listening to the Radio. And in my Behavioral
opinion, the reach of SMA is greater than the other Responses
traditional mediums as the usage of the Internet and SM is better than traditional media.

smartphones have increased, (Respondent # 2)

1 hardly watch TV now, so the only way I watch ads is Brand Recall
on social media, especially YouTube. (Respondent #
1y
}}:es' :ﬂ visit I;:e we;f:sire oft:epmjucrs to CJ‘DSS-C:!EC’]; Risk averseness of cnstomers Perceived Risk
. do visit the website of t ts ¢ - . . )
es, do visit the website of the products to cross-chec Risk averseness of customers Percerved Risk

the products and their prices. (Respondent # 3)

It gives me an idea of what is trending, and which
brand is coming up with something good and unique
but instead of buying it online, I would rather visit the
outlets, once I shortlist the products. However, I did
purchase online last year when we were in total
lockdown. (Respondent # 1)

1 think social media these days plays a major role in
guiding the customer about different brands, and any
new launches. I think it is the b_esr piatfo_m to know Best platform for all sorts of Informativeness
what you want and how to get it. There is always R

someone out there who will tell you what you want to ’

know. (Respondent # 2)

Social media has set new trends in the field of
marketing. It is now easy for marketers to promote
their products at minimum cost. People can now
promote their products without even leaving their
houses. (Respondent #6)

Awareness of fashion trends,
Keep consumers updated.

Updated knowledge of current and
upcoming brands

Provides awareness about the
product,

Factors that affect my buying intention would be the
quality of the product, pricing, social influence, and
whether the product is readily available or not.
1 evaluate brands based on positive comments about
the product quality, customer service, and most

Product availability,
Price, Quality, Customer rating,

g ; Sales promotion, Product Evaluation
importantly whether it attracts me or not. (Respondent Physical appearance/product
#i)

outlook

Price, quality, its rating by other people on social
media. (Respondent # 2)

Journal of Marketing Strategy (Volume- 13, Issue - 1, January - April 2025) Page No. 9



ISSN No.-2347-3770

I try to see the number of comments on a specific
message or communication by the brand company or
several people who have commented on it and what
they have commented. And also, the level of
engagement by Consumers on social media. More
people engaging means the brand is either good or
very bad, as comments would be positive or negative.
Level of engagement is important and their views of
course. (Respondent # 1)

I usually buy what I like but sometimes it's also a

good thing to see what other people think about a Word of Mouth
specific product. If they think there is some issue with Consumer engagement
a brand or a specific collection, then I do follow that

comment. It is always good to stay informed. And

social media is the best place, all you have to do is to

know who to _follow and whom to ignore.

(Respondent # 1)

Social Influence

Yes, I do read what other consumers say about a
specific brand. You know how important Word of
Mouth is!! It is even more important than what the
Jirm says about itself. (Respondent # 6)

Source: Study Analysis

Social Interaction

The interview participants suggested that they used social media to interact with their friends and family. Most of
the participants mentioned Facebook, Instagram, Pinterest, WhatsApp, and Twitter as their favorite Social
Networking Sites.

"If 1 find something interesting and worth sharing, I definitely would like to share it on my Facebook wall."
(Respondent #1)

"I mainly use Social Media to stay in touch with friends and family." (Respondent #4)

WhatsApp helped them stay in touch with their friends and family any time they wanted and share any information
directly with each other. They used Facebook to interact with friends and family and share information with them
on a bigger platform as other people could also see what they were sharing. Facebook was also liked for providing
information about the recent fashion trends as and when they required.

"For clothing brands, my favorite is Facebook. There I can see what people say about different products. Every
time I need to buy clothes, I try checking out Facebook for people's feedback on a new collection of fashion
clothing." (Respondent #2)

Participants also mentioned that they usually visit their friend's or family's social network pages or virtual
communities they participate in, see what they have been doing, and which pages they liked. This means that
people use social media sites to interact, but they also watch advertisements posted there while they are
interacting. So, it can be said that Social Media Networks provide platforms for people to socialize and marketers
to market their products.

Behavioral Responses
Respondents suggested that Social Media Advertising helped them remember the brands more than any other
media platforms. Social media advertising has a greater reach and brand recall, as mentioned by one of the
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participants. And when there is brand recall, there are greater chances of purchase intention. Most of the
participants answered that they are too busy to watch any T.V. or listen to the radio and social media is the most
efficient and up-to-date platform in terms of informativeness and entertainment.

"It is very easy to remember the brands shown on social media as I spend more time on social media as compared
to watching TV or listening to the Radio. And in my opinion, the reach of S.M. is greater than the other traditional
mediums as the usage of Internet and smartphones have increased." (Respondent #2)

"I hardly watch T.V. now, so the only way I watch ads is on social media especially YouTube." (Respondent #1)

The findings of the interviews revealed that their purchasing intent had been stimulated after seeing
advertisements on social media for a long period. Users who have a positive attitude toward social media
advertising are more inclined to interact with brand messaging and seek knowledge about brands, which leads to
their desire to acquire branded fashion apparel.

Ifthat product is of my interest, | would certainly like to explore more about it by visiting itswebsite. (Respondent #

1)

Perceived Risk

Respondents said they visited that product's website to cross-check the price or availability after viewing an
advertisement. The advertisements on social media attracted them to the level that they tried visiting the website to
confirm the information provided in the advertisement. This response also shows that the consumer is cross-
checking, meaning an amount of risk is involved when a customer plans to buy something after seeing it on social
media.

"Yes, I do visit the website of the products to cross-check the products and their prices.” (Respondent # 3)
"I'rarely buy clothes online as I always have doubts about the quality of the products." (Respondent #3)

Almost all respondents said that they visit company websites once they are willing to find out more about their
choice or if any product appeals to them. However, two out of six respondents believed that they did visit the
company website to cross-check the price, check its availability,and shortlist but would still prefer to purchase it
from the outlet after evaluating it physically and not ordering it online.

"It gives me an idea of what is trending, which brand is coming up with something good and unique, but instead of
buying it online, I would rather visit the outlets once I shortlist the products. However, I did purchase online last
year when we were in total lockdown." (Respondent #1)

Informativeness
All the respondents believed that Social Media Advertising was an essential source of information for them. They
use it whenever they want to know about the current fashion trends in the fashion apparel industry.

"It gives me an idea of what is trending, which brand is coming up with something good and unique but instead of
buying it online, [ would rather visit the outlets, once I shortlist the products. However, I did purchase online last

year when we were in total lockdown." (Respondent # 1)

They also said that because of Social Media Advertising, they know about the latest launches of their favorite
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brands every time they use social media.

"[ think Social media these days play a major role in guiding the customer about different brands, any new
launches. I think it's the best platform to know what you want and how to get it. There is always someone out there
who will tell you what you want to know." (Respondent #2)

Respondents also think that the advertisements placed on social media are usually more linked and relevant to
their requirements, interests, and preferences.

"I would say social media does play a significant role, as whenever we search something on the internet instantly
we start to get advertisements regarding those particular products and that gives us a fair opportunity to compare
the products of different brands, and certainly all that working might lead to the decision of buying." (Respondent
#1)

Overall, the level of informativeness present in social media advertising may enable customers to engage in better
purchasing behavior and, as a result, enhance their intention to purchase. Indeed, social media networks give
advertisers additional options and tools for tailoring their advertising and content. As a result, social media
advertising has become more helpful and valuable from the customer's standpoint.

Product Evaluation

Most of the respondents evaluated products based on their perceived usefulness, price, quality, availability, etc.
All these factors play a positive role in leading the consumer from Awareness through Interest to Desire and
Intention of buying that product.

"It would be the quality of the product, pricing, somewhat social influence, and if the product is readily available
ornot." (Respondent #1)

1evaluate fashion apparel based on its price, quality, its rating by other people on social media. (Respondent #2)

Sometimes they buy products online that are not available in the outlets in their city, i.e., Karachi, or when the
product being advertised on social media is more affordable than the one being sold by the branded outlets. One of
the respondents talked about her buying experience from a seller who did not have an outlet but sold her clothes
online through Facebook.

The respondent had no other option than to buy from her as the seller offered cheaper but good quality clothes
while the respondent was out of time and had to take the risk of buying from that lady as it was a risk worth taking.
Sometimes people tend to take the chance when the products being offered are cheaper, unique, or not available in
their area/city of residence and the only option they have is to order online.

Social Influence

According to the responses collected from the respondents, it is evident that individuals are concerned about the
impressions his or her conduct makes to other individuals. The social influence of other members of a community
influences his or her decisions. Other people's comments sometimes shape the behavior of individuals. If a fashion
clothing brand has good comments and reviews, other consumers are more likely to read them and act accordingly.
Positive comments lead to a greater chance of their purchase intention. At the same time, if there are more negative
comments, then fewer people are likely to get attracted, thus leading to purchase intentions and then actually
purchase.
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"[ try to see the number of comments on a specific message or communication by the brand company or several

people who have commented on it and what they have commented. And the level of engagement by the Consumers
on social media. More people engaging means the brand is either good or very bad, as comments would be
positive or negative. Level of engagement is important and their views of course." (Respondent # 1)

Consumers do buy according to their needs and choices, but they are primarily concerned about what other people
are buying and where. Social influence can be from their friends, family, spouse, colleagues, etc. Some consumers
tend to follow their favorite celebrities on their Facebook, Twitter, or Instagram pages, to see what fashion apparel
they prefer and what brand pages they have followed or have commented on (Sultan etal., 2015).

" usually buy what I like but sometimes it's also a good thing to see what other people think about a specific
product. If they think there is some issue with a brand or a specific collection, then I do follow that comment. It is
always good to stay informed. And social media is the best place, all you have to do is to know who to follow and
whom to ignore."(Respondent # 1)

"Yes, I do read what other consumers say about a specific brand. You know how important Word of Mouth is!! It is
even more important than what the firm says about itself." (Respondent #6)

DISCUSSION

Researchers in fashion marketing are becoming increasingly interested in social media advertising (Kim & Ko,
2010). The findings revealed that respondents' perceptions of social media advertising (in terms of
informativeness, product information, product evaluation, etc.) were critical markers of their overall attitude
toward the medium. Users are frequently updated with information about businesses from marketers or friends via
social media, a rich information platform. This study found that the level of informativeness present in social
media advertising may enable customers to engage in better purchasing behavior and, as a result, enhance their
intention to purchase. The value of social media advertisements in forecasting client views and reactions is
constantly a source of debate. According to a study, both fun and informativeness have a major influence on the
value of social media and television advertisements (Logan, Bright, & Gangadharbatla, 2012)

All participants said that they used social media to communicate and interact with their friends and family. Social
networking sites provided a platform where they could also stay updated on the recent fashion trends. It also
allowed the consumers to share their perspectives and views on various products being advertised through social
media advertising. These findings are consistent with what research suggests that offering knowledge and
involvement in a product/service is the most suitable and efficient marketing tactic (Qiu & Benbasat, 2005).

It is evident from this research that individuals are concerned about the impressions their conduct makes on other
individuals. The social influence of other members of a community influences his or her decisions. Other people's
comments sometimes shape the behavior of individuals. Because social media provides a platform to many
friends or peers, they operate as socialization agents and instantly supply substantial product knowledge and
assessments, facilitating education and information. Considering the consumer networking framework,
researchers discovered that internet users' opinions toward social media advertising are heavily influenced by
socialized characteristics (i.e., peers). According to research, online peer contacts can significantly impact
customers and turn others into Internet buyers. (Gershoff, Andrew & Johar, 2006)

Respondents suggested that Social Media Advertising helped them remember the brands more than any other
media platforms. And when there is brand recall, there are greater chances of purchase intention. Research
supports that brand recollection and purchase intent are positively correlated with mindset regarding advertising.
Respondents who had a negative attitude toward online advertising had lower purchase intention than those who
had a favorable response toward online advertising (Mehta, 2000). According to the authors, consumers go
through the cognitive phase as an initial response to persuasion attempts, in which they build awareness and
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understanding. The emotional stage follows, during which customers may acquire a fondness for, preference for,
and conviction for the marketed goods or service. Consumers act on their purchases once they've built their
cognitive and emotive responses (Ducoffe, 1996).

A couple of respondents said they visited the product's website to cross-check the price or availability after
viewing an advertisement showing that they perceive a level of risk in any particular purchase they want to
minimize by visiting the website or the outlet. Supported by research, the researcher suggests that perceived risk is
powerful in explaining consumers' behavior considering influences often motivate consumers to avoid mistakes
rather than maximize utility in purchasing and expecting a loss (Gunawan & Huarng, 2015). So, the greater the
amount of perceived risk, the lesser the chance for the consumer to purchase virally advertised fashion apparel.
Most of the respondents evaluated products advertised on social media based on their perceived usefulness, price,
quality, availability, number of positive views or comments, level of engagement by other users, etc. This is
supported by a study recommending that comprehensive and up-to-date information covering all aspects of the
product like product characteristics, price, discounts, shipping, and availability should be considered in any social
media marketing message (Alalwan, 2018).

CONCLUSION

Researchers and practitioners in the marketing field have been increasingly focused on the associated concerns of
social media advertising. As a result, the purpose of this study was to add to our existing knowledge of the key
components of social media marketing and their influence on client buy intent. Following a detailed examination
of the relevant literature, six primary criteria including social influence, informativeness, perceived risk, product
evaluation, informativeness, and behavioral responses, emerged as major predictors of purchase intention. The
outcome of the entire research is that there is a considerable link between social media advertising and customer
purchase intent when we talk about women's fashion apparel. The purchase intent of the consumers can be altered
using different marketing techniques. As we live in an interactive and trust-based advertising era, businesses
should focus on increasing their social media advertising budgets to take advantage of changing client patterns in
the twenty-first century. With social media phone apps/social media advertising, businesses can stay in touch with
their valuable clients.

LIMITATIONSAND AREA OF FUTURE RESEARCH

In-depth interviews were the only data collection technique used as a survey instrument to explore the impact of
social media advertising on women's purchasing intent for fashion apparel. Since this tool is being used to analyze
and evaluate market insights, other methods, including the focus groups or a mixture of both, could also have been
used to investigate consumer insights about the impact of social media advertising on consumer purchasing
intention to actual buying. Due to limited time, only one method for locating the primary participants was used
namely purposive sampling; snowballing could also have been used to find additional participants and further
improve the study. This study is also limited by the issue of generalization that comes with qualitative research.
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HALAL PRODUCT MANAGEMENT: FACTORS SHAPING
CONSUMER PERCEPTION OF HALALCHOCOLATES IN
KARACHI

Nimra Naveed Shaikh1, Waqas Bin Dilshad2*, and Maria Batool 3
ABSTRACT

4 This study is conducted to find the important aspects that are affecting the determinants of )
consumer perception toward halal chocolate purchasing in Karachi. This study focuses on the
diverse roles of religious knowledge and Islamic dietary laws that weremodeled to impact
Consumer perceptions towards halal chocolate ingredients. One of the most common
ingredients is lard. Lard is a common substitute for oil used by food manufacturers in
chocolates since it is less expensive. Muslims have become more concerned about halal food
items and their ingredients, which motivates them to use halal food products. The study was
particularly based on Karachi. The research is based on a quantitative approach. The study
was conducted among 345 Muslim consumers. The responses of the participants to self-
administered questionnaires have been used for gathering the data. Following that, the data
were examined using the statistical software SPSS. The results revealed that Religious
Knowledge has a significant positive impact on Consumer perceptions of halal chocolate
product purchasing. The rest of the factors, namely Islamic Dietary Laws, do not have any
significant effect on Consumer Perception towards halal chocolate purchasing, particularly in
Karachi. Although Pakistan is a Muslim country, compared to other Muslim states like
Malaysia, there is limited knowledge of Halal ingredients in chocolate products. There is no
formal Halal certification issuing body in the country that can identify haram adulterants in
chocolate products. The results of this study will have a significant impact on Pakistani food
producers and marketers who are looking for new ways to enter the halal chocolate market
and enter Muslim markets as suppliers of certified halal chocolates.

Keywords: Consumer Perception; Religious Knowledge; Islamic Dietary Laws; Halal
Consumption.
J

INTRODUCTION

Increasing concern has developed among Muslims regarding halal food products, their branding,
marketing, supply chain, and certifications (Aziz & Vui, 2012; Prakoso et al., 2023). Muslim consumers
are also concerned about ingredients, leading to an extended need anticipated for the use of halal food
products (Ahmed et al., 2019). It is a religious concern to opt for permissible food items for consumption
(Rasdi et al., 2023). Consciousness about halal food is not only limited to the countries of minority
Muslims, although it is receiving a drive into the countries of Muslim dominance (Salman & Siddiqui,
2011). Religious commitment has a noteworthy effect on the lives of individuals by determining their
values, knowledge, and attitudes. These religious commitments and values influence people’s attitudes
toward the consumption of food (Hanzaee & Ramezani, 2011). Halal goods, halal confections, and halal
food ingredients have received attention from countries that are members of the Organization of Islamic
Conference. The availability of halal goods is still insufficient to meet customer expectations. Many
Muslims might not even decide how to purchase halal goods (Soesilowati, 2010).

The main issues facing the food products industry—adulteration detection and food authenticity—are of
greater importance to consumers and food businesses. The most crucial issue with food authenticity is
accurate labeling, however, it is common practice to substitute expensive raw materials with less
expensive ones. Lard is a common substitute for oil used by food manufacturers in chocolates since it is
less expensive (Aftab et al. 2013). Adulterants of fat consist of two groups’ vegetable oils as well as fats.
In an analysis of religious concerns, the presence of pork and lard in food products is a serious subject
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(Rohman & Che Man, 2010).

The world's favorite snack and beverage is chocolate (Mittal & Ravinder, 2012). Several ingredients,
including cocoa press cake, cocoa nib, cocoa butter, cocoa mass, and cocoa powder, as well as permitted
optional additives and flavoring agents, are combined to create chocolate. Cocoa margarine
proportionate, cocoa spread substitute, and cocoa butter alternate are trans fats typically added to
chocolate. For monetary reasons, businesses added lard to their chocolate and chocolate items in
developing countries. The potential lard presence in chocolate including chocolate items offered in the
marketplace focuses especially on lard adding up to cocoa spread, which is, truth be told, the most vital
fixing in chocolate formulation (Che Manet al., 2005).

Additionally, none of the labels for chocolate produced locally specified the trans-fat There are no
regulations on saturated and trans-fat in Pakistan. It's frequently hypothesized that chocolate's high
saturated fat content raises cholesterol (Aftab et al., 2013). This study, therefore, seeks to answer the
research question: How well can we predict consumer perception from a combination of religious
knowledge, and Islamic dietary laws toward purchasing halal chocolates in Karachi?

The current study hence explores customer knowledge of haram adulterations in components in
chocolate products that are readily available in markets and identifies certain concerns for the guarantee
of halal ingredients used in chocolate products (Che Man et al. 2005; Fadzlillahet al., 2011; Aftab et al.
2013). Much research has been performed in social media marketing, but there are still research gaps.
Marketers are still unclear about how social media impacts consumers' attitudes and purchase decisions,
leading to the consumer purchase decision.

Another gap is that the impact of eWOM has not been explored on the consumers' purchase intent, along
with the effect of other factors that may have played a role in the popularity of social media, like
consumer trust in social networking websites, performance expectancy of products presented, hedonic

motivation of the consumers, level of interactivity.

RESEARCH OBJECTIVE
The objective of research is to evaluate the impact of religious knowledge, and Islamic dietary laws on

consumer perception towards halal chocolates in Karachi, Pakistan.

SCOPE OFTHE STUDY

This research study aims to address the knowledge gap about halal chocolates in Karachi, providing a
preliminary idea for marketers, food manufacturers, Muslim consumers, academic researchers, and
students in Pakistan to recognize the need for halal food certificates (Salman & Siddiqui, 2011). The
study highlights Pakistan's lack of awareness about Halal food affirmation and lack of a recognized Halal

certificate issuing body, despite its registered NGO,
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Halal Development Council, promoting Halal Economy. The study intends to address the lack of
knowledge in the food industry regarding ingredients and food laws due to increasing consumer

fragmentation.

LITERATURE REVIEW

This study examines consumers' perceptions of halal chocolates and chocolate components as well as the
adulteration of chocolate goods, which is a severe issue in Islam when lard and pork are used as oil
substitutes in chocolate compositions. To protect Muslim consumers from fraud intentionally or
unintentionally a reliable technique is necessary in halal food products for finding pork and lard
adulteration. As per the Food and Drug Administration and the U.S.

Department of Agriculture adulteration to noncompliance to health or safety norms. Haram ingredient
adulteration in manufactured food has become common and many cases were reported worldwide
(Fadzlillah etal., 2011). The most popular theories to comprehend the halal product acceptance behavior
ofthe religious society are the theory of reasoned action (Khalek, 2014; Ozgen & Kurt, 2013), the theory
of planned behavior (Ajzen 1991; Alam & Sayuti, 2011), the technology acceptance model, and the
triandis model (Rahim & Junos, 2012).

Religious Knowledge

The consumer’s perception and their level of knowledge and religiosity are different (Said et al., 2014).
Religion has an impact on consumer deeds and controls the action plan on halal food utilization. On the
other hand, the methodology of food consumption relies on the consumer's force of religious
mindfulness. Highly religious individuals are inflexible because they are powerfully dedicated to their
beliefs (Kili¢ Altun, & Aydemir, 2021). In Islam, the term "religiosity" refers to the commitment to
upholding the fundamentals of the faith both practically and conceptually through upholding other
people's rights, adhering to Allah's commands, abstaining from wrongdoing, and engaging in prayer
(Othman & Hashim, 2010).

Halal is a religious issue. Halal items are Shariah Compliant, with no utilization of haram adulterations.
Muslim customers fundamentally comply with Shariah's necessities (Hanzaee &Ramezani, 2011).
Religion decides to buy halal food. As a source of information, they assist marketers in developing
successful marketing strategies (Prakoso et al., 2023). Muslims concerning halal and haram food were
impressively high, they reliably have a high need for halal issues when they buy food (Soesilowati, 2010;
Othman & Hashim, 2010).

HI: Religious knowledge has an insignificant influence on Muslim consumers' perception of halal

chocolates.
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Islamic Dietary Laws

The adulteration of food items has turned into a typical issue in various countries. Food producers often
use lard as an alternative ingredient for oil. The use of lard and pork is a real matter in Islam (Fadzlillah et
al., 2011; Rohman & Che Man, 2010). Due to its acceptance as a replacement standard for safety,
hygiene, and quality, the idea of halal products is currently gaining worldwide debate (Rasdi etal., 2023).
Halal foods and drinks for a Muslim consumer mean that the products have met the Shariah law
requirements. Consequently, Muslim and nonMuslim consumers are greatly concerned about what they
consume (Farah, 2021). Muslims' responsibilities and the importance of halal awareness in their daily
lives must be compliant with Shariah (Ambali & Bakar, 2014). Food consumed by Muslims must meet
the general Islamic dietary laws (Bukhari et al., 2022). Halal is resultant of the Arabic word importance
permit, legitimate, and allowed (Khalek, 2014). Halal food is reasonable to consume under Islamic law
(Teng et al., 2013). In Islam, consuming is seen as an issue of worship, in the same route as a request to
Allah and diverse religious exercises. Muslims must ensure that the food they eat is clean and composed
on the right path, with the avoidance of things that are denied in Islamic dietary laws (Rahim & Junos,
2012). Due to the reported harmful health effects of trans fatty acids, convenience products chocolate,
and pastry were examined (Aftab et al., 2013). Policymakers can adopt consciousness initiative,
highlights the need for education concerning the structure of the business and at the time of purchase
(Singh & Sharma, 2013) and the effect of variables on customers' observation of halal food items

prepared as per Islamic dietary laws (Mutsikiwa & Basera, 2012; Rahim & Junos, 2012).

H?2: Islamic dietary laws have an insignificant influence on Muslim consumers' perception of halal

chocolates.

CONCEPTUALFRAMEWORK

The theoretical foundation of this model is the Theory of Reasoned Action (Lada, et al., 2009). The
religious construct is based on the model of Delener’s of religiosity and consumer decision behavior
(Delener, 1994). Prior empirical evidence supports the influence of religion on purchasing goods
decisions and other purchasing behaviors (Essoo & Dibb, 2004; Mortimer et al., 2020). Incorporating
many constructs that are relevant to Islamic dietary law and practices can help people comprehend how
to use Halal food (Othman & Hashim, 2010; Bukhari etal., 2022).
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Religious
knowledge

Consumer Perception

Islamic
dietary

RESEARCH METHODOLOGY

The research is based on a quantitative approach (Brandimarte, 2011). The research purpose is
explanatory. This research aims to analyze the perception of consumers toward halal chocolates in
Karachi (Bhattacherjee, 2012). The research is fundamentally explanatory and after instruments have
been utilized for information gathering and overviews through survey and theory creating and testing.
Regression from a correlational study will be employed. Both dependent and independent variables are
present in this study. As evidenced by this study, customers in Karachi have opinions about halal
chocolates and chocolate ingredients. The total study will incorporate primary research, and
questionnaires are particularly useful in this context. Surveys completed by Muslim consumers, notably
in Karachi, focus on young consumers to learn more about their perceptions when purchasing chocolates
and chocolaterelated products as well as their awareness of halal. By using a questionnaire regarding
age, gender, education, income, and occupation, a sample of Muslim chocolate consumers was chosen.
Because they are more likely to be interested in chocolate-related products and because their opinions
can be applied generally, young consumers are good candidates for the study. There were 345
respondents in the sample. On a five-point Likert scale, "1" denoted strongly disagree, and "5" denoted
strongly approve, all responses were totaled. The distribution of the questionnaire was done by
convenience sampling. Following a pilot study, 345 Muslim customers were used as the study's sample.
All the data were combined, and SPSS was used to strengthen the dependability of all the data
(Tabachnick & Fidell, 2007). Three industry experts who work for the target company also approved the
survey tool. Regression analysis using dependent and independent variables will be employed in this
investigation. Descriptive statistics, exploratory analysis, Pearson correlation, and regression analysis

are then used to analyze the acquired data.

Composition of the Data

Measures

Structured and unstructured questions were included in the study instrument's systematic design. Five
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significant constructs that were obtained from a literature review were included in the questionnaire's
design; (a) Consumer Perception towards Halal Chocolates, the study used seven items adapted from
(Salman & Siddiqui, 2011; Widodo, 2013). The internal consistency coefficient of the measuring scale
(i.e., Cronbach Alpha) was 0.657. (b) Religious Knowledge, an example of this construct is “I believe in
basic tenets of Islam (such as Touheed)” (Salman & Siddiqui, 2011). The internal consistency coefficient
of the measuring scale (i.e., Cronbach Alpha) was 0.534; (c) Islamic Dietary Laws, sample items are
“Muslims have to follow a set of dietary laws as ascribed by their religion” (Salman & Siddiqui, 2011).
The measuring scale's internal consistency coefficient, or Cronbach Alpha, was 0.544. On a five-point
Likert scale, "1" denotes strongly disagree, and "5" denotes strongly agree, all replies are scored. The
survey also contained information about each respondent's education, age, gender, income, and

occupation from their profiles.

DATAANALYSIS

To determine the underlying structure for the items of the factors determining determinants of consumer
attitude towards the halal chocolates questionnaire, exploratory factor analysis was carried out. Five
factors were asked for based on the proposed equation: Consumer perception towards halal Chocolates,
Religious Knowledge, and Islamic Dietary laws. The KMO significance value of the predictor variable is
0.739 which shows 73.9 % of inconsistency. Moreover, a significant result of Bartlett's Test of Sphericity
(p <0.05) indicates that the matrix is not an identity matrix (Adil & Fatima, 2013).

Table 1. KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.739
Bartlett's Test of Sphericity Approx. Chi-Square 968.1486
Df 120
Sig. 0.000

Source: Study Analysis

After applying exploratory factor analysis, the estimation of alpha for Consumer perception towards
halal Chocolates was 65.7%, for Religious Knowledge the alpha value was 53.4%. The alpha value for
Islamic Dietary laws was 54.4%. Factor results represent the independent variables' correctness of the
data. The foremost factor “Consumer perception towards halal Chocolates” has an eigenvalue is 2.022,
the other factor “Islamic Dietary Laws” also has an eigenvalue is 1.513 and the factor “Religious
Knowledge” has an eigenvalue is 1.472. Table 2 presents the things and component loadings for the

rotated components.
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Table 2. Rotated Component Matrix

Component

Alpha | 2 3 4 ]
CP3 0.657 71
CP4 764
CP2 .678
CP1 521
IDL4 0.544 796
IDL3 758
RN2 0.534 832
RN3 .699
Eigenvalue 2.441 2.169 2.022 1.513 1.472
% of Variance Explained 15.259 13:553 12.640 9.454 9.199
Cumulative % of Variance Explained 15.259 28.812 41.452 50.906 60.105

Source: Study Analysis

Regression Analysis

The survey was dispersed among 345 Muslim consumers of chocolate in Karachi. The regression
analysis is the examination process for the estimation of the relations between the independent and
dependent variables (Armstrong, Scott, 2012). Table 3 shows means, norm deviations, and inter-
correlations for Consumer perception towards halal Chocolate and its predictors Religious Knowledge,

and Islamic Dietary laws.

Table 3. Means, Norm Deviations, and Inter-correlations for Consumer Perception and Predictor

Variables (N = 252)

Mean Std. Deviation CP RN IDL
Ccp 3.9296 0.62624 1
RN 4.1587 0.59931 238" 1
IDL 4.5179 0.5977 155" 228" 1

Table 4. Shows the outcome of hypothesis testing through instantaneous regression analysis for
predicting Consumer perception towards halal Chocolates. The combination of variables considerably
predicted over 10.3% of the total variance in predicting Consumer perception towards halal Chocolates
F (4; 246) = 8.140; p <0.001), with two variables which significantly predicted Consumer perception
towards halal Chocolates except for Islamic Dietary Laws. In addition, the issue of multicollinearity is
not shown among indicators because the variance inflation factor (VIF) esteem for every indicator is less
than 10 (Adil and Fatima, 2013). The coefficients of parameter estimates suggest that 'Religious

Knowledge' (0.183; p <0.05) reflects a statistically significant impact on Consumer perception towards
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halal Chocolate. Thus, their respective hypotheses (H1) were supported respectively. On the converse,
'Islamic Dietary Laws’ (0.063; p <0.05) have shown a statistically insignificant impact in predicting

Consumer perception towards halal Chocolates thus, H2 was not supported.

Table 4. Hypothesis Testing for Consumer Perception through Norm Regression Analysis

HYP Predictors B SE T-Stat Sig. VIF Remarks
(Constant) 1.842 0.4 4.606 0
HI RN 0.183 0.066 2.768 0.006* 1.119 Supported
H2 IDL 0.063 0.066 0.948 0.344 1.105 Not Supported

F (5,304) = 27.9, (p < 0.001); AdjR> = 0.303 *p < 0.05
The estimations of B in the above table demonstrate that all values are positive. The Sig value of
Religious Knowledge is 0.006 which is satisfactory in a 99% confidence interval. The sig value for
Islamic Dietary laws is 0.344 which is greater than 0.05. The regression analysis shows that the above
hypothesis is accepted. Religious Knowledge and Islamic Dietary laws have a significant impact on

consumers' perception of halal chocolates.

DISCUSSION

The word "Haram" in Arabic implies forbidden. Jurists have categorically declared the following objects
to be "Haram" considering the Holy Qur'an and Sunnah (Prakoso et al.,2023). Most animals that are
reptiles and insects, animal diglycerides, glycerides, glycerol/glycerin, hormones, lipase,
monoglycerides, phospholipid, bacon, blood, carnivorous animals, collagen, dead animals, enzymes,
ethanol, ethyl alcohol, wine and spirits, emulsifiers, fatty acids, gelatin, and halal animals are not
slaughtered by Islamic law. Food additives, including emulsifiers, raising agents, preservatives,
coloring, and gelling agents—all of which are governed by the alphabet 'E'—are found in processed
foods. Some of these are derived from non-Zabiha or haram animals, like Khanzeer, while others are
made from animal origin but are not produced in any Islamic nation. These ‘Haram additives must be
avoided at all costs, e.g., ‘Haram additives are E120, E160a, E471, E472 [a-e], E473, E474, E475, E476,
E477,E478,E542,E570,E572,E631, E635, E640, and E920 (Kilig Altun, & Aydemir, 2021).

For the benefit of international corporations, Pakistan manufactures a wide variety of goods. It has been
determined that their original product line is haram. This casts doubt on their local goods. Because the
animal source cannot be confirmed to be a Halal animal and an authorized Zabiha, these goods must be
classified as haram. Many international Islamic organizations have confirmed that fat is a common food
that comes from pigs. The key is that they are not using their original concentrate in Pakistan, which is
something we can say with certainty. Research has shown that pig fats are an ingredient in several
products made by multinational corporations, including toothpaste, shaving cream, chewing gum,
chocolate, candies, biscuits, cornflakes, toffees, canned foods, and fruit tins. (Rasyid, 2022; Yener,
2022).
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Muslims are required to abide by the rules established by our faith, which serve as a guide for Muslims.
All religious groups maintain that since it has a connection to pigs, food that contains it should not be
consumed since it will enter human bodies. If we eat halal food, we will go to heaven; however, if we eat
haram food, we will go to hell. Nobody should take the laws governing halal and haram diets lightly; they
are a serious problem.

The results revealed that Islamic dietary laws do not have any significant influence on consumer
perceptions towards halal chocolates in Karachi. The reason is that there is limited knowledge and
awareness of Halal ingredients, particularly in chocolate products. There is no formal Halal certification
issuing body in the country that can identify haram adulterants in chocolate products. It's important to
create awareness among Muslim consumers related to adulterants that could be utilized and make the
product haram. The Islamic dietary laws must be communicated by brands as it creates understanding

between the brands and the consumers.

CONCLUSIONAND LIMITATION

In conclusion, Religious Knowledge has a significant positive impact on consumers' perception of halal
chocolates. The rest of the factors namely Islamic Dietary laws do not have any significant influence on
Consumer Perception towards halal chocolates in Karachi. As a product attribute in Islam, halal is
focused on the nature, cause, and the preparing technique for the food (Osman et al., 2014). Religious
learning is the best rule to focus on food utilization. The contamination of pig sources in food items is
forbidden in Islam. On the other hand, information backs the way that a staunch believer and a very
dedicated Muslim may not be aware of the way that whatever food is accessible in Pakistan is halal
certified or not (Khan et al., 2019). Consequently, items that contain lard must be expressed in food
labeling and alogo must be applied on halal items (Kawata etal., 2018).

Muslim scientists ought to have the urge to investigate the detection techniques for food adulteration
(Fadzlillah et al. 2011). Marketers need to emphasize halal branding more to increase halal awareness
(Wilson, & Liu, 2010). Customers frequently believe that all manufactured food is halal, which may be
one of the reasons halal awareness is not linked to food consumption. To ensure that consumers are
satisfied with halal food products, policymakers should keep an eye on all food producers. The present
study incorporates certain limits. It is limited to a small sample size. This study's restricted funding
prevented it from evaluating the larger context of customer perceptions of halal chocolates. As one of the
most popular confectionery items in the country, chocolate, it is crucial to educate consumers about its
halal status and the relevance of'its ingredients as well as to research consumer perception. The sample is
too small to be generalized because it is restricted to young Muslim consumers, chocolate aficionados,
and research students. We selected for this research a wide range of Muslim consumers in Pakistan but
questionnaires cannot be filled by them so this is the limitation to make research restricted and

questionnaires will be filled in Karachi only.
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MANAGERIALIMPLICATIONS

Companies should follow the procedures for producing products following the standards for quality and
halal to safeguard the interests of consumers. It is possible to convey information about or raise
awareness for halal-quality products through communication channels. Customers should make it a
habit to check the ingredients for the product's quality. It aids businesses in understanding their clients'

wants and tailoring their strategies accordingly

RECOMMENDATIONS

Future exploration may be gathering information from different zones with bigger examples to have a
more exhaustive study. The region chosen for the study is Karachi. The result assembled may for the
most part be restricted keeping in mind the end goal to enhance the outer legitimacy of the instrument,
geographical diversity. The study needs to be designed to enhance consumer awareness regarding halal
and haram ingredients and create awareness about halal in the life of Muslims and their obligations to be

Shariah compliant.
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ABSTRACT

/ The fashion industry is renowned for its significant environmental and social impact, \
prompting a growing interest in circular fashion as a potential solution. Circular fashion aims

to minimize waste and maximize resource efficiency throughout the entire fashion lifecycle. As

the concept gains traction, it becomes essential to investigate how consumers perceive and
engage in a circular fashion, as well as the factors that influence their purchasing habits. This

research article presents an in-depth exploration of the values associated with circular

fashion, the perceived risks, and the effects of these factors on the purchasing habits of
consumers. The study adopted a mixed-methods approach, combining quantitative surveys

and qualitative interviews to obtain a comprehensive understanding of consumer attitudes and
behaviors. The quantitative component involves the administration of a structured
questionnaire to a diverse sample of fashion consumers across different age groups and
socioeconomic backgrounds. The questionnaire assesses various dimensions, including

awareness and understanding of circular fashion, perceived values (e.g., sustainability,

ethical production), perceived risks (e.g., limited choices, higher costs), and actual

purchasing behaviors. Statistical analyses, such as regression modeling and factor analysis,

were conducted to identify significant associations and patterns in the data. In the qualitative

component, semi-structured interviews were conducted with a subset of participants to explore

their beliefs, motivations, and barriers concerning circular fashion. Thematic analysis was

applied to extract recurring themes and generate rich qualitative findings. The findings shed
light on factors that drive or hinder consumers' engagement with circular fashion and provide

practical implications for industry stakeholders seeking to promote more sustainable

practices.

Keywords: Circular Fashion; Sustainability; Consumer Behavior; Purchasing Habits;
\Values; Perceived Risks. /

INTRODUCTION

For ages, the fashion industry has followed a linear economy system in which they make the product use
it and throw it away. This linear approach of fashion industries has unfavorable aftereffects, such as a
decline in the economy, damage to human society, and an unsettling vision of the society and
surroundings, such as soil, water, sources of energy utilization, and overall environmental tactics. It was
all affecting the entire process of climatological systems throughout the entire operation of
manufacturing, utilization, and selling (Kim; Jung; Lee, 2021). The reason behind this excessive
situation is. Consumers are being approached by several fast fashion-retailing companies towards
rapidly acquiring products of textiles, which demands a high rate of squandering in the textile industry
(Bianchi & Birtwistle, 2012). Due to the need for higher rates and greater opportunities in the natural
environment, consumers werenegatively affected by these problems. Concerning the thought of
consumer’s perceptions of this domain, sustainable fashion ideas and economy combine the idea of
circular fashion. A fast bend that reduces waste and environmental pollution can be described as a
circular economy. This can be done by recovering waste and lowering resource consumption (Stahel,
2016). With keeping in mind, the importance of circular fashion, brands that focus on sustainability and
organic products are becoming more popular, attracting consumers who are interested in recycling and
an environment-friendly lifestyle.

This research is on the influence of consumer value, which is a perceptive expression of the most
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fundamental wants and goals that consumers want to achieve. The fundamental basis for human
behavior regarding purchasing is consumption value. Hence, the constitutional meaning of consumption
value would be a wide thought why consumers go for specific products or certain brands and also the
reason segmentation of the market is crucial. Consumers' perceived values are emotional values, social
and environmental values. Along with consumer buying significance, this research revolves around risk
perception for the consumers, which explains customer’s choice is a total risk to the buying process.
Perceived risks can be divided into financial, functional, and aesthetic risks (Blackwell, Miniard &
Engel, 2006).

Earlier, companies were following the linear economy system, which was causing pollution and wastage
and affecting the environment severely. Now everyone is looking forward to the circular fashion
economy and restructuring their organizations to achieve a circular economy system. The problem
would arise as to how the consumers would react to this change or what attitude toward circular fashion
involves the risks that consumers may feel if they adapt to this change. Another problem arises how
would the buying behavior of the consumers change if the industry is moving from linear to circular
(Kim, Jung, & Lee, 2021).

The awareness any consumer possesses, and the interest of the consumers, are considered to be a major
factor and barriers in a circular fashion. For any sustainable economically friendly item, consumers may
refuse to pay a higher price. In this regard, the purpose of this study is to investigate the influence of
circular fashion implementation on consumers' buying behavior after analyzing the consumer’s
attitudes, values, and risk perceptions and to create awareness.

As the linear system in the fashion industry is considered to be non-friendly to the environment, and the
main purpose of this study is to observe the values and the risks obtained by the consumer’s buying habits
connected to circular fashion, this study will mostly benefit the organizations who are willing to
restructure from linear to circular fashion system. Understanding the consumer’s attitudes and opinions
regarding this change will be the first step to moving forward with this concept. As research, we can
always predict sustainable behavior through the awareness consumers have and the approaches used by
consumers (Chan, 1999; Fraj & Martinez, 2006). This research will create an impact on the consumers to
understand the perceived values, risks, and opportunities arising from this economic change. This study
is also significant in comparing the differences between attitudes, preferences, and choices consumers
may have by type. This would enhance awareness among the consumers towards the upcycling process
and particularly sustainable fashion. From the organizational perspective, this study will help fashion
companies formulate such strategies, which provide suggestions and eventually help in sales increase for
circular fashion products. This study will help organizations to analyze emotional value, social, and
environmental values and create a positive impact on consumers. Meanwhile, they can minimize

financial, functional, and aesthetic risks.
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RESEARCH QUESTIONS

RQ1: What are the effects of consumers' perceived values on consumers’ behavior towards circular
fashion?

RQ2: What are the effects of consumers' perceived risks on consumer behavior towards circular
fashion?

RQ3: What could be the effect of consumers’positive approach to a product in a circular fashion system

on purchase objectives?

LITERATURE REVIEW

Along with technological advancement, the fashion and textile industry has also been contributing to
pollution and that is why it is being criticized because of the effects of its waste on the environment
(Wagner & Heinzel, 2020). The style industry is viewed as the most contaminating and unjustifiable
venture through an unsettling impact on the climate, like the utilization of energy, water, and soil and
distinctive frameworks in the period of the entire course of creation, selling, and utilization (Leal et al.,
2019). The business of fashion is answerable for eight to ten percent of worldwide emissions of carbon (4
to 5 billion tons each year), approximately twenty percent of pollution of wasted water (each year 79
trillion liters),and approximately 35 percent of pollution of marine plastic (190,000 tons each year),
generating approximately 92 million tons of waste material yearly (Niinimiki et al., 2020).

Much more dreadful, the development of quick style is quickly escalating toward natural catastrophe by
expanding clothing utilization. Furthermore, the typical number of times a clothing piece is used before
it is disposed of has declined (Holmes, 2016). As indicated by the Boston Consulting Group (BCG) and
Global Fashion Agenda (GFA), worldwide clothing and footwear utilization would go from 62 million
tons in 2015 to 102 million tons in 2030 at an increasing rate of 3.4% annually (Kerr & Landry, 2017).
Anyhow, the rate at which textile waste is recycled is only 12 percent. If it stays at this rate, it is expected
that the fashion industry will be responsible for about 25% of the emission of carbon globally by 2050
(UNEP, 2018)

Since there has been an increase in awareness about environmental issues, green consumption is not a
choice anymore, instead, it has become a necessity. Specifically, people who fall under the category of
Generation Z and Millennials, who by the way have previously appeared as the main consumers, are
demonstrating green consumption behavior (Kim, Jung, & Lee, 2021).

The circular economy’s ascent has advanced better sustainable ideas, including the adoption of reusing
procedures to increase the worth of the material and the wastage of plastic (Wagner, & Heinzel, 2020).
There is an immense chance to reuse fashion attire and display it in the market in a usable structure with
the assistance of a circular fashion framework. In this manner, the apparel can be utilized at its most in its

usable structure by sharing and recirculation (Stal & Corvellec, 2018). Circular fashion is associated

Journal of Marketing Strategy (Volume- 13, Issue - 1, January - April 2025) Page No. 35



ISSN No.-2347-3770

with the method involved with planning, obtaining, delivering, and giving the items in the most valuable
structure, and from that point forward, when it becomes of no use to people, safely disposing of it in a

way that the environment is not harmed (Brismar, 2017).

Consumer Perceived Values

In search of valuable products, consumers engage in consumption activities, and this could be the only
likely reason for this as valuing and giving importance to any product is the simple currency of all human
activities (Mittal & Sheth, 2001). As per marketing, the most essential desires and needs that consumers
may want to take advantage for which was based on the perception and value that has been created. In
other words, the importance of consuming any product is based on human behavior related to purchasing
and an essential relationship with marketing. In terms of marketing, perceived value refers to an
exchange between what the consumer gets and what he or she gives up in return (Servera-Francés, &
Piqueras-Tomas, 2019). Kim, Jung, and Lee (2021) divided consumer perceived value into distinct

categoriesemotional, social, and environmental values.

Emotional Values

Emotional Value indicates the Realization of changes in positive emotions that consumers may feel
when they use any product such as pleasure or good feelings, it is the connection between the perception
and emotional state of the consumer when they buy and use any product. Moreover, this emotional value
that consumers will generate will play a hugely influential role in building a positive attitude toward
circular fashion products. This will help the consumers by making them emotionally connected with
environmental protection after using environmentally friendly clothes.

Emotional value can be defined as buyers' foremost sentiments or potentially affective positions, stirring
the utilization of goods or services (Sheth, Newman, & Gross, 1991; Sweeney & Soutar, 2001). This
literature shows that the needs of the psychological brain can be viewed using sensations of solace and
delight. Sangroya and Nayak (2017) demonstrated that buyers' mental and emotional necessities are the
main indicators of one's demeanor concerning eco-friendly items and the social aim to buy these items.
Moreover, a vast number of studies show that people who are more concerned regarding environmental
factors are more likely to buy products or services that are eco-friendly (For example Ozaki &
Sevastyanova, 2011; Sangroya & Nayak, 2017). Woo and Kim (2019) in their research proposed that
there was a positive significant correlation between green product purchase intention and emotional
value. Researchers likewise proposed that even though shoppers do not purposefully seek after the value
of consumer emotions through the consumption of products, consumption based onpositive values can
prompt positive feelings at the psyche level (Sheth, Newman, & Gross, 1991; Sweeney & Soutar, 2001;
Sangroya & Nayak, 2017). Hence based on the previous research, it can be hypothesized that emotional
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values are significantly associated with circular fashion.

Social Values

The need to use any product or service is raised in any consumer’s mind due to a relation between a
product and social groups can be described as the social value of circular fashion (Hasbullah, Sulaiman,
& Mas’od, 2020). It is the recognition and self-image value of being socially recognized that will
enhance the encouragement from society to improve the social image of products by the fulfillment level
of social needs. This association with any particular social group affects the actions of green consumers.
Which experience the change in their lives.

Social Value comprises the societal picture, articulation in character, and communication ideas, besides
this value is connected with interaction among people separated after individuals related by separate
acknowledgment through picking services and products (Sangroya & Nayak, 2017; Sweeney & Soutar,
2001). O'Cass and Frost (2002) stated that communal worth could empower purchasers to foster a
behavior toward precise items, prompting their ways of behaving; they further expressed that social
worth creates customer perspectives to keep up the relations with others. Social value stands as the
apparent value related through a specific group, or obvious utility that emerges after the relationship
amongst the product/service besides directly or adversely generalized segment, financial, and social
ethnic groups (Sheth, Newman, & Gross, 1991). In simple disputes, social value in terms of circular
fashion is the concept of being standard by people besides getting validations and compliments from
others because of the image of the product or the consumers’ satisfaction regarding their social
requirements. If consumers consider that circular fashion products are harmless to the environment and
are limited edition, and that they will leave a good impact on their social circle, the consumer will get
increased social value from using that product. On the other hand, if the consumer thinks that they will
not receive compliments or the circular fashion item will not make them look good in their social circle
since it is made of waste and people might consider the product as old and unsanitary, then the consumer
will receive low social value from it. Woo and Kim (2009) uncovered that individuals who generally
follow social values are probably going to partake in the consumption of green or eco-friendly products

because an eco-friendly mentality is usually shaped by social connections.

Environmental Value

The acceptance of the natural environment of the earth and how human beings relate to it is known as the
environmental value (Stern; Kalof, 1995). Environmental value and circular fashion are somehow
related to each other in such a way that it affects the consumption of circular fashion products because the
companies producing circular fashion products prevent the use of unused raw material which many other

fashion product companies are doing.
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bulletins.
™ 85% nos. of respondent is ready to buy research in progress bulletin if library provides it.

™ 51.1% ofthe respondents are preferred to buy the bulletin at cost price.

Abstract of Articles

™ A total of 56.6%o0f the respondents said that abstract of articles help them a lot in pursuing their
research work more easily.

T™M 85.29 nos. of research scholar are willing to buy the abstract of articles related to their research topic if
library provides it

™ 66.7% of research scholar prefers the cost price for buying the abstract.

Full Text Documents

™ Analysis of the study reveals that a majority of the research scholars 89.4% prefer full text documents
related to their research study.

™ All the respondents 100% are ready to buy the copy of full text of the relevant documents if library
provides it.

™ 55.27% of respondents are prefers cost price for buying the copy of the full text documents.

Current Awareness Bulletin

™ A total of 72.3% of respondent reveals that Current Awareness Bulletin related to their research study
can fulfill their needs and it is a valuable information product for their research study.

™ Majority, i.e., 70.7%, of the respondents are ready to buy the Current Awareness Bulletin if library
provides itand if it is provides the specific area of research.

™ 50.1% of research scholar are prefers the cost price for buying the Current Awareness Bulletin.

Other Findings

™ 81.23% of the respondents preferred print formats for buying the information products.

™ 65% of the scholars prefer personal communication for giving information about the information
products/services.

™ A majority of the respondents 74.28 % feels that marketing of library information product and

services beneficial to the users and it also increases the importance of the library in research.

Conclusion
In this information ages marketing of library and information products/services have become very

necessary and important for variety of users and their growing expectations. Libraries should adopt the
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Circular fashion companies promote the use of recycled products and recycled raw materials used in
production through sustainable supply chain management.

Environmental value represents a conviction about the earth and nature and people’s relation with it
(Stern etal., 1995). Individuals who have huge environmental value live and foster their existence as per
their surroundings. Consequently, they think that far from fulfilling our own material needs, we ought to
look for congruence among nature and people (Thompson & Barton, 1994). Environmental value plays a
significant role in impacting consumption associated with circular fashion because, in contrast to other
fashion products, the objective of circular fashion is to encourage people to use recycled products and
discourage them fromusing virgin products via a closed-loop supply chain. Various researchers have
reasoned the circularity in items (Michaud, & Llerena, 2011; Mugge, Jockin, & Bocken, 2017) and
thepresence which has been recycled (Magnier, & Schoormans, 2017; Steenis et al., 2017) decidedly
affect people's apparent environmental value. In this manner, Woo, and Kim (2009) recommended that if
the perceived environmental value is higher, people’s attitudes toward circular fashion items will also be
stronger. The results of their study further showed that concerning secondhand clothing, environmental

values had a positive impact on consumer attitudes towards products.

Consumers Perceived Risks

Before making purchase decision consumers sometimes feel anxiety about the use of the product,
whether the product purchased would fulfill their needs, or if there would be any consequences that
occurred unexpectedly after using the products. This is the realization of the risk consumers may feel
(Kim., Jung, & Lee. 2021). Consumers find it difficult to make a buying decision as they face problems
between the desire to buy the product and the loss that could be incurred after purchasing.

Bauer (1960) introduced the perceived risk which is different from objective risk. Perceived risk
represents the perceived unease fullness or tension that a consumer experiences while making a
purchase. The anxiety takes place with the consequences that might take place after the product has been
purchased and used (Cox, & Rich 1964; Taylor, 1974). Roselius (1971) characterized the risk involved in
the purchase behavior of consumers as perceived risk, stating that when an individual wants to purchase
an item, he or she is faced with a dilemma between the loss associated with after purchase and the
consumer’s wish to purchase it. Numerous research has been carried out on the perceived risk in the
apparel and clothing field. Koyama et al. (1990) reviewed members on the apparent dangers related to
attire items and recognized five uneasiness factors: nervousness about quality/execution, tension about
digressing from fashion standards, anxiety, and concerns about looking nice in fashion, uneasiness about
being up-to-date, and nervousness about being excessively conspicuous. Contrasted with previous
research on perceived risk, the mentioned five factors of anxiety are distinct categories of perceived risk

about fashion (Kawakita, 2014). In relationship to the risks perceived by circular clothing, Park, and
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Choo (2015) led qualitative research to develop the dimensional perceived risks of fashion clothing
products that are recycled, and gave 5 dimensions of perceived risk named, aesthetic risk, social risk,
sanitary risk, economic risk, and performance risk. In the current study, we considered 3 out of 5
dimensions identified by Park and Choo (2015) i.e.,financial (economic), functional (performance), and

aesthetic risks.

Financial Risk

When the consumer purchases a circular fashion product, it might have a chance they could face loss in
investment or extra cost incurred in repairing or replacement in case of any problem, this is the point
where consumers realize the financial risk. Considering these financial risks, consumers feel that these
products related to circular fashion would be costly as compared to the normal products of fashion.
Financial risk can be well-defined as the risk of investment loss or increased cost for exchange or
repairing of the bought product when there is an issue (Horton, 1976; An, 2000). Customers thinking of
purchasing an item for circular fashion may also observe financial risk. They might consider that
products of circular fashion will have higher prices in contrast to usual products because they are unable
to be produced in mass or bulk quantity or circular clothing products will be sold at excessive costs
considering different circumstances. Park and Choo (2015) observed that most buyers had negative
discernment that the cost of circular fashion items was excessively costly. Furthermore, Machado et al.
(2019) observed that dissimilar to the objective of thrift shops, lately recycled clothing products are sold
at excessive costs, which is viewed as a dishonest way of behaving by secondhand store proprietors.
Therefore, Kim, Jung, and Lee, (2021) expressed that shoppers see an economic risk while purchasing

circular fashion items and may behave negatively toward the items.

Functional Risk

Consumers may feel hesitation and doubt related to the functionality of a product as it was expected to
work. This is the realization of the functional risk, or we can say performance risk where consumers may
feel the risk that the product that they have acquired will not fulfill the needs as it was functioned for, or it
will fail as a product.

Functional, otherwise called performance risk, is the doubt related to the result of an item that does not
work as it is supposed to (Horton, 1976; Shim & Bearden, 1982). In general, function risk alludes to the
likelihood that the bought item will not function properly, the appropriate services will not be offered
properly, or the functional expectations of the product will be faulty (Minshall, Winakor, & Swinney,
1982; Stone, & Gronhaug, 1993; Lim, 2001). Products of circular fashion are quite different from usual
products since they undergo the whole procedure of being designed and manufactured from scratch and

are sold by reusing disposed materials.
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Because circular fashion products are produced using wasted material, it might make people doubtful of
the functionality of the product consequently postponing the purchase behavior of consumers. Park and
Choo (2015) argued that because of the explicitness of upcycling, buyers might stress that upcycled
items will not satisfy the utilitarian requirements of purchasers like ease of use, viability, usability, and

durability.

Aesthetic Risk

Many consumers may feel that the product or service they are buying or consuming will not match their
personalities and image they have, this perception can fall under the definition of aesthetic risk.
Aesthetically, clothing has a vital role in sustaining the needs of the consumer for a consistent self-
portrayed image. Aesthetic risk is supposed to include and consider the consumer’s image in buying or
previously owned clothes.

Aesthetic is the discernment that the bought item will not remain following the buyer's selfperception. In
particular, the aesthetic risk associated with the purchase of apparel incorporatesaccordance with one
image of oneself as well as congruence with other dresses that the buyer has, suggesting that apparel
plays a significant part in stylishly fulfilling customers' requirement for a harmonious mental self-image
(Park & Kim, 1998). Similarly, the aesthetic risk associated with circular fashion clothing alludes
towards dread around whether circular fashion outfits remain finely matched by the additional dress that
a shopper has, for example, an absence of variety, whether the item coordinates fine per the buyer's
image, maybe there is a bad size acceptable. customers may worry that reused design items are not
assorted sufficient in variety, size, and stylishness. They could likewise have worried that handed-down
apparel,which has been used by others and disposed of, is outdated. Kim (1991) observed that
buyers’perceived aesthetic risk could refer to postponing the purchase or canceling the purchase. In
simple words, shoppers could perceive the aesthetic risk of circular fashion clothing items. In this way,
they are less inclined to purchase such items. Rausch and Kopplin, (2021) observed that aesthetic risk
impacts the buyer's goal and conduct towards recycled or used garments. Yet, then again, Kim, Jung, and
Lee (2021) conducted a study that showed that aesthetic risk had no adverse impact on the approach of
consumers toward circular fashion products. That is why research concerning aesthetic risk in a circular
fashion is not conclusive and requires further research for a better understanding of the impact of

perceived aesthetic risk regardingcircular fashion.
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HYPOTHESES

H1: Emotional value positively impacts consumer purchasing habits in a circular fashion.
H2: Social value positively impacts consumer purchasing habits in a circular fashion.

H3: Environmental value positively impacts consumer purchasing habits in Circular Fashion.
HA4: Financial risk value positively impacts consumer purchasing habits in Circular Fashion.
H5: Functional risk positively impacts consumer purchasing habits in Circular Fashion

HG6: Aesthetic risk value positively impacts consumer purchasing habits in Circular Fashion.

RESEARCH METHODS

The research approach that is being used in the current study is the deductive approach since work is
being done on already existing theories and hypotheses are being tested. Another justification for the
approach being deductive is that the research is exploring already existing theories, and no new theories
are being proposed. Hence, the study is quantitative, and the approach is deductive with explanatory
paradigms. The design of the research is correlational research where the impact of independent
variables on dependent variables is being tested. Independent variables include consumer-perceived
values i.e., emotional values, social values,and environmental values, consumer perceived risks i.e.,
financial risks, functional risks, and aesthetic risks. Dependent variables include consumer behavior and
purchase intentions of consumers concerning circular fashion.

The target population of the current study was consumers acquiring women's clothes, especially women
since women are more involved in purchasing or consuming fashionable clothes. The sample size of the
study was two hundred. The sampling technique for the research is convenience sampling which means

that the data is collected from consumers available conveniently.
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RESULTSAND INTERPRETATION

In this initial analysis, the researcher examined every construct and evaluated every item and variable in
the context of a circular fashion. This section also examines how individual constructs take meaning
around sustainable fashion products. To follow this, the researcher will be concerned about every

process of accounting, appreciation, or assessment of every aspect of the research model framework.

Measurement Tests

All six constructs that were employed in this study are measured by Likert Scale 1. Strongly agree, 2.
Agree, 3. Neutral, 4. Disagree, 5. Strongly disagree and include emotional value(Sweeney and Soutar,
2001), Social Value, Environmental Value (Bhatia & Jain, 2013), Financial Risk (Mieres, Martin, &
Gutiérrez, 2006), Functional Risk (Stone, 1993), Aesthetic Risk (Rausch & Kopplin, 2021).

CFA and Reliability Analysis
In this study, confirmatory factor analysis (CFA) was used to confirm the factors that were used in this
research. Before evaluating the hypothetical relationship between each construct, this study conducted a

CFA analysis to measure all variables that are based on matrix equations to reduce data on structural
factors (Anderson & Gerbing, 1988).

Table 1. CFA, Reliability, and AVE

Factor Loadings Cronbach's Average Variance Extracted
Alpha (AVE)

AR1 0.772

Aesthetic Risk AR2 0.940 0.891 0.673
AR3 0.899
EnV1 0.805
. EnV2 0.797

E“‘“{?ﬂ'}ﬂ“‘:"“" EnV3 0.845 0.883 0.681
EnV4 0.839
EnV35 0.838
EV1 0.769
EV2 0.796

Emotional Value iE ol 0.803 0.501
EV4 0.793
EV3 0.764
EV6 0.787
FIR1 0.875

Financial Risk FIR2 0.729 0.836 0.675
FIR3 0.929
FURI 0.984

Functional Risk FUR2 0.726 0.739 0.543
FUR3 0.719
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PB1 0.787
. PB2 0.730
Purchase Behavior 0.782 0.605
PB3 0.799
PB4 0.794
SV1 0.831
Sv2 0.793
Social Value 0.786 0.608
SV3 0.735
SvV4 0.758

According to Cronbach’s alpha, it can be seen that the value of aesthetic risks, consumer perceived value,
emotional value, financial risks, functional risks, purchase behavior, and social value are computed to be
0.89, 0.88, 0.80, 0.83, 0.73, 0.78, 0.78 respectively, thus, it implies that all the constructs fulfill the
minimum threshold and considered statistically reliable. Furthermore, it can be seen that AVE was
computed to be 0.67, 0.68, 0.50, 0.67, 0.54, 0.60, and 0.60, respectively. Thus, it implies that the
construct of aesthetic risks, consumer perceived value, emotional value, financial risks, functional risks,
purchase behavior, and social value are found to be valid. Hence, findings revealed that all the

constructions of measurements of each variable were found to be valid, reliable, and appropriate for

statistical analysis.
Hypotheses Testing
Table 2. Path Coefficient
Original Standard - Empirical
Sample (0) Deviation SatRtics S Conclusion
EV ->PB 0.353 0.070 5.046 0.000 Accept
EnV > PB 0.242 0.073 3.313 0.001 Accept
SV > PB 0.172 0.067 2.572 0.010 Accept
FIR -> PB 0.224 0.124 1.804 0.071 Reject
FUR ->PB -0.007 0.091 0.077 0.939 Reject
AR ->PB 0.047 0.090 0.525 0.599 Reject

Overall, the current research model proposes six hypotheses. Circular fashion implicitly predicts
sustainable purchase intentions and their values and risks. The results for structural model estimation are
depicted in the above Table. There is a positive impact of environmental value, emotional value, and
social value on consumer purchasing habits in a circular fashion as the p-value is less than 0.05.
However, as per the above results, all variables related to risk are found insignificant and there is no
impact of financial risk, functional risk, or aesthetic risks on consumer purchasing habits in a circular

fashion.

DISCUSSIONAND CONCLUSION

The textual analysis highlights the purchasing behavior in the fashion industry and observes customer
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perceptions about quality and value in the concept of environmental responsibility.

The respondents confirmed the importance of perceived quality, perceived value, and customer
satisfaction in the context of increasing customer purchase intention towards sustainable products. The
ACSI is a general calculation of customer satisfaction with products, companies, industries, and
countries according to various dimensions including CSR, eco-development, and sustainability. The
main contribution of the index is that it provides a new measurement system that calculates customers'
perceptions of economic performance, environmental performance, social performance, and cultural
performance.

It is concluded that to evaluate sustainable performance in fashion companies, customer perceptions of
quality and value play a dynamic role in increasing customer satisfaction, and customer satisfaction with
sustainability brings more customer equity toward fashion brands or companies, develops stronger
customer relationships, and increases purchase intention. The perceptions of performance determine
their evaluations of the fashion industry's sustainable performance. These specific measurements reveal
the eco-focus of customers, which can help fashion industry practitioners design more effective and
pertinent sustainability strategies. This study tested and supported the new measurement system by
revealing real customer expectations regarding sustainable fashion product attributes.

There are various implications of this study. This system allowed us to study how consumer satisfaction
regarding the sustainability of fashion products transfers to stronger brand equity. This study was also
able to show the importance of sustainable development strategies in the fashion industry and to identify
directions for the fashion industry to form sustainable, profitable, and competitive strategies. The study
results indicate that fashion company managers should accurately calculate how customers perceive
each sustainable behavior. The calculation of index scores based on the model and the development of
measurement are suggested as future research themes based on this study. Based on the index score,
fashion companies can draft detailed strategies on how to develop sustainability to influence profits. Our
study is limited in that this study gathered data from only limited respondents, which is insufficient for
standardizing fashion sustainability and purchase intentions and the index score. Future studies should
extend to other fashion companies, types, markets, and cultures to broaden the measurement system and
grading criteria. Future research should study a complete and more detailed sustainability evaluation
system in the fashion industry. Involving more perceived values and the associated risk perception in a

circular fashion.
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ABSTRACT

/ As firms struggle to regroup their business efforts after Covid-19, significant focus turns \
to strategically using their resources to competitively outmanoeuvre their rivals through
utilizing their human capital, social capital, and brand reputations in their performance. This
research scrutinizes the relationship between the intangible resources of human resources
practices, brand reputation and sustainable competitive advantage of SMEs through the lens
of the RBV as a tool for strategic marketing management — an underexplored area in
marketing research—using SEM model. The analysis of primary data collected from 128 SMEs
operating in Lebanon reveals the existence of a positive impact of social capital on competitive
advantage and shows that competent human capital has a positive impact on both competitive
advantage and reputation of Lebanese SMEs. In addition, findings indicate that reputation
leads to enhancing both competitive advantage and performance. Finally, the results show
that the competitive advantage has a positive impact on SMEs performance during uncertain
periods. These findings provide valuable insights into RBV, supporting the belief that human
and social capital resources are key success factors for SMEs during uncertain periods, which
can be of great significance for strategic marketing managers to help them strengthen the
position of their SMEs in emerging markets during difficult times.

KEYWORDS Resource-Based Theory; Sustainable Advantage; Human Resources;
Human Capital; Social Capital; Strategic Marketing; SMEs; Brand Reputation /

Introduction

In view of the economic crisis that has emerged with the outbreak of COVID-19 and spread across the
globe, small and medium enterprises (SMEs) can only survive by keeping ahead of competition over a
sustainable period of time (Sharma et al., 2022), which brings the allocation and management of an
enterprise’s resources to the fore. The resource-based review (RBV) proposes that sustained competitive
advantage and performance gains stem from the interaction of an enterprise’s strategic resources (D’Oria
et al., 2021). While the literature abounds with theoretical perspectives of RBV, there is a gap in
marketing research that verifies the underlying resource requirements such as human and social capital
and their impact on sustainable competitive advantage (SCA) taking into account brand reputation
within RBV and competitive advantage on the performance of SMEs. The identification of certain
performance variables within RBV such as value, rare, inimitable and the organization can be criteria
that are key to RBV-based performance predictions (Chen etal., 2021; Kozlenkovaetal.,2014).
Strategic marketing managers need to utilize the RBV concept as it can influence the competitive
advantage dynamics through an organisation’s tangible and intangible resources (Siebers et al., 2013;
Zahra, 2021). In addition, as RBV enhances firms’ capabilities through competitive advantage, it directs
marketers’ strategic efforts and their market offering by treating firms as a bundle of resources. Strategic
marketers also need to recognize the importance of internal resources and capabilities as their influence
on the firms’ success should be viewed through an ‘inside-out’ perspective (Evanschitzky, 2007,
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Szymaniec-Mlicka, 2014; Zahra, 2021).

This research aims at investigating the relationship between the intangible resources of human resources
practices, brand reputation and sustainable competitive advantage of SMEs through the lens of the RBV
as a tool for strategic marketing management. The results of this study can be of great significance for
strategic marketing managers to help them strengthen the position of their SMEs in emerging markets

during difficult times.

Literature review

This section reviews the literature on the RBV theory and competitive advantage which is key to a firm’s
superior performance. It further examines human resources in terms of human and social capitals as well
as brand reputation within the lens of RBV and competitive advantage. The impact of RBV on marketing

capabilities of SMEs during a crisis is also investigated.

Resource-based theory

For an organization to strengthen its position in the market, it needs to capitalize on its strategic resources
which not only generate value for the organization but also help it establish and maintain competitive
advantages over time (Dubey et al., 2019; Zica et al., 2016). In addition, when one firm can improve the
wellbeing for itself in parallel with improving the wellbeing of its stakeholders, it actively practices co-
create value (Cassidy & Resnick, 2022; Koskela-Huotari et al., 2016). This notion has emerged from the
resourcebased view (hereafter RBV) theory that was originally proposed by Birger Wernerfelt (1984)
then remarkably refined by Jay Barney (1991), drawing upon the works of David Ricardo (1817), Philip
Selznick (1957), and Edith Penrose (1959). The underpinning theory of RBV is that it puts forward the
concept that several organizational resources can impact on improving strategic organizational
performance (Barney, 1991; Chatterjee etal., 2022).

In contrast to theories that focus on external factors to leverage a firm’s performance, RBV assumes that
internal factors, identified as strategic resources, are the fundamental underpinnings that help an
organization strategize and outperform its competitors (Davis & Simpson, 2017; Gibson et al., 2021;
Nagano, 2020; Theriou et al., 2009). This is mainly due to the notion that an organization can easily
control its internal strengths and weaknesses but not external opportunities and threats (Shibin et al.,
2020). That is, regardless of the market environment or products and services a firm provides, a firm can
be effective, efficient and competitive through its strategic resources and capabilities that distinguish it
from its direct competitors (Nagano, 2020; Seddon, 2004) and through its ability to implement and
organize these bundles of resources and capabilities in a way that leads to achieving sustained
competitive advantage (Malik, 2022).

Indeed, the heterogeneity and unique combination of a firm’s tangible and intangible resources allow the
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firm to develop strategies that meet the market’s demands and lead to higher consumers’ utility (Burvill
et al., 2018; Chapman et al., 2018; Davis & Simpson, 2017). These resources are perceived as assets,
attributes, capabilities, knowledge and processes that firms possess, control and use (Madhani, 2009).

To add to a firm’s competitive advantage, these resources should have additional distinctive
characteristics; they should be “valuable, rare, imperfectly imitable and nonsubstitutable’ (Ande et al.,
2018; Bertheussen, 2021; Burvill et al., 2018) to enable an organization to make strategic choices
(Madhani, 2009; Zica et al., 2016). For resources to be valuable, they have to either increase profits or
lower costs. Rare resources are those owned by few firms, current and potential competitors, due to high
demand and low supply. As for inimitability, it refers to the notion that resources cannot be imitated due
to lack of cost, knowledge and energy among other factors (Madhani, 2009; Putra et al., 2021).

As such, RBV puts great emphasis on improving strategic resources correlated with path dependency or
historical path (Joyce & Winch, 2004). In short, RBV suggests organizations are able to exploit market
opportunities by allocating and investing in their unique, varied, existing resource bundles (Davis &
Simpson, 2017; Shams, 2016).

Incorporating several resources into one framework such as RBV can help analyse and evaluate the
influences of different market-based resources and capabilities on an enterprise’s competitive advantage

and performance.

Competitive advantage

Competitive advantage is a key that determines the superior performance of a firm, which is measured by
its level of profitability (Porter, 1998; Vorhies & Morgan, 2005) and market share (Hooley et al., 2005).
Competitive advantage can be achieved through providing goods and services that are either
outstandingly different from the ones in the market or available at a lower cost than other products or
through specialization and market segmentation (Kryscynski et al., 2020). Firms that compete on the
quality of their services and goods as well as lead time need to focus on delivering their quality services
or products in a timely manner (Tarsine & Hummingbird, 1995). That is, a company needs to develop
and successfully implement a valuable strategy that is not simultaneously adopted or used by current or
potential competitors (Barney, 1991; O’Shannassy, 2008) and that takes increasing market share and
customer satisfaction into consideration (Mahdi et al., 2019; Sukaatmadja et al., 2020) to have a
competitive advantage. Innovation whether in the form of product innovation, process innovation, or
business model innovation also plays a crucial role in increasing a firm’s competitive advantage
(Distanont & Khongmalai, 2020; Prasetyo & Dzaki, 2020; Quaye & Mensah, 2018). As far as product
innovation is concerned, Yasa et al. (2020) claimed that promotional strategy is required not only to
introduce the item to the market but also to strengthen the brand. Consequently, the competitive

advantage will be higher, leading to increased marketing performance (Quaye & Mensah, 2018), which
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entails growth in annual sales and market share in addition to operational profit (Yasa et al., 2020) and
customer’s satisfaction (Afriyie et al.,, 2019) among other performance measures. Others, like
McWilliams et al. (2011) and Davis and Simpson (2017), discussed through the lens of RBV how
corporate social responsibility (CSR), also perceived as responsible innovation (Bel Hadj et al., 2020),
can boost a company’s competitive advantage. In reviewing some recent empirical studies, Nyuur et al.
(2019) reported that, when aligned with an organization’s core activities, CSR creates value and
increases a firm’s competitive advantage.

Competitive advantage can be temporary or sustainable (Barney & Hesterly, 2010; Mahdi et al., 2019).
While temporary competitive advantage is the result of high profits that cannot last for long as the
advantage gets replicated, SCA is achieved when rivals are not able to duplicate a firm’s success. In other
terms, SCA is the ability of a firm to generate higher value than its competitors in the product market
(Jonesetal.,2018; Naetal.,2019).

This ability to sustain and improve competitive advantage requires a firm to possess core competencies
and capabilities that act as a catalyst that alters and amends current strategies to adapt to available
opportunities (Mahdi et al., 2019). According to Hitt et al. (2010), an enterprise that seeks to have SCA
must develop a new competitive advantage before its existing one declines while tolerating a fast-
changing environment. As for Jones et al. (2018), they claimed that firms that successfully develop a
close relationship capability have SCA due to the premise that these capabilities are often rare and hard to
imitate. They further elaborated that, when used effectively, stakeholder relations, which are intangible
resources, can be more effective sources of SCA than tangible resources like products. Lastly, for firms to
achieve competitive advantage in demanding markets, the following factors need to be addressed: speed

of delivery, market share, service and product innovation, improved quality, and selected pricing.

Human resources within RBV

Human resources are conceived as a set of market-based resources; they constitute the channel through
which marketing strategies are executed (Hooley et al., 2005). In RBV, the unique skills, competencies,
and knowledge of an organization are pertinent to its human resources that are needed to carry out several
business processes or activities and help achieve competitive advantages (Ariana et al., 2020; Wright et
al., 2001). Particularly, and within RBV, human resources are essential for the effectiveness of the firm
(Barney, 1991; Djofack et al., 2021). With the assertion that people are crucial for establishing a firm’s
success and competitiveness, RBV has had a great impact on strategic human resources management
(Gerhart & Feng, 2021). It has called for investing in the development of a firm’s higher order
capabilities stressing on the importance of tacit and firm-specific knowledge as well as collective shared
experiences that existing personnel possess as compared to newly hired ones. This stems from the belief

that existing personnel have gained experience working not only within the firm but also with each other,
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which allows them to provide uniquely valuable services associated with the operations for which they
are responsible. Hence, recruiting and retaining people with high-value, tacit knowledge and skills and
managing them effectively so as to maintain their trust and commitment help a firm achieve SCA
(Gerhart & Feng, 2021).

In fact, through the lens of the RBV and its implications, human resource management scholars have
argued that only a high commitment human resource strategy that creates ‘greater firm-level employee-
based resources that are rare and valuable’ can lead to a firm’s competitive advantage (Collins, 2021, p.
331). Accordingly, such a strategy should help build a climate within the firm that stimulates employees
in a way that leads to higher levels of innovation, customer service, and operational efficiency. This
involves investment in a dynamic capital system that embodies both human capital and social capital

(Wrightetal.,2001).

Human Capital

Human capital refers to the knowledge base and skills that employees bring to their organizations (Bontis
etal.,2000). Itis considered as a bundle of exceptional human talents that constitutes a crucial element of
intangible resources of a firm. It encompasses skills, abilities, education as well as training, with the last
two factors being directly linked to intentional investments leading to increased knowledge applicable
either in a large or specific number of firms. Indeed, the education level of the human capital helps
increase the ability of a firm to address economic instabilities and adapt to changes (Backman, 2014). In
what concerns on-the-job training, it allows employees to increase their productivity by improving old
skills or acquiring news ones, through formal and learning by doing activities. Investing in continuous
training programs has also a strategic return on investment for a firm (Rashidi & Khanaposhtani, 2017).
This is basically due to the notion that firm-specific human capital empowers employees to make
decisions that are compatible with the strategies, organizational contexts as well as competitive
environment of the firm (Kor & Mahoney, 2005). Furthermore, Martensen and Grenholdt (2006) posited
that promoting employees’ personal development and competencies have a great impact on their loyalty.
Being loyal, employees become more willing to stand with an organization in times of hardships and
work hard to achieve the organization’s goals. Hence, building and maintaining talented and loyal
employees are key to an organization’s success (Vuongetal., 2021).

Moreover, a number of studies revealed that employees’ intelligence and skills attained during their
years of formal education, specifically higher education, boosted employees’ capabilities not only to
produce specialized knowledge but also promote research and innovation, which led to increasing their
level of work performance (Becker, 1964; Magoutas et al., 2011). For Florida et al. (2012), the analytical
and social intelligence skills of employees allow them to be highly productive; that is why most firms

rely heavily on such skills as compared to employees’ physical skills in order to enhance the firms’

Journal of Marketing Strategy (Volume- 13, Issue - 1, January - April 2025) Page No. 53



ISSN No.-2347-3770

productivity.

In addition to the skills they possess, members of the human capital pool display behaviours that either
benefit or harm their firm (Campbell & Park, 2016). It is only when they engage individually and
collectively in behaviours with positive consequences that they can identify threats, explore
opportunities, and devise proactive strategies to cope with any challenges that a firm faces, which can
optimize the firm’s performance.

Human capital creates a difference in performance across firms, which has been perceived to be a
valuable resource (Crook et al., 2011). This leads a firm to not only achieve competitive advantages
(Gerhart & Feng, 2021; Shaw, 2021; Wright et al., 2001) but also gain SCAs (Battour et al., 2021).
Therefore, determinants of effective human capital are identified as educational level, training level,

skills sets, organizational loyalty, intelligence, and punctuality.

Social capital

For a firm to be able to generate a competitive advantage, it needs to be involved in continual innovation
that helps improve its performance in a knowledge economy, which requires a contextualized interactive
learning process (Chuang et al., 2016). It is through the networking of heterogeneous units that
knowledge is created and shared (Longhi, 2014). Social capital consists of establishing a network of
trusted work relationships with associated values (Rashidi & Khanaposhtani, 2017) within and beyond
the boundaries of a firm to transform and reinforce knowledge (Chen et al., 2018; Chisholm & Nielsen,
2009). In short, trust and collaboration constitute the fundamental principle of social capital (Ekinci,
2012). Within a firm, employees create and share knowledge, collaborate and build trust among
themselves (Collins, 2021; Kehoe & Collins, 2017). That is, they get involved in collective learning that
enables them to gain the abilities and skills required to assess the potential of new knowledge and
incorporate it purposefully within their firm (Pittz & Intindola, 2015). A firm needs also to create and
build channels to gain access to external knowledge, in addition to its own knowledge stock (Argote &
Ingram, 2000). Sharing knowledge externally revolves around exchanging information and feedback
with customers, organizational experts, suppliers and other businesses among other external groups
(Campbell & Park, 2016), resulting in efficient, in-depth knowledge exchanges (Gubbins & MacCurtain,
2008). This integration of various sources of knowledge ‘can facilitate inhouse knowledge development
and explore successful innovation activities for a firm to achieve market domination’ (Chen et al., 2018,
p.- 93). Moreover, knowledge-based resources are usually difficult to imitate, which helps an
organization produce an SCA (Liyanage etal., 2009).

Social capital further influences job satisfaction and the motivation level of employees (Baharloo &
Naghavi, 2012; Rashidi & Khanaposhtani, 2017). For instance, Ozan et al. (2017) carried out a mixed-

methods study investigating the impact of social capital elements on job satisfaction of teachers. They
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found that communication-social interaction is a significant predictor of job satisfaction levels and
revealed that teachers who felt a sense of belonging at the educational firm were more satisfied in their
job. Moreover, they expressed that colleagues’ and administrators’ concern for norms and values have a
direct impact on job satisfaction. These findings echo with the results of Jutengren et al. (2020)’s
longitudinal study on 250 health-care employees. The study examined the impact of work-group social
capital on individuals’ work engagement, job satisfaction and job crafting and revealed that social capital
has a direct positive predictive effect on both work engagement and job satisfaction, emphasizing the
assertion that interpersonal trust and acceptance among work group members lead to increased work
engagement and job satisfaction.

When firms rely on social capital to improve the effectiveness of their strategies, they need to resort to the
flow of communication, and cooperation among peers, subordinates, and upper-level management for
better work control (Hamdoun, 2020; Martensson & Westerberg, 2016). Consequently, the factors for
effective social capital are recognized as trust among employees, job satisfaction, and quality of
communication in the workplace. Therefore, both human capital and social capital are regarded as
critical resources that a firm needs to develop to succeed and boost its competitive advantage (Easmon et

al.,2019).

Human resources and competitive advantage

The unique contributions of human resources to the efficiency and effectiveness of a firm play a crucial
role in enhancing the firm’s performance and competitive position in the market (Boselie & Paauwe,
2009; Browning et al., 2009). Through the inimitable core competencies, tacit knowledge, and dynamic
capabilities of its human resources base, a firm can not only compete against a myriad of external factors
(Gill & Meyer, 2008) but also generate and sustain a competitive advantage. Indeed, human resources
are thought of as a source of sustained competitive advantage by many scholars (Chapman et al., 2018;
Mahdi et al., 2019; Prasetyo & Dzaki, 2020). Wright et al. (1994) expounded this notion by stating that
when heterogeneity characterizes both the supply of and demand for labour, the attributes of human
capitals are normally allocated, work processes embody ‘causal ambiguity and social complexity’ (p.
309) and firms are distinguished by unique histories as well as employees’ and individual managers’
experience and intelligence that can be transferred across technologies, human resources become a
firm’s source of sustained competitive advantage. Along the same lines, Danvila-Del-Valle et al. (2019)
asserted in their review of over 900 articles between 1975 and 2016 that there is a great deal of research
that indicates that human resources-related assets are crucial not only for considering improvements in
any company’s performance but also for generating and sustaining competitive advantages. In their
study on 227 large and medium-sized manufacturing companies in Yemen using Structural Equation

Modelling, Battour et al. (2021) found a positive and direct impact of human resources management
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strategies, mainly recruitment strategy, training and development strategy, compensation strategy,
performance appraisal strategy, work life quality strategy, and career path planning strategy on SCA.
They concluded that SCA can be achieved by ‘attracting qualified human resources with the potential to
meet the job requirements and maintaining and developing their skills and abilities’ (Battour et al., 2021,
p.11).

Based on the literature on human resources, the following hypothesis evolved:

H1: Human resources positively enhances the competitive advantage of SMEs during uncertain periods

suchas COVID-19.

This hypothesis can be expanded into sub-hypotheses:

H1A: Human capital positively enhances the competitive advantage of SMEs during uncertain periods.

H1B: Social capital positively enhances the competitive advantage of SMEs during uncertain periods.

Brand reputation

Brand reputation within RBV

Brand reputation, a subset of marketing resources, is of considerable value forafirm (Capron &
Hulland, 1999; Lee & Roh, 2012). It is an intangible resource (Putra et al., 2021) that can become a
source of competitive advantage and superior performance (Barney, 1991; Kozlenkova et al., 2014). It
impacts the consumers’ choice of products; customers prefer the brand’s products over other
competitors’ offerings (Adeosun & Ganiyu, 2013). Reputation also supports the launch of new products
with its ability to reduce uncertainty perceived by the consumer (Hooley et al., 2005; Lee & Roh, 2012).
It allows access to the best suppliers and to capital markets and investors. A favourable corporate
reputation is regarded as a firm’s identity, ethos and values, which needs continuous improvement as a
whole (Siebers et al., 2013). It further helps an organization achieve its goals (Hanaysha, 2021). It not
only attracts and retains skilled and qualified human capital (Esenyel, 2020) but also creates a sense of
belonging and loyalty among the firm’s stakeholders (George et al., 2012; Hooley et al., 2005). The
reputation of a brand enhances the effectiveness of advertising and sales promotion, pursuing an even
better reputation (Lee & Roh, 2012).

Through the lens of RBV, the reputation of a brand or firm can be seen as a resource capable of generating
value for the firm and exhibiting rarity in the market since good reputation is not ascribed to all
organizations. Moreover, it cannot be easily imitated or transferred. Indeed, developing a strong brand

requires a significant and historic investment in marketing communications, which leads to strong
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customers’ awareness and attitude toward the brand. It is actually built based on past and present experiences and
perceptions of internal as well as external stakeholders about a firm’s abilities to satisfy their needs and
expectations (Esenyel, 2020; Hanaysha, 2021). It is the result of tacit and know-how practices that a firm uses to
create, maintain, and enhance its corporate image. As such, many firms largely focus on enhancing their
innovation capabilities to strengthen their reputations (Arbelo et al., 2021) and improve their financial
performance through creating satisfied and loyal customers as well as superior market performance in terms of
sales volume and market share (Hooley et al., 2005). Certain studies have also revealed a positive impact of a
firm’s reputation on its financial success (Evanschitzky, 2007). By financial performance, Cochran and Wood
(1984) refer to a firm’s overall financial health which entails investor and accounting returns. It further conveys a
firm’s permanence and accessibility for all stakeholders, including consumers, potential employees, and investors
(Esenyel, 2020).

Based on the literature, the following hypothesis evolved:

H2: Human resources positively enhances the brand reputation of SMEs during uncertain periods such as
COVID-19.

This hypothesis can be expanded into sub-hypotheses:
H2A: Human capital positively enhances the brand reputation of SMEs during uncertain periods.
H2B: Social capital positively enhances the brand reputation of SMEs during uncertain periods.

Brand reputation and competitive advantage

Brand reputation, which is developed over a long period of time (Amis, 2003), strengthens a firm’s position as far
as other competitors cannot reach a matching kind of fame and esteem. Brand reputation can be considered a
firm’s asset which can be complex, intrinsic and possesses a high degree of uncertainty for a firm, and most
importantly difficult to duplicate (Arbelo et al., 2021). It enables the firm to establish and boost a competitive
advantage that is conducive to superior performance (Lee & Roh, 2012). Even more important is the persistence of
the reputation that allows a firm to gain a more sustainable advantage (Smith et al., 2013). Many firms have
recognized ‘the potential benefits of HR brand management’ which helps them attract and keep employees and
‘induce the brand identity’ among them so as to promote the brand reputation (Rashidi & Khanaposhtani, 2017, p.
310). Rashidi and Khanaposhtani (2017) carried out a study to examine the impact of human resources on brand
and organization reputation in the insurance industry.

Findings revealed that human resources practices have a positive impact on employees’ commitment and
satisfaction which in turn have a positive influence on brand and organization reputation. Another study by
Sweeney (2007) investigated whether brand image and brand reputation contribute to achieving sustained
competitive advantage in the sports apparel industry. Sweeney carried out a comparative case study of three well
recognized and strong sports apparel brands in New Zealand, Adidas, Puma, and Canterbury. It was found that
Adidas is regarded as the strongest brand due to its stronger existence; it is aligned with quality products as well
sponsorship of top teams and athletes. Sweeney also revealed that, unlike brand image, brand reputation holds the
characteristics of rarity, inimitability, non-substitutability, and durability and leads to sustained competitive
advantage.

For many firms, their competitive positioning will dearly depend upon their market reputation (Hadj et al., 2020;
Lai et al., 2010), as a firm’s market reputation reassures stakeholders and encourages positive reactions on
corporate decision-making. These positive reactions can impact new stockholders to invest and inspire an
increase in consumer demand (Hadj et al., 2020; Maden et al., 2012). Therefore, achieving a competitive driven
image should be built on consumers’ attachment to the products provided so that reputation is strengthened and
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gives firms a competitive advantage (Hadj etal., 2020;

Hur et al., 2014). Several studies have revealed that a firm’s reputation should be considered its strategic asset
because it can provide supportive competitive advantage, which accordingly supports a firm’s performance
(Arbeloetal.,2021).

Based on the literature, the following hypotheses evolved:

Brand Reputation on Competitive Advantage

H3: Reputation positively enhances the competitive advantage of SMEs during uncertain periods such as
COVID-19.

Brand Reputation on Performance
H4: Brand reputation has a positive impact on SMEs performance during uncertain periods such as COVID-19.

The impact of rbv on marketing capabilities of SMEs during a crisis

By creating job opportunities and generating income, SMEs play a crucial role in developing the economy of a
country (Campbell & Park, 2016; Distanont & Khongmalai, 2020), accounting for more than 90% of businesses in
most of the countries worldwide (Katua, 2014). This is in addition to their potential to develop into an industry
(Distanont & Khongmalai, 2020). To overcome competitive forces and address market uncertainty and capability
gaps which are major risks related to the dynamic market environment (Augustyn & Pheby, 2005), SMEs should
allocate and use their resources and capabilities in an efficient and effective way, while considering their position
in the market so that they hold a significant edge over their competitors, produce greater value for their enterprises
and their shareholders and achieve SCA (El-Chaarani & El-Abiad, 2019; Han et al., 2018; Martin et al., 2020).
Regarded as resource-constrained compared to large corporations (Ramon-Jeronimo et al., 2019), SMEs often
struggle during times of difficulties and turmoil and need to either cutback on their resources (Wright et al., 2001)
or muster them (Gibson et al., 2021). In this context, RBV can offer great insights in terms of the types of
resources, including capabilities that enterprises can mostly use and benefit from; they should be valuable, rare,
inimitable, and nonsubstitutable and can take the form of tangible and intangible resources.

Encompassing both internal and external attributes required to achieve SCA (Aghazadeh, 2015), marketing
capability merges an enterprise’s tangible and intangible resources in an integrative process so as to create the
consumers’ demands and meet their needs, differentiate the enterprise’s product relative to competition, and
provide superior brand equity (Afriyie etal., 2018; Martin etal., 2020; Nath etal., 2010). As defined by Spanos and
Lioukas (2001), marketing capability is the ability to create special relationships with customers and suppliers and
integrate them with market knowledge from customers and competitors, management of distribution channels and
solid customer base. There are various types of marketing capabilities that affect the competitive advantage of an
enterprise and subsequently its performance: inside-out, outside-in, and spanning capabilities. The inside-out
marketing capability focuses on the ability of an enterprise to recognize its customers’ needs whereas the outside-
in capability refers to the enterprises’ ability to build relationships with its customers. For the spanning capability,
it incorporates both inside-out and outside-in capabilities (Afriyie et al., 2018). As far as RBV is concerned, it
takes an inside-out perspective on why enterprises succeed or fail (Srivastavaetal., 2001).

Enterprises can exploit value propositions derived from the combination of low cost and marketing differentiation
(Martin et al., 2020). Cost leadership makes products and/or services available at the customers’ disposal at low
prices compared to other competitors and marketing differentiation helps an enterprise develop innovative and
distinctive products (Li & Deng, 2017). This combination is recognized as a competitive strategy,which
constitutes a pattern of marketing capabilities that support choices to compete for target customers and achieve
desired goals (Martin et al., 2020). The decisions of the competitive strategy should be based on careful analysis of
the marketplace’s requirements; this alignment should be ensured by marketing capabilities (Weerawardena &
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Mavondo, 2011).

A considerable body of research supports the premise that there is a strong correlation between marketing
capabilities and a firm’s performance, be it a large or a small firm (Sukaatmadja et al., 2020; Wang & Kim, 2017).
For instance, Nath et al. (2010) found in their study of the archival data of 102 UK-based logistics companies that
marketing capability is the key factor for superior financial performance. Moreover, marketing capabilities dom
inate over operation capabilities, which encompass the process, technology, reliability and quality of the overall
operations, with regard to firms with better resource-performance-transformation capabilities. Furthermore, firms
with marketing capabilities financially outperform firms that rely on operational capabilities only (Kamboj et al.,
2015).

Once built and established, marketing capabilities are hard to imitate. Consequently, marketing capabilities can
contribute to a large degree to an enterprise’s competitive advantage, which in turn affects its performance.

Based on the literature, the following hypothesis evolved based on competitiveness on performance:

HS5: Competitiveness has a positive impact on SMEs performance during uncertain periods such as COVID-19.
Research methodology

Research method

The objective of this research is to reveal the impact of human and social capitals on the competitive advantage
and reputation of SMEs during uncertain periods, namely the COVID-19 pandemic period. Thus, five variables
were considered namely i-human capital, ii-social capital, iii-competitive advantage, iv-reputation and v-
performance.

The Structural Equation Modeling (SEM) was employed due to its capacity to predict the causal pathways
between all the variables of the study (independents and

) ] Competitive
Human capital advantage
4 Performance ]
[ Social capital J Reputation

Figure 1. Research model.

dependents). The SEM modeling has the advantage to not being influenced by intercorrelations and distribution of
variables (Nunnally et al., 1967). Figure 1 presents the research model that aims to test the RBV theory in the case
of Lebanese SMEs.

Measures

One dependent variable (i.e. competitive advantage), two independent variables (i.e. human capital and social
capital) and two mediating variables (i.e, competitive advantage, and reputations) were used to reveal the nature of
causal pathways and test the research hypotheses. The measurement and definition of variables were taken from
previous literature review after making few modifications to be adapted with the characteristics of Lebanese
SME:s. All the variables were measures based on a five-point Likert scale ranging from (1) strongly disagree to (5)
strongly agree.

Human capital (HC) was assessed using six scales defined by Bontis and Serenko (2009), namely educational
level (Hc1), skills (HC2), loyalty (HC3), intelligence (HC4), training level (HCS5) and punctuality (Hc6).

Social capital (SC) was measured using four scales defined by Akintimehin et al. (2019), namely trust among
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employees (Scl), satisfaction level (SC2), quality of communication between peers (SC3) and quality of
communication between subordinates and seniors (Sc4).

Competitive advantage (CA) was measured using five scales defined by Porter (1985), namely, speed of delivery
(Cal), market share (CA2), service and product innovation (Ca3), improved quality (CA4) and pricing (CAS5).
Reputation (RE) was assessed using four scales defined by Brown et al. (2006), namely corporate identity (Rel),
intended corporate image (RE2), constructed corporate image (RE3) and constructed corporate reputation (Re4).
Performance (PE) was measured through four subjective scales defined by Vrontis et al. (2021) and El-Chaarani et
al. (2021), namely return on investment (PE1), return on equity (Pe2), return on assets (PE3) and return on sales
(PE4).

Research sample

The research data were the population of Lebanese SMEs operating in different sectors.

All the contact details of Lebanese SMEs were collected through the Chamber of Commerce, industry and
agriculture during December 2021. During the first month of 2022, 867 SMEs were invited to participate in the
study. Only 172 SMEs accepted the invitation and agreed to respond to the distributed questionnaire. Finally, only
57 top-line managers and 71 middle-line managers working in 128 SMEs completed the self-administered
questionnaire (Figure 3).

The questionnaire was divided into two different sections. The first section was related to the information of SMEs
characteristics and respondents’ positions. The second section was related to different dependent, independent and
moderator variables namely, human capital, social capital, competitive advantage and reputation.

The majority of SMEs were working in service and food & beverage sectors (Figure 2).

The rest of SMEs were operating in other sectors like agriculture, industrial, technology and arts.

Frequency of SMEs per sector

50
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Figure 2. Frequency of sample per sector.
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Figure 3. Hierarchy of respondents within SMEs.

Results
Table 1 shows the average means and standard deviation of dependent, independent and moderator variables. The
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level of SMEs reputation is relative since the average means of corporate identity, intended corporate image,
constructed corporate image, and constructed corporate reputation were 2.7338, 3.0282, 2.9756 and 3.0452,
respectively. In the same line, the results show that the level of competitive advantage of Lebanese SMEs was low
because the average means of competitive constructs ranged from 2.5985 (Improved quality) to 3.1932 (Service
and product innovation).

The analysis of human capital constructs reveals that employees in Lebanese SMEs suffered from lack of training.
The average mean of training construct was (2.4572), while the average means of other constructs, namely,
educational level, skills, intelligence, and punctuality were 3.5343, 3.7215, 3.3721, 3.6431 and 3.2384,
respectively.

The level of social capital within Lebanese SMEs was above the average. The means of social capital constructs
namely trust among employees, satisfaction level, quality of communication between peers and quality of
communication between subordinates and seniors were 3.3431,3.4631,3.5345 and 3.7454, respectively.

The performance of Lebanese SMEs during uncertain periods was below the average.

The means of performance variables were below the average. The average means of return on investment, return
of'equity, return on assets, and return on sales were 2.5715,2.8595,2.9733 and 2.4005, respectively.

Table 2 reveals the validity tests and coefficient pathways between dependent, independent and moderator
variables. All the validity indices (Cronbach’s alpha; CR: Values of composite reliability; CFA: Confirmatory
Factor Analysis; AVE: Average Variance Extract; IFI: Incremental Fit-Index; NFI: Fitness of Extracted-Index;
NNFI: Non-Normal Fit-Index; RMR:

Table 1. Descriptive results.

Variable ltem Description Mean SD

Independent variables

Human capital (HC) HC1 Educational level 3.5343 1.2241
HC2 Skills 37215 1.3241
HC3  Loyalty 33721 1.1257
HC4 Intelligence 36431 1.3532
HC5 Training level 24572 1.5345
HCe Punctuality 3.2384 1.1225

Social capital (SC) SC1 Trust among employees 3.3431 1.4774
SC2 Satisfaction level 34631 0.4246
SC3  Quality of communication between peers 35345 1.7521

SC4  Quality of communication between subordinates and seniors 3.7454 1.3453
Dependent variables

Reputation (RE) RE1 Corporate identity 27338 0.4256
RE2 Intended corporate image 3.0282 1.3581
RE3 Constructed corporate image 29756 1.2562
RE4 Constructed corporate reputation 3.0452 1.5211

Moderator variable

Competitive advantage (CA) CA1 Speed of delivery 29851 1.2721
CA2 Market share 3.0874 1.2116
CA3 Service and product innovation 3.1932 1.6602
CA4 Improved quality 25985 1.5234
CAS5 Pricing 26761 1.2401

Performance

Performance (PE) PE1 Return on Investment 25715 1.4746
PE2 Return on Equity 2.8595 0.9587
PE3 Return on Assets 29733 1.1126
PE4 Return on Sales 24005 1.4351

Root Mean Square of Residuals; SRMR: Standard Root Mean Square Residual; RMSEA: Root Mean Square of
Approximation and Chi-Square) were within the acceptable standards and thresholds.

Table 3 reveals that the existence of human capital has a significant (p < 0.05) and positive impact on both
reputation and competitive advantage during the COVID-19 pandemic period. The coefficient causal pathway
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from human capital on reputation and competitive advantage was +4.7422 and +3.5565, respectively. Thus, both
H1A in which ‘Human capital positively enhances the competitive advantage of SMEs during uncertain periods’
and H2A in which ‘Human capital positively enhances the brand reputation of SMEs during uncertain periods’ are
supported.

Regarding the impact of social capital existence within SMEs during the COVID-19 pandemic period, the study
outcomes show that the coefficient pathways from social capital on competitive advantage was positive (+3.8526)
and significant (p < 0.05). The study did not support any significant impact of social capital on reputation (p >
0.05). Thus, H1B in which ‘Social capital positively enhances the competitive advantage of SMEs during
uncertain periods’ is supported and H2B in which ‘Social capital positively enhances the brand reputation of
SMEs during uncertain periods’is not supported.

The results in table 3 also revealed that reputation has a positive impact on SMEs competitive advantage during
the COVID-19 pandemic period. The coefficient pathway of reputation on competitive advantage was positive
(+3.5741) and significant (P <0.05).

Thus, H3 in which ‘Reputation positively enhances the competitive advantage of SMEs during uncertain periods’

is supported.
Table 2. PCA of variables.
Variable Loading factor Eigenvalue AVE Cronbach's a
Human capital (HC) 26941 0.74255 0.8748
HC1 0.7468
HC2 0.7673
HC3 0.6572
HC4 0.6589
HCS 0.6354
HC6 0.6039
Social capital (SC) 1.5722 0.7832 0.8998
SC1 0.7653
SC2 0.7672
SC3 0.7268
SC4 0.6257
Reputation (RE) 26472 0.7984 0.9472
RE1 0.7532
RE2 0.7377
RE3 0.6852
RE4 0.6688
Competitive advantage (CA) 1.8552 0.7346 0.8736
CA1 0.7335
CA2 0.6766
CA3 0.7474
CA4 0.6588
CA5 0.6468
Performance (PE) 2.5731 0.7357 0.84431
PE1 0.7368
PE2 0.729
PE3 0.7468
PE4 0.6859
— — Reliability - Test — —
Description Value Thresholds
+ (IFl) — Incremental Fit-Index 0.9182 >0.9
+ (NFI) — Fitness of Extracted-Index 0.9249 >0.9
+ (NNFI) — Non-Normal Fit-Index 0.9203 >0.9
+ (SRMR) — Standard Root Mean Square Residual 0.0087 =0
+ (RMSEA) — Root Mean Square of Approximation 0.0497 <0.1
+ (Chi-Square/df) — Absolute Value of the Residuals 2.2601 <3
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Table 3. SEM results.

Structural path Pathway T-value P-value Conclusion
Human capital (HC) —

Human capital (HC) — Reputation (RE) 0.4105 4.7422%** 0.0018 Supported
Human capital (HC) — Competitive advantage (CA) 0.3715 3.5565%** 0.0030 Supported
Social capital (SC) —

Social capital (SC) — Reputation (RE) 0.1301 13234 0.1342 Not supported
Social capital (SC) — Competitive advantage (CA) 0.2337 3.8526%** 0.0005 Supported
Reputation (RE) —

Reputation (RE) — Competitive advantage (CA) 0.2019 3.57471%*% 0.0011 Supported
Performance (PE) —

Reputation (RE) — Performance (PE) 1.5429 3.5047%*% 0.0002 Supported
Competitive advantage (CA) — Performance (PE) 2.3018 3.3321%*% 0.0000 Supported

Note: *p < 0.05/%*p < 0.01/%**p < 0.001.

Finally, the results of this research as illustrated in Figure 4 reveal that both competitive advantage (CA) and
reputation (RE) positively enhance the performance of SMEs during uncertain periods. The coefficient pathway
of reputation on performance was positive (+2.3018) and significant (P < 0.05). The coefficient pathway of
competitive advantage on

r 2
H ital ] +4.7422 = Competitive
uman capital advantage
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A
+3.5741 Performance
P
[ Social capital J Not significant Reputation
\ J

Figure 4. Research outcomes.

performance was positive (+2.3018) and significant (P < 0.05). Thus, the following hypotheses in which
‘competitive advantage enhances the performance of SMEs during uncertain periods’ and ‘reputation positively
enhances the performance of SMEs during uncertain periods’ are supported.

Conclusions and recommendations

This study explores the importance of different resources in Lebanese SMEs, namely human and social resources
during uncertain periods. The results of this research reveal that both human and social capital are key success
factors within SMEs during crisis.

First, human capital leads to enhancing both competitive advantage and reputation. This is evident as this study
was able to confirm the importance of how firms need to support and supply their employees as they can be key
drivers in the contribution to a firm’s competitive advantage. This is aligned with a number of studies (Battour et
al., 2021; Campbell & Park, 2016; Crook et al., 2011; Florida et al., 2012; Gerhart & Feng, 2021; Shaw, 2021;
Wright et al., 2001) that emphasised the importance of having human capital with analytical and social
intelligence skills to be capable of functioning at high levels to strengthen a firm’s performance and reputation.
SMEs need to take this into account by providing the necessary support, training and tools for their employees to
act, behave and operate to help their firm distinguish themselves during uncertain times.

Second, social capital leads to improving the competitive advantage. This cannot just happen; SMEs need to
establish trust and collaboration with their employees so that employees can create and share new knowledge by
collaborating and building trust among themselves, especially that social capital can influence job satisfaction and
increase the level of motivation of their employees. This aligns with a number of studies (Baharloo & Naghavi,
2012; Collins, 2021; Ekinci, 2012; Kehoe & Collins, 2017; Pittz & Intindola, 2015; Rashidi & Khanaposhtani,
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2017) that social capital helps assess the potential of new knowledge and incorporate it purposefully within their
firm.

Third, both competitive advantage and reputation have positive impact on SMEs performance. As many authors
rightly point out, reputation is an asset for any firm, and this asset eventually becomes a competitive advantage.
This aligns with a numbers of studies (Amis, 2003; Arbelo et al., 2021; Hadj et al., 2020; Lai et al., 2010; Lee &
Roh, 2012; Rashidi & Khanaposhtani, 2017; Smith et al., 2013) confirming that when a firm can establish a
competitive advantage it rolls into superior performance and its reputation benefits to become a more sustainable
advantage over the long term.

Theoretical and managerial implications

This research has a number of theoretical and practical contributions. It first enriches the literature of RBV
objectives in different streams. It supports the results and deductions of several studies and theories related to
human resources, reputation and competitiveness. That is, it contributes to RBV through classifying human
capital, social capital and brand reputation as intangible resources and studying their effect on achieving
competitive advantage, and, consequently, improving SMEs performance.

Second, this study provides in-depth understanding of RBV theory during uncertain periods namely, the COVID-
19 pandemic period. Though the findings of the study are based on data collected from 128 SMEs operating in
Lebanon, the firm-specific resources that it examines are basic components of all SMEs. Hence, it creates a model
rooted in RBV that shows the interconnectedness of each of these elements and their influence on SMEs’
performance during times of turmoil.

Third, this study does not only succeed to the positive impact of resources within SMEs but also reveal the
configuration of interactions between reputation and competitiveness that can lead to improving the performance
of SMEs.

As for the managerial implications, this research has an important impact on decisionmaking process within
SMEs during crisis. This research shows that managers within Lebanese SMEs must focus on the development
and enhancement of their capital resources to ensure their competitive advantage, reputation, performance, and
continuity during uncertain periods. SMEs also must provide a full support for their human resources to enhance
their satisfaction and motivation during crises.

Limitation and further research

This research paper has several limitations. First, the size of the sample is very limited, only 128 SMEs were
considered. Second, the sample is extracted from one country, Lebanon, which could lead to limiting the
generalization of results. Third, the study employed subjective variables to measure the SMEs performance which
could lead to bias the results. Fourth, the study was executed during limited period, the COVID-19 pandemic
period.

For further research, a larger sample size of SMEs should be considered, including those in other countries.
Furthermore, a comparison between uncertain and certain periods and stable and unstable economics times should
be carried out. Finally, several objective variables could be employed in future research to measure the
performance of SMEs.

Disclosure statement
No potential conflict of interest was reported by the author(s).

References

Adeosun, L. P, & Ganiyu, R. A. (2013). Corporate reputation as a strategic asset. International Journal of
Business and Social Science, 4(2), 220-225.

Afriyie, S., Du, J., & Appiah, K. (2018). The role of marketing capabilities as a resource-based view on

Journal of Marketing Strategy (Volume- 13, Issue - 1, January - April 2025) Page No. 64



ISSN No.-2347-3770

organizational performance. American Scientific Research Journal for Engineering, Technology, and Sciences
(ASRJETS), 41(1), 109—123.

Afriyie, S., Du, J., & Ibn Musah, A. (2019). Innovation and marketing performance of SME in an emerging
economy: The moderating effect of transformational leadership. Journal of Global Entreprenecurship Research,
9(40). https://doi.org/10.1186/s40497-019-0165-3

Aghazadeh, H. (2015). Strategic marketing management: Achieving superior business performance through
intelligent marketing strategy. Procedia - Social and Behavioral Sciences, 207, 125-134.
https://doi.org/10.1016/j.sbspro.2015.10.161

Akintimehin, O., Eniola, A., Alabi, O. J., Eluyela, D. F., Okere, W., & Ozordi, E. (2019). Social capital and its effect
on business performance in the Nigeria informal sector. Heliyon, 5(7), e02024. https://
doi.org/10.1016/j.heliyon.2019.e02024

Amis, J. (2003). “Good things come to those who wait”: The strategic management of image and reputation at
guinness. European Sports Management Quarterly, 3(3), 189-214. https://doi.org/10.
1080/16184740308721950

Ande, D. F,, Dahlan, R. M., & Sukardi, S. (2018). From penrose to sirmon: The evolution of resource based theory.
Journal of Management and Leadership, 1(2), 1-13.

Arbelo, A., Arbelo-Pérez, M., & Pérez-Gomez, P. (2021). Profit efficiency as a measure of performance and
frontier models: A resource-based view. Business Research Quarterly, 24(2), 143-159. https://
doi.org/10.1177/2340944420924336

Argote, L., & Ingram, P. (2000). Knowledge transfer: A basis for competitive advantage in firms. Organizational
Behavior and Human Decision Processes, 82(1), 150—169. https.//doi.org/10.1006/0bhd.2000.2893

Ariana, S., Azim, C., Antoni, D., & Molnar, A. (2020). Clustering of ICT human resources capacity in the
implementation of e-government in expansion area: A case study from Pali regency. Cogent Business &
Management, 7(1), 1754103. https://doi.org/10.1080/23311975.2020.1754103

Augustyn, M. M., & Pheby, J. (2005). Capability-based growth: The case of UK tourism SMEs. In E. Jones & C.
Haven (.), Tourism SMEs, SErvice quality, and destination competitiveness. CABL pp. 87— 107.

Backman, M. (2014). Human capital in firms and regions: Impact on firm productivity. Papers in Regional
Science, 93(3), 557-576. https.//doi.org/10.1111/pirs. 12005

Baharloo, A. A., & Naghavi, M. A. (2012). Therole of social capital in organizational commitment improvement at
Iran National Oil Products Distribution Company (I.N.O.P.D.C). SSRN Electronic Journal.
https://doi.org/10.2139/ssrn.2100267

Barney, J. (1991). Firm resources and sustained competitive advantage. Journal of Management, 17 (1), 99—120.
https://doi.org/10.1177/014920639101700108

Barney, J. B., & Hesterly, W. S. (2010). Strategic management and competitive advantage: Concepts. Prentice
Hall.

Battour, M., Barahma, M., & Al-Awlaqi, M. (2021). The relationship between HRM strategies and sustainable
competitive advantage: Testing the mediating role of strategic agility. Sustainability, 13(9), 5315.
https://doi.org/10.3390/sul3095315

Becker, G. (1964). Human capital (2nd ed.). Columbia University Press.

Bel Hadj, T,, Omri, A., & Al-Tit, A. (2020). Mediation role of responsible innovation between CSR strategy and
competitive advantage: Empirical evidence for the case of Saudi Arabia enterprises. Management Science
Letters, 10, 747-762. https://doi.org/10.5267/j.msl.2019.10.022

Bertheussen, B. A. (2021). Sustained competitive advantage based on industry-specific institutional frameworks.
Frontiers in Marine Science, 8, 1-12. https.//doi.org/10.3389/fmars.2021.697936

Bontis, N., Keow, W. C., & Richardson, S. (2000). Intellectual capital and business performance in Malaysian
industries. Journal of Intellectual Capital, 1(1), 85—100. https://doi.org/10.1108/14691930010324188

Bontis, N., & Serenko, A. (2009). The moderating role of human capital management practices on employee

Journal of Marketing Strategy (Volume- 13, Issue - 1, January - April 2025) Page No. 65



ISSN No.-2347-3770

capabilities. Journal of Knowledge Management, 11(3), 31-51. https://doi.org/10.1108/13673270710752090
Boselie, P, & Paauwe, J. (2009). Human resource management and the resource based view. In A. Wilkinson, T.
Redman, & S. Snell (Eds.), The SAGA handbook of human resource management. Sage Publications. pp.
472-493.

Brown, T. J., Dacin, P. A., Pratt, M. G., & Whetten, D. A. (2006). Identity, intended image, construed image, and
reputation: An interdisciplinary framework and suggested terminology. Journal of the Academy of Marketing
Science, 34(2), 99-106. https://doi.org/10.1177/0092070305284969

Browning, V., Edgar, F., Gray, B., & Garrett, T. (2009). Realizing competitive advantage through human resource
management in New Zealand service industries. Service Industries Journal, 29 (6), 741-760.
https://doi.org/10.1080/02642060902749237

Buwvill, S. M., Jones-Evans, D., & Rowlands, H. (2018). Reconceptualising the principles of Penrose’s (1959)
theory and the resource based view of the firm. Journal of Small Business and Enterprise Development, 25(6),
930-959. https://doi.org/10.1108/JSBED-11-2017-0361

Campbell, J. M., & Park, J. (2016). Internal and external resources of competitive advantage for small business
success: Validation across family ownership. International Journal of Entrepreneurship and Small Business,
27(4), 505-524. https://doi.org/10.1504/IJESB.2016.075016

Capron, L., & Hulland, J. (1999). Redeployment of brands, sales forces, and general marketing management
expertise following horizontal acquisitions: A resource-based view. Journal of Marketing, 63(2), 41-54.
https://doi.org/10.1177/002224299906300203

Cassidy, K., & Resnick, S. (2022). Adopting a value co-creation perspective to understand High Street
regeneration. Journal of Strategic Marketing, 30(1), 69—92. https://doi.org/10.1080/0965254X. 2019.1642938
Chapman, E. F,, Sisk, F. A., Schatten, J., & Miles, E. W. (2018). Human resource development and human resource
management levers for sustained competitive advantage: Combining isomorphism and differentiation. Journal of
Management & Organization, 24(4), 533-550. https.//doi.org/10.1017/jmo.2016.37

Chatterjee, S., Chaudhuri, R., & Vrontis, D. (2022). Big data analytics in strategic sales performance: Mediating
role of CRM capability and moderating role of leadership support. EuroMed Journal of Business, 17(3), 295-311.
https://doi.org/10.1108/EMJB-07-2021-0105

Chen, M. J., Michel, J. G., & Lin, W. (2021). Worlds apart? Connecting competitive dynamics and the resource-
basedview of the firm. Journal of Management, 47(7), 1820—1840. https.//doi.org/10. 1177/01492063211000422
Chen, M. H., Wang, H. Y., & Wang, M. C. (2018). Knowledge sharing, social capital, and financial performance:
The perspectives of innovation strategy in technological clusters. Knowledge Management Research & Practice,
16(1), 89—104. https.//doi.org/10.1080/14778238.2017.1415119

Chisholm, A., & Nielsen, K. (2009). Social capital and the resource-based view of the firm. International Studies
of Management & Organization, 39(2), 7-32. https://doi.org/10.2753/IMO0020-8825390201

Chuang, M. Y., Chen, C. J., & Lin, M. J. J. (2016). The impact of social capital on competitive advantage: The
mediating effects of collective learning and absorptive capacity. Management Decision, 54(6), 1443—1463.
https://doi.org/10.1108/MD-11-2015-0485

Cochran, P. L., & Wood, R. A. (1984). Corporate social responsibility and financial performance. Academy of
Management Journal, 27(1), 42—56. https://doi.org/10.2307/255956

Collins, C. J. (2021). Expanding the resource based view model of strategic human resource management. The
International Journal of Human Resource Management, 32(2), 331-358.
https://doi.org/10.1080/09585192.2019.1711442

Crook, R., Todd, S., Combs, J., Woehr, D., & Ketchen, D. (2011). Does human capital matter? A metaanalysis of
the relationship between human capital and firm performance. The Journal of Applied Psychology, 96(3),
443—456. https://doi.org/10.1037/a0022147

Danvila-Del-Valle, 1., Estevez-Mendoza, C., & Lara, F. J. (2019). Human resources training: A bibliometric
analysis. Journal of Business Research, 101, 627—636. https://doi.org/10.1016/j.jbusres.2019. 02.026

Journal of Marketing Strategy (Volume- 13, Issue - 1, January - April 2025) Page No. 66



ISSN No.-2347-3770

Davis, P. J., & Simpson, E. (2017). Resource-based theory, competition and staff differentiation in Africa:
Leveraging employees as a source of sustained competitive advantage. American Journal of Management, 17(1),
19-33.

Distanont, A., & Khongmalai, O. (2020). The role of innovation in creating a competitive advantage. Kasetsart
Journal of Social Sciences, 41 (1), 15-21.

Djofack, S., Nkene Ndeme, R., & Fosso Wamba, S. (2021). Assessing omnichannel strategies for global retailing
industries in a developing country. Journal of Strategic Marketing, 1-14. https://doi.org/
10.1080/0965254X.2021.1963313

D’Oria, L., Crook, T. R., Ketchen, D. J., Sirmon, D. G., & Wright, M. (2021). The evolution of resourcebased
inquiry: A review and meta-analytic integration of the strategic resources—actions—performance pathway.
Journal of Management, 47(6), 1383—1429. https://doi.org/10.1177/0149206321994182

Dubey, R., Gunasekaran, A., Childe, S. J., Blome, C., & Papadapoulos, T. (2019). Big data and predictive
analytics and manufacturing performance: Integrating institutional theory, resource-based view and big data
culture. British Journal Management, 30(2), 341-361. https.//doi.org/10.1111/1467-8551.12355

Easmon, R. B., Kastner, A. N. A., Blankson, C., & Mahmoud, M. A. (2019). Social capital and export performance
of SMEs in Ghana: The role of firm capabilities. African Journal of Economic and Management Studies, 10(3),
262-285. https://doi.org/10.1108/AJEMS-11-2018-0361

Ekinci, A. (2012). The effects of social capital levels in elementary schools on organizational information sharing.
Educational Sciences: Theory and Practice, 12(4), 2513-2520.

El-Chaarani, H., & El-Abiad, Z. (2019). Exploring the financial dimensions of Lebanese SMEs: Comparative
study between family and non-family business. International Review of Management and Marketing, 9(3), 19-30.
https://doi.org/10.32479/irmm.7976

El-Chaarani, H., Vrontis, D., El Nemar, S., & El-Abiad, Z. (2021). The impact of strategic competitive innovation
on the financial performance of SMEs during COVID-19 pandemic period. Competitiveness Review: An
International Business Journal, 32(3), 282-301. https.//doi.org/10. 1108/CR-02-2021-0024

Esenyel, V. (2020). Corporate reputation as a strategic management tool: Through the lens of employees.
International Journal of Management and Sustainability, 9(1), 24—42. https://doi.org/
10.18488/journal. 11.2020.91.24.42

Evanschitzky, H. (2007). Market orientation of service networks: Direct and indirect effects on sustained
competitive advantage. Journal of Strategic Marketing, 15(4), 349-368. https://doi.
org/10.1080/096525407013 18864

Florida, R., Mellander, C., Stolarick, K., & Ross, A. (2012). Cities, skills and wages. Journal of Economic
Geography, 12(2), 355-377. https://doi.org/10.1093/jeg/Ibr017

George, O. J., Owoyemi, O., & Onakala, U. (2012). Theorizing the concept of organizational artefacts: How it
enhances the development of corporate/organizational identity. International Journal of Business
Administration, 3(4). https.//doi.org/10.5430/ijba.v3n4p37

Gerhart, B., & Feng, J. (2021). The resource-based view of the firm, human resources, and human capital:
Progress and prospects. Journal of Management, 47(7), 1796-1819. https://doi.org/10.
1177/0149206320978799

Gibson, C. B., Gibson, S. C., & Webster, Q. (2021). Expanding our resources: Including community in the
resource-based view of the firm. Journal of Management, 47(7), 1878—1898. https://doi.org/10.
1177/0149206320987289

Gill, C., & Meyer, D. (2008). High and low road approaches to the management of human resources: An
examination of the relationship between business strategy, human resource management and high performance
work practices. International Journal of Employment Studies, 16(2), 67—112.

Gubbins, C., & MacCurtain, S. (2008). Understanding the dynamics of collective learning: The role of trust and
social capital. Advances in Developing Human Resources, 10(4), 578-599. https://doi.org/

Journal of Marketing Strategy (Volume- 13, Issue - 1, January - April 2025) Page No. 67



ISSN No.-2347-3770

Hadj, T, Omri, A., & Al-Tit, A. (2020). Mediation role of responsible innovation between CSR strategy and
competitive advantage: Empirical evidence for the case of Saudi Arabia enterprises. Management Science
Letters, 10(4), 747—-762. https://doi.org/10.5267/j.msl.2019.10.022

Hamdoun, M. (2020). The antecedents and outcomes of environmental management based on the resource-based
view: A systematic literature review. Management of Environmental Quality: An International Journal, 31(2),
451-469. https://doi.org/10.1108/MEQ-12-2019-0280 Han, L. L. V., Arumugam, V., & Arokiasamy, L. (2018).
Creating better humans towards sustainable

competitive advantage for small and medium-sized accounting firms in Malaysia. Global Business and
Management Research-Boca Raton, 56(11), 397—408. https.//doi.org/10.1051/shsconf/ 20185604006

Hanaysha, J. R. (2021). An examination of innovation capabilities and corporate reputation in banking sector.
Jindal Journal of Business Research, 10(2), 199-213. https://doi.org/10.1177/22786821211045197

Hitt, M. A., Ireland, R. D., & Hoskisson, R. E. (2010). Strategic Management: Competitiveness and Globalization.
Cengage Learning.

Hooley, G., Greenley, G. E., Cadogan, J. W., & Fahy, J. (2005). The performance impact of marketing resources.
Journal of Business Research, 58(1), 18—27. https://doi.org/10.1016/50148-2963(03) 00109-7

Hur, W., Kim, H., & Woo, J. (2014). How CSR leads to corporate brand equity: Mediating mechanisms of
corporate brand credibility and reputation. Journal of Business Ethics, 125(1), 75-86. https://doi.
org/10.1007/s10551-013-1910-0

Jones, T. M., Harrison, J. S., & Felps, W. (2018). How applying instrumental stakeholder theory can provide
sustainable competitive advantage. Academy of Management Review, 43(3), 371-391.
https://doi.org/10.5465/amr.2016.0111

Joyce, P, & Winch, G. (2004). A framework for codifying business models and process models in eBusiness
design. In W. L. Currie (Ed.), Value creation from e-business model (pp. 35-64). Elsevier Ltd.
https://doi.org/10.1016/B978-0-7506-6140-9.X5000-0

Jutengren, G., Jaldestad, E., Dellve, L., & Eriksson, A. (2020). The potential importance of social capital and job
crafting for work engagement and job satisfaction among health-care employees. International Journal of
Environmental Research and Public Health, 17(12), 4272. https://doi.org/ 10.3390/ijerphl 7124272

Kamboj, S., Goyal, P, & Rahman, Z. (2015). A resource-based view on marketing capability, operations
capability and financial performance: An empirical examination of mediating role. Procedia - Social and
Behavioral Sciences, 189, 406—415. https://doi.org/10.1016/j.sbspro.2015.03.201

Katua, N. T. (2014). The role of SMEs in employment creation and economic growth in selected countries.
International Journal of Education and Research, 2(12), 461—472.

Kehoe, R. R., & Collins, C. J. (2017). Human resource management and unit performance in knowledge-intensive
work. The Journal of Applied Psychology, 102(8), 1222—1236. https://doi.org/10. 1037/apl00002 16

Kor, Y., & Mahoney, J. T. (2005). How dynamics, management, and governance of resource deployments influence
firm-level performance. Strategic Management Journal, 26(5), 489—496. https:// doi.org/10.1002/smj. 459
Koskela-Huotari, K., Vargo, S. L., Tsiotsou, R. H., & Jochen Wirtz, A. (2016). Institutions as resource context.
Journal of Service Theory and Practice, 26(2), 163—178. https://doi.org/10.1108/JSTP-09- 2014-0190
Kozlenkova, 1. V., Samaha, S. A., & Palmatier, R. W. (2014). Resource-based theory in marketing. Journal of the
Academy of Marketing Science, 42(1), 1-21. https://doi.org/10.1007/s11747-013-0336-7

Kryscynski, D., Coff, B., & Campbell, R. (2020). Charting a path between firm-specific incentives and human
capital-based competitive advantage. Strategic Management Journal, 42(2), 386—412.
https://doi.org/10.1002/smj.3226

Lai, C. S, Chiu, C. J,, Yang, C. F,, & Pai, D. C. (2010). The effects of corporate social responsibility on brand
performance: The mediating effect of industrial brand equity and corporate reputation.

Journal of Business Ethics, 95(3), 457-469. https://doi.org/10.1007/s10551-010-0433-1

Lee, J., & Roh, J. J. (2012). Revisiting corporate reputation and firm performance link. Benchmarking: An

Journal of Marketing Strategy (Volume- 13, Issue - 1, January - April 2025) Page No. 68



ISSN No.-2347-3770

International Journal, 19(4), 649—-664. https://doi.org/10.1108/14635771211258061

Li, Q., & Deng, P. (2017). From international new ventures to MNCs: Cross the chasm effect on
internationalization paths. Journal of Business Research, 70, 92—100. https://doi.org/10.1016/j.
Jbusres.2016.07.002

Liyanage, C., Ballal, T, Elhag, T., & Li, Q. (2009). Knowledge communication and translation — a knowledge
transfer model. Journal of Knowledge Management, 13(3), 118—131. https://doi.org/10.
1108/13673270910962914

Longhi, S. (2014). Cultural diversity and subjective wellbeing. IZA Journal of Migration, 3(13), 1-19. Maden, C.,
Artkan, E., Telci, E. E., & Kantur, D. (2012). Linking corporate social responsibility to corporate reputation: A
study on understanding behavioral consequences. Procedia-Social and Behavioral Sciences, 58, 655—664.
https://doi.org/10.1016/j.sbspro.2012.09.1043

Madhani, P. M. (2009). Resource based view (RBV) of competitive advantages: Importance, issues and
implications. KHOJ Journal of Indian Management Research and Practices, 1(2), 2—12.

Magoutas, A. 1., Agiomirgianakis, G. M., & Papadogonas, T. A. (2011). Education and firm performance.
Empirical evidence from Greece. International Journal of Economic Research, 8(2), 141—152.

Mahdi, O. R., Nassar, I. A., & Almsafi, M. K. (2019). Knowledge management processes and sustainable
competitive advantage: An empirical examination in private universities. Journal of Business Research, 94,
320-334. https://doi.org/10.1016/j.jbusres.2018.02.013

Malik, A. (2022). SHRM & ER: The Resource-based view. In A. Malik (Ed.), Strategic human resource
management and employment relations: An international perspective (2nd ed, pp. 35—42). Springer Nature.
Martensen, A., & Gronholdt, L. (2000). Internal marketing: A study of employee loyalty, its determinants and
consequences. Innovative Marketing, 2(4), 92—116.

Martensson, K., & Westerberg, K. (2016). Corporate environmental strategies towards sustainable development.
Business Strategy and the Environment, 25(1), 1-9. https.://doi.org/10.1002/bse. 1852

Martin, S. L., Javalgi, R. G., & Ciravegna, L. (2020). Marketing capabilities and international new venture
performance: The mediation role of marketing communication and the moderation effect of technological
turbulence. Journal of Business Research, 107, 25-37. https.//doi.org/10. 1016/j.jbusres.2019.09.044
McWilliams, A., Siegel, D., Barney, J. B., Ketchen, D. J., & Wright, M. (2011). Creating and capturing value:
Strategic corporate social responsibility, resource-based theory, and sustainable competitive advantage. Journal
of Management, 37(5), 1480—1495. https://doi.org/10.1177/0149206310385696

Nagano, N. (2020). The growth of knowledge through the resource-based view. Management Decision, 58(1),
98—111. https://doi.org/10.1108/MD-11-2016-0798

Na, Y. R., Stakenborg, M., Seok, S. H., & Matteoli, G. (2019). Macrophages in intestinal inflammation and
resolution: A potential therapeutic target in IBD. Nature Reviews Gastroenterol & Hepatol, 16 (9), 531-543.
https://doi.org/10.1038/s41575-019-0172-4

Nath, P, Nachiappan, S., & Ramanathan, R. (2010). The impact of marketing capability, operations capability
and diversification strategy on performance: A resource-based view. Industrial Marketing Management, 39(2),
317-329. https://doi.org/10.1016/j.indmarman.2008.09.001

Nunnally, J., Knott, P, Duchnowski, A., & Parker, R. (1967). Pupillary response as a general measure of
activation. Perception & Psychophysics, 2, 149-155.

Nyuur, R. B., Ofori, F., & Amponsah, M. M. (2019). Corporate social responsibility and competitive advantage: A
developing country perspective. Thunderbird International Business Review, 61(1), 551-564.
https://doi.org/10.1002/tie.22065

O’Shannassy, T. (2008). Sustainable competitive advantage or temporary competitive advantage: Improving
understanding of an important strategy construct. Journal of Strategy and Management, 1(2), 168—180.
https://doi.org/10.1108/17554250810926357

Ozan, M. B., Ozdemir, T. W., & Yaras, Z. (2017). The effects of social capital elements on job satisfaction and

Journal of Marketing Strategy (Volume- 13, Issue - 1, January - April 2025) Page No. 69



ISSN No.-2347-3770

motivation levels of teachers. European Journal of Education Studies, 3(4), 49—68.

Penrose, E. T. (1959). The theory of the growth of the firm. Wiley.

Pittz, T. G., & Intindola, M. (2015). Exploring absorptive capacity in cross-sector social partnerships.
Management Decision, 53(6), 1170—1183. https.//doi.org/10.1108/MD-08-2014-0545

Porter, M. E. (1985). The competitive advantage. Creating and sustaining superior performance. Advance online
publication. Free Press.

Porter, M. E. (1998). Competitive advantage: Creating and sustaining superior performance. Free Press.
Prasetyo, P. E., & Dzaki, F. Z. (2020). Institutional performance and new product development value chain for
entrepreneurial competitive advantage. Uncertain Supply Chain Management, 8§, 753— 760.
https://doi.org/10.5267/j.uscm.2020.7.004

Putra, I. G. C.,, Wiagustini, N. L. P, Ramantha, I. W., & Sedana, I. B. P. (2021). Financial sustainability based on
resource-based view theory and knowledge-based view theory. Academy of Accounting and Financial Studies
Journal, 25(2), 1-15.

Quaye, D., & Mensah, 1. (2018). Marketing innovation and sustainable competitive advantage of manufacturing
SMEs in Ghana. Management Decision, 57(7), 1535—1553. https://doi.org/10.1108/ MD-08-2017-0784
Ramon-Jeronimo, J. M., Florez-Lopez, R., & Araujo-Pinzon, P. (2019). Resource-based view and SMEs
performance exporting through foreign intermediaries: The mediating effect of management controls.
Sustainability, 11(12), 324 1. https://doi.org/10.3390/sull123241

Rashidi, E., & Khanaposhtani, G. F. (2017). An investigation of the factors effective in human resources branding
and its effect on the reputation and brand of insurance industry. International Journal of Organizational
Leadership, 6(2), 308—322. https.//doi.org/10.33844/ijol. 2017.60271

Ricardo, D. (1817). Principles of political economy and taxation. John Murray.Seddon, P. B. (2014). Implications
Jor strategic is research of the resource-based theory of the firm: A reflection. The Journal of Strategic Information
Systems, 23(4), 257—-269.

Selznick, P. (1957). Leadership in administration. Harper and Row.

Shams, S. M. (2016). Capacity building for sustained competitive advantage: A conceptual framework. Marketing
Intelligence & Planning, 34(5), 671-691. https://doi.org/10.1108/MIP-08-2015-0161

Sharma, M., Alkatheeri, H., Jabeen, F., & Sehrawat, R. (2022). Impact of COVID-19 pandemic on perishable food
supply chain management: A contingent resource-basedview (RBV) perspective.

The International Journal of Logistics Management, 33(3), 796-817. https://doi.org/10.1108/IJLM02-2021-
0131 Shaw, J. D. (2021). The resource-based view and its use in strategic human resource management research:
The elegant and inglorious. Journal of Management, 47(7), 1787—-1795. https://doi.org/
10.1177/0149206321993543

Shibin, K. T., Dubey, R., Gunasekaran, A., Hazen, B., Roubaud, D., Gupta, S., & Foropon, C. (2020). Examining
sustainable supply chain management of SMEs using resource based view and institutional theory. Annals of
Operations Research, 290(1-2), 301-326. https.//doi.org/10.1007/s10479-017-2706-x

Siebers, L. Q., Zhang, T., & Li, F. (2013). Retail positioning through customer satisfaction: An alternative
explanation to the resource-based view. Journal of Strategic Marketing, 21(7), 559— 587.
https://doi.org/10.1080/0965254X.2013.817478

Smith, A. D., Rupp, W., & Motley, D. (2013). Corporate reputation as strategic competitive advantage of
manufacturing and service-based firms: Multi-industry case study. International Journal of Services and
Operations Management, 14(2), 131-156. https://doi.org/10.1504/1JSOM.2013.051826

Spanos, Y. E., & Lioukas, S. (2001). An examination into the causal logic of rent generation: Contrasting Porter §
competitive strategic framework and the resource-based perspective. Strategic Management Journal, 22(10),
907-934. https://doi.org/10.1002/smj.174

Srivastava, R. K., Fahey, L., & Christensen, H. K. (2001). The resource-based view and marketing: The role of
market-based assets in gaining competitive advantage. Journal of Management, 27(6), 777-802.

Journal of Marketing Strategy (Volume- 13, Issue - 1, January - April 2025) Page No. 70



ISSN No.-2347-3770

Sukaatmadja, 1. P. G., Yasa, N. N. K., Rahyuda, K., Setini, M., & Dharmanegara, 1. B. A. (2020). Competitive
advantage to enhance internationalization and marketing performance woodcraft industry: A perspective of
resource-basedview theory. Journal of Project Management, 6, 45—56. https://doi.org/10.5267/j.jpm.2020.9.002
Sweeney, B. (2007). What influence does brand image and brand reputation have towards achieving a sustained
competitive advantage in the sports apparel industry? [Master’s thesis, Auckland University of Technology].
https://openrepository.aut.ac.nz/handle/10292/76

Szymaniec-Mlicka, K. (2014). Resource-based view in strategic management of public organizations: A review of
the literature. Management, 18(2), 19-30. https.//doi.org/10.2478/manment-2014- 0039

Tarsine, R. J., & Hummingbird, E. A. (1995). Lead-time reduction: The search for competitive advantage.
International Journal of Operations & Production Management, 15(2), 8—18. https://
doi.org/10.1108/01443579510080382

Theriou, N., Aggelidis, V., & Georgios, N. (2009). A theoretical framework contrasting the resourcebased
perspective and the knowledge-based view. European Research Studies Journal, 12(3), 177— 190.
https://doi.org/10.35808/ersj/239

Vorhies, D. W., & Morgan, N. A. (2005). Benchmarking marketing capabilities for sustainable competitive
advantage. Journal of Marketing, 69(1), 80-94. https://doi.org/10.1509/jmkg.69.1.80.55505 Vrontis, D., El-
Chaarani, H., El-Abiad, Z., El Nemar, S., & Yassine Haddad, A. (2021). Managerial innovative capabilities,
competitive advantage and performance of healthcare sector during Covid-19 pandemic period. Foresight,
24(3/4), 504—552. https://doi.org/10.1108/FS-02-2021-0045

Vuong, B. N., Tung, D. D., Tushar, H., Quan, T. N., & Giao, H. N. K. (2021). Determinates of factors influencing
job satisfaction and organizational loyalty. Management Science Letters, 11, 203-212.
https://doi.org/10.5267/j.msl.2020.8.014

Wang, Z., & Kim, G. H. (2017). Can social media marketing improve customer relationship capabilities and firm
performance? Dynamic capability perspective. Journal of Interactive Marketing, 39, 15— 26.
https://doi.org/10.1016/j.intmar.2017.02.004

Weerawardena, J., & Mavondo, F. (2011). The role of capabilities in innovation-based competitive strategy.
Industrial Marketing Management, 40(8), 1220—1223.

Wernerfelt, B. (1984). A resource-based view of the firm. Strategic Management Journal, 5(2), 171— 180.
https://doi.org/10.1002/smj.4250050207

Wright, P, Dunford, B., & Snell, S. (2001). Human resources and the resource-based view of the firm. Journal of
Management, 6(6), 701-721. https://doi.org/10.1177/014920630102700607

Wright, P. M., McMahan, G. C., & McWilliams, A. (1994). Human resources and sustained competitive
advantage: A resource-based perspective. The International Journal of Human Resource Management, 5(2),
301-326. https://doi.org/10.1080/09585199400000020

Yasa, N., Giantari, 1., Setini, M., & Rahmayanti, P. (2020). The role of competitive advantage in mediating the
effect of promotional strategy on marketing performance. Management Science Letters, 10(12), 2845-2848.
https://doi.org/10.5267/j.msl.2020.4.024

Zahra, S. A. (2021). The resource-based view, resourcefulness, and resource management in startup firms: A
proposed research agenda. Journal of Management, 47(7), 1841-1860. https://doi.org/10.
1177/01492063211018505

Zica, R. M. F., Gongalves, C. A., Cordeiro Martins, H., & Gongalves, M. A. (2016). The resource-based theory and
its adherence to a superior performance strategy: An analysis in small companies in Brazil. Corporate Ownership
and Control, 13(3), 434—444. https://doi.org/10.22495/cocvi3i3c3p2

Journal of Marketing Strategy (Volume- 13, Issue - 1, January - April 2025) Page No. 71



Instructions for Authors

Essentials for Publishing in this Journal

1 Submitted articles should not have been previously published or be currently under consideration for publication
elsewhere.

2 Conference papers may only be submitted if the paper has been completely re-written (taken to mean more than 50%) and
the author has cleared any necessary permission with the copyright owner if it has been previously copyrighted.

3 Allourarticles are refereed through a double-blind process.

4 All authors must declare they have read and agreed to the content of the submitted article and must sign a declaration
correspond to the originality of the article.

Submission Process

All articles for this journal must be submitted using our online submissions system. http://enrichedpub.com/ . Please use the
Submit Your Article link in the Author Service area.

Manuscript Guidelines

The instructions to authors about the article preparation for publication in the Manuscripts are submitted online, through the
e-Ur (Electronic editing) system, developed by Enriched Publications Pvt. Ltd. The article should contain the abstract with
keywords, introduction, body, conclusion, references and the summary in English language (without heading and subheading
enumeration). The article length should not exceed 16 pages of A4 paper format.

Title

The title should be informative. It is in both Journal's and author's best interest to use terms suitable. For indexing and word
search. If there are no such terms in the title, the author is strongly advised to add a subtitle. The title should be given in English
as well. The titles precede the abstract and the summary in an appropriate language.

Letterhead Title

The letterhead title is given at a top of each page for easier identification of article copies in an Electronic form in particular. It
contains the author's surname and first name initial .article title, journal title and collation (year, volume, and issue, first and
last page). The journal and article titles can be given in a shortened form.

Author's Name
Full name(s) of author(s) should be used. It is advisable to give the middle initial. Names are given in their original form.
Contact Details

The postal address or the e-mail address of the author (usually of the first one if there are more Authors) is given in the footnote
atthe bottom of the first page.

Type of Articles

Classification of articles is a duty of the editorial staff and is of special importance. Referees and the members of the editorial
staff, or section editors, can propose a category, but the editor-in-chief has the sole responsibility for their classification.
Journal articles are classified as follows:

Scientific articles:

1. Original scientific paper (giving the previously unpublished results of the author's own research based on management
methods).

2. Survey paper (giving an original, detailed and critical view of a research problem or an area to which the author has made a
contribution visible through his self-citation);

3. Short or preliminary communication (original management paper of full format but of a smaller extent or of a preliminary
character);

4. Scientific critique or forum (discussion on a particular scientific topic, based exclusively on management argumentation)
and commentaries. Exceptionally, in particular areas, a scientific paper in the Journal can be in a form of a monograph or a
critical edition of scientific data (historical, archival, lexicographic, bibliographic, data survey, etc.) which were unknown
or hardly accessible for scientific research.




Professional articles:

1. Professional paper (contribution offering experience useful for improvement of professional practice but not necessarily
based on scientific methods);

2. Informative contribution (editorial, commentary, etc.);

3. Review (ofabook, software, case study, scientific event, etc.)
Language

The article should be in English. The grammar and style of the article should be of good quality. The systematized text should be
without abbreviations (except standard ones). All measurements must be in ST units. The sequence of formulae is denoted in
Arabic numerals in parentheses on the right-hand side.

Abstract and Summary

An abstract is a concise informative presentation of the article content for fast and accurate Evaluation of its relevance. It is both
in the Editorial Office's and the author's best interest for an abstract to contain terms often used for indexing and article search.
The abstract describes the purpose of the study and the methods, outlines the findings and state the conclusions. A 100- to 250-
Word abstract should be placed between the title and the keywords with the body text to follow. Besides an abstract are advised to
have a summary in English, at the end of the article, after the Reference list. The summary should be structured and long up to
1/10 of the article length (it is more extensive than the abstract).

Keywords

Keywords are terms or phrases showing adequately the article content for indexing and search purposes. They should be
allocated heaving in mind widely accepted international sources (index, dictionary or thesaurus), such as the Web of Science
keyword list for science in general. The higher their usage frequency is the better. Up to 10 keywords immediately follow the
abstract and the summary, in respective languages.

Acknowledgements

The name and the number of the project or programmed within which the article was realized is given in a separate note at the
bottom of the first page together with the name of the institution which financially supported the project or programmed.

Tables and Illustrations

All the captions should be in the original language as well as in English, together with the texts in illustrations if possible. Tables
are typed in the same style as the text and are denoted by numerals at the top. Photographs and drawings, placed appropriately in
the text, should be clear, precise and suitable for reproduction. Drawings should be created in Word or Corel.

Citation in the Text

Citation in the text must be uniform. When citing references in the text, use the reference number set in square brackets from the
Reference list at the end of the article.

Footnotes

Footnotes are given at the bottom of the page with the text they refer to. They can contain less relevant details, additional
explanations or used sources (e.g. scientific material, manuals). They cannotreplace the cited literature.

The article should be accompanied with a cover letter with the information about the author(s): surname, middle initial, first
name, and citizen personal number, rank, title, e-mail address, and affiliation address, home address including municipality,
phone number in the office and at home (or a mobile phone number). The cover letter should state the type of the article and tell
which illustrations are original and which are not.




Notes:




	Page 1
	Page 2
	Page 3
	Page 4
	Page 5
	Page 6
	Page 7
	Page 8
	Page 9
	Page 10
	Page 11
	Page 12
	Page 13
	Page 14
	Page 15
	Page 16
	Page 17
	Page 18
	Page 19
	Page 20
	Page 21
	Page 22
	Page 23
	Page 24
	Page 25
	Page 26
	Page 27
	Page 28
	Page 29
	Page 30
	Page 31
	Page 32
	Page 33
	Page 34
	Page 35
	Page 36
	Page 37
	Page 38
	Page 39
	Page 40
	Page 41
	Page 42
	Page 43
	Page 44
	Page 45
	Page 46
	Page 47
	Page 48
	Page 49
	Page 50
	Page 51
	Page 52
	Page 53
	Page 54
	Page 55
	Page 56
	Page 57
	Page 58
	Page 59
	Page 60
	Page 61
	Page 62
	Page 63
	Page 64
	Page 65
	Page 66
	Page 67
	Page 68
	Page 69
	Page 70
	Page 71
	Page 72
	Page 73
	Page 74
	Page 75
	Page 76
	Page 77
	Page 78
	Page 79
	Page 80

