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Abstract

The research focuses on the role of brand awareness as a mediator in the relationship between social
media quality and brand image in the private higher education institutions in Egypt from the student’s per-
spective. The quantitative method was the research method. The primary data was collected by the online
questionnaire from the students enrolled in private universities in Egypt. Convenience sampling was used.
The sample size was 400. A total of 384 responses were collected and valid. The data were analyzed via
(SPSS v22). The findings indicated that there is a significant relationship between social media quality and
brand image, and brand awareness mediates this relationship. Additionally, the model has a high ability to
predict the brand image through social media quality and brand awareness. The study recommends private
universities to depend on social media as a strategic marketing communication tool to create brand aware-
ness and a memorable brand image. The research is limited to the private universities in Egypt, and findings
may apply to other institutions.
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Introduction

The students’ brand choices or willingness to recommend their universities are affected by certain factors,
such as brand awareness and brand image. The social media platform is one of the most important platforms,
which significantly impacts millennial decisions, especially when they select their universities (Duffet, 2017).
Therefore, most private universities have attempted to have a strong presence on social media and other dig-
ital channels to increase their visibility, as well as improve their brand awareness and image (Gunduz, 2015).
Private universities are self-governing institutions that are funded privately and have their mission and rules
(Moipone etal., 2021). In Egypt, such types of institutions are listed and operated under the supervision of the
higher education ministry and the supreme council of universities.

Students consider certain factors when selecting a specific university to study at. Ho (2017) concluded
that brand image is one of the major factors that can influence students’ selection, while Pimpa (2017)
mentioned that a nice environment, academic standards, course availability, financial aid, unique programs,
location, and social activities are also critical criteria that play a critical role in choosing process. Therefore,
private universities should adapt their strategies in a way that can guarantee their competitive advantage
(Hollensen, 2019). Student decision-making is affected mainly by the brand. Therefore, universities should
manage their brands in a way that can satisfy the student’s needs and wants, where students are intrigued by
the brands that reflect their values and attitude (Moipone et al., 2021).

*This article was submitted in August 2022, and accepted for publishing in November 2022.
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Research Problem

The current research is concerned with answering a specified question and fills in a specific gap “do
social media consider a fundamental antecedent for a brand image through forming brand awareness? And
how can brand awareness alert the relationship between social media quality and Brand image in the con-
text of private universities?

Research Questions
a- Isthere arelationship between social media quality and brand awareness?
b- Isthere arelationship between brand awareness and brand image?
c- Isthere arelationship between social media quality and brand image?

- re there differences between customers’ perceptions about the brand image based on their demo-
d-  Arethere diff bet t percept bout the brand image based on their d
graphics (Gender, Age, Internet Experience, and frequency of internet usage)?

Research Objectives
a- Toinvestigate the relationship between social media quality and brand awareness.
b-  Toinvestigate the relationship between brand awareness and brand image.
c- Toexplore the relationship between social media quality and brand image.

d-  To find out the differences between customers’ perceptions about the brand image based on their
demographics (Gender, Age, Internet Experience, and frequency of internet usage).

Literature review

Brand and social media

Brand can be defined as the distinct name and/or a symbol, which identifies the goods and services of
aseller from the competitors” (Aaker, 1998). The brand is the most important asset for the companies (Kim
etal., 2020), who should manage it in a way that creates brand awareness (Wheeler, 2012), and don't treat
it just as a name (Kotler; 2011), but the objectives, branding strategy, and brand differentiation should be
reflected in the logo, name, packing, communication, and design (Tomiya, 2010). Building a brand in the
consumer’s mind is a critical part of any organization’s business strategy, which can be done through three
stages. The first one is about differentiation, where the brand creates a unique concept that differentiates
it from competitors. The second stage is about relevance, where the brand gives the customers a reason to
prefer it. The third one is about esteem (Kay, 2006), where a brand builds emotional relationships with the
customers (Corréa, 2009). Therefore, brands do 3 main functions; navigation, security, and engagement.
In navigation function, brands help customers to choose it. In the security function, brands pass safety to
the customers when the quality of products and service is communicated. In the engagement function, the
brand concentrates on image to help the customer identify the brand.

According to Ahmad & Laroche (2017), 97% of Customers are influenced by comments they read on
social media platforms. thus, social media becomes a significant digital communication channel that Cus-
tomers use to share information and experience with other peers (Siqueira et al., 2019), on the other hand,
Social media platforms help companies to get in touch with many customers and influence their purchase
intention and decision because of the trust generated in that environment (Baum, 2019), this can be done
with little investment compared to traditional channels (Kim et al., 2015). as a result, private universities
were forced to move their brands to the social media environment (Baum, 2019), which helped private
universities to build solid and emotional relationships with customers, as well as, make their brands the first
choice for the students when they decide to study.
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The Relationship between Social Media and Brand Awareness

According to Wu (2016), social media platforms help organizations in developing solid relationships
with customers. as a result, marketers’ top priority is creating a strong brand in consumer’s mind (Gensler
etal,, 2013), which play a significant role in enhancing brand recall and brand recognition, where both are
the key dimensions of brand awareness (Kotler and Keller, 2006). Indeed, brand awareness is the primary
source of information related to the brand (Barreda et al., 2016). Brand awareness is the key element of
brand equity, which is regarded as the top priority of all organizations operating in a competitive environ-
ment, and the higher brand awareness, the more frequently the customers recall and recognize the band
(Ratriyana, 2016). Therefore, brand awareness is one of the most significant objectives of marketing com-
munication (Kotler, Armstrong and Opresnik, 2017).

Social media is a contemporary digital media that can help organizations in introducing their brands as
well as improving their level of brand awareness (Hootsuite, 2021). Social media channels provide custom-
ers with the information they search for, as well as increase their engagement with the brands. Thus social
media can increase brand awareness, which is the first stage in developing a purchase decision, and the
quality of social media platforms could affect brand awareness. Indeed, social media is a marketing tool that
has a direct and significant effect on brand equity, by facilitating communication with the customers, which
increases brand value via engagement. Brand awareness is important for building a strong brand, as well as
building a brand image with the help of social media, therefore, organizations should invest well in social
media marketing to reach more customers, as well as increase their brand awareness (Saha et al., 2021).

The Relationship between Brand Awareness and Brand Image

Private Higher Education Institutions are a very dynamic and developing sector, where customer de-
cision-making is affected mainly by the brand itself, and customer retention is affected by the degree to
which the customer associates the brand with quality, trust, and features. therefore, the main concern in
this sector is to build a strong brand image, which consists of four main dimensions namely; brand associa-
tions, favorability, strength, and uniqueness, in addition, it should be consistent and stable over time even
if the programs introduced by these institutions are changed (Keller, 1993). Brand image is a reflection of
the memory of the brand, which is influenced by the customer’s perception regarding advantages, attri-
butes, and characteristics of the brand, which is based on the association. Building a positive, solid, and
unique brand image can create competitive advantages, and work as a defense against competitors’ threats
(Persson, 2010). Brand image is the main element of brand equity, which is configured in two main ways;
the first one is related to the customer’s exposure to external environmental stimuli, while the second is
related to what the customers share with their environment. The establishment of the two ways depends
on the establishment of brand awareness, which is related to the information the customers gain and share
with their peers through E-WOM (Hennig-Thurau et al., 2004). Therefore, brand image is a crucial element
for improving the efficiency of marketing communication and creating brand information (Keller, 1993)

Brand awareness is another main element of brand equity, which can be seen as the expected
result of customers’ exposure to external environmental stimuli. Social media platforms can play a role in
creating such stimuli, which can affect the configuration of customers’ perceptions regarding the brand,
this perception can encourage customers to share the information they gain with others via E-WOM
(Suryani, Fauzi and Nurhadi, 2021). Therefore, brand awareness is a vital component for establishing
communication with the customers (Barreda et al., 2015), and it can be shaped by promotion activities and
advertising (Stiriicii et al., 2019). therefore, Brand awareness can affect customers’ preferences, attitudes,
purchase intention, brand commitment, and loyalty (Kim et al., 2018), which in turn affects brand image
(Barreda et al., 2016)., and both brand awareness and brand image are essential for affecting customers’
perception of the brand, as well as their purchase intention (Lee, 2014).

3




The Mediating Role of Brand Awareness in the Relationship between Social Media quality and Brand Image ...

The Relationship between Social Media and Brand Image

According to Zhang (2015), brand image can distinguish the brand from other competitive brands by
reflecting the characteristics and the benefits of the brand, which affects consumer purchase intention and
behavior (Luong, VO, and Le, 2017). Social media plays a significant role in building and communicating
the competitive brand image, which is essential for survival in the competitive environment. indeed, media
has a significant role in shaping and improving brand image, but traditional media became less effective and
efficient in exposing brands to customers, who depend on digital media more heavily (Suryani, Fauzi, and
Nurhadi, 2021), while digital channels contribute more to companies through keeping them competitive
(Taiminen and Karjaluoto, 2015).

The internet was the reason behind the changes that happened in the digital platforms, which are used
by more than half of the global population, and changed their preferences for media consumption. there-
fore, companies should be in Google as a condition to have a presence in the digital era, as well as having
their social media platforms, and give greater concern for the quality of social media platforms, which can
be affected by certain factors such as ease of communication, credibility, content quality, and relevance
(Helal, Ozuem, and Lancaster, 2018), and affect consumers’ perception regarding the brand image (Suryani,
Fauzi and Nurhadi, 2021). Companies use digital channels for conducting their digital marketing activities
and shaping their brand image (Malesev and Cherry, 2021), for instance, the information that is gained
by students from universities” websites and social media platforms can persuade those prospects to enroll
in those institutions. Therefore, social media can enhance the brand image and affect the decision-mak-
ing process, by improving the learning process, where customers can gain the intended information, then
spread this information and their experience to others via E-WOM (Chu and Kim, 2011).

The Mediating Role of Brand Awareness in the Relationship between Social Media quality and Brand
Image

The conducted marketing activities through the different platforms of social media can affect a com-
pany’s brand image and improve brand awareness by influencing customers’ perceptions (Zarantonello
et al., 2020). the brand image is about customers’ beliefs, perceptions, feelings, and attitudes towards a
certain brand, which means that brand image plays a significant role in shaping consumers’ preferences
and purchase decisions (Song et al., 2019), on the other hand, brand awareness can reflect consumers’ per-
ception of the brand, and their purchase intention (Lee, 2014). Brand image can be derived from exposure
to social media, such exposure can enhance brand awareness, which encourages customers to exchange in-
formation about the brand, and spread E-WOM via social media. Consequently, social media and websites
can play a significant role in shaping the brand image directly and indirectly through brand awareness and
E-WOM (Suryani, Fauzi, and Nurhadi, 2021). The study conducted by Biiyiikdag (2021) studied the impact
of brand awareness on brand image, and the impact of both variables on brand loyalty and purchase inten-
tion. The study revealed that brand awareness has a significant and direct effect on brand image, and brand
image mediates the relationship between brand awareness and brand loyalty and purchase intention.

In other words, brand image can be affected as the main component of brand equity can be affected
by brand awareness and social media quality, and the characteristics of decision-makers such as marketing
managers who are responsible forimplementing marketing activities that are related to brand image, which
means that brand awareness and social media quality, and capabilities of decision-makers can justify the
differences in brand image.

Research gap

According to the previous studies that investigated the relationship between brand awareness, so-
cial media quality, and brand image, it was noted that many researchers studied social media from
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different perspectives, some of them studied its influence on brand perceptions of millennials such as
(Helal, Ozuem, and Lancaster, 2018), and their attitudes such as (Duffett, 2017), while others tried to
investigate its role in the firm value for U.S. restaurant companies such as (Kim et al., 2015), growing
market share for construction SMEs such as (Malesev and Cherry, 2021), and enhancing the performance
of the chain store industry such as (Wu, 2016). In addition, many pieces of research aimed to discover
the influence of brand image on the selection and preference of technology universities such as
(Moipone et al., 2021), while others studied how the brand image is affected by electronic word of mouth
such as (Luong, VO and Le, 2017), and its relationship to price premiums such as (Persson, 2010). Moreover,
many researchers aimed to discover the effect of celebrity on brand awareness such as (Kim, 2018), while
others studied the Effects of sports mega-events on city brand awareness such as (Lee, 2014), while others
such (Barreda, 2015) showed how brand awareness can be generated in online social network.

Indeed, there is a lack of research that has addressed the relationship between brand awareness, social
media quality, and brand image. This situation represents one of the empirical gaps in the present litera-
ture. Therefore, this study attempts to bridge this gap by shedding light on brand awareness as a mediating
variable in the relationship between social media quality and brand image in private higher education in-
stitutions, which make the study different from other studies in terms of objective and the field of study.
Therefore, the following hypotheses are proposed based on the above discussion:

- H1:thereis arelationship between social media quality and brand awareness.
- H2:thereis arelationship between brand awareness and brand image.
- H3:there are relationships between social media quality and brand image.

- H4:there are significant differences between customers’ perceptions of the brand image based on
their demographics (Gender, Age, Internet Experience, and frequency of internet usage).

Brand Awareness

H1 H2

H3
Social Media Quality + Brand Image

H4

Customers' Demographics

Gender, Age, Internet Experience, and Frequency of Internet Usage

Source: Developed by the Researcher
Figure 1: Proposed Research Framework

Method

To achieve the aforementioned research objectives, descriptive research was chosen as a research for-
mat. The research depended on the quantitative research method. The secondary data and primary data
were used for data collection. The secondary data sources included books, journals, newspapers, and web-
sites. Primary data was collected through the online questionnaire, which was developed to capture the
mediating role of brand awareness in the relationship between Social media quality and brand image. The
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questionnaire was developed from several literature reviews; the list consists of 12 items representing so-
cial media quality, 8 items representing brand awareness, and 9 items representing the brand image. These
items were presented on a 5-point Likert-type scale, anchored from 1 (strongly disagree) to 5 (strongly
agree). Non-probability sampling was manipulated as a sampling method. Convenience sampling was used
as a sampling technique. The sample size is determined through the equation which takes a sampling er-
ror of (+ 5%), a 95% confidence level, and a maximum variation in the population (i.e. 50%). The results
will yield a sample size of 384 and the results of the present research sample can be safely generalized to
the entire population. The content validity and construct validity were conducted. The questionnaire also
includes demographic characteristics and was distributed online in April 2022. A total of 384 responses
were collected and valid. Descriptive analysis, Cronbach’s alpha, Correlation analysis, one-way analysis of
variance (ANOVA), The Mann-Whitney U Test, Kruskal Wallis One-Way Analysis of variance Test, and Struc-
tural equation modeling were implemented to analyze the data using the Statistical Package for the Social
Science (IBM SPSS v22) for Windows computer software.

Results
Descriptive Analysis of the Sample

Demographically, the study found a relatively balanced distribution in terms of gender (58 % females
and 42% males). The majority of respondents are aged 17 to 24 years old (67%), which indicates they have
a higher propensity to engage in online activities. Mostly have been using the internet for more than six
years (75.5%), which indicates that they are using the Internet before joining the university. Further, about
96.4% of respondents use the Internet daily, which indicates that most of the respondents have embraced
the Internet and are using it consistently.

Reliability Analysis
The reliability of each construct with its different number of statements can be measured by Cron-

bach’s alpha. In this model, 3 constructs are focused on.
P Table (1) Reliability Test for Constructs

The results in Table 1 indicated that social media quality, — TN

alpha |ltems
Social media quality |  0.950 12

brand image, and brand awareness have a high-reliability coeffi-
cient (0.950), (0.935), and (0.920) respectively. Therefore, the sur-

N

veys are reliable because Cronbach’s alpha and the internal consis- 2| Brand awareness 0.920 8
tency based on the corrected correlations are more than 0.5 (Hair 3]  Brandimage 0.935 9
et al, 2014). .
) Table 2: the Pearson Correlations between
Correlation Analysis Constructs
In Table 2, all variables are positively correlated with Social media  Brand  Brand

quality awareness image

each other, and there was a significant relationship between Socal media oo
. oclal media qualit
all constructs at the 0.01 level in the model. ety

Sig. (2-tailed)
. s Brand awareness ~ 0.953**
Regression Analysis Sig. (2-tailed) 0.000
Testing the First Hypothesis H1 Brand image 0.915%  0.904**
H1: there is a relationship between social media qual- Sig. (2-tailed) 0.000 0.000
ity and brand awareness. **Correlation is significant at the 0.01 level (2-tailed).

To test the validity of the first hypothesis (H1), a simple regression model was developed between
brand awareness as a dependent variable and Social media quality quality as an independent variable.

In Table 3, the model shows that there is a significant relationship between Social media quality and
brand awareness. The significant level is .000. The positive values show that there is a positive relation-
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ship. In addition, it is also confirmed through (F
calculated = 3742.27) which is greater than (F

Table 3: Analysis of Variance between Social Media
Quality and Brand Awareness

tabulated = 3.021). Dependent Sum of Mean
) ) Variable Model Squares df Square F P-value
In Table 4, the coefficient of the simple | Regression 27982 1 279.82 374227 .000°
regression model of Social media quality proves A Bran Residual 28.56 382 .075
wareness TOtEll 308.38 383

thesignificance of the coefficientof the resource.
The significant level is .000. In addition, it is
also confirmed through (T calculated =61.17)
which is greater than (T tabulated = 1.967). The

Table 4: Analysis of Simple Regression between Social
Media Quality and Brand Awareness

coefficient of determination R-Sq is equal to
0.907 which means the effect of the Social me-

Unstandardized Standardized

dia quality is 90.7 % in the variation of brand
awareness.

Model Coefficients _Coefficients  t  Sig.
B  Std. Error Beta

(Constant) .004  .063 .07 94

Social Media Quality 1.001  .016 .953 61.17 .000

Testing the Second Hypothesis H2

H2: there is a relationship between brand
awareness and brand image.

To test the validity of the second hypothesis
(H2), a simple regression model was developed
between the brand image as a dependent variable
and brand awareness as an independent variable.

In Table 5, the model shows a significant
relationship between brand awareness and brand
image. The significant level is .000. The positive
values show that there is a positive relationship.
Itis also confirmed through (F calculated = 1709)
which is greater than (F tabulated = 3.021).

Table 5: Analysis of Variance between Brand
Awareness and Brand Image

Dependent Sum of Mean .
Vgriable Model Squares Square Sig.
Brand Regr?ssion 237.8 1 237.79 1709 .000°
Image Residual 53.14 382 .139
Total 289.9 383

Table 6: Analysis of Simple Regression between Brand
Awareness and Brand Image

Unstandardized Standardized

Model Coefficients  Coefficients t Sig.
B___Std. Error Beta

(Constant) 415  .082 5.05 .000

Brand Awareness .878  .021 .904 41.34 .000

In Table 6, the coefficient of the simple regression model of brand awareness proves the significance of

the coefficient of the resource. The significant level is .000. Itis also confirmed through (T calculated =41.34),
which is greater than (T tabulated = 1.967). The coefficient of determination R-Sq equals 0.817, which
means the effect of brand awareness is 81.7 % in the variation of brand image.

Testing the Third Hypothesis H3

H3: there are relationships between social
media quality and brand image.

Totestthe validity of the third hypothesis (H3),
asimple regression model was developed between
the brand image as a dependent variable and social
media quality as an independent variable.

Table 7: Analysis of Variance between Social Media

Quality and Brand Image
Depgndent Model Sum of Mean F Pvalue
Variable Squares Square
J Regression 2436 1 243.6 1966 .000°
Bran Residual
Image ol 473382 124
2909 383

In Table 7, the model shows that there is a significant relationship between social media quality and

brand image. The significant level is .000. The positive values show that there is a positive relationship. It is
also confirmed through (F calculated = 1966), which is greater than (F tabulated = 3.021).

InTable 8, the coefficient of the simple regression model of social media quality proves the significance

of the coefficient of the resource. The significant level is .000. It is also confirmed through (T calculated
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=44.34) which is greater than (T tabulated
= 1.967). The coefficient of determination

Table 8: Analysis of Simple Regression between Social Media
Quality and Brand Image

R-Sq is equal to 0.837 which means the ef- Unstandardized Standardized

fect of the Social media quality is 83.7 % in Model Coefficients _ Coefficients T  P-value
the variation of brand image. B__Std. Error BEET
(Constant) 0213 .081 2.626 .009
Social Media Quality 934  .021 915 4434 .000

Testing the Fourth Hypothesis H4

H4: there are significant differences between customers’ perceptions of the brand image based on
their demographics (Gender, Age, Internet Experience, and frequency of internet usage).

To test the validity of the fourth hypothesis (H4), the Mann-Whitney U Test and Kruskal Wallis One-Way
Analysis of Variance Tests were used as non-parametric tests to compare differences between two indepens
dent groups. In this research, the Mann-Whitney U test was used to compare the differences between two
independent groups. It was developed between the answers of the respondents regarding their perception of

the brand image based on their gender and
Frequency of internet usage, in addition, The
Kruskal-Wallis H test (one-way ANOVA by
ranks), an extension of the Mann-Whitney
U test, is used to compare multiple indepen-
dent samples. The Kruskal-Wallis tests were
used to assess the differences between the
answers of the respondents regarding their
perception of the brand image based on their
age, and Internet experience.

In Tables 9 and 10, the value of Sig
(=0.010, 0.020) < 0.05, which means reject
the null hypothesis (HO: the two groups are
equal), and accept the alternative hypothe-
sis (H1: the two groups are not equal), and

the two groups are significantly different. There-
fore, the hypothesis” there are significant differ-
ences between customers’ perception about the
brand image based on their Gender and frequency

of internet usage” is supported.

In Tables 11 and 12, the value of Sig (=0.000)
<0.05, which means reject the null hypothesis (HO:
the groups are equal), and accept the alternative
hypothesis (H1: the groups are not equal), and the
groups are significantly different. Therefore, the hy-
pothesis” there are significant differences between 0-1 23 45 6+
customers’ perception about the brand image based
on their age and internet experience “." is supported.

Table 9: Results of Analysis of Mann-Whitney Test for Custom-
ers’ Perception of Brand Image According to Gender

. __Gender  Mapn. Wilcoxon .
Variable Male Female . Z Sig*
~Mean Rank Whitney U w
Brand image 182.7 214 13260 48240 -2.57 0.010

Table 10: Results of Analysis of Kruskal-Wallis Test for Cus-
tomers’ Brand Perception of Brand Image According to Fre-
quency of Internet Usage

Frequencyof ,\,

Wilcoxon

internet usage Whitney W 7z Sig*

daily weekly
Mean Rank

Variable

Brand image 225.6 187.3 6909 62187 -2.32 0.020

Table 11: Results of Analysis of Kruskal-Wallis Test for
Customers’ Perception of Brand Image According to Age

Age
From17 from25 30or Chi-
Variable ( Df sig*
024 t029 above Square)
Mean Rank

Brand image 141.27 305.06 189.54 147.37 2 0.000

Table 12: Results of Analysis of Kruskal-Wallis Test for
Customers’ Perception of Brand Image According to
the Internet Experience

Internet experience

(Chi-
year year ears Square)
Mean Rank

Brand image 159.3 284.03 327.2 125.5 211.63 3 0.000

Variable

df Sig*

year

Structural Equation Model Analysis for the Conceptual Model

To test the research hypotheses and the structural model prescribes the role of brand awareness

in the relationship between social media quality and consumer brand image, and the interrelation-
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ships between constructs; the structural
equation modeling (SEM) was conducted
to determine whether the data fit the
hypothesized model using the AMOS
v22 program in this research. Confirming
the structural relationship in a structural
model can be done by using structural
equation modeling (SEM). The properties

of the research model are as follows: one Quality

Blmage

construct, of which one was exogenous

(brand awareness and brand image).

In Figure 2, a hypothesis is supported if the parameter estimate is significant and has the predicted sign

(e.g. positive affect).
Table 13: Results of Structural Model Assessment

From Table 13, H Paths Estimate SE. CR P  results
moving on to the parameter {41 Brand awareness < Social media quality 0.953 .016 61.25 *** supported
estimates representing the H2 Brand image <- Brandawareness 0.582 0.67 8.9 *** supported
research hypotheses, the H3 Brandimage < Social mediaquality 0.350 0.63 536 *** supported
result suggests that all signs
of associations between the constructs are in congruence with the hypothesized relationship. This provides

support for the validity of all constructs forming the model, which means all hypotheses were supported.

Mediation

The researcher relied on the SEM tool to produce an unbiased estimation of the mediating effect of
latentvariables (Koufteros, 2009). The potential indirect (mediating) effects in the model were judged based
on their direction of effects, magnitude, and also their significance level. Regarding the research model,
there is a possible full indirect effect (full mediation) between Social media quality and brand image: Social
media quality — Brand awareness — Brand image, where the relationship between Social media quality
and brand image is possibly fully mediated by brand awareness.

InTable 14, Theresultsofthestandardized  Tapfe (14) The Results of Direct, Indirect (Mediating),
indirect effects (two-tailed  significance) and Toral Effects.

indicate that the path Social media quality

Direct effect Indirect effect Total effect
—> Brand image, the indirect effect of Social Relationship (mediating)

media quality on brand image is 0.341, and Value P-value Value P-value Value P-value
AR —> Brand image 0.582 0.001 0.34 0.000 0.91 .001

the two-tailed significance (P-value= 0.000) is

significant at the 95 % level of confidence, which means that there is a full mediation effect, where brand
awareness mediates the relationship between Social media quality and brand image. So, the null hypothesis
will be rejected which is “HO: there is no indirect path between social media quality and brand image. The
mediation effect through a single mediator, also brand awareness has a net mediated effect between social
media quality and brand image. In summary, brand awareness is an effective mediator.

Discussion and Conclusion

The study helps higher education institutions to get know that brand awareness and brand image play
asignificant role in affecting the choices of first-year students, and the characteristics that students depend
on to select a specific university. In addition, The study contributes to the body of knowledge related to the
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impact of social media quality on brand awareness, and brand image in the private universities context by
developing a new model of how brand awareness mediates the relationship between brand awareness and
brand image. Indeed, the brand is the most important asset that private universities can have, and the suc-
cess of such institutions depends on their brand image. When private universities have a strong brand im-
age, the students’ brand choices and willingness to recommend their universities will be the results. Brand
image can be derived from the exposure to social media that impacts millennial decisions when they select
their universities. further, social media is a significant digital communication channel that helped private
universities to build solid and emotional relationships with customers, as well as, make their brands the first
choice for the students when they decide to study.

Social media has a significant role in enhancing brand awareness, which is the first stage in develop-
ing a purchase decision, and the quality of social media platforms could affect brand awareness that is the
expected result of customers’ exposure to external environmental stimuli. Social media platforms can play
arole in creating such stimuli, which can affect the configuration of customers’ perceptions regarding the
brand, this perception can encourage customers to share the information they gain with others. Then the
Brand image is established when the customer’s exposed to external environmental stimuli, and or when
they share with their environment. Therefore, the study concludes that brand image can be affected by so-
cial media quality with the mediation role of brand awareness, in the context of private universities.

Main Findings

The structured model is valid for use and has the following advantages:

a-  Thereliability of all constructs of the model measured by Cronbach'’s alphas has higher degree rates from
(0.950 to 0.920). These results are in agreement with previous studies (Persson, 2010; Zhang, 2015;
Helal, Ozuem and Lancaster, 2018)

b-  All variables are positively correlated with each other, and there was a significant relationship
between all constructs at the 0.01 level. These results are in agreementwith previous studies
(Suryani, Fauzi, and Nurhadi, 2021; Biiyiikdag, 2021; Olsson et al, 2012; Poushneh &
Vasquez-Parraga, 2017)

c-  The model has a high ability to predict and explain brand awareness through social media quality,
and this was proved by the validity of the first hypothesis (H1) through the value of (R-Sq = 0.907)
in the model. These results are in agreementwith previous studies (Zarantonello et al., 2020;
Suryani, Fauzi and Nurhadi, 2021).

d- Themodelhasahighabilitytopredictand explainthe brandimage through brand awareness,and this
was proved by the validity of the second hypothesis (H2) through the value of (R-Sq=0.817) in the
model. Theseresultsarein agreement with previous studies (Barredaetal., 2016 Biiyiikdag, 2021).

e- The model has a high ability to predict and explain the consumer brand image through Social
media quality, and this was proved by the validity of the third hypothesis (H3) through the value of
(R-Sq=0.837) in the model. These results are in agreement with previous studies (Sahaetal., 2021;
Suryani, Fauzi and Nurhadi, 2021 Malesev and Cherry, 2021).

- Thereisapositive relationship between Social media quality and brand awareness, and the effect of
social media quality is (90.7 %) in the variation of brand awareness in the model. These results are
in agreement with previous studies (Zarantonello et al., 2020; Suryani, Fauzi, and Nurhadi, 2021).

g- Thereisa positive relationship between brand awareness and brand image, and the effect of brand
awareness is (81.7%) in the variation of brand image in the model. These results are in agree-
ment with previous studies (Barreda et al.,, 2016; Biiyiikdag, 2021).
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There is a positive relationship between social media quality and brand image, and the effect of
Social media quality is (83.7 %) in the variation of brand image in the model. These results are
in agreement with previous studies (Saha et al., 2021; Suryani; Fauzi and Nurhadi, 2021; Malesev
and Cherry, 2021).

Structural equation model analysis for the conceptual model proved that the parameter estimate
was significant and had the predicted sign (e.g., positive affect), which means the three hypotheses
were supported (H1, H2, and H3) These results are in agreement with previous studies (Suryani,
Fauzi, and Nurhadi, 2021; Biiyiikdag, 2021)

Customers’ brand image is affected by the demographics (gender, age, Internet experience, and Fre-
quency of internet usage) in the model, and this was proved through testing the fourth hypothesis
H4. These results are in agreement with previous studies ( Zarantonello et al., 2020)

Recommendation

1-

The effect of social medial quality is (90.7 %) in the variation of brand awareness, in addition, the
effect of brand awareness is (81.7 %) in the variation of brand image, and The effect of social medial
quality is (83.7 %) in the variation of brand image. The meaning of these( 90.7 %, 81.7 %, and 83.7
%) are reflection of one of the following factors:

a-  Another dimension or dimensions have not been covered in this study and searching for them
is an essential element to increase this percentage.

b-  The current dimensions value may need to be increased by searching for the reasons that make
the values higher.

The study recommends marketers work for private universities to prioritize their branding efforts to
guarantee their institutions’ profitability and validity.

Private universities should use the structured model in the current study as a strategy, to ensure that
their brands’ images will help them in reflecting the characteristics and the benefits introduced by
their brands, which are needed for distinguishing their brands from other competitive brands.

This study recommends private universities give great concern to the demographics of the customers
(gender, age, internet experience, and frequency of internet usage), which can affect their percep-
tions regarding the brand image.

Future Research

First, the most significant limitation of this study is the use of an insufficient sample. The results may
therefore not be representative of the perceptions of the whole population of customers. Future
studies could address this problem by using larger samples worldwide.

Second, another significant limitation of this study is the data collected from a limited sample within
one country within a limited time frame. Only students that enrolled in private universities in Egypt
were surveyed, they provided answers at a particular time and it is difficult to know whether they
would hold the same view over time. Accordingly, future research should apply the research model
developed in this study to other research contexts such as different sectors or different countries.

Finally, future research should investigate the mediating role of electronic word of mouth (EWOM)
in the relationship between brand image and brand performance. As well as the moderating role of
the types of consumers that can affect their behaviors in the future.

11



The Mediating Role of Brand Awareness in the Relationship between Social Media quality and Brand Image ...

References:

Aaker, D. A. (1998). Brands: Managing Brand Equity Brand Value. 13" Ed. Sao Paulo: Elisevier.
Ahmad, S. N. & Laroche, M. (2017). “Analyzing Electronic Word of Mouth: A Social Commerce
Construct”, International Journal of Information Management, 37 (3), 202-213. https://
doi.org/10.1016/j.ijinfomgt.2016.08.004

Barreda, A. A;; Bilgihan, A.; Nusair, K. & Okumus, F. (2015). “Generating Brand Awareness in Online
Social Networks”, Computers in Human Behavior, 50, 600-609. https://doi.org/10.1016/j.
chb.2015.03.023

Barreda, A. A; Bilgihan, A.; Nusair, K. & Okumus, F. (2016). “Online Branding: Development of
Hotel Branding through Interactivity Theory”, Tourism Management, 57, 180-192. https://
doi.org/10.1016/j.tourman.2016.06.007

Baum, D.; Spann, M;; Fiiller, J. & Thirridl, C. (2019). “The Impact of Social Media Campaigns on
the Success of New Product Introductions”, Journal of Retailing and Consumer Services, 50,
289-297.  https://doi.org/10.1016/].jretconser.2018.07.003

Biiyiikdag, Naci. (2021). “The effect of Brand Awareness, Brand Image, Satisfaction, Brand Loyalty
and WOM on Purchase Intention: An Empirical Research on Social Media. Business & Management
Studies”, An International Journal, 9. 1380-1398. 10.15295/bmij. v9 i4.1902.

Chu, S. C.&Kim, Y. (2011). “Determinants of Consumer Engagement in Electronic Word-of-Mouth
(eWOM) in Social Networking Sites”, International Journal of Advertising, 30 (1), pp. 47—75.
Corréa, Jacinto. [Org] Maggessi, Andrea; Cantanhede, Benedict et al. (2009). Marketing: The
Theory in Practice. Rio de Janeiro: National Senac.

Duffett, R. G. (2017). “Influence of Social Media Marketing Communications on Young Consumers
Attitudes”, Young Consumers, 18 (1), 19-39. doi: http://doi.org/10.1108/yc-07-2016-00622
Gensler,S.;Volckner, F;Liu-Thompkins,Y.&Wiertz, C.(2013). “Managing Brandsin the Social Media Environment”,
JournalofinteractiveMarketing,27(4),242—256.https://doi.org/10.1016/j.intmar.2013.09.004

Gunduz, U. & Pembecioglu, N. (2015). “The Role of Social Media in the Sharing and Delivery of
Authoritative and Governmental Issues”, European Journal of Research on Education, Special
Issue: Contemporary Studies in Social Science, 24-40.

Hair, ). F.; Black, W. C.; Babin, B. . & Anderson, R. E. (2014). Multivariate Data Analysis. 7" ed.
Essex: Pearson Education Limited.

Helal, G.; Ozuem, W. & Lancaster, G. (2018). “Social Media Brand Perceptions of Millennials”,
International Journal of Retail and Distribution Management, 46 (10), pp. 977-998.
Hennig-Thurau, T.; Gwinner, K. P.; Walsh, G. & Gremler, D. D. (2004). “Electronic Word-of-Mouth
via Consumer-opinion Platforms: What Motivates Consumers to Articulate Themselves on the
Internet?”, Journal of Interactive Marketing, 18 (1), pp. 38-52.

Ho, S. S. H. (2017). “The Impact of Taiwanese College Students’ Learning Motivation from
Self-determination Perspective on Learning Outcomes: Moderating Roles of Multi-traits.
Educational Sciences: Theory & Practice, 17, 1015-1034. doi: http://doi.org/10.12738/
estp.2017.3.0406

Hollensen, S. (2019). Marketing Management: A Relationship Approach. Pearson UK.

Hootsuite. (2021). Hootsuite’s Fifth Annual Report on the Latest Global Trends in Social Media.
http://www.fastcompany.com/article/seven-keys-to-building-customerloyalty-and-company-prof-
its?page=0%2C0. Retrieved 14 March 2022.

12




Arab Journal of Administration, Vol. 46, No. 1, March 2026

Kay, M. . (2006). “Strong Brands and Corporate Brands”, European Journal of Marketing, Vol. 40
No. 7/8, pp. 742-760

Keller, K. L. (1993a). “Conceptualizing, Measuring, and Managing Customer-based Brand Equity”,
Journal of Marketing, 57 (1), 1-22.

Kim, Junghun, Lee, H. & Lee, J. (2020). “Smartphone Preferences and Brand Loyalty: A Discrete
Choice Model Reflecting the Reference Point and Peer Effect”, Journal of Retailing and Consumer
Services, 52 (May 2019), 101907. https://doi.org/10.1016/].jretconser.2019.101907

Kim, S. (Sam); Choe, J. Y. (Jacey) & Petrick, J. F. (2018). “The Effect of Celebrity on Brand Awareness,
Perceived Quality, Brand Image, Brand Loyalty and Destination Attachment to a Literary
Festival”, Journal of Destination Marketing and Management, 9 (April), 320-329. https://doi.
org/10.1016/j.jdmm.2018.03.006

Kim, S.; Koh, Y.; Cha, . & Lee, S. (2015). “Effects of Social Media on Firm Value for U.S. Restaurant
Companies”, International Journal of Hospitality Management, 49, 40-46. https://doi.
org/10.1016/}.ijhm.2015.05.006

Kotler, P.; Armstrong, G. & Opresnik, M. O. (2017). Principles of Marketing. 17" ed. Global.
Harlow: Pearson Education Limited.

Kotler, Philip. (2011). Marketing Management: Analysis, Planning, Implementation & Control.
5™ ed. Sao Paulo: Atlas.

Koufteros, X.; Babbar, S. & Kaighobadi, M. (2009). “A Paradigm for Examining Second-order Fac-
tor Models Employing Structural Equation Modeling”, International Journal of Production
Economics, 120 (2), 633-652. (Kenny, 2008)

Lee, C. ). (2014). “Effects of Sport Mega-events on City Brand Awareness and Image: Using the 2009
World Games in Kaohsiung as an Example”, Quality and Quantity, 48 (3), 1243-1256. https://
doi.org/'l 0.1007/s11135-013-9832-6

Luong, D. B;; Vo, T. H. G. & Le, K. H. (2017). «The Impact of Electronic Word of Mouth on Brand

Image and Buying Decision: An Empirical Study in Vietnam Tourism”, International Journal of
Research Studies in Management, 6 (1), pp. 53-63.

Malesev, S. & Cherry, M. (2021). “Digital and Social Media Marketing-growing Market Share for
Construction SMEs”, Construction Economics and Building, 21 (1), pp. 65-82.

Moipone Matli, Cleopatra; Tlapana, Tshepo & Hawkins-Mofokeng, Raymond. (2021). “The
Influence of Brand Image on the Selection and Preference of Universities of Technology”,
EUREKA: Social and Humanities, (6), 3-13. doi: 10.21303/2504-5571.2021.002065, Available
at SSRN: https://ssrn.com/abstract=3982206

Persson, N. (2010). “An Exploratory Investigation of the Elements of B2B Brand Image and its
Relationship to Price Premium”, Industrial Marketing Management, 39 (8), 1269-1277. https://
doi.org/10.1016/j.indmarman.2010.02.024

Phillip Kotler and Kevin Lave Keller. (2006). Marketing Management. 12" ed,, Upper Saddle
River, NJ: Patience Hall.

Pimpa, N. & Suwannapirom, S. (2007). “Thai Students’ Choices of Vocational Education: Marketing
Factors and Reference Groups”, Educational Research for Policy and Practice, 7 (2), 99-107.
http://doi.org/10.’]007/5’]067’]—007—9035—9

Ratriyana, I. N. (2016). “Relasi Internet dan Media Sosial dalam Pembentukan Brand Awareness:
Image dan Experience Produk Asing”, INFORMASI Kajian llmu Komunikasi, 46 (1), pp. 101-114.

13




The Mediating Role of Brand Awareness in the Relationship between Social Media quality and Brand Image ...

- Saha, Trina; Kumar, Nirjhar; Jannat, Fatema & Nahar, Nazmoon. (2021). “Influence of Social Media
on Brand Positioning and Brand Equity: A Study on Fast Moving Consumer Goods of Bangladesh”,
European Journal of Business Management and Research. 13.118-125.10.7176/E|BM/13-6-12.

- Siqueira, ). R; Pefia, N. G.; Ter Horst, E. & Molina, G. (2019). “Spreading the Word: How Customer
Experience in a Traditional Retail Setting Influences Consumer Traditional and Electronic
Word-of-mouth Intention”, Electronic Commerce Research and Applications, 37 (40), 100870.
https://doi.org/10.1016/j.elerap.2019.100870

- Song, H. ], Wang, J. H. & Han, H. (2019). “Effect of Image, Satisfaction, Trust, Love, and Respect
on Loyalty Formation for Name-Brand Coffee Shops”, International Journal of Hospitality
Management, 79 (June 2018), 50-59. https://doi.org/10.1016/}.ijhm.2018.12.011

- Suryani, Tatik; Fauzi, Abu & Nurhadi, Mochamad. (2021). “Enhancing Brand Image in the Digi-
tal Era: Evidence from Small and Medium-Sized Enterprises (SMEs) in Indonesia”, Gadjah Mada
International Journal of Business. 23. 314-340. 10.22146/gamaijb.51886.

- Sirici, O.; Oztiirk, Y.; Okumus, F. & Bilgihan, A. (2019). “Brand Awareness, Image, Physical Quality
and Employee Behavior as Building Blocks of Customer-based Brand Equity: Consequences in the
Hotel Context”, Journal of Hospitality and Tourism Management, 40 (July), 114-124. https://
doi.org/10.1016/j.jhtm.2019.07.002

- Taiminen, H. M. & Karjaluoto, H. (2015). «The Usage of Digital Marketing Channels in SMEs”,
Journal of Small Business and Enterprise Development, 22 (4), pp. 633-651.

- TOMIYA, Eduardo. (2010). Managing Brand Equity: How to Create and Manage Valuable
Brands: Brand Value Management. ond ed., See. and Updated. Rio de Janeiro: Ed Senac Rio.

- Wheeler, Alina. (2012). Desing Brand Identity: An Essential Guide for the Whole Branding Team.
3" ed. Electronic Data, New York: Bookman.

- Wu, C. W. (2016). “The Performance Impact of Social Media in the Chain Store Industry”, Journal
of Business Research. https://doi.org/10.1016/].jbusres.2016.04.130

- Zarantonello,L.; Grappi,S.; Formisano, M. etal. (2020). “How Consumer-based Brand Equity Relates
to Market Share of Global and Local Brands in Developed and Emerging Countries”, International
Marketing Review, 37 (2), pp- 345-375.1SSN 0265-1335.

- Zhang, Y. (2015). “The Impact of Brand Image on Consumer Behavior: A Literature Review”, Open
Journal of Business and Management, 03, (01), pp. 58-62.

14




