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ABSTRACT 

 

This study focuses on examining whether social media advertising elements (entertainment, 
perceived relevance, interactivity, and informativeness) affect brand equity and brand experience in 
the retail context. Several customers of UAE retail stores were surveyed using a questionnaire to 
collect the relevant information. The entire data collection process was conducted using a 
convenience sample. After collecting a total of 307 valid questionnaires from the participants, the data 
was analyzed via AMOS software. The results displayed that entertainment and informativeness have 
a positive impact on brand experience and brand equity. The results also verified that perceived 
relevance and interactivity have positive effects on brand equity and brand experience. The outcomes 
also verified that brand experience has a positive as well as significant impact on brand equity. This 
research adds to the current literature by verifying the significance of social media advertising 
activities in affecting brand experience, and thus brand equity in the retail context.  
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1. Introduction 
In the modern era, businesses depend heavily 
on social media networks to share content and 
communicate with new and existing 
customers in an effort to raise brand 
recognition and establish a positive brand 
image. Thus, marketing via social media is 
expected to overtake traditional forms of 
advertising during the next few years (Zarei et 
al., 2021). Almost every industry is adapting 
its marketing strategies to include social media 
marketing for its outbound campaigns, 
including advertising, promotions, and 
customer relationship management (Chen & 
Qasim., 2020; Yadav & Rahman, 2018). Kamboj 
et al. (2018) outlined that the social media 
landscape provides a wealth of options for 
brand managers to produce and share brand-

related content, such as messages, 
photographs, videos, and statements. 
Furthermore, the proliferation of both Internet 
and social media users has inspired marketers 
to benefit from using these channels (Bakar & 
Musa, 2020). Nair (2011) defines social media 
as online networks through which information 
(including ideas, opinions, and insights) can 
be disseminated and exchanged. Due to the 
visual aspect of social media, businesses can 
develop their visual identities to appeal to a 
wide audience and improve their brand 
image.  
 
As a result of these persistent technological 
developments, digital marketing has emerged 
as a significant topic that captured the 
attention of marketing scholars and 
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practitioners alike. Furthermore, the 
proliferation of digital marketing has provided 
customers with more opportunities to engage 
with brands directly, most notably on social 
media (Chen & Qasim, 2021; Sharma et al., 
2022a; Wang, 2021). Marketers are being 
prompted to utilize social media as a primary 
means of promotion mix for reaching their 
target market because of the rising percentage 
of social media users and the length of time 
those users spend on these platforms (Kamboj 
et al., 2018; Sharma et al., 2022b). As a result, 
they are constantly exploring new ways to 
leverage social media to build brand equity 
and enhance brand experience. This paper 
aims to provide a noteworthy contribution to 
the marketing literature by investigating the 
predictors of brand experience and brand 
equity with specific reference to marketing 
efforts carried out via social media. Several 
prior researches have stressed the significance 
of social media advertising efforts in branding, 
arguing that this type of activity helps 
businesses to keep their customers engaged 
and up-to-date. Consequently, it is projected 
that these online marketing activities are vital 
for creating positive brand experiences and 
stronger brand equity. 
 
Although there have been a rising number of 
studies looking at various facets of social 
media advertising, the majority of them have 
centered their focus on measuring their impact 
on consumer purchase intent and satisfaction 
(Seo & Park, 2018; Sharma et al., 2022b). Also, 
the empirical research on the impact of social 
media advertising on brand experience and 
brand equity is scant (Malarvizhi et al., 2022; 
Tran & Nguyen, 2022; Koay et al., 2020; Zollo 
et al., 2020). Chen and Qasim (2021) noted that 
studies examining the link between social 
media advertising features and brand 
experience are scarce. In addition, several 
social media advertising efforts were 
investigated in the past to analyze their effects 
on buyer behavior. For example, Alalwan 
(2018) focused on six facets of social media 
advertising to verify their impact on purchase 
intention: habit, interactivity, hedonic 
motivation, informativeness, performance 
expectancy, and perceived relevance. 
However, this paper aims to add to the 
existing body of knowledge by combining four 
social media advertising features and 
examining their effects on brand equity and 
brand experience in the UAE’s retail sector. It 

also aims to examine the role of brand 
experience in shaping brand equity. To the 
authors’ knowledge, the present study is the 
first that integrates them in one model to test 
their linkages with brand equity and brand 
experience. A brief review of the literature 
concerning these variables is presented in the 
next section. 
 
2. Literature Review 
2.1 Brand Experience 
Consistent with the S-O-R model which was 
suggested by Mehrabian and Russell (1974), 
some aspects of a setting or stimulus elicit 
mental states in consumers, which in turn 
motivate specific actions. Accordingly, this 
study posits that the perceptions of customers 
towards the social media advertising efforts of 
a brand serve as a stimulus for their 
engagement with its social media pages. In 
particular, brand experience is considered to 
be the organism, and it can be expressed 
through the mental and emotional stances that 
occur as a direct result of engaging in social 
media advertising efforts (Koay et al., 2020). 
Brand experience was also conceptualized 
earlier by Brakus et al. (2009, p. 53) as the 
“subjective internal consumer responses 
(sensations, feelings, and cognitions) and 
behavioral responses evoked by brand-related 
stimuli that are part of a brand’s design, and 
identity, packaging, communications, and 
environments”. According to Koay et al. 
(2020), in the context of electronic commerce, 
customers' impressions of social media 
advertising efforts serve as stimuli that are 
supposed to elicit emotional responses from 
them in the form of brand experiences (an 
organism) and ultimately propel brand equity 
(a response). Earlier studies (Iglesias et al., 
2019; Hepola et al., 2017; Kumar et al., 2013; 
Shahzad et al., 2019) also concluded that brand 
experience has a positive influence on brand 
equity. Akoglu and Özbek (2022) also viewed 
customer brand experience as one of key 
determinant of brand equity. Accordingly, the 
first hypothesis is presented: 
H1: Brand experience has a positive effect on 
brand equity. 
 
2.2 Social Media Marketing Features 
It has been documented in the earlier literature 
that social media platforms are the most 
effective means of communicating crucial 
brand-related information. The technological 
acceptance model posits that the interactive 



192 

 

attribute of social media networks makes it 
possible to be involved in activities that 
require involvement, collaboration, and the 
sharing of knowledge (Knoll, 2016; Sharma, 
2021). In addition, in comparison with the 
traditional forms of media, for instance, print, 
television, and radio, the community can be 
more effectively reached through social media 
usage (Bowen, 2015). Social media advertising 
encompasses a wide range of tactics used by 
organizations to enhance and favorably 
impact consumers' impressions of their brands 
via advertising on social media channels like 
Snapchat, Twitter, TikTok, Facebook, 
Instagram, and user-generated marketing 
(Cheung et al., 2019). In practice, marketers 
use social media channels to disseminate 
important marketing messages through video 
content, influencers, quality photos, and 
creative content. These posts will also 
incorporate digital storytelling strategies to 
deliver resonant stories to consumers, which 
will increase their brand awareness (Allagui & 
Breslow, 2016). In light of its importance in 
shaping consumers’ perceptions of brands, 
understanding how to cultivate brand equity 
and brand experience within the setting of 
social media has appeared as a pressing 
concern for businesses (Cen & Qasim, 2020). 
To address this, it is necessary to keep in mind 
that social media advertising is a multi-faceted 
concept that includes different dimensions, 
namely: perceived relevance, entertainment, 
interactivity, and informativeness. Each of 
these dimensions is discussed below. 
 
2.2.1 Interactivity 
The term "interactivity" refers to all of the 
interactions and conversations that take place 
between businesses and their clients on 
various social media platforms. Social media 
networks encourage user-to-user interaction, 
which in turn facilitates content creation, 
distribution, and consumption (Hennig-
Thurau et al., 2010). Customers have a higher 
tendency to respond to a firm's social media 
posts if they can connect with them in some 
way, such as by sharing, commenting on, or 
liking the post (Liu et al., 2021). The 
widespread availability of social media 
enhances brand-consumer interactions (Barger 
et al., 2016; Hafez, 2021) by allowing service 
providers to use two-way communications 
with customers and by letting them share their 
thoughts with people who share similar 
interests (Seo & Park, 2018). Brands may 

improve consumer engagement by providing 
social media forums where customers can 
discuss and share important brand messages 
(Hanaysha et al., 2021) thereby strengthening 
customers' favorable impressions of the brand. 
Specifically, the prospective growth of social 
media pages can encourage customers to join 
the engagement conversation by talking about 
the company's history, features, and benefits 
with their friends and family, as well as by 
communicating their wants and needs directly 
to the brand (Rashid et al., 2022). Earlier 
studies revealed that interactivity positively 
influences brand experience (Asan & Antonio, 
2023; Beig & Khan, 2018; Yoon, & Youn, 2016) 
and brand equity (Godey et al. 2018; Seo & 
Park, 2018). Hence, the next hypotheses are 
suggested: 
H2: Interactivity has a positive effect on brand 
experience. 
H3: Interactivity has a positive effect on brand 
equity. 
 
2.3.2 Perceived Relevance 
Earlier research outlined that perceived 
relevance in social media exists when a 
company's advertisements are tailored to the 
specific tastes of its target audience (Godey et 
al., 2016). Prior research has demonstrated that 
targeting a specific group of customers with 
an advertisement enhances the likelihood that 
its products or services will be noticed, gain 
the confidence of consumers, and ultimately 
prompt those consumers to make a purchase 
(Hanaysha, 2022; Sharma et al., 2021; Sharma 
et al., 2021c ). Personalization or customization 
is crucial for businesses since it increases 
brand commitment (Cheung et al., 2020). 
Furthermore, it has been acknowledged in the 
literature that a social media strategy aimed at 
reacting to customers one-on-one is more 
appropriate than targeting a mass audience 
(Hafez, 2021). Appealing to a certain group of 
customers and improving brand experience 
urges businesses to adapt their strategies and 
communications to their individual needs 
(Ismail, 2017). For instance, successful brands 
craft unique messages for each segment of 
their target market and allow individual 
customers to personalize and design their own 
products in accordance with their preferences. 
Furthermore, personal relevance can be 
observed when businesses utilize social media 
channels to deliver fast responses to 
individual questions and when customer 
service departments work to increase 
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customer happiness and retention rates while 
sharing relevant content (Langaro et al., 2018). 
Prior literature supported the positive role of 
perceived relevance in fostering brand equity 
(Bilgin, 2018; Ebrahim, 2020; Seo & Park, 2018) 
and brand experience (Hafez, 2022; Zollo et al., 
2020). Consequently, this leads us to postulate 
the following hypotheses: 
H4: Perceived relevance has a positive effect 
on brand experience. 
H5: Perceived relevance has a positive effect 
on brand equity. 
 
2.3.3 Informativeness  

Informativeness was expressed in the 
literature in terms of buyers' perceptions of the 
reliability, usefulness, and depth of 
information viewed on social media platforms. 
The purchasing decisions of online shoppers 
are largely shaped by online ratings, reviews, 
and other types of information displayed on 
networks of social media (Yadav & Rahman, 
2018). Prior research revealed that customers 
depend on social media to get extensive and 
useful information about certain offerings 
prior to purchase (Samoggia et al., 2020). In 
particular, customers’ perceptions of the 
usefulness of social media advertising in 
helping them obtain the desired information 
and make informed purchasing decisions are 
likely to increase their positive feelings toward 
the brand (Alalwan, 2018). In addition, high 
levels of informativeness provide appropriate 
information on a variety of items and make it 
easy to get access to essential information via 
diverse content formats (Sharma et al., 2022b; 
Tyas & Hutagaol, 2021). By providing the right 
amount of information via social media ads, 
consumers tend to benefit through reduced 
search time, customer feedback, and brand 
endorsement. Earlier studies reported that 
informativeness is positively correlated with 
brand experience (Asan & Antonio, 2023; Beig 
& Khan, 2018) and brand equity (Aggarwal & 
Mittal, S. 2022; Zollo et al., 2020). The 
informativeness of social media advertising 
content is measured by how well it is tailored 
to each participant's specific interests (Ismail, 
2017; Sharma et al., 2021). In other words, the 
rationale of using social media advertising is 
to deliver timely and useful information to 
participants in order to create a positive 
emotional response and brand experience. In 
light of this discussion, the next hypotheses 
are projected: 

H6: Informativeness has a positive effect on 
brand experience. 
H7: Informativeness has a positive effect on 
brand equity. 
 
2.3.4 Entertainment 
Marketers engage in the creation of 
entertaining social media content by designing 
interactive and amusing activities tailored to 
their specific target consumers, which can be 
accessed across several platforms (Hanaysha 
et al., 2021; Sharma et al., 2022b). Consumers 
may have a positive impression of social 
media and be encouraged to interact with the 
online community of a brand if the platform 
offers entertainment options like games, 
contests, and video sharing (Cheung et al., 
2020). Entertainment, for instance, has been 
shown in the literature to increase social 
media engagement (Ashley & Tuten, 2015), 
which in turn fosters brand affinity and 
increases customer propensity to make a 
purchase (Dessart, 2017). In this sense, the 
term "entertainment" refers to the degree to 
which users of a given social media platform 
are exposed to content and information that 
they find intriguing, exciting, or humorous 
(Liu et al., 2021). In order to attract and 
provide an entertaining experience to 
customers, businesses are turning to social 
media platforms like Facebook brand pages 
that feature videos, stories, and photos, and 
tale all of them in the name of advertising 
(Islam et al., 2020). Prior research reported that 
entertainment on social media has a positive 
impact on brand experience (Kang et al., 2017; 
Suthianto, 2023; Vila‐López & Rodríguez‐
Molina, 2013) and brand equity (Aggarwal & 
Mittal, 2022; Ajanthan, 2017; Nawi et al., 2022). 
According to Salem et al. (2019), when the 
users of social media platforms are provided 
with a high degree of entertainment that 
results in a favorable brand experience for 
them, they tend to have greater emotional 
attachment to the service provider. Therefore, 
the next hypotheses are suggested: 
H8: Entertainment has a positive effect on 
brand experience. 
H9: Entertainment has a positive effect on 
brand equity. 
 
3. Methodology 

The primary focus of the present study was to 
determine the impact of social media 
advertising elements on perceived experience 
and brand equity; hence, a structured survey 
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was utilized to collect the required data. 
Specifically, 307 customers of retail stores in 
UAE have participated in filling out the 
survey. Since selecting the appropriate sample 
method is a very crucial aspect of survey 
research for guaranteeing an effective data 
collection procedure, the present study 
utilized the convenience sampling technique. 
Convenience sampling's usage in consumer 
research has been noticed in several previous 
studies due to the fact that it permits the 
collection of adequate samples at a lower cost 
(Sharma et al., 2022b). Furthermore, it has 
been considered as one of the most widely 
used non-random sampling methods for 
reaching a larger number of audiences, and 
thus, it has been regarded as the method of 
choice in a significant number of earlier 
investigations. In addition to this, researchers 
have relied on it in a variety of settings for the 
purpose of gathering customer data. 
 
The questionnaire developed to conduct this 
study was constructed based on several scales 
that were previously validated and evaluated 
in prior research. The first part of the survey 
encompassed the demographic information of 
the respondents, while the second part 
concentrated on the measurement items of the 
variables. For example, five items were 
utilized to measure brand experience with 
reference to the study of Shamim et al., (2016). 
To measure brand equity, four items were 
adapted from So and King (2010). 
Additionally, the items used for measuring 
social media advertising features, which 
contained a total of 19 items were drawn from 
Cheung et al. (2020) and Alalwan (2018). In 
particular, we used four items to measure the 
dimension of interactivity, while six items 
were employed for measuring perceived 
relevance. Furthermore, to measure social 
media entertainment, a total of four items 
were used. Last but not least, informativeness 
was measured based on five items. All of the 
items in the survey are measured via a five-
point Likert scale from 1 (strongly disagree) to 
5 (strongly agree). In general, the descriptive 
analysis displayed that males made up 56.7% 
of the total participants, while females 
accounted for 43.3%. Most of the survey's 
participants had undergraduate qualifications. 
 
4. Analysis of Results 

All data collected for this study were analyzed 
via AMOS Version 21. The selection of this 

program for analyzing the obtained data is 
attributed to its known suitability in assessing 
quantitative data characterized by smaller 
sample sizes (less than 500) and because it can 
be used to predict the associations between 
multiple constructs in the same model (Hairet 
al., 2017). In light of the recommendations of 
Podsakoff et al. (2003), we also adopted a 
number of preventative measures to lessen the 
occurrence of any common method bias. 
Primarily, the results of the principal 
component factor analysis suggest that the 
amount of variance explained by the 
constructs when loaded on a single latent 
variable falls in the tolerable range. 
Furthermore, all correlations in the correlation 
matrix were found to be lower than 0.9, while 
high correlations (r>0.90) are generally 
indicative of common method bias. These 
findings provide evidence that the concern 
about the non-existence of common method 
bias is adequately met. 
 
The data analysis comprised two distinct 
phases. Firstly, an assessment of the reliability 
and validity of the selected scales was 
conducted through the measurement model. 
Subsequently, the structural model was built 
in order to examine and validate the proposed 
hypotheses. The present study followed the 
recommendations of Hair et al. (2017) by 
estimating the reliability for all constructs 
using composite reliability and Cronbach's 
alpha. The findings showed that both the 
composite reliability and Cronbach's alpha of 
each construct surpassed 0.7 (see Table 1), 
which indicates the existence of a reasonable 
fit of internal consistency. Moreover, the 
generated measurement model demonstrated 
a strong fit with the collected data (𝜒2 = 
98.654, df = 70, GFI = 0.878, AGFI = 0.817, 
RMSEA = 0.064, CFI = 0.956, and TLI = 0.943). 
Factor loadings and the average variance 
extracted (AVE) were also used to evaluate the 
model's convergent validity. According to 
Hair et al. (2017), because the AVE values of 
all the selected constructs were higher than the 
required threshold of 0.50, the AVE criterion 
was successfully met. On the whole, factor 
loadings for residual measurement items 
exceeded the cut-off value of 0.5. Each loading 
of the outer model also showed high levels of 
significance (p <0.001). These results indicate 
that both reliability assumptions and 
convergent validity are attained. 
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Furthermore, the assessment of discriminant 
validity was assessed in accordance with the 
criteria explained by Fornell and Larcker 
(1981). Specifically, the discriminant validity 
test was conducted by making a comparison 
among the square root (sqrt) of the average 
variance extracted (AVE) for each of the 
constructs with the correlations between the 
other constructs in the same row and column. 
Table 2 presents empirical support for the 
establishment of discriminant validity among 
the constructs under investigation because the 
sqrt of the AVE for each construct is registered 
at higher value than the other correlations. 

The generated structural model from AMOS 
software was used to validate the hypotheses 
stated in the literature review part. The 
verification of the hypotheses was done by 
examining the standardized beta values, t-
values, and p-values of the original sample. A 
hypothesis can be supported when the t-value 
exceeds the critical value, namely when it is 
equal to or more than 1.96, and the 
corresponding p-value is less than 0.05. 
According to the analysis presented in Table 3, 
the results indicate that brand experience has a 
positive impact on brand equity (β = 0.779, t-
value = 12.166, p < 0.05), thus, H1 is accepted. 

Table 1: CFA Analysis 
 

Constructs Items Loadings 
Cronbach's 

Alpha 
Composite 

Reliability 
AVE 

Entertainment ENTR1 0.665 0.759 0.766 0.522 

 
ENTR2 0.755 

   

 
ENTR3 0.745 

   
Informativeness INFT1 0.848 0.865 0.879 0.644 

 
INFT2 0.799 

   

 
INFT3 0.785 

   

 
INFT4 0.777 

   
Interactivity INTR1 0.826 0.918 0.930 0.768 

 
INTR2 0.876 

   

 
INTR3 0.928 

   

 
INTR4 0.873 

   
Perceived Relevance PCR1 0.565 0.837 0.849 0.536 

 
PCR2 0.600 

   

 
PCR3 0.854 

   

 
PCR4 0.763 

   

 
PCR5 0.830 

 
    

Brand Experience BEX1 0.734 0.794 0.800 0.501 

 
BEX2 0.637 

   

 
BEX3 0.703 

   

 
BEX4 0.751 

 
    

Brand Choice BEQ1 0.716 0.813 0.825 0.542 

 
BEQ2 0.675 

   

 
BEQ3 0.752 

   
  BEQ4       0.796       

 

 

Table 2: Discriminant Validity 
 

  
1 2 3 4 

5  6 

1. Brand Equity 0.736 
   

   

2. Entertainment 0.542 0.722 
  

   

3. Informativeness 0.265 0.307 0.359 
 

   

4. Interactivity 0.498 0.341 0.412 0.876    

5. Perceived Relevance 0.457 0.203 0.337 0.214 0.732   

6. Brand Experience 0.278 0.224 0.491 0.466 0.574  0.707 

 



196 

 

Regarding the path coefficient, the results 
depicted the impact of entertainment on brand 
experience was positive (β = 0.181, t-value = 
2.624, p < 0.05). The outcomes also verified 
that perceived relevance (β = 0.166, t-value = 
2.082, p < 0.05), informativeness (β = 0.434, t-
value = 3.642, p < 0.05), and interactivity (β = 
0.253, t-value = 2.325, p < 0.05) have positive 
effects on brand experience, supporting H2, 
H4, H6 and H8. Furthermore, the outcomes 
displayed that interactivity (β = 0.197, t-value 
= 2.346, p < 0.05), perceived relevance (β = 
0.130, t-value = 2.037, p < 0.05), 
informativeness (β = 0.338, t-value = 3.302, p < 
0.05), and entertainment (β = 0.141, t-value = 
2.739, p < 0.05) have significant positive effects 
on brand equity. Therefore, H3, H5, H7, and 
H9 and accepted. In general, social media 
advertising features contribute 60.7 percent to 
brand experience. Also, brand experience 
accounts for 79.1% of the overall variance in 
brand equity. 

5. Discussion and Conclusion 
The purpose of the present paper was to 
determine if social media advertising efforts 
affect brand equity and brand experience. The 
statistical results showed that brand 
experience has a positive impact on brand 
equity. This result agrees with previous 
literature which reported that brand 
experience is a significant factor that affects 
brand equity positively (Eslami, 2020; Pina & 
Dias, 2021; Shahzad et al., 2019). Additionally, 
Iglesias et al., (2019) confirmed that brand 
equity can be reinforced when customers have 
positive brand experiences. Moreover, 
consumers are likely to make repeat purchases 
when the benefits they receive from a product 

outweigh the effort that is required to obtain 
those benefits. As a result, customers tend to 
have greater satisfaction, which in turn leads 
to stronger brand equity. In light of this, 
marketers should remember that consumers' 
evaluations of a product and online 
advertisements are part of the perceived value, 
in addition to the monetary worth. Hence, it is 
vital for marketing executives to communicate 
about the benefits of purchasing their offerings 
in an attempt to foster brand experience and 
favorable word of mouth. 
 
Moreover, the results established that 
entertainment has a positive impact on brand 
experience and brand equity. These outcomes 
agree with earlier literature which 
demonstrated that entertainment positively 
affects brand experience (Kang et al., 2017; 
Kinard & Hartman, 2013; Lou & Xie, 2021; 
Merrilees, 2016) and brand equity (Ajanthan, 
2017; Godey et al., 2016; Seo & Park, 2018). 

Also, earlier studies (Suthianto, 2023) have 
proven a positive association between 
entertainment and brand experience in social 
media settings. Nawi et al. (2022) added that 
consumers use social media mostly for 
entertainment, leisure, and passing time. 
Therefore, this study demonstrates that 
amusing and entertaining advertising content 
influences brand equity and brand experience. 
This is because when ads on social media 
satisfy the hedonistic desires for escapism, 
those advertisements offer an entertaining 
value to the audience. Accordingly, marketers 
need to pay more attention to creating 
entertaining advertising content across various 
social media sites if they want to improve their 

Table 3: Results of Research Hypotheses 
 

Hypotheses 
Original 
Sample 

Std. Dev. t-value 
P-

Value 

H1: Brand Experience    Brand Equity 0.779 0.062 12.166 0.000 

H2: Interactivity    Brand Experience 0.253 0.109 2.325 0.020 

H3: Interactivity    Brand Equity 0.197 0.084 2.346 0.019 

H4: Perceived 
Relevance 

   Brand Experience 
0.166 

0.080 2.082 0.038 

H5: Perceived 
Relevance 

   Brand Equity 
0.130 

0.064 2.037 0.042 

H6: Informativeness    Brand Experience 0.434 0.119 3.642 0.000 

H7: Informativeness    Brand Equity 0.338 0.102 3.302 0.001 

H8: Entertainment    Brand Experience 0.181 0.069 2.624 0.009 

H9: Entertainment    Brand Equity 0.141 0.051 2.739 0.006 
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target audience's brand experience and brand 
equity. 
 
In addition, the statistical outcomes revealed 
that interactivity is positively correlated with 
brand equity and brand experience. This was 
confirmed by former research which verified 
that interactivity is a positive predictor of 
brand experience (Hafez, 2022; Yoon & Youn, 
2016) and brand equity (Aggarwal & Mittal, 
2022; Ajanthan, 2017; Liu et al., 2020). Beig and 
Khan (2018) also found that brand experience 
correlates positively with social media 
interactions. Additional support was outlined 
by Zollo et al. (2020) who revealed that using 
social media to interact with a particular 
group of customers via different marketing 
content boosts both brand equity and brand 
experience. Also, those who are involved on 
social media networks are more likely to like 
and share their positive experiences with a 
brand. However, an emotional connection is 
one factor that can influence them to like a 
post or share their prior experiences via social 
media. In addition, consumers become more 
active on a brand’s social media page when 
they exhibit a high degree of entertainment 
that provides them with a favorable overall 
experience within that platform. Accordingly, 
users of social media networks tend to 
develop a more positive impression about a 
brand, that ultimately reinforces their overall 
brand experience. 
 
In response to other hypotheses, the findings 
outlined that perceived relevance has a 
significant as well as positive impact on brand 
equity and brand experience. Some prior 
studies lend theoretical support to these 
findings by highlighting the positive role 
perceived relevance plays toward brand 
experience (Hafez, 2021; Zollo et al. 2020) and 
brand equity (Ebrahim, 2020; Godey et al., 
2016; Malarvizhi et al., 2022; Petruzzellis & 
Winer, 2023). Ajanthan (2017) also found that 
advertisements tailored to each individual 
viewer boost brand equity and brand 
experience. In light of these findings, the 
perceived relevance of social media ads has a 
noteworthy role in the formation of positive 
brand experiences and in shaping brand 
equity. Thus, rather than relying on generic 
marketing strategies, it is more effective to 
tailor the marketing messages to individual 
clients and interact with them directly via 
social media networks. 

Lastly, the results verified that 
informativeness has a positive influence on 
brand equity and brand experience. The 
findings match with those of past research 
which established that informativeness is 
positively associated with brand experience 
(Chen & Qasim, 2021; Zia et al., 2022) and 
brand equity (Aggarwal & Mittal, 2022; Bilgin, 
2018). According to Godey et al. (2016), 
internet users have a higher tendency to 
engage with ads that are informative. Other 
scholars highlighted that customers' brand 
experience via social media advertisements is 
heavily influenced by how informative the ads 
are to them (Asan & Antonio, 2023). Likewise, 
the value of advertisements increases in 
proportion to the amount of information they 
supply to customers regarding new items, 
certain product features, and product 
comparisons (Weismueller et al., 2020). Based 
on this result, it is suggested that marketers 
need to have a clear understanding of the kind 
of information customers looking for on social 
media sites and the type of content that can 
strengthen brand equity and customer 
experience. 
 
6. Limitations and Future Research 
Several limitations have been identified in the 
present research, which provide potential 
avenues for future studies. Firstly, the current 
study is constrained in its focus on the retail 
sector; consequently, it is recommended that 
future research endeavors should examine the 
model in a broader spectrum of industrial 
contexts. Second, the study only included 
social media users who shopped at retail 
stores in the UAE. Hence, to address this 
constraint and enhance the generalizability of 
the findings reported in this paper, future 
research on this topic should be done in other 
nations. Third, the study did not take into 
consideration the role of control variables. 
Accordingly, future research should include 
such variables in the analysis for a more depth 
understanding of social media advertising. 
Finally, this study considered the participation 
of customers by utilizing a standardized 
questionnaire that may limit their capacity to 
articulate their thoughts. Hence, in future 
investigations, it may be advantageous to 
employ a mixed-methods approach in order to 
acquire more comprehensive insights. 
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