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Abstract
This study was conducted to examine the impact of social media advertising upon customer purchase intention, given the involvement of brand preference and brand image as the mediators. The technique used for the study was convenience sampling. This research was carried out with the goal of gathering data and analyzing information in order to determine the causes of a decline in the purchase intention of consumers of Metro Shoes Pakistan. The inquisition explores a relationship between the study variables and their influence on the Metro Shoes Pakistan and how these variables affected the overall image of the brand associated with the social media advertising. Customer purchase intention is the key to promote a long-term business success which helps to keep customers and collect customer lifetime value. It is important to determine purchase intention because it is hard to assess customers’ expectations. The intention behind the study caters to the greater impact of social media marketing on the customers. The data collection method was constituted through an online survey questionnaire (response rate is 90.9%). This research study used descriptive research that employed quantitative data for analysis. The target population were those customers who have connected with and visited the web-based media platforms of Metro Shoes in Pakistan. The collected data was tested with the use of SPSS. Cronbach’s alpha was used to check the reliability among items of the scale variables used in the study. The findings showed that all the hypotheses are supported. The results of the sequential mediation analysis and previous research support that enhanced social media advertising positively impacts customer purchase intention and brand preference and brand image have a considerably positive impact on customer purchase intention. At the end results identified that all factors were significant towards consumers purchase intention. Research discovers a strongly positive and significant relationship between the variables that are social media advertising, brand preference, brand image and customer purchase intention in the targeted sample of customers. The results also present the presence of significant and positive sequential mediation. There is also a discussion of the theoretical and practical implications. The study concludes with limitations and future directions along with recommendations. Moreover, this research will help the brand under study to engage in enhancing their social media advertising to become the ultimate choice of preference of consumers.
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CHAPTER I INTRODUCTION
1.1. Introduction of Company
Metro Shoes is one of the oldest original brands of Pakistan, which was established in 1986. Initially, it began with the vision of catering fashion footwear and now it has a wide range of casual, fancy, formal and bridal collection in ladies’ shoes. Metro Shoes has extended its variety to bags, clothing, and men’s shoes. It is known to be one of well recognized brand all over Pakistan. Metro is best known for its footwear, handbags, and accessories with keeping in perspective consumer’s view. Metro also imports its products globally. Its distinctive designs had captured the attention of a large public.
However, in recent years we have seen a gradual decrease in sales of Metro’s products. A lot of new footwear brands have entered the industry with their own trendy designs and advertising tactics which created a competitive environment for all the companies, leading towards a major shift in the choices and the behaviors of the consumers.
1.2. Statement of Topic
The rise of major online enterprises such as Amazon, Facebook, and Google as key players in the digital economy has been a game-changer which has transformed the commercial marketing environment for international corporations (Kannan, 2017). The digitization of the modern era has shifted the interest of consumers from conventional purchasing habits. Some brands lag and are unable to cope with the modern technologies even though they have the investment to upgrade their advertising strategies. Presently social media influence in the market causes an incredible rivalry among the brands. Since today, the entire acquisition of the customers relies upon the nature of influential and creative social media advertising they opt for and showcasing what the advertisers make of brands in the minds of consumers. This is the ideal opportunity for advertisers to choose their objectives and execution in engaging deals, raw celebrity endorsements and customized content to attain a position in the masses following social media. Digital marketing has a significant influence on consumer purchase intent and has advocated ongoing marketing

 (
10
)
strategy adjustments to maintain a competitive connection with the customer. Despite this, there aren't much research on the subject (Toor & Husnain, 2017).
In our research we develop the relationship between our study variables and provide correspondence with the previous literature as to how our study brand Metro Shoes should enhance customer base using the platform of social media for advertising. Customers purchase and prefer those brands which engage consumers input and provide customized brand deals and cater to multiple channels of advertising which are captivating and those which adheres to the psyche of their varied preferences. Purchase intent is influenced by a customer's internet search and hours invested browsing e-commerce websites (Donni, Dastane, Haba, & Selvaraj, 2018). E-commerce businesses must attract both new and returning customers to their websites, which may be accomplished by recognizing the influence of digital marketing on purchase intent. With technological breakthroughs and fierce competition, innovative organizations should build a communication mix (Wong, Dastane, Satar,& Safie, 2019).
1.3. Problem Statement
Although Metro Shoes started as a well reputed brand, but it failed to retain its consumer base due to being ineffective in adapting to changing trends and lifestyle choices thus it is no longer the ultimate choice for consumers. Metro Shoes has faced a major decline in being the preferred choice of consumers due to lack of focus towards the overall social media advertising of their brand. Social media advertising enhances the social media presences of a brand, and ultimately engagement of audience establishes a positive brand image and an online brand community, making the brand preferred choice of potential customers. Therefore, our research will validate that engaging in proactive social media advertising results in building the brand as customers preferred choice.
1.4. Rationale of the study
The rationale of the study is to understand different determinants affecting declining interest of consumers in Metro Shoes and to find a way that can satisfy the customers’ needs and demands. This particular research aims to examine an impact of social media advertising upon customer purchase intention, given involvement of brand preference and brand image as

mediators. Therefore, to determine whether customer purchase intentions are influenced by social media advertising.
1.5. Study Background
The use of all the platforms for social media like twitter, face-book, Instagram etc. is more affordable, a lot cheaper and effective in comparison to other promotional platforms, it conveys the messages more quickly and efficiently to the targeted audience. Fashion footwear industry has a competitive environment. Through social media advertising brands position themselves in the minds of consumers and become the ultimate choice of preference. Consumers are influenced by social media marketing during the entire cognitive process, beginning with brand recognition, improving brand reputation, and increasing brand familiarity (Tuten & Solomon, 2014). For a marketer to grow, it is critical to understand brand tastes and patterns and create marketing campaigns based on the consumer's brand preferences (Aaker, 1997). According to Fishbin (1965), brand attributes are the key elements that can assist a marketer in understanding the brand. market tastes and preferences. Consumers associate themselves with certain brands which provide the perceived standards to them through products or services. And those brands which do not keep up with the pace of changing trends and consumer preferences fade from the minds of consumers.
1.6. Research Question
The research question of this study is “Why has Metro Shoes failed to retain its customer base?”.

1.7. Research Objectives
· The study proposes to investigate the relationship between social media advertising and customer purchase intention.
· To examine the sequentially mediating role of brand preference and brand image on the relationship between social media advertising and customer purchase intention.
1.8. Research Hypotheses
Following are the research hypotheses of this study:
· H1: Social media advertising is positively related to customer purchase intention.
· H2: Brand preference and brand image sequentially mediate the relationship between social media advertising and customer purchase intention.

Our independent variable is social media advertising, our dependent variable is consumer purchase intention, and our mediating variables are brand preference and brand image. The purpose of this research study is to determine whether enhanced social media advertising positively impacts customer purchase intention and to identify whether the brand image and brand preference has a considerably positive and affirmative impact on social media advertising and customer purchase intention. Moreover, this research will help the particular brand under study to engage in enhancing their social media advertising to become the ultimate choice of preference of consumers because ultimately customers are the ones who make the brands. The results can be generalized towards maximum population range of Pakistan since Metro Shoes has operational functioning in various cities of Pakistan. The results acquired from the respondents of study are applicable towards the overall social media advertising of Metro Shoes in Pakistan.

1.8. Theoretical Framework
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CHAPTER II

LITERATURE REVIEW
The literature review explains the rationale that we have examined hidden under our model. Also contains the turn of events and present contentions for the proposed connections, examining how social media advertising is identified with the mediator brand preference and how customer purchase intention relies upon the social media advertising. We have likewise contended that brand image mediates the connection between social media advertising and customer purchase intention.
2.1. Social Media Advertising
An online climate where individuals with basic interests come together to share their contemplations, remarks, and thoughts is termed as social media (Weber, 2007). As per the certain research, web-based media impacts the aim of trust and buying and helps with sharing of information and experience among purchasers (Lu&Hsiao, 2010). Majority of the organizations uses online communications among their clients by urging them to share their buys (So et al., 2017). Online media is used by organizations as a stage through which direct promoting activities are completed and, in this sense, online media is pushing the limits of existence in the cooperation of organizations with likely buyers and advancing the sensation of closeness (Mersey et al., 2010).Through online media devices, organizations have a chance to publicize item and brand advancements, market ads for minimal expense to their clients and get input from them (Hanna et al., 2011). According to Tsimonis and Dimitriadis (2014) web-based media is at the focal point of the present business system and fame of social media, cost-cutting measures as well as exercises of contenders via web-based media persuade advertisers to do web-based media showcasing exercises. Kim and Ko (2012) have classified web-based media showcasing exercises for the rich brands as association, refreshment, entertainment, elegance, stylishness, personalization, and verbal correspondence.
Entertainment is a pivotal segment that energizes member conduct and the coherence of follow-up, which makes good feelings/sentiments about the brand in the personalities of adherents via online media (Kang, 2005). Social media can transform the business as conventional brands can provide with peer to peer and customized offerings increasing the inclination of potential customers (Bilgin, 2018). By using online media as an intelligent correspondence among

customers and brands, it is feasible to acquire demands and needs of clients, their assessments and suggestions on the item and brand progressiveness (Vukasovic, 2013). Incorporation of celebrities endorsing a brand also creates an impact on customer’s mind. With respect to our research, engagement of social media advertising proves to be beneficial in increasing customer purchase intentions.
2.2. Brand Preference
Brand preference is a way to reflect and showcase the willingness and acceptance of a customer to use a certain company's goods and services even when there are equally available options and similarly priced items. Brand preference is linked to brand choice, which can help consumers make better decisions and enable brand purchases (Purohit, 2016). It is customers' brand preferences based solely on physical product characteristics (Keller, 2013).
Shoe buyers' brand loyalty shows their preference for a specific shoe brand. Brand preference has a major impact on consumers' purchasing decisions. For a marketer to grow, it is critical to understand brand tastes and patterns and create marketing campaigns based on the consumer's brand preferences (Aaker, 1997). According to Fishbin (1965), brand attributes are the key elements that can assist a marketer in understanding the brand. market tastes and preferences. Aside from product features, social and emotional factors play a significant role in forming brand preferences. Market brand preferences have gone through three stages called the conventional stage, the rational stage, and the experimental stage (Schmitt, 1999). When customers are part of the rational stage, they choose any brand based on rational decisions made after learning all the facts about the brand and its attributes. Nowadays, rational decision-making for brand choice has moved to a practically experimental level, in which customers first choose to use a brand before deciding on a specific brand preference (Holbrook & Hirschman, 1982). In a nutshell, it is really critical to comprehend the variables that have a direct influence on customers' brand preferences. Several studies have identified the factors that influence a consumer's brand preferences. Social factors, demographic factors, cultural factors, and consumer behavior factors are some of the common factors that have been identified by different researchers in their studies as having a major effect on consumer brand preference. Brand preference comprises of the following extraneous factors:

2.2.1. Peers or relatives' influence
Footwear is a fashion and style statement as well as a basic requirement. As a result, apart from consumers' internal desires and usefulness, the market for footwear is influenced by external factors (Brakus et al., 2009). In the majority of instances, the apparel, like the clothes, serves as a status symbol. Customers are affected by their peer and class groups in different ways. Younger consumers are motivated by celebrities and their peers. Customers in this age group want to be ahead of the fashion curve. Customers in the middle and working classes are affected by their coworkers. Rather than being trendy, they want to fit in with the professional community or environment. Older consumers are less affected because their priorities are comfort and reliability (Endalew, 2015).
2.2.2. Awareness of the brand
Customer decisions are heavily influenced by brand recognition (Keller, 1998). Brands are synonymous with one-of-a-kind and innovative design, as well as consistency, longevity, and, perhaps most importantly, status. Branding is critical for product differentiation and premium pricing in a highly competitive environment like the footwear industry (Anand& Alkeya, 2014). To attract buyers, keep them, and win their loyalty, the footwear industry must invest considerable profits on marketing their products. Customers who are brand conscious would only buy products from companies whose brands are more valuable than their money (Mulugeta, 2016). Brands that are successful will draw new consumers and make new market penetration easier.
2.2.3. Perception of quality
Footwear, like any other product on the market, must meet consumer quality expectations. Regular wear, office/work wear, sports/running wear, and other footwear items must be extremely durable and comfortable. Unique and exotic materials are needed for fashionable footwear. As a result, consistency is critical for customer loyalty in both categories (Thongchai, 2013). Customers' perceptions of quality are influenced by the footwear industry's attempt to convince them by associating the brand with quality (Heding et al., 2009).
2.2.4. Emotional significance
Customers' personal value influences their decision-making and preferences (Zemenu, 2014). Customers purchase footwear that makes them happy and is functional. Customers feel

proud and confident when they wear trendy and fashionable footwear. Customers recognize the value for money when they purchase footwear that is both durable and of high quality. Comfortable and simple-to-wear footwear allows them to appreciate the product's utility (Zajonc& Markus, 1982).
2.3. Brand Image
A brand's image is more than just a logo. Today, it's a mix of consumer affiliations based on their level of involvement with the company. It gives a passionate character to a brand, which produces assumptions and inclinations toward the brand among customers. Any brand's awareness is defined as a perception of the label's substantial indicators, including its title, logo, identity, and trademark, but its image is defined as the brand's place in the eyes of the customer beyond these indicators (Bilgin, 2018). Iversen and Hem (2008) have expressed that the brand picture addresses customers' very own imagery comprising of the multitude of definitions and assessments identified with the brand. Keller (2009) has characterized brand image as it isa customer's perception of and preference for a brand, as indicated in several types of brand associations stored in their memory. A brand image incorporates information and opinions that a consumer may have regarding the brand's varied outcomes and the item's highlights (Lee et al., 2011). Customers' psychological impressions of a brand are shaped through advertising correspondence, usage experience, and societal influences (Riezebos, 2003). Purchasers' opinions about brands and trust are influenced by the psychological consequences of these elements (Yang et al., 2011).
2.4. Customer Purchase Intention
Customer purchase intention is a dynamic and decision-making process that looks at a customer's motivation to acquire a particular brand (Shah et al., 2012). It is a situation in which a consumer will buy a certain item in a specified condition (Morinez et al. 2007). Moreover, customer purchase intention is also an effectively compelling tool to anticipate and predict purchasing measure as stated by (Ghosh, 1990). Additionally, Morwitz (2014) describes and interprets the concept of customer purchase intention as a broadly utilized advertising instrument to assess the effectiveness of a promoting and marketing technique, which can be utilized to anticipate deals, sale offers and share of the market.

2.5. Social media advertising and customer purchase intention
Brand trust can be defined as a customer's ability to trust a product, brand, or service to perform its stated functions, according to a variety of perspectives (Moorman, Deshpande, & Zaltman 1993; Morgan & Hunt 1994; Doney & Cannon 1997; Chaudhuri & Holbrook 2001; Sirdeshmukh, Singh, & Sabol 2002; Erdem & Swait 2004). Brand trust reflects a sense of brand dependability (Erdem & Swait 2004). It's a crucial component of a successful marketing intimacy approach (Morgan & Hunt 1994; Urban, Sultan, & Qualls 2001; Herbst et al. 2012). In the past, the relation between trustworthiness and purchasing intention has been extensively studied in the context of online shopping. (Liu et al., 2005) looked at individual customers' privacy assumptions and how they relate to their purchasing intents to impact online purchases. Customers' purchasing intentions for online purchases were demonstrated to be influenced by their level of trust. Kuan and Bock (2007) looked at the relationship between trust and purchase intent in the context of online grocery shopping and found a positive correlation. Lee and Jeong (2014) observed that customer loyalty in offline banking services led customers to use the offline bank's online banking services in the multi-channel banking situation. In addition, Zboja and Voorhees (2006) looked at customers' views of brand trust and repurchase intent and discovered that brand trust was strongly linked to customer satisfaction and repurchase intent. Marketers' presence on social media provides a sense of familiarity, which could influence purchase intent. As a result of the above discussion, we hypothesize that,
H1: Social media advertising is positively related to customer purchase intention

2.6. Social media advertising and brand preference
The promotion mix, often known as the 4p marketing mix, includes advertising as a subset (product, price, location, and promotion). Advertising is an effective strategy for producing knowledge in the minds of potential consumers so that they can make a purchasing decision. Manufacturers develop an emotional connection with their customers through advertisements. As a result, these customers are more likely to create an emotional bond with the brand's commercials (Latif & Abideen, 2011). When a consumer pays attention to advertising, he or she has an emotional reaction to it, which helps to promote the brand, and others who have a favorable reaction adopt the desired attitude toward it. . Positive reaction to a brand or specific ads, according to Tang et al. (2007), increases the probability of positive assessment (Khan et al., 2012). In

addition, in their studies on Malaysian consumers, Nabsyeh and Bostan (2012) discovered that advertisement is a powerful tool for informing and influencing consumer behaviour. In their research, Latif and Abideen (2011) looked at the effect of ads on consumer purchasing behavior.
Previous research has shown that marketing activities have a positive impact on brand assessment (Aaker 1996; Keller 1993; Keller & Lehmann, 2006). Yoo, Donthu, and Lee (2000), for example, investigated the effect of marketing practises on brand recognition and brand associations. The effect of marketing mix elements on brand image and identity was investigated by Kim and Hyun (2011). Buil, de Chernatony, and Martnez (2013) investigated the effects of marketing communication systems on brand cognitive variables such as perception, consistency, and associations. Consumers are influenced by social media marketing during the entire cognitive process, beginning with brand recognition, improving brand reputation, and increasing brand familiarity (Tuten & Solomon, 2014). Maintaining an active presence in the social media environment where customers are “live” helps brands raise awareness. Furthermore, much like ads or activities, social media marketing is used to improve brand awareness and brand identification, ultimately persuading customers to cultivate a positive attitude toward brand purchasing (Tuten & Solomon, 2014). As a result, the following broad hypothesis was formulated:
H2: Social media advertising is positively related to brand preference.

2.7. Brand preference and customer purchase intention
The focus on customer purchase intent and brand choice is both authoritative and conceptually significant and connected. Such attention has been shown in previous Asian-based studies, such as Leong (2000), who specifically addressed and concentrated on the consumer purchase intention of more youthful buyers or brand customers in general. Similarly, it has been stated and claimed that advertisers have seen customer purchase intent as the most accurate and exact indicator of customer purchasing behavior for some time now. (Pecotich, Pressley, and Roth, 1996; Morwitz & Schmittlein, 1992). The brand rating and ability to buy the brand, as well as the probability of purchase done by customers, were formed as a proportion of the idealness, strength, and uniqueness of a brand's image or brand preference. (A. O'Cass and K. Lim, 2002). The current study found that brand value increases both customer preferences and purchase intentions, and that the brand with the highest value in each category caused a significantly higher level of preference and purchase intention. Customers' preferences for a brand, as well as their respective purchasing

intents and eventual brand decision, are influenced by brand value or brand equity. (C. J. Cobb- Walgren, C. A. Ruble, and N. Donthu) (1995).
Cobb-Walgren, et al. (1995) assert that brand value influences brand choice and customer purchase intent, as well as directly and indirectly influencing buyers' brand decisions. Similarly, numerous researchers (Myers, 2003; Prasad & Dav, 2000; de Chernaony, 2004) have pointed out that high value leads to high brand loyalty and preference. Because brand value is represented in brand inclination or preference, it is quite likely that a customer's brand choice will be shown in their purchase intention (Chang & Liu, 2009). As a result, brand preference has a considerable positive impact on and influences customer purchase intent, and the two are positively associated. (H. Moradi, A. Zarei, H. Moradi, H. Moradi, H. Moradi, H. Moradi, H. Moradi, H. (2011). At the moment, such experiences are critical for forming shopper brand preferences and motivating future purchasing decisions (Gentile et al., 2007; Schmitt, 2009). Brand preference is determined by a single value, which is the result of a logarithmic condition (Bagozzi, 1982), and it is based on utilitarian beliefs as the fundamental driver of customer evaluation reactions. According to Hellier et al. (2003), brand preferences reflect a learned air for perceived choices, which is highly linked to repurchase intention. Finally, three factors devised by Hellier et al. were used to predict client repurchase intention (2003). As a result, there was an immediate and positive link between customer brand preference and repurchase intent. (R. Ebrahim, A. Ghoneim, Z. Irani, and Y. Fan) (2016).
Firms invest a variety of resources to understand and grow strong brand value (Builet al., 2013), which in turn influences brand preferences and, eventually, customer purchase intent. Chang et al., 2008; Chen & Chang, 2008; Moradi & Zarei, 2011; Tolba & Hassan, 2009; Chang et al., 2008; Chen & Chang, 2008). Solid brands are preferred by customers because they reduce item-related risk and disappointment, remove vulnerability over item selection, and provide enthusiastic and social benefits (Fischer, Volckner, & Sattler 2010). Fishbein and Ajzen (1975) hypothesized that the relationship between conduct, viewpoints, and purchase intention was viewed as a strong support for a brand that was coordinated to the customer purchase intention (Builet al., 2013) Because Cobb-Walgren et al. (1995) claimed that there is a strong link between brand value and consumer purchase intention, and brand value reflects brand preference, it is safe to assume that brand preference and customer buy intention are linked as well. The researchers

also claimed that the two (brand preference and customer purchase intention) have a favorable relationship (Chen & Chang, 2008; Chang & Liu, 2009; Tolba & Hassan, 2009; Moradi & Zarei, 2011). Furthermore, scientists have proposed six phases prior to purchasing an item: awareness, information, interest, inclination, influence, and finally purchase (Kotler & Armstrong, 2010). Customers' purchase intentions are also influenced by brand choice. Brand preference gives consumers a sense of brand positioning, and shoppers consciously favour the brand at the front of their minds (Tolba & Hassan. 2009; Builet al., 2013).
Hypothesis of contemplated activity additionally upholds the possibility that good disposition for a brand prompts customer purchase intention for something very similar (Buil et al., 2013) Thus, it tends to be reasoned that if the footwear ventures and associations keeps up the top notch brand equity, it will make individuals lean toward the brand which thusly causes the positive brand preference and this great mentality of the individual triggers the purchase intention and subsequently the customer purchase intention and brand preference are in positive relation with each other. Therefore, in light of the above discussions, we hypothesized the following:
H3: Brand preference is positively related to customer purchase intention

2.8. Brand preference as mediator
When customers gravitate toward a specific brand and purchase an item or service when provided with similar outcomes, this is referred to as brand preference (Hellier et al., 2003). From a psychological standpoint, a shopper's preferences are made up of three main components: psychological, affective, and cognitive. Crites, Fabrigar, and Petty (1994) asserted that an individual's disposition might be discerned by his or her demeanor and proclivity for behavior. Exploration of alternative choices is predicated on inclination (Lutz, 1991).
To begin, value equity is a client's target appraisal of a brand's usefulness based on the impression of what is given in exchange for what is received (Vogel et al., 2008). Quality, expense, and lodging are three major factors that influence esteem worth (Lemon et al., 2001). Second, connection value conveys a client's desire to maintain a relationship with a brand beyond objective and subjective evaluations. In most cases, a firm's control over dependability programs can improve relationship value; but, as clients are given more options, loyalty to a specific brand becomes more brittle than it was yesterday (Kim., 2012). What matters most is to build strong

customer relationships through great treatment or appreciation, and online community programs might be an effective way to do so. Finally, brand value is a client's emotional and ephemeral assessment of a brand that goes far beyond its financial worth (Kim et al., 2008; Lemon et al., 2001).
Without a doubt, a marketing action such as publicising has an impact on the customer's inner and outer behaviour. The shoppers' judgments are influenced by openness, such as seeing a promotion; consideration, which suggests that the buyer observes the ad; mindfulness, which is usual if the notice contains some comedy; and maintenance, which keeps or stays in the buyer's memory. Notices also have an impact on information by providing facts, demeanour, character, buyer lifestyles, and shopper lifestyles. The concept of marketing allows for the inclusion of buyers, who have a significant impact on the buyers' purchase decisions (Vivekananthan., 2010).
Morwitz et al., (2007) defined buyer goal as a situation in which a shopper is compelled to purchase an item as a result of specific circumstances. The relationship between buy expectation and commercial appropriateness has been discussed previously. As a result, Baker and Churchill (1977) developed a scale to assess promotion readiness. According to Kwek et al., (2010), buy expectancy is one of the qualities associated with psychological behavior. According to certain experts, customer thinking in purchasing is a proportion of procurement goal. Expectations and mentalities are two factors to consider. Goals address "the individual's inspiration in the feeling of their cognizant arrangement to apply exertion to complete a conduct," while mentalities address "the individual's inspiration in the feeling of their cognizant arrangement to use exertion to complete a conduct." The client's eagerness to purchase, increment, and use the brand is referred to as the buy aim. The research lead by (Walgren, et al., 1995) looks at brand value, brand inclination, and buy intention, with the relationship between brand value and buy aim still being studied. Brand choice has been shown to influence business execution in the past. Stronger brand preference, according to Aaker and Jacobsen (1994), has a favorable and large connection with the entire brand image in the eyes of customers. As a result, we propose the following hypothesis:
H4: Brand preference mediates the relationship between social media advertising and customer purchase intention

2.9. Brand preference and brand image
The value of a brand's image in marketing has long been recognized (Keller, 1998). Brand image, according to Mao (2010), is critical in the growth of a company's brand. Aaker (1991) defines brand image as "a visual representation of a company's identity." ""something connected in memory with a brand, generally in some meaningful way," and can be defined as the sum of a consumer's thoughts and opinions about a brand (Campbell, 1993). Kotler and Armstrong (1996), on the other hand, define brand image as "a collection of opinions on a certain brand. When buyers compare brands, this collection of beliefs plays an important role in their decision-making. According to Faircloth et al (2001), brand preference can be established either directly or indirectly through brand image and brand attitude. Brand image has a positive impact on brand preference, according to Juntunen et al. (2011), Chang and Lui (2009), and Mishra (2009). As a result, we propose the following hypothesis:
H5: Brand preference is positively related to brand image.

2.10. Social media advertising and brand image
The arrangement of affiliations related to the brand in buyers' memory, representing how the brand is regarded in the psyche of shoppers (Keller, 1993), is appealing in distinguishing the fundamental brand proposal from competition (Webster & Keller, 2004). To put it another way, brand ascribes are the enticing characteristics and highlights that characterize a brand, reflecting the brand's sentiments to buyers (Keller, 2001). Customers' perceived value is addressed by brand credits; it is also viewed as the brand's helpful, experiential, and representative worth accommodated purchasers (Keller, 2013). Customers' assessments and judgements about a brand's qualities and benefits are referred to as brand disposition, and it refers to the piece of all relevant brand components and encounters in buyers' memory (Keller, 2010). Brand image is regarded as one of the most important aspects in the brand-building process because it is effective in forming buyers' image inclination (Cobb-Walgren et al., 1995), which is strongly linked to the brand's ability to charge an exceptional price (Persson, 2010), future benefits (Chen & Chang, 2008), and brand reliability (Chen & Chang, 2008). (Villarejo-Ramos & Sanchez-Franco, 2005).
Given the importance of brand-related data in customers' dynamic cycles, previous research has recommended advertisers to communicate brand-related data through various channels on a regular basis in order to build a stable, ideal, and unique brand relationship in

shoppers' minds (Buil et al., 2013; Nikabadi et al., 2015; Langaro et al., 2018). The apparent relationship between purchasers and brands created by brand communication and experience is seen as a contributor to the development of the brand image in the brand-building process (Reza Jalilvand & Samiei, 2012) Given the growing importance of online media in marketing, advertisers are increasingly relying on social media marketing (SMM) to deliver brand-related messages and build a strong and positive brand image in the minds of customers (Keller, 2013).
Consumers get fun and interesting information from online media brand contact with engaging components, such as images and videos shared on Facebook and Instagram, which is appealing in attracting the attention of buyers looking for delight and happiness (Manthiou et al., 2014; Merrilees, 2016). Openness to engaging brand content, such as video clips, images, and anecdotes, appears to encourage brand review and memorability (Ismail, 2017). When customers engage in the engaging elements available on web-based media brand pages, their enthusiasm aids in the development of a good experience-related connection with them, and as a result, they are more likely to regard the brand positively (Liu & Arnett, 2000; Keller, 2013) Brand pages with games, stories, challenges, giveaways, dynamic liveliness, photographs, and recordings, to be sure, are considered as exciting, invigorating, and showy, and can create a positive experience, which is a fantastic component in creating purchasers' strong and uplifting outlook toward the brand (Taylor et al., 2011). As a result, we propose the following hypothesis:
H6: Social media advertising is positively related to brand image.

2.11. Brand image and customer purchase intention
Several scholars, including (Lee & Lim, 2020), (Sousa et al., 2019; Park & Park, 2019), have stated that brand image has been a hot topic in advertising literature. Furthermore, brand image has played a significant role in organization recognition and has shown to be an effective marketing tool (Park & Park, 2019). Furthermore, brand image research has been regarded as the foundation of promoting and publicizing research. It has not only been used as a rule for strategic showing mix concerns, but it has also played an important role in increasing long-term brand value (Aaker, 1996; Keller, 1993). Keller (1993) investigated that the brand picture was defined as insights about the brand revealed by the brand connections retained in the purchaser's mind. Furthermore, a clear brand image has helped customers comprehend the company's requirements and distinguish it from its competitors. As a result, the likelihood of buyers purchasing the brand

has increased (Hsieh et al., 2004). An organization or its products/benefits that consistently have a positive image in the eyes of the general public will almost certainly have a better position on the lookout, a more favorable advantage, and a larger share of the entire industry and execution (C. W. Park et al., 1986; Sondoh Jr et al., 2007) Some previous studies have acknowledged a link between brand image and consumer loyalty (Anwar et al., 2019; Wu et al., 2011). Earlier studies revealed that brand image was a predictor of consumer loyalty and had a significant impact on consumer loyalty (Anwar et al., 2019; Wu et al., 2011).
When customers have a favorable impression of a store's image, it has a positive impact on the store's brands (Dhar & Hock, 1997; Pettijohn et al., 1992). According to Agrawal et al. (1996) and Dhar and Sell (1997), a store's image has an impact on the evaluation of its image. The findings of Vahie and Paswan's (2006) study confirm that the quality component of the store picture has an impact on quality and love. In summary, the sign usage hypothesis asserts that a store's image can influence item quality (Dawar & Parker, 1994). Furthermore, the brand augmentation essay supports the idea that store affiliations might add up to the store's brands (Collins-Dodd and Lindley, 2003). Moreover, when customers are unfamiliar with the brand, the store image is typically the most important indicator for making a quick purchase decision. As a result, the store image has a direct and positive association with the buyers' purchase intent. The greater a customer's purchasing goal is, the more certain a store image is (Dodds et al., 1991; Grewal et al., 1998). As a result, we propose the following hypothesis:
H7: Brand image is positively related to customer purchase intention.

2.12. [bookmark: _TOC_250034]Brand image as mediator
Brand image clarifies how clients recognize a particular brand, while brand distinctiveness is the procedure all through which a company starts their image in the commercial center and gains the understanding of clients. Ultimately, clients may frame an alternate brand picture to them to what the organization exhibited or proposed (Bian X, 2011). In current years, because of specialized developments, buyers are fundamentally more mindful and just purchase the items which are popular and are as per their provisions. The inclinations of the organization might be drawn nearer by permitting the thinking about the shoppers to purchase the results of their specific brands as extensive as could really be expected. At the point when customers have an aim to purchase an item, the underlying idea that rings a bell is the brand name, which shows brand

inclination. The decision of clients to buy an item can be the impact of whether a brand has prevalent brand picture (Krishnan, 1998). This characterizes the possibility that the results of having a raised brand picture will have a high pace of the commercial center offer and an improved worth evaluation. Moreover, while choosing explicit items, the clients have confidence in the alleged worth and brand cognizance. Hence, we hypothesize:
H8: Brand image mediates the relationship between social media advertising and customer purchase intention.
2.13. [bookmark: _TOC_250033]Brand preference and brand image as mediators
Clients' proclivity toward specific brands that audit their intellectual data handling for brand upgrades was defined as brand inclination. The focused control unit and the psychological capacities of customers were featured in this concept (Bettman et al., 1975; Ebrahim et al., 2016). In this vein, it was discovered that a buyer's perception of a brand elicits inclinations or viewpoints, which influence his or her goals and brand decisions (Bagozzi, 1982). The inclination represented a transition between the sources of information and the buyer decision model's outcomes. It was the link between data management and the desire to acquire or chose something (Bagozzi, 1983). Brand inclination was defined as a social affinity that reveals a customer's attitude toward a certain brand (Ebrahim et al., 2016). One of the customer judgments shaped regarding a brand has been brand inclination. It was a state in which a buyer preferred a specific brand because they had positive feelings toward it. In most cases, brand preference emerged at the client direction's elective appraisal stage (Kotler & Keller, 2016).
Buy expectation, according to Fishbein and Ajzen (1975), is the purchaser's actual desire for commodities. The buy goal was defined as a combination of the shoppers' interests and the likelihood of acquiring the products. Previous research found that buy anticipation was strongly linked to demeanor and preference for the brand or item (Kim & Ko., 2012). Buy expectancy, according to Kotler (2003), can be influenced by a person's judgments as well as unanticipated occurrences. A singular's perspectives identified with private inclination and unanticipated conditions highlighted the conditions that change the buy expectation (Kotler, 2003). Moreover, different researchers placed that purchasing aim was characterized as the propensity of the buyers to buy the merchandise. The more a client might want to purchase an item, the higher the buy goal (Dodds et al., 1991). Hence, we hypothesize:

H9: Brand preference and brand image sequentially mediate the relationship between social media advertising and customer purchase intention.

CHAPTER III

METHODOLOGY
This segment presents the research design components and research methodology utilized in our study. It consolidates the study setting, research plan, population of the study, sampling techniques, research participants, information source, sample size, the instruments used for data collection and analysis.

3.1. [bookmark: _TOC_250032]Research Design
3.1.1. [bookmark: _TOC_250031]Purpose and Type of Investigation
The goal of our study was to determine the relationship between our study variables and test our proposed hypotheses, i.e., social media advertising, brand preference, brand image and customer purchase intentions. The study proposed a deductive reasoning. The study followed a quantitative approach as we prospected our results on the basis of customer responses to obtain actionable insights. The study was nonexperimental, and we utilized the correlation research design to test relation of our proposed hypotheses and relationship between study variables, proposing why Metro shoes is not the ultimate choice of customers.
3.1.2. [bookmark: _TOC_250030]Study Setting and Extent of Researcher Interference
Minimal to no interference was executed during the data collection method to eliminate any biases. The study setting was non-contrived as the data was collected from the study participants in natural setting and the role of researcher was limited only to the explanation of the questionnaire to make the participants understand the purpose to get real time responses without any non-sampling error.
3.1.3. [bookmark: _TOC_250029]Unit of Analysis and Time Horizon
The study participants comprised of consumers from different areas/ cities of Pakistan. Therefore, the unit of analysis for the study was individual. The time horizon of the research was conducted in a one shot/ cross sectional way since the data of our study was obtained during weekly duration and only once.

3.2. [bookmark: _TOC_250028]Definition of Study Variables
3.2.1. [bookmark: _TOC_250027]Brand Image

"Buyer impression of and preferences for a brand, as represented in different forms of brand affiliations maintained in purchasers' memory," according to Keller (2009). According to (Lee et al., 2011) the brand image incorporates information and opinions that a consumer has about the brand's numerous outcomes and item features Brand image is far more thana logo that recognizes a business, item, or service. Today, it is a blend of the affiliations of customer. It gives an enthusiastic personality to a brand, which produces opinions and inclinations toward the brand among customers. Brand image is clients' thought process of a brand. It's possible to define it as the brand's perception of the clients' personalities. This picture is established over the long haul. Clients structure a picture in view of their associations and involvement with a specific brand. These interactions occur in varied structures but may not include buying or utilization of products and services.
3.2.2. [bookmark: _TOC_250026]Brand Preference

Brand preference is one of the measures of a brand's power within collective psyche of customers. It reflects which companies are preferred under the premise of price and availability being equal. Recently, brand choice has piqued the interest of researchers (Pool et al., 2018; Vongurai, 2020). Clients' tendency for certain brands was defined as brand inclination, which audited their mental data processing towards brand upgrades. The focused control unit and the cognitive capacities of customers were included in this concept (Bettman et al., 1975; Ebrahim et al., 2016). As a result, a buyer's perception of brand credits triggers inclinations or viewpoints, which influence his or her aims and brand selections (Bagozzi, 1982).
Brand preference is an advertising metric that mirrors the strength of a brand on the lookout. This marker shows whether shoppers lean towards a specific brand over others from a similar class.
3.2.3. [bookmark: _TOC_250025]Customer Purchase Intention

The probability of a consumer purchasing a product or service is known as customer purchase intention. A user's commitment (Ajzen & Fishbein, 1980), plan, or choice to carry out an activity or attain a goal has been characterised as consumer intentions (to make a purchase). Synonymously at times it  is used with choice, decision, and plans. Purchase intentions are

correlated and predict future sales. It is the readiness of a customer to purchase a specific product or service. Therefore, it is a reliant variable that relies upon a few outer and inside factors. Customer purchase intentions are a proportion of the respondent's demeanour towards availing a service or product.
3.2.4. [bookmark: _TOC_250024]Social Media Advertising

The business or act of making something known to the public, typically by some form of paying media, is described as advertisement. The use of the Internet to attract visitors to a website and send marketing messages to the appropriate clients is known as online advertising (Ao & Nguyen, 2020, Feifer, 2018). The most major advantage of digital advertising is that it allows for product promotion regardless of location (Janssen & Janssen, 2018). It's a technique used by marketers to bring attention to the brand or service. The use of online media channels to communicate with consumers in order to establish a brand image, improve sales, and drive traffic to a website is known as social media marketing. Posting amazing material to your social media accounts, paying attention to and connecting with followers, assessing your outcomes, and implementing web-based media marketing are all part of this process. Twitter, Instagram, Facebook, YouTube, LinkedIn, Pinterest, and Snapchat are the most popular and significant online media platforms.

3.3. [bookmark: _TOC_250023]Population and Sample
3.3.1. [bookmark: _TOC_250022]Target Population
All customers who have engaged with and visited Metro Shoes' social media platforms in Pakistan are included in this study's target audience. The Metro Shoes customers included males and females with different backgrounds. The online questionnaire included multiple choice questions distributed among customers of Metro Shoes that had engaged with it for at least once to be a representative of target population as sample. The results are drawn from the assumptions that all respondents who filled the questionnaire have had an engagement with Metro Shoes or know about it.
3.3.2. [bookmark: _TOC_250021]Sampling Technique
Since the core objective of our research is to identify if Metro Shoes is the ultimate choice of preference for consumers. We have conducted our research to see if Metro Shoes is the ultimate

choice of preference for consumers of Pakistan. To obtain maximum number of responses, perfect an exact outcomes convenience was used. The sampling technique which we have utilized in our research was opportunity/ accidental/ convenience sampling technique in which a group of individuals are selected which are easy to reach and target. Among the whole convenience sample the whole population had an equivalent opportunity to be chosen therefore, this indicates random sampling to some extent as this technique is considered as simple, quick, and cost effective to obtain maximum responses which comprise of varied areas from Pakistan and from different walks of life.
3.3.3. [bookmark: _TOC_250020]Sample Size
From the population we chose the customers living in Pakistan and applied random sampling technique. The sample included 300 responses as sample size of the study was taken based on a theory by Nunnally, (1978) this theory is also known as latent trait theory which is basically a psychometric theory which is basically used to identify each, and every individual response and these parameters are according to the properties of individual items. as ten multiply by the number of items in the questionnaire i.e., (20*15=300). Where each respondent is assumed to have been a customer of metro shoes.

3.4. [bookmark: _TOC_250019]Data Collection
3.4.1. [bookmark: _TOC_250018]Procedure for data collection
Primarily our data collection procedure comprised of a questionnaire survey. Questionnaire was formulated on Google forms. The questionnaire had two sections, (Section A) addressed the demographical information associated with the study participants i.e., name, gender, age, marital status, residential area, income bracket, occupation, and experience. (Section B) included the questions related to our study variables i.e., social media advertising, brand preference, brand image and customer purchase intention. Hence, our survey questionnaire comprised of twenty- eight questions.
3.4.2. [bookmark: _TOC_250017]Scales and Measurement
A five-point Likert scale was used to assess all four variables, with 1 indicating strong disagreement and 5 indicating strong agreement.
Statistical Technique and Statistical Tool

We have utilized the Model 6 of SPSS process Hayes for the testing of our proposed hypotheses.

Social Media Advertising

Social media advertising was measured using 6-items scale developed by (Hanaysha, J., 2016). A Sample of social media advertising states, “The social media advertisements for Metro Shoes are frequently seen.”
Brand Preference

Brand preference was measured using a 5-items scale developed by (Sääksjärvi, M., & Samiee, S., 2011). An example of sample for brand preference is, “I prefer Metro Shoes over other brands like it.”
Brand Image

Brand image was assessed by using a 5-items scale developed by (Hien, N., 2020). The sample items for brand image include “Metro Shoes is one of the best brands in the industry.”
Customer Purchase Intention

Customer purchase intention was assessed using a 4-items scale. The sample item includes “I will buy products of Metro Shoes that are advertised on social media.” established by (Al alwan, A. A., 2018).

CHAPTER IV

RESULTS
We have used descriptive statistics to present the analysis of data along with interpretations in the following:
4.1. [bookmark: _TOC_250016]Participants’ Characteristics
Table4.1: Frequency Analysis of Demographic Variables
	
	Frequency
	Percent

	Gender
	
	

	Female
	256
	85.3

	Male
	44
	14.7

	Age
	
	

	18-24
	186
	62.0

	25-30
	62
	20.7

	31-35
	25
	8.3

	35 and above
	27
	9.0

	Marital Status
	
	

	Divorced
	3
	1.0

	Married
	76
	25.3

	Unmarried
	221
	73.7

	Income Bracket
	
	

	10k-15k
	93
	31.0

	15k-20k
	26
	8.7

	20k-25k
	23
	7.7

	25k-30k
	34
	11.3

	35k or above
	124
	41.3

	Occupation
	
	

	Government Employee
	21
	7.0

	Private Employee
	60
	20.0

	Self-employed
	58
	19.3

	Student
	142
	47.3

	Unemployed
	19
	6.3

	Experience
	
	

	Less than a year
	30
	10.0

	1-2 Years
	32
	10.7

	2-3 Years
	42
	14.0

	3-4 Years
	61
	20.3

	More than 4 Years
	135
	45.0



The table provides frequency analysis of research participants by their gender, age, marital status, income bracket, occupation, and experience with Metro Shoes. The findings indicated that majority of the participants were female (256, 85.3%) while one-fifth of the participants were male (44, 14.7%). The age of 200 respondents ranged from 18 to 35 and above years. Majority of the participants belonged to 18-24 years age group (62.0%), followed by 25-30 years age group (20.7%), 31 to 35 years age group (8.3%) and 35 & above years (9.0%). (73.7%) 221 respondents
were found to be unmarried, (25.3%) 76 were married and (1.0%) 3 were divorced. Amongst 200 respondents 124(41.3%) have income of 35k and above while 93 (31.0%) have income bracket of 10k-15k. Majority of the respondents were found to be students followed by private employees 142(47.3%) & 60(20.0%). It was also found out that majority of the respondents had more than 4 years of experience with Metro Shoes 135(45%).
4.2. [bookmark: _TOC_250015]Descriptive Analysis of Demographic Characteristics

  Table4.2.: Participants Characteristics Descriptive Analysis  

	Characteristics
	Mean
	Std. Deviation

	Gender
	1.85
	.354

	Age
	1.64
	.969

	Marital Status
	1.27
	.468

	Income Bracket
	3.23
	1.746

	Occupation
	2.34
	1.065

	  Experience	
	3.80	
	1.372	



Each demographic variable's descriptive data are summarized in the table above. All the criteria were assessed using point Likert scale of range five. According to descriptive statistics, the assessed lowest range of replies for all of the variables studied is 1 and the greatest number is 5. The answer standard deviations ranged from 0.354 to 1.746, with mean values ranging from 1.27 to 3.80. The mean score for variables gender, age, marital status, income bracket, occupation, and experience were high and significantly exceed from midpoint. Responses of gender had mean = 1.85, and SD = 0.354 which implies that majority respondents are females. Age variable resulted in mean = 1.64 and SD = 0.969, suggesting that majority of the respondents lies between the age group of 18 and 24.
Additionally, variable of marital status produced mean = 1.27 and SD = 0.468 which indicate that majority of the respondents are unmarried, Income status produced mean=3.23 and

SD=1.746 indicating that majority of the respondents are earning 35k and above. Occupation shows mean=2.34 and SD=1.065 which tells us that many of the respondents are students Finally, subjective experience with Metro Shoes reported mean = 3.80, SD = 1.372, exhibiting that majority respondents have more than four years of experience with metro shoes.

4.3. Descriptive Statistics of the Study Variables
 	Table 4.3: Descriptive Statistics of Study Variables	

	Variables
	Mean
	Std. Deviation

	Social Media Advertising
	2.76
	0.904

	Brand Image
	3.07
	0.967

	Brand Preference
	3.15
	0.891

	Customer Purchase
  Intention	
	3.45
	0.983



Table 4.3 summarizes the descriptive statistics for each research variable. All the criteria were assessed using a five-point Likert scale. According to descriptive statistics the mean values vary from 2.76 to 3.45, with response standard deviations ranging from 0.891 to 0.983. The mean score for items assessing social media advertising, brand image, brand preference and purchase intention were high and much higher than the midpoint. Social media advertising had an average (mean) of 2.76 and a standard deviation of 0.904. Brand image items had a mean (average) of 3.07 and a standard deviation of 0.967. Additionally, brand preference yielded a mean of 3.15 and a standard deviation of 0.891. Finally, customer purchase intention had a mean of 3.45 and a standard deviation of 0.983.
4.4. [bookmark: _TOC_250014]Bivariate Crosstabulation among the demographic variables
 	Table 4.4: Gender and Income Bracket	

	Gender * Income Bracket Crosstabulation

	Income Bracket

	
	
	10k-15k
	15k-20k
	20k-25k
	25k-30k
	35k or above
	Total

	
Gender
	Male
	7
	5
	10
	5
	17
	44

	
	Female
	86
	21
	13
	29
	107
	256

	Total
	
	93
	26
	23
	34
	124
	300


The distribution of research correspondents ‘Gender by their income bracket is presented in the above table. Out of 200, most of the respondents were female. 107 have income bracket of 35k and 86 female respondents have 10k-15k of income, 29 female respondents have 25k-30k of

income. Moreover, 21 females have income bracket of 15k-20k lastly 13 respondents have income bracket of 20k-25k. The table also indicates 17 males have income racket of 35k and above 10 male respondents have income of 20k-25k, 10k-15k is earned by 7 male respondents lastly 15k-
20k and 25k-30k is earned by 5 male respondents respectively.
4.5. [bookmark: _TOC_250013]Exploratory Factor Analysis
Table 4.5: Exploratory Factor Analysis
	Exploratory Factor Analysis

	Items
	
	Components
	
	Communalities

	
	SMA
	BI
	CPI
	BP
	

	SMA1
	.650
	
	
	
	.529

	SMA2
	.804
	
	
	
	.723

	SMA3
	.850
	
	
	
	.808

	SMA4
	.819
	
	
	
	.756

	SMA5
	.743
	
	
	
	.666

	SMA6
	.657
	
	
	
	.547

	BI1
	
	.744
	
	
	.718

	BI2
	
	.811
	
	
	.814

	BI3
	
	.841
	
	
	.822

	BI4
	
	.785
	
	
	.780

	BI5
	
	.595
	
	
	.637

	CPI1
	
	
	.811
	
	.711

	CPI2
	
	
	.880
	
	.815

	CPI3
	
	
	.755
	
	.670

	CPI4
	
	
	.617
	
	.535

	BP1
	
	
	
	.716
	.700

	BP2
	
	
	
	.640
	.570

	BP3
	
	
	
	.707
	.713

	BP4
	
	
	
	.623
	.458

	Eigenvalue
	7.411
	2.729
	1.683
	1.195
	



	% Of total
variance
	39.005%
	14.361%
	8.623%
	6.290%

	Total
Variance
	
	
	
	68.279%


Source: Data has been extracted from SPSS.
 	Table 4.5.1: KMO and Bartlett’s Test	

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.89

	Approx. Chi-Square
	3483.9

	Bartlett's Test of Sphericity
	df
	171

	
	Sig.
	.001


Source: Data has been extracted from SPSS

We ran EFA using SPSS 24 version to see factor structure. A principal component factor analysis of 19 Likert scale items was performed. The Kaiser-Meyer Olkin (KMO) sampling adequacy test resulted in a score of 0.89, which is higher than the widely suggested threshold of
0.60. (Kaiser, 1970, 1974). This value of KMO indicated sample size was viable for factor analysis. With χ2(171) =3483.987, p <0.001, Bartlett's test of sphericity gained statistical significance, indicating that correlations were strong enough for EFA.
According to Osborne and Costello (2005), in social science sciences, communalities within the range of 0.40 to 0.80 are the most common and acceptable. All components of social media advertising, brand image, brand preference and customer purchase intentions have communalities withing the range 0.45 to 0.82 which confirm that each item in the data set shared some common variation with other items. Given indices supported the inclusion of all 19 items in the factor analysis.
The Eigenvalues analyses interpreted that the first four components had their initial Eigenvalues above 1 i.e., 7.411, 2.729, 1.638 and 1.195 respectively. The values of these
components total variance are 39.005%, 14.361%, 8.623% and 6.290% respectively. The remaining components 5th, 6th till 19th had an initial Eigenvalue below 1. The general rule of thumb used to determine the number of factors retains is Kaiser ‘s criterion (Kaiser, 1960; Hair et al.,

2006; Yong and Pearce, 2013). Following the general rule of thumb, the components that will be retained will be those with the initial Eigenvalue above 1. According to the rule, a four-factor solution with a total cumulative variance of 68.279 percent of the overall variation was selected.
All items in rotated component matrix had initial loadings above the required absolute threshold value of 0.60 (Field, 2013; Guadagnoli and Velicer, 1988; Hair et al., 2006). The first 6 items were loaded on the first factor, which represents social media advertising, followed by 5 items on the second factor, which represents brand image, followed by 4 items on the third factor, which represents customer purchase intent, and finally 4 items on the fourth factor, which represents brand preference. Factor loadings for social media advertising varied from 0.650 to 0.850, while brand image factor loadings ranged from 0.594 to 0.841.
However, we utilize a general rule of thumb for brand image (BI5) and consider it as part of that group where it has a higher value of factor loading, thus we consider it as part of second factor. The loadings for one item are less than the threshold of 0.60 and the remaining values are above the acceptable range of 0.60. The factor loading for customer purchase intention ranged from 0.617 to 0.880, and the factor loading brand preference ranged from 0.623 to 0.716.
Finally, the data revealed that each variable is independent of the other study variables, and each item is linked to the studied predicted factor structure.
4.6. [bookmark: _TOC_250012]Reliability Analysis
Table 4.6: Reliability of Study Variables
	Variable
	No. of
Items
	Cronbach’s Alpha α
Value
	Level of
Reliability

	Social Media Advertising
	6
	0.88
	Very Good

	Brand Image
	5
	0.87
	Very Good

	Brand Preference
	4
	0.72
	Adequate

	Customer Purchase Intention
	4
	0.85
	Very Good



Cronbach's alpha values were used to assess the consistency and reliability of each construct's elements (i.e., social media advertising, brand image, brand preference and customer purchase intention). According to Cronbach (1951), the threshold value to verify reliability and internal consistency of a scale ‘s items is that it should be equal to or greater than 0.70. Moreover,

Kline (1998) advocated that value of Cronbach‘s alpha (reliability coefficient) greater than or equal to 0.90 can be regarded as (excellent), an alpha value near to 0.80 as (very good) and an alpha value approximately 0.70 as (adequate).
Table displays the outcomes of reliability test for the current study and Cronbach ‘s α for all variables ‘scales met the threshold value, ranging among adequate and very good (i.e., 0.85 to 0.88). he results indicated that all variables have internal consistency of 85% to 88% and there is no kind of reliability issue in our data set.
4.7. [bookmark: _TOC_250011]Data Normality
 	Table 4.7: Data Normality	

	Skewness
	Kurtosis

	Variables
	Statistic
	Std. Error
	Statistic
	Std. Error

	Social media advertising
	.434
	.141
	.232
	.281

	Brand image
	.356
	.141
	-.257
	.281

	Brand preference
	-.005
	.141
	-.790
	.281

	Customer purchases intention
	-.727
	.141
	-.170
	.281



To ensure that the data was normal, we used kurtosis and skewedness. Skewedness identifies the existence of outliers by measuring the tail extremity, whereas kurtosis gauges the degree and direction of asymmetry. Kurtosis ranged from plus 3 to minus 3 (SE = -0.170 to 0.232) and skewedness ranged from + 1 to -1 (SE = -0.005 to 0.434) for each item (Hair et al., 2010).
4.8. [bookmark: _TOC_250010]Multicollinearity
Multicollinearity among the study variables i.e., social media advertising, the variance inflation factor, VIF, tolerance and condition index were used to study brand image and preference. The VIF should be less than 10, the tolerance value should be less than 0.1, and the condition index should be less than 15. (Fox, 1991; Pallant, 2011). Social media advertising (1.495), brand image (1.583), and brand preference (1.265) all had VIF values less than ten in our study. Furthermore, the independent variable tolerance levels were all larger than 0.01.
Finally, the condition index was less than 15 in all four dimensions. As a result, these findings show that multicollinearity was not an issue.

4.9. [bookmark: _TOC_250009]Auto Correlation
We may also conclude that there is a minuscule portion of linear autocorrelation in our regression data because the greatest result for Durbin-Watson was d= 1.425, which was almost between the standard value of 1.5 < d < 2.5.
4.10. [bookmark: _TOC_250008]Correlation Analysis
Table 4.10: Bivariate Correlation
	
	
	Correlations
	
	

	
	
Social media advertising
	
Brand image
	
Brand preference
	Customer
purchase intention

	Brand image
	.557**
	1
	
	

	Brand
preference
	
.370**
	
.430**
	
1
	

	Customer
purchase intention
	


.351**
	


.362**
	


.513**
	


1

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



Bivariate correlation analysis was used to analyse the connection between our research variables. The results show that correlation coefficients are moving in the expected directions, providing preliminary support for our ideas. Brand image has a favourable significant link with social media advertising (r = 0.557, p 0.01), according to the findings. Brand preference is favourably linked with social media advertising (r = 0.370, p 0.01), as well as with brand image (r
= 0.430, p 0.01). Furthermore, (r = 0.351, p 0.01), (r = 0.362, p 0.01), and (r = 0.513, p 0.01),
Customer Purchase Intention is positively and substantially linked with social media advertising, brand image, and brand preference, respectively (r = 0.351, p 0.01).

4.11. [bookmark: _TOC_250007]Hypothesis Testing
Table 4.11: Sequential Mediation Hypothesis Testing
	
	
	Model 6
	
	
	

	Outcome: BP
	
	
	
	
	

	
Model Summary
	
	R
0.370
	R-sq
0.137
	F
47.168
	P
0.000

	Model
	
	
	
	
	

	
Constant
	Coeff
2.146
	t
13.946
	P
0.000
	LLCI
1.892
	ULCI
2.400

	SMA
	0.364
	6.868
	0.000
	0.277
	0.452

	Outcome: BI
	
	
	
	
	

	
Model Summary
	
	R
0.607
	R-sq
0.368
	F
86.587
	P
0.000

	Model
	
	
	
	
	

	
Constant
	Coeff
0.818
	t
4.448
	P
0.000
	LLCI
0.515
	ULCI
1.122

	BP
	0.282
	5.232
	0.000
	0.193
	0.371

	SMA
	0.493
	9.285
	0.000
	0.406
	0.581

	Outcome:CPI
	
	
	
	
	

	Model Summary
	
	R
0.548
	R-sq
0.301
	F
42.430
	P
0.000

	Model
	
	
	
	
	

	
Constant
	Coeff
1.255
	t
6.169
	P
0.000
	LLCI
0.919
	ULCI
1.591

	BP
	0.460
	7.624
	0.000
	0.360
	0.559

	BI
	0.108
	1.739
	0.083
	0.006
	0.221

	SMA
	0.150
	2.315
	0.021
	0.043
	0.256

	Direct Effect of X on Y

	Effect
0.150
	SE
0.065
	t
2.315
	P
0.021
	LLCI
0.043
	ULCI
0.256

	
	Completely standardized indirect effect of X on Y
	

	
	Effect
	Boot-Se
	BootLLCI
	BootULCI
	

	Ind1
	0.154
	0.032
	0.106
	0.212
	

	Ind2
	0.010
	0.006
	0.002
	0.022
	

	Ind3
	0.049
	0.031
	0.002
	0.103
	


Source: Data has been extracted from SPSS.
We have used 90% confidence interval. For our first hypothesis the outcomes represent that there is a positive and significant impact of social media advertising upon customer purchase intention, (β = 0.150, p< 0.05). For our second hypothesis the outcomes represent that there is a significant impact of social media advertising on brand preference, (β = 0.364, p< 0.01). For our third hypothesis the outcomes represent that brand preference significantly and positively impacts on customer purchase intention, (β = 0.460, p< 0.01). For our 4th hypothesis the outcomes represent that brand preference significantly mediates the relationship between social media advertising and customer purchase intention. Because both the bootstrap LLCI of 0.114 and the

ULCI of 0.233 are positive and do not include zero. As a result, our theory is confirmed. The results show that brand preference is positively and substantially related to brand image (= 0.282, p 0.01) for our fifth hypothesis. The results show that social media advertising is strongly and positively associated to brand image (= 0.493, p 0.01) for our sixth hypothesis. Our seventh hypothesis suggests that consumer purchase intention is favorably and substantially connected to brand image (= 0.108, p 0.10). The results show that brand image has a strong beneficial influence on the association between social media advertising and customer purchase intention for our eight hypotheses. Because the bootstrap LLCI, 0.001 and ULCI, 0.112 both values are positive, and they do not contain zero. Hence our hypothesis is supported. Lastly our 9th hypothesis states that brand preference and brand image sequentially mediate the ultimate relationship between social media advertising and customer purchase intention. Because the bootstrap LLCI, 0.002 and ULCI, 0.024 both values are positive, and they do not contain zero. Hence our hypothesis is supported.

CHAPTER V DISCUSSION AND CONCLUSION
5.1. [bookmark: _TOC_250006]DISCUSSION OF RESULTS

Our study is a unique effort to assess the influence of social media advertising upon customer purchase intention, with brand preference as a mediator and brand image as a moderator. Our study is directed towards the customers of Metro Shoes Pakistan. Our research is significant since it is the first to look at the purchasing intentions of Metro shoe purchasers in Pakistan. The entire results of our proposed hypotheses were supported and are consistent and reliable with the previous studies regarding the relevant field. The discussion of the acquired results are as follows:
To begin, the study demonstrates that social media advertising impact customer purchase intentions. According to research, social media marketing has a greater impact on purchase intent via social networking websites. Our results have supported our assumption which indicates that enhanced social media advertising will likely enhance the preference towards a brand as well. (Morgan & Hunt 1994) it is an important part of creating an effective marketing strategy The ultimate relationship among the social media advertising and buying intention has been researched extensively regarding context of online buying in the past. Liu et al. (2005) to influence online purchases, looked at individual customers' privacy assumptions and how these are connected to their buy intents and trust was shown to be an essential element in influencing customers' purchasing intentions for online purchases.
Secondly, we find out that social media advertising emphatically impacts on the brand preference of customers. Our results have supported our assumption which indicates that enhanced social media advertising will likely enhance the preference towards a brand as well. Research has shown that marketing activities have a positive impact on brand assessment (Aaker 1996; Keller 1993; Keller & Lehmann, 2006). Yoo, Donthu, and Lee (2000) observed the effect of marketing practices towards brand recognition and brand association. The effect of marketing mix elements towards brand image and identity was investigated by Kim and Hyun (2011). Buil, de Chernatony, and Martnez (2013) investigated the effects of marketing communication systems on cognitive brand variables as perception, consistency, and association. Consumers are influenced by social

media marketing during the entire cognitive process, beginning with brand recognition, improving brand reputation, and increasing brand familiarity (Tuten & Solomon, 2014).
Thirdly, we find that the study reveals a positive association amongst brand preference and customer purchase intention, when consumers prefer one brand over another the likelihood of their purchase is increased. Our results showcase those consumers are more inclined and loyal the words the brand of their choice. The attention towards brand preference along with customer purchase intention is both authoritatively as well as hypothetically significant and related. Such an attention has been found in earlier research utilizing Asian settings, for instance, by Leong (2000), who particularly addressed and concentrated on the customer purchase intention of the more youthful buyers or customers of brands in general. (Morwitz & Schmittlein, 1992; Pecotich, Pressley & Roth, 1996). It has been claimed and asserted that advertisers have seen consumer purchase intent as the most precise and exact indication of customer buy behaviour.
Fourthly, we find that the variable of brand preference has a certain and positive impact upon social media advertising and on customer purchase intention. The rationale being, that nowadays, when an entity does extensive social media advertising through various channels of advertisement customers are inclined towards that brand and eventually that brand becomes their preference and when they ought to buy, they intend to buy from that certain brand. The perception established by social media advertising adheres the propensity the words increasing the purchase intention of customers. When customers incline toward a specific brand and buy the item or administration when presented to different results of a similar kind, this addresses brand preference (Hellier et al., 2003). From a psychological perspective, shopper's inclinations incorporate three primary elements: psychological, affective, and cognitive. Crites, Fabrigar, and Petty (1994) brought up that inclination of an individual can be appeared by demeanor and propensity of conduct of the individual. Inclination is the premise of exploration of selection among alternatives, Lutz (1991).
We also found out that brand preference has a significant positive impact on brand image. Also, brand image has an impact on customer inclinations for products and services. Brand image, according to Keller (1993), is the sum of all brand image within consumer's memory that contribute towards brand reputation and association, which incorporates brand attributes, attitude, and benefits. The importance of brand image in marketing has long been acknowledged (Keller, 1998).

According to Mao (2010), brand image is crucial in the development of a company's brand. Brand image, according to Aaker (1991), is "a collection of brand associations that are everything related in memory with a brand, generally in some meaningful sense," and it can also be described as "the total of a consumer's perspectives about a brand" (Campbell, 1993).
Moreover, we also found out that social media advertising is positively related to brand image. Social media may have an impact on how people see your organization. Positive product reviews and suggestions have an instant impact on how your customers interact with you, and you can market your company to a global audience thanks to social media networks' global reach. Involving the traits, advantages and perspectives, brand picture alludes to the arrangement of affiliations connected towards the regarded brand in purchasers' memory, showcasing that how a brand is seen in shoppers’ psyche (Keller, 1993), it is convincing in distinguishing the key brand's offering from the competition (Webster & Keller, 2004). To put it another way, brand ascribes are the enticing characteristics and features that characterize a brand, conveying the brand's sentiments to buyers (Keller, 2001). Customers' perceived value is addressed by brand credits; it is also viewed as the brand's helpful, experiential, and representational worth accommodated purchasers (Keller, 2013).
Also, there is a great impact of brand image on customer purchase intention. Strong brand images boost quality perceptions and benefits, lower perceived risk, and minimize the consumer's inclination to assess only on price, according to our findings. When all these factors are considered, the likelihood of a client making a purchase increase. A few researchers (Lee & Lim, 2020; Park and Park, 2019) expressed brand picture as an interesting topic of conversation within the advertising writing. Additionally, brand picture holds a huge part in recognizing amongst organizations and an amazing showcasing apparatus (Park & Park, 2019). Moreover, brand picture study additionally has been perceived in the same way as the core of showcasing and publicizing research. It has also proceeded as a rule for strategic showcasing blend issues, yet it additionally has assumed a fundamental part in expanding long haul brand value (Aaker, 1996; Keller, 1993). Keller (1993) pronounced a brand and its image as the regarded insights about the brand as disclosed by brand connections stored within the purchaser's psyche.
The connection amongst social media advertising and customer purchase intent was mediated by brand image, according to our findings. Brand image clarifies how clients recognize

a particular brand, while brand distinctiveness is the procedure all through which a company starts their image in the commercial center and gains the understanding of clients. The decision of clients to buy an item can be the impact of whether a brand has prevalent brand picture (Krishnan, 1998). This characterizes the possibility that the results of having a raised brand picture will have a high pace of the commercial center offer and an improved worth evaluation.
Lastly, it was proved that brand preference and brand image sequentially mediate the connection between the social media advertising and customer purchase intention as Brand inclination was characterized as clients' propensity towards specific brands that audit their intellectual data handling towards brand improvements. This concept emphasised the focus point and the psychological capacities of customers, according to (Bettman et al., 1975; Ebrahim et al., 2016). Along these lines a buyer's brand view ascribes and prompts inclinations or perspectives, which impacts goals and brand decisions. The inclination depicted a moving stage among sources of info and results of the buyer decision model. It was the connection between data handling and the expectation to buy or pick (Bagozzi, 1983).

5.2. PRACTICAL IMPLICATIONS
This study provides guidance that purchase intention is an extensively investigated variable that has a significant impact on firms since consumers are the company's most important resources, and their likes and dislikes are extremely crucial to them in terms of social media advertising. Thus, it will broadly help the brand under study to cater more of their focus towards social mediums of advertising. As the marketing teams of the brand should comply with changing trends of advertising mediums. The outcomes of this study will help brand advertisers understand how much brand character, company character, and consumer character influence brand inclination. Individual, brand, and corporate collaboration influences the consumers brand propensity.
Customers are inclined to buy an item assuming they see online media advertisements as a commendable wellspring of data. This makes online media promotions a more extravagant data resource than other conventional media tools (Rathore et al., 2016; Taylor et al., 2011). Additionally, web-based media promotions may furnish even more opportune and forward- thinking data in a more advantageous way to customers (Logan et al., 2012; Taylor et al., 2011). Consumers' intents must be understood in order to provide them with a satisfactory experience (Villiers, 2018).
The contribution of our study implies that brand image and brand preference both have a positive impact towards customer purchase intention. We can say that the brand character and corporate character give critical freedom to making of uniqueness and thus fundamentally impact brand inclination of the shoppers. Hence this research will contribute to the amount of information already available regarding social media advertising and how it is a vital part of marketing for brands in recent times.

5.3. THEORETICAL IMPLICATIONS
The study contributes and adds beneficial information towards the field of marketing. Findings of our study suggest that categorically shoe brands such as metro shoes should invest towards establishing a solid social media presence and enhance social media advertising because consumers have established a propensity towards liking brands with the strong social media presence. Our study provides insight and evidence to support the notion which we have made the basis for our research that increased social media advertisement enhances the customer purchase intention. The study underlines the importance of purchase intention within a Pakistani perspective. The research focuses on variables of brand image, brand preference and social media advertising to influence customer purchase intention at a very individual level.
This research is based on theory of reasoned action. The term "reasoned action" was used to describe how a consumer's purchasing decisions are impacted (Fishbein, 1980). Lutz (1991) made two essential claims that support the theory of reasoned action concept. To begin, measuring a person's attitude toward executing that conduct, rather than just their overall attitude toward the product around which the purchasing behavior revolves, is required to forecast purchase behavior. Second, in addition to the attitude toward the activity, TRA contains a second predictor of overt behavior: the subjective norm (SN). SN is used to assess the social influences on a person's conduct (i.e., family members' expectations). We may see that in certain cases, people's behavior is simply beyond their control; rather, the expectations of significant others may have a substantial effect in ultimate behavioral results. Our study provides empirical data and valuable insights to support the premise that attaining and engaging social media presence enhances the brand image leading towards a greater brand preference thus impacting customer purchase intentions.
Our research findings imply the role of brand preference and brand image as sequential mediators affecting customer purchase intention, which is a broad area for consideration. Another unique feature of our study is that it explains a direct link of social media advertising and upon customer purchase intention. It provides knowledge that how these variables affect customer purchase intention. Thus, the study is beneficial for the brand under study.

5.4. LIMITATIONS AND FUTURE DIRECTIONS
It is essential to recognize a few limitations when interpreting research findings as these can be addressed in later studies. The study has some limitations which are featured. We have suggested some recommendations for future research with all the mentioned limitations.
The first potential limitation is the restriction over choosing industry, organization, and brand. Thus, future studies may choose any sector of the similar or different industry.
The second potential limitation is that in our research we have not looked at similar competitive brands from similar industry or any brands from various enterprises thus, there is a degree to cater that horizon. The duplication of the current study in many other areas and in enterprises from a variety of different industries can help to increase the generalizability of our results (Malik et al., 2015).
In addition, the third potential limitation is that in this research results from one public setting are considered and thus cross-public review might be directed to broaden the legitimacy of the research. Thus, future research may attempt to investigate the relationship between the study variables by conducting a longitudinal study as well as an experimental investigation (Ruzi, 2020).
The fourth limitation is that respondent’s aversion to fill the questionnaires online was a significant constraint. For future studies any other method of data collection can be utilized.
Moreover, the fifth direction is that vast majority in our study mainly consisted of female respondents as compared to males, thus raising questions regarding the generalizability of the findings for men. As a result, for future studies male consumers can be the targeted sample or an equal percentage of male and female.
Lastly, our study was contextualized as per the Pakistani consumers. further studies can study about Indian consumers and their inclination towards social media advertising to assess their countrywide context.

5.5. [bookmark: _TOC_250005]CONCLUSION
The ultimate goal of this research was to explore that how the social media advertising influenced customer purchase intent, using brand preference and brand image as mediators. In this research, the convenience sampling approach was used. The goal of this study was to collect data and evaluate information to figure out what was causing a drop in Metro Shoes Pakistan consumers' purchase intentions. The inquisition examined the relationship between the study variables and their impact on Metro Shoes Pakistan, as well as how these variables influenced the brand's overall image. This research was also carried out to help the brand under investigation reassess their social media marketing strategies. The study's purpose is to investigate the extent to which social media marketing has an impact on customers. Customers who had interacted with and visited Metro Shoes' web-based media platforms in Pakistan were the target audience. The analysis was conducted on a sample of 300. Descriptive statistics and analysis of proposed model are stated. SPSS was used to test the data that had been collected. Cronbach's alpha was employed in the study to evaluate the level of internal consistency on the scale variables. Research discovers a strongly positive and significant relationship between the variables that are social media advertising, brand preference, brand image and customer purchase intention in the targeted sample of customers. The results also present the presence of significant and positive sequential mediation. The findings revealed that all hypotheses are supported. In conclusion study supports the previous literature and knowledge. While previous studies examine the varied effects of our study variables, our study focused on the impact of declining interest of consumers towards Metro Shoes Pakistan. Conclusively, Metro Shoes should enhance its social media advertising strategy to gain an optimum position according to the minds of their consumers and optimize their brand image. Metro should collaborate with influential social media personalities to attract the consumers in the future.

5.6. [bookmark: _TOC_250004]RECOMMENDATIONS
Ultimately, operational implications for influencer-based branding and social media marketing are discussed. The data demonstrate the effectiveness of influencer marketing as a branding strategy from the standpoint of marketing planning.
· The most basic reason for upgrading Metro shoes product is to ensure that it continues to thrive properly. Consumers would abandon the product if it did not receive those improvements since it no longer met their demands, preferring instead to purchase a competitor's product that does the job better. It also entails giving the consumer with fresh value, anupdate may give the consumer the impression that the product is brand new. It may have the potential to raise the product's abilities to fulfil consumer requests. It also aids the firm in gaining ground on competitors as the market value of their product rises. Consider introducing new items in addition to those offered by your competitors.
· Offering value to your consumers may sometimes create a sense of urgency in them. Work to retain customer interest in ways that keep customer value high whenever this is the case. Customers are accustomed to receiving value, especially from large businesses. Customers in your industry realize that as the value is elevated to new heights, demand will rise.
· Metro Shoes' best bet is to go with the flow, captivate customers, and use product personalization to propel their online business to success. Customers may choose how the product should look and feel, what color it should be covered with, the inside textures, and much more by placing the entire creative process in their hands with Metro shoes. These and other aspects enhance the shopping experience by making it more personal and engaging. This creates a connection between the product and the client, which is advantageous to the overall growth of the brand. This is only a small part of the process, and sales will increase as the number of revisions increases.
· Metro Shoes can immediately attract potential customers by offering discounts on new products. When customers realize that they can save money on things or services they desire, are likely to use, or have contemplated using, a deal is likely to bring their attention to you. As a marketing strategy, discounts may assist raising bottom line while also getting new business and attention.

· Being active on social media will benefit in the awareness and prominence of Metro shoes. It can allow Metro Shoes to sell its brand to new customers every day, rather than focusing on the same old clients with marketing messages or discounts. Metro Shoes will be able to boost its business's visibility and attract a bigger audience by building accounts on all the main social media sites. Metro Shoes can also encourage its loyal customers and stakeholders to share the company's page and content on various social media platforms on a regular basis. Metro Shoes will be able to reach out to more prospective customers because of this.
· Instagram has helped a lot of businesses gain customers. Metro shoes needs to actively update their business profile and boost their reach by taking orders via Instagram and keep their followers updated about new offers and designs.
· Social media influencers have a large fan following which can help finding new customers. In this new age of social media influencers play a big part of promoting brands to gain potential customers. Metro shoes should celebrate with social media influencers to bring attention to their posts and gain recognition.
· Social media has grown to become the most well-known and important virtual environment, where it is used not only for social networking but also as a strong tool for digitally advertising your company and products. After running an ad on numerous media channels, you may reach a huge group of customers in seconds, minimizing your expenses and guaranteeing that your advertisements reach your target market. Marketers must not miss out on the opportunity to promote on these digital forums, where they may reach the maximum number of potential customers, as compared to print or broadcast media. Metro Shoes has to be much more active on social media in order to advertise itself and make their presence more appealing to clients.

[bookmark: _TOC_250003]Analysis of Company

SWOT Analysis of Metro Shoes Pakistan
SWOT Analysis is an approved administration instrument to gauge a business in its execution in contrast with its rivals and the industry. It focuses on the strengths, weaknesses, opportunities, and threats, where former are the internal factors and later are the external factors affecting Metro shoes.

Strengths


· Metro Shoes has its physical retail stores across Pakistan, which perform well as compared to online stores.
· They have a wide variety of fashion footwear.
· It hires and trains its employees professionally, which engage in their retail stores.
· Profound Market Penetration: The market has been infiltrated very well by Metro shoes. It has a presence in local towns and territorial towns. This assists with holding its current client base.
· Economical: It is extremely clear that Metro shoes has delivered a wide choice of shoes at an exceptionally modest cost.

Weaknesses


· Online market is very important for displaying information and selling products. But compared to other similar brands Metro Shoes has weak online presence that results to lose its customers attention, because the weak online presence has negative impact on consumers.
· Considering emerging technology, the lack in advertisement and marketing plan through e-platforms require businesses to function as brick and click stores. There are several ways to promote its product, to gain the attention of their consumers but Metro shoes is not necessarily focusing on social media presence of the brand.

· One of the major weaknesses is lacking in obtaining the customer feedback. They don’t involve themselves in having customer feedback forms online or on ground.

Opportunities


· Metro shoes can increase their target market by capturing many other areas where their competitors have been on tapping onto which mostly consists of potential customers.
· Utilization of Market Analytics: Analysis promoting procedure relies upon the market circumstance. Metro shoes should extensively and continuously utilize market examination to figure out advertising systems.
· The great opportunity for Metro shoes is to expand their business by exploring new markets.
· It should bring change in its previous products quality and come up with new product line in the market that helps to expand their products.
· Metro shoes should establish a brand image with unique ideas.
· Design Symbol: Footwear is currently viewed as an image of style and deals presently will undoubtedly rise. This offers open doors for Metro shoes to raise its deals.
· There is a developing interest in the exceptional footwear industry, particularly in agricultural nations where expectations for everyday comforts are expanding.
· Web based Marketing Initiatives: According to shifting trends in marketing and advertisement, showcasing its things using Instagram, Facebook, Google Ads, and other web-based media and online stages might be beneficial.

Threats


· The branding and advertising of other companies are way stronger than Metro shoes and they easily reach out to their customers by expanding their marketing strategy.
· Metro shoes faces intense rivalry from other existing and impending footwear brands. Expanding competition causes an adjustment of evaluating, rebate offers, and deals which is a significant danger to Metro shoes.

· The footwear business is additionally defenseless against the impersonation of items. Copy items diminish deals as well as negatively affects brand character.

PESTLE Analysis
POLITICAL FACTORS

According to the PESTEL research, political issues have a substantial influence on Metro shoes' long-term survival and profitability. Because of its international presence, the company's sensitivity to changes in political environments in other countries rises. Diversifying systematic risks in a political setting is critical to success in a dynamic international corporate environment. The political atmosphere of a country is made up of various elements. Metro Shoes must consider the following political aspects as part of its strategic planning approach. Metro shoes is influenced by political considerations such as:
Changes in policy

Changes in government policy have a negative impact on business performance because they create more uncertainty in the environment. Changes in government may alter the government's goals for the growth of various enterprises, therefore Metro Shoes must examine current political trends in the country.
Political Stability

High political stability ensures a stable and pleasant business climate with predictable market growth trends. Investors are put off by political unrest, and stakeholders' trust in economic and organizational performance is undermined. The gold industry's growth might be hampered by rising tensions and volatility in the global political atmosphere, which could limit the growth potential of Metro shoes.
Protests and pressure groups

Metro shoes should thoroughly monitor protests by pressure groups, social/environmental activists, and labour unions since they have a significant impact on policymaking. Metro Shoe's capacity to interact with the community and achieve long-term corporate goals may be enhanced by a close connection with such groups. Furthermore, a well-developed governance structure paired with a democratic political atmosphere makes it easier for commercial enterprises such as Metro shoes to feel at ease.
Corruption and bureaucracy

Bureaucracy and corruption wreak havoc on the corporate environment. Operating in countries with high levels of corruption and inadequate law enforcement makes the business climate very dangerous for Metro shoes due to reduced public trust in corporate organizations and the wider political and economic framework. Corruption may affect a wide range of business activities, including licensing, contracting, and fraudulent deals, as well as a wide range of legal proceedings. If Metro Shoes decides to join markets with a corrupt economic and political system, society will be destabilized, the justice system will be harmed, and the rule of law will be jeopardized, putting the organization's long-term sustainability in jeopardy.
ECONOMIC FACTORS

Economic concerns such as money market rates, employment rates, unemployment, and saving rates, among others, are crucial for Metro shoes to comprehend since they have a significant impact on the country's overall economic situation. By having a full understanding of the economic environment, Metro shoes can forecast the industry's and organization's growth. To make educated judgments. Economic factors that influence Metro shoes:
Inflation, unemployment, interest rates, and currency exchange rates

The GDP growth rate will affect Metro Shoes' ability to achieve its long-term growth targets. A high GDP also indicates consumers' ability to spend more on provided things. Unemployment is high because there is a surplus of labour available at lower wages. By operating in such a market, Metro Shoes can lower its production costs. The corporation should also examine the interest rate and its influence on borrowing capacity and investment attitude. The high interest rate will entice consumers to invest, boosting the growth potential of Metro sneakers. Finally, currency rate variations may have an impact on profitability and international trade. For many people, the substantial fluctuation of local currency may be a source of great distress.
Stage of the economic/business cycle

The economic prosperity of a country has a direct impact on organizational effectiveness. Growing economies may help Metro shoes in a variety of ways. It's also critical to know where you are in the industry's lifecycle. Entering mature sectors may be more challenging than entering enterprises in the growth stage due to market saturation. Furthermore, the amount of money spent by the host nation government on critical infrastructure development has an influence on Metro

sneakers commercial success. In the given country, a well-developed infrastructure boosts the business climate and the gold industry's growth potential.
Conditions on the job market

Labour demand and supply determine wage rates and skilled labour availability. Metro shoes must evaluate and predict labour market conditions in order to understand how it can recruit excellent employees and utilise their potential to boost corporate performance. When labour markets are flexible, metro shoes can profit from increased employee productivity. Working in limited labour markets, on the other hand, may result in powerful labour unions addressing labour compensation and other challenges. Metro Shoes should also look at the availability of skilled human resources, as a labour deficit may stifle company efficiency and make talent acquisition and retention more challenging.
The effectiveness of financial markets

Financial market efficiency has an influence on Metro Shoes' expansion objectives, since operating in highly efficient financial markets leads in improved liquidity and a stronger ability to access new markets. The health and efficiency of financial markets will affect Metro Shoes' ability to raise financing at reasonable pricing.
The economic system

The present economic environment has an influence on Metro Shoes' activities. In comparison to monopolistic or perfect competition, a monopolistic or oligopolistic structure will have a different economic and regulatory environment.
SOCIAL FACTORS

Organizational culture is heavily influenced by societal beliefs, value systems, and trends. Metro Shoes can build effective advertising messages and achieve corporate goals by understanding population changes, institutional arrangements, consumer's buying habits, and shared values through a comprehensive PESTEL analysis. Metro Shoes' marketing department can use data from sociocultural and environmental investigations to target certain client groups and increase the attraction of given things to potential buyers. Metro shoes must include the following sociological aspects when conducting a macro-environmental study:

Demographic trends
Changes in demographic patterns, such as population ageing, migration trends, and socioeconomic considerations, are crucial for international commercial enterprises like Metro shoes. By examining demographic characteristics, Metro Shoes may select the appropriate market segment/segments with great growth potential. Migration has an influence on business operations and marketing strategies. Metro Shoes must understand the public's opinion about migration because this may damage the company's ability to recruit internationally.
Power disparity and equality
The power distance in every culture reflects the acceptance of hierarchy and economic imbalance. Metro Shoes' business management practises must change when entering markets with a high or low power distance. Growing inequality is reshaping many countries' political structures, with important implications for international corporations like Metro shoes.
Gender Roles
To harmonize its marketing and communication tactics, Metro Shoes must do study on traditionally assigned gender roles. Traditional patriarchal civilizations with clearly defined gender roles would employ different marketing and human resource strategies than cultures where gender roles are less clearly established.
Class distribution and societal norms
Culture is a crucial aspect for international marketing managers. Each civilization has its own set of conventions and values that have a big influence on how people shop. Metro Shoes should form local teams and alliances to have a deeper understanding of societal norms and modify marketing methods to the unique cultural context. Metro sneakers also places a premium on keeping track of social class disparities. Metro Shoes will have to employ specialist marketing strategies in order to provide luxury products at premium prices to a sector where the high-end market is rather small. Similarly, market segmentation based on social class may be ineffective if social class stratification is minor.
Online shopping
Because of the rise of social media and e-commerce, customers have been urged to make purchases online. Metro Shoes must understand internet shopping behaviour while taking demographic differences into account, as younger customers are more inclined to buy online than

older customers. Keep in mind the growing use of mobile phones and social networking sites when developing marketing and communication strategies.
Patterns of spending and conduct
Money's purchasing power has an influence on consumer spending patterns. Customers' tastes and spending habits must be understood by examining and forecasting their buying power based on relevant economic facts. In some groups, consuming the offered commodity is seen as a status symbol, whilst others consume the same items for practical reasons. Metro shoes should spend time understanding about purchase motivations and cultural aspects that influence customer behaviors. Metro shoes also should aim to comprehend the degree of customer ethnocentrism and weigh the country-of-origin effect when evaluating local consumers' judgments of multinational items. Finally, if customers prefer experiencing things to ordinary product offerings, Metro Shoes should do research into their leisure pursuits and focus more on boosting customer satisfaction.
TECHNOLOGICAL FACTORS
The fourth aspect is technology, which emphasizes the need of comprehending technical issues and the rapid growth of technology. The extensive analysis that follows can assist metro shoes in capturing technology advances in order to gain firm benefits such as increased profitability, accelerated innovation, and improved efficiency and production.
The implementation of innovative marketing tactics to promote customer cooperation has stemmed from technological advancements. Using social media in the workplace has become standard in today's environment. Metro Shoes can increase its company performance by taking use of social media marketing options. Innovative social media marketing targeted at developing online brand communities may take advantage of technological improvements. Metro shoe must also study opponent investments on a local and macro level to determine how new technologies effect the firm's value stream and present cost structure. Research and development activities are vital in a world where innovation is being disrupted. In such an environment, Metro Shoes should invest in disruptive technologies to maximise revenues and reinvest the earnings in future disruptive innovations. The adoption of new technologies has decreased the time it takes to produce a new product in recent years. New goods are being produced at a quicker rate these days, and supply chain partners are wielding more power. Metro Shoes is under pressure to develop new items quickly, expand its product range, incorporate flexibility into the value chain, and cultivate excellent business relationships with value chain partners.

LEGAL FACTORS

A careful review of legal considerations is necessary to prevent serious legal difficulties. Ignorance in this area may lead to negative consequences for metro shoes, such as a loss of competitive advantage due to intellectual property rights breaches and a degraded corporate image due to violations of consumer, employee, and environmental protection regulations. Information security has become a serious issue as customers' concerns about security and privacy have grown. Metro Shoes must do study on data protection rules to secure customer data. There are additional guidelines to set price, impose a certain degree of quality, and take measures to prevent from misleading marketing claims. Metro shoes must take these variables into account in order to comply with consumer protection regulations.
ENVIRONMENTAL FACTORS

Environmental norms, rules, and regulations differ depending on the market. Metro shoes must carefully analyze these distinctions to prevent unfavorable scenarios. A thorough environmental assessment is essential before entering a new market or launching a new product line. Here are a few examples of environmental elements that Metro shoes should look at.
Because of escalating environmental deterioration and technological innovation, businesses have been compelled to embrace innovative recycling and waste management practices. In certain nations, recycling has nearly become a business norm. Furthermore, efficient waste management strategies in organizational units located in or near metropolitan regions are crucial for metro shoes. To ensure long-term sustainability, Metro shoes can invest in renewable technologies. This investment will assist raise shareholder satisfaction and expand the client base due to the better brand image. Items that are green or eco-friendly are becoming extremely prevalent. Metro Shoes can take use of this opportunity by employing green business practises to acquire the confidence of stakeholders. Regulatory agencies' primarily focus on preserving environmental compliance is shifting product innovation aims. It requires metro sneakers to prioritise and advertise their goods' environmental friendliness over conventional value propositions.
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Cash cows

A company's cash cows are its main source of financial stability. These items have a strong hold on the market and are in great demand among customers. These things have become a company's major source of income because of their strong position. The manager's task is to squeeze as much revenue as possible from the cash cows and reinvest it in other company units that need to expand. The mature industry allows the company to make a lot of money from the products that are referred to as cash cows. Some of metro's products might be considered as cash cows since they have provided a steady stream of revenue and helped the firm stay successful over time. Over the years, Metro heels and sandals have become a cash cow for releasing trending designs every season. Metro's market share in the heel and sandal category has remained stable, implying that this is the company's key source of income.
Stars

Stars are the goods that create enough revenue for a business to be profitable while yet leaving opportunity for expansion. One of the reasons why stars have room to grow in the future is that the industry has room to grow, allowing these items to gain market share. When the market matures and no further growth in market share is projected, the star items can become cash cows,

implying that, depending on market conditions, the stars can become cash cows. These items have a possibility to improve their financial performance because the industry has the capacity to grow, giving the question marks opportunities to grow. Metro has developed from its conventional sandals shoe image to become a company that offers contemporary variety of heels, footwear, purses, and accessories that follow current fashion trends and appeal youth. The variety of fancy handbags and clutches are the rising stars. They have wide collection of beautiful designs of handbags with good quality. Metro’s handbags designs are best compared to its competitors which highlights it as the star products.
Question mark

When compared to cash cows and stars, some products in an organization's product assortment are less profitable than cash cows and stars. Furthermore, the future progress of the question mark items is shadowed by uncertainty due to the weaker financial returns provided by these business units. It can become a star if the market conditions are right, and the product is able to earn a large market share. On the other side, being constrained by market constraints and continuing to perform poorly might result in slower market share growth. In comparison to other outfits provided by other shoe firms, which have achieved high sales, Metro Clothing has been unable to develop a significant market position, making it as a question mark.
Dogs

Dogs are products or divisions of a corporation that regularly underperform despite the firm's marketing and investment efforts. These goods are unlikely to improve much since the market conditions are adverse and the industry has no visible capacity for expansion. These goods are a problem for the company since they continue to use resources but do not offer a high return owing to the lack of market share growth prospects. To minimize future losses, one option for dealing with these things is to sell them to other firms or to discontinue producing them completely. Because Metro shoes have not achieved the expected level of sales, the company should reconsider its investment strategy in this sector, focusing its efforts on more profitable divisions rather than Fragrances. A shift in marketing approach and market focus might help Metro shoes raise demand.
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(Section A)

	Demographics

	A. Name

	B. Gender
· Male
· Female

	C. Age
□	18-24
□	25-30
□	31-35
□	35 and above

	D. Marital Status
· Unmarried
· Married
· Divorced
· Widow

	E. Residential Area

	F. Income Bracket
□	10k-15k
□	15k-20k
□	20k-25k
□	25k-30k
□	35k or above

	G. Occupation
· Self-employed
· Student
· Private Employee
· Government Employee
· Unemployed

	H. Experience
How long have you been a customer of Metro Shoes?
· Less than a year
· 1-2 Years
· 2-3 Years
· 3-4 Years
· More than 4 Years



(Section B)
Social Media Advertising
	

Sr.
	

Please tick one option for each statement
	Strongly Disagree
	Disagree
	Neither Agree nor Disagree
	Agree
	Strongly Agree

	1
	The social	media advertisements   for Metro   Shoes   are
frequently seen.
	
	
	
	
	

	2
	The social media advertisements of Metro Shoes perform well in comparison to those of other footwear brands.
	
	
	
	
	

	3
	The social media advertisements of Metro Shoes are very attractive.
	
	
	
	
	

	4
	The social media advertisements of Metro Shoes can be easily
remembered.
	
	
	
	
	

	5
	Metro Shoes offer’s extensive advertisement on social media.
	
	
	
	
	

	6
	The level of engagement of the social media advertisements of
Metro Shoes meets my expectations.
	
	
	
	
	



Brand Image
	

Sr.
	

Please tick one option for each statement
	Strongly Disagree
	Disagree
	Neither Agree nor Disagree
	Agree
	
Strongly Agree

	1
	Metro Shoes’ brand’s quality is high.
	
	
	
	
	

	2
	Metro Shoes’ features are better than its competitors.
	
	
	
	
	

	3
	Metro Shoes is one of the best brands in the industry.
	
	
	
	
	

	4
	Metro Shoes does not disappoint its customers.
	
	
	
	
	

	5
	Metro Shoes is stable in the market.
	
	
	
	
	



Brand Preference
	

Sr.
	

Please tick one option for each statement
	Strongly Disagree
	Disagree
	Neither Agree nor Disagree
	Agree
	
Strongly Agree

	1
	I visit the website of Metro Shoes frequently.
	
	
	
	
	

	2
	I prefer Metro Shoes over other brands like it.
	
	
	
	
	

	3
	It is likely that I will purchase Metro Shoes.
	
	
	
	
	

	4
	I definitely will buy from Metro Shoes.
	
	
	
	
	

	5
	I have previously purchased from Metro Shoes.
	
	
	
	
	



Customer Purchase Intention
	

Sr.
	

Please tick one option for each statement
	Strongly Disagree
	Disagree
	Neither Agree nor Disagree
	Agree
	Strongly Agree

	1
	I will buy products of Metro Shoes that are advertised on social media.
	
	
	
	
	

	2
	I desire to buy products of Metro Shoes that are promoted on advertisements on social media.
	
	
	
	
	

	3
	I am likely to buy products of Metro Shoes that are promoted on social media.
	
	
	
	
	

	4
	I plan to purchase products of Metro Shoes that are promoted on social media.
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