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ABSTRACT

Business entities have incorporated their marketing operations into social media as social media continues to expand and become a role of people's everyday life. This has led to social media causing customer engagement which then impacts customer purchase intention. If information is rich in quality, then the customer engages with the brand which further influences the purchase intention of customer. Thus, the main aim of the research is to study the clothing brand sapphire. So, they can use our findings to increase its sales and profit. 290 female customers of Sapphire in Lahore are selected using nonprobability sampling method. Our results provide support for our hypothesize model. Social media marketing of Sapphire and information richness has a positive influence on consumer purchase intention. Social media marketing of Sapphire and information richness has a positive effect on consumer engagement. Consumer engagement (CE) has a positive influence on consumer purchase intention. Research concludes that consumer engagement mediates the relation between social media marketing and consumer purchase intention. Lastly, it concludes that consumer engagement also mediates the relationship between information richness and consumer purchase intention.
Keywords: Consumer Engagement, Consumer Purchase Intention, Information Richness, Social Media Marketing.
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CHAPTER I INTRODUCTION
1.1 Background of the Study
Textile is a terminology derived from the Latin word "texera," meaning "to weave." The textile sector is frequently regarded as the Islamic republic of Pakistan's economic backbone. Pakistan’s largest manufacturing sector is the textile industry. Javed (2019) stated that the textile products are one of most important exports of Pakistan. The textile industry of Pakistan generates
8.5 % GDP for the country. The 8th largest textile good’s producer in Asia is Pakistan. Pakistan is Asia's 4th biggest grower of cotton, with the 3rd massive spinning capacity. Textileindustry employs 40% of the overall labor force and accounts for 46% of the total manufacturingsector (Javed, Ahmed & Aziz, 2020). On the stock exchange, 5% of overall textile firms are registered.

Sapphire has flourished in the textile industry over the last four decades by continually extending and widening its penetration. It is now a top vertically integrated textile firm that produces cotton yarn, fabric, and clothing. Sapphire strives to reinforce itself as a leader in the textile business with the passing years by offering quality fabric that is quite popular amongst the women nowadays and is therefore being used as the style statement throughout Pakistan.

Emerging digital technology modes and advances have begun to infringe on traditional business processes as time has passed. Traditional firms who refuse to understand the existence and influence of digital technology on retail will eventually go out of business (Husnain & Toor, 2017). Traditional businesses are also experiencing a huge challenge nowadays, as numerous younger groups of consumers decide to buy online. This shift in lifestyle highlights the necessity to acknowledge that current means of communication have evolved, and traditional businesses must evolve to accept these changes. Because we are in a world surrounded by high technology, it's important to comprehend how social media marketing might affect customer purchase intention (Alfeel & Ansari, 2019). This needs to use digital technology has especially now become more important due to changing, uncertain times and pandemics like COVID-19.

 (
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)
Since the early 1990s, social media has grown in popularity as a sort of online community based on internet technology that aims to foster more connections between businesses and their customers without the use of physical borders (Gautama & Sharma, 2017). Since the advent of social media, there has been fierce competition between major garment companies like Sapphire, Khaadi, and Al- Karam. The most important aspect of social media marketing is interacting with consumers to deliver advantages to businesses, such as increasing customer purchasing intent. As a result, apparel companies like Sapphire are attempting to leverage social media and information richness as a successful communication strategy in Pakistan to provide rich material, generate positive comments, and engage customers with the brand (Macharia & Cheng, 2019).

An interview with Sapphire's General Manager in Lahore was conducted to learn more about the company's performance in comparison to other apparel businesses. He stated that the sapphire company needs to boost its social media marketing in order to enhance sales and profitability. He informed us that Sapphire needs to provide more rich information to make customers more satisfied and engaged and thus increase customer purchase intention and its sales. After the interview, we concluded that Sapphire needs to make its social media marketing better to compete with its competitors. We also concluded that social media marketing will be influenced through information richness of social media which would thus impact consumer’s purchase intention (CPI) also.

Consumers are investing greater time searching for information using the internet. This search for information has an influence on their purchase decisions. Clothing firms and their brands therefore have adopted social media marketing, which has quickly become the most prominent and effective marketing and communication tool (Poturak, 2019). According to Bernoffand Li (2011), social media platforms allow customers to communicate with other buyers,implying that businesses are no more the primary source of brand marketing. Furthermore, people are progressively turning to use social networking sites for information instead of traditional medialike TV, radio, and newspapers (Mangold & Faulds, 2009). This trend has weakened marketers' influence over brand management and heightened the requirement to supply customers with detailed information (Berthon & colleagues, 2007). It is therefore important to recognize that customers' choices about brands are impacted not just by what firms express, but also by what

other buyers are saying about the brand. Traditional media like TV, radio, and print advertisements, are significantly less productive than social media at disseminating information virally amongst the general population (Keller, 2009).

Customers are increasingly using social networking websites to engage with each other and also to link buyers with companies and vice versa (Wolny, 2013). Furthermore, a clothing company's social media activities may help to erase prejudices and misconceptions about brands, as well as improve brand value, by providing a digital platform for users to interchange experiences and ideas (Kim & Ko, 2010).

Consumer product evaluations of Sapphire on social media can create favorable or unfavorable news about brand, and words on these virtual forums have an impact on consumer purchasing decisions (Vij & Sharma, 2013). Domestic enterprises must meet the difficulties of the digital world and monitor and engage with target audiences on social media platforms since a brand's values are based on its consumers' impressions. This has made it essential to discover the influence of social media marketing on CPI and customer engagement.

The current corporate trend is to use technologically based platform instead of personal dyadic connections during physical service encounters. Customers must provide their service without the assistance of organizational service professionals on such a platform (Galdolage, 2021). Meuter and Ostrom (2000) divide self-service technologies into four categories: phone- based equipment and interactive voice response systems (IVR); online networks and internet-based interfaces; interactional kiosks; and audio-visual or CD technology. Online and internet-based self- service technologies are becoming increasingly popular currently (Galdolage, 2021).
Multimedia-rich interactions underline the majority of online transactions (Füller, 2009). The net's interactivity, efficiency, and reachability have made it a fantastic platform for consumer interactions and increased purchasing intent (Sawhney, 2005). Many benefits like increased customer loyalty and enhanced positive word of mouth are provided when business organisations network with one another and customers form their own groups within online platforms known as virtual customer communities (Romero, 2011). Additionally, these online brand communities serve as a relationship tool, connecting the company with other consumers (Gambetti & Graffigna,

2014). According to Ind and Coates (2013) internet technology adoption delivers a variety of benefits. While being a new turning point in service development, it offers various unique prospects for corporate organisations (Sandström, 2008). Furthermore, technological qualities such as simplicity, convenience, safety, technology standardization, availability, and efficiency encourage individuals to engage online. However, consumers are discouraged from transacting online because of their habit and desire for traditional service interactions, as well as fear and a lack of appropriate rewards (Marr & Prendergast, 1993). The apparent appropriateness, cost savings, time savings, and behavioral control associated with digital technology will give numerous benefits that individuals have never experienced in conventional mediums. However, whether people use online platforms or conventional platforms depends on their abilities, perception of risk, and desire for human interaction (Galdolage, 2021). This study helps in finding out the influence of information richness on consumer purchase intention and consumer engagement.

1.2 PROBLEM STATEMENT

Every company's goal is to maximize profits by attaining more sales through increased customers (Winer, 2001). Customers will purchase/repurchase more likely from a brand if they have a positive image of it. Several elements have a role in influencing customers' favorable opinions about a brand and persuading them to buy. Sapphire’s management was curious about the aspects that operate as a catalyst in moulding customers' intents to purchase from the company. To comprehend how competition works to attain more customers and how customers' intent to buy from Sapphire instead of their competitors, it is essential to acknowledge what factors impact customer purchase intention. Only two of the probable causes were chosen out of the many identified. These are factors that will be investigated further. The variables chosen were social media marketing and information richness. Customer engagement is seen to mediate how these variables influence customer purchase intention, so it was chosen as a mediating variable.

The social phenomena investigated therefore in the research study is to find out the issues encountered by Sapphire and how these issues affect purchase intention. The key issue that this study tries to answer is how weak social media marketing and poor information richness harm Sapphire's consumer purchasing intention. The study also investigates how social media marketing and information richness is mediated through customer engagement and how this engagement influences customers to purchase from Sapphire. The objective of this thesis is to determine the reasons that cause customers to choose other apparel companies over Sapphire, as well as to investigate the influence of Sapphire's information richness on customer purchase intent. Moreover, the reason why the specific research is conducted is to address the following question: Which factors play a significant role behind influencing the customer purchase intention of Sapphire and attract customers to shop from them instead of their competitors? Further investigation would be required to better evaluate the impact of these problems on Sapphire’s customer purchase intention.

1.3 AIMS AND OBJECTIVES

The objective in this paper is to see how better social media marketing and information richness in Sapphire might lead to higher consumer purchase intent. In the perspective of the Pakistani garment sector, it also investigates the impact of social media marketing activities and information richness on customer engagement and how both these variables influence purchase intention also. This study contributes to a better understanding of how consumers interconnect with Sapphire across various social media platforms and how they decide whether to buy its goods and facilities. Additionally, it explores how consumer engagement mediates the relation between social media marketing and consumer purchase intention and also between information richness and consumer purchase intention.

Therefore, the main aims and objectives of this study are:

i. To examine the association between social media marketing and consumer purchaseintention.
ii. To examine the influence of social media marketing on customer engagement.

iii. To examine the association between information richness and consumer purchaseintention.
iv. To examine the influence of information richness on customer engagement.

v. To examine the influence of customer engagement on consumer purchase intention.

vi. To examine the mediating role of consumer engagement on the relationship betweensocial media marketing and customer purchase intention.
vii. To examine the mediating role of consumer engagement on the relation betweeninformation richness and consumer purchase intention.
viii. To examine how information richness attracts people to purchase from a brand.

ix. To provide recommendations to Sapphire on how they can increase customer’s purchaseintention to stimulate sales and profit.

1.4 RATIONALE OF THE STUDY

The importance of this study is that it will assist the reader in understanding the influence of social media ads on consumer purchase intentions. Social networking marketing has evolved into an extremely powerful and useful two-way communication platform between marketers and customers all over the world. To stay competitive and effective, businesses must change their methods of reacting to the needs and desires of their customers. Social media marketing practices allow marketers to reach a broader audience and create long-term effective relationships with consumers. The rise of social media marketing practices has allowed consumers to engage virtually with other consumers all over the world about all brands in various product categories. Consumers are constantly using social media to exchange knowledge and interests in the case of clothing brands as well (Imtiaz & Aziz, 2019). It is therefore essential to understand the effects of social media marketing practices and information richness on customer purchasing intentions for business development and consumer interaction in the highly competitive clothing industry.

Customers now have an endless number of ways to interact with technology in order to complete a variety of activities. In today's world, more frozen knowledge is integrated in 'smart products,' which allow for transaction interactivity (Etgar, 2008). Smart offers are those that embed 'know how' within goods, allowing customers to significantly improve their self-performing service skills. Customers will be helped to complete tasks and interact successfully with the brand via online technologies that are rich in information and instructions. As a result, well-designed social media sites and applications enable even the most inexperienced customers to connect with brands with confidence (Galdolage, 2021). As a result of this research, recommendations are made to ensure that technologies are rich in information and give suitable direction for customers to self- learn and perform transactions.

The findings of the thesis will help domestic textile businesses gain a better knowledge of their consumers, and marketing managers will consider this research to be a great source of information as they develop and refine their tactics (Sumeja, 2019). This research is important in recommending ways for Sapphire and other comparable apparel brands to enhance sales by

delighting customers through improved social media marketing, as well  as determining the influence of Sapphire's social media marketing on consumer purchase intent.

Considering such positive background, this study fills a research gap in studies of social media marketing and information richness by using consumer engagement as a mediator. This thesis can as well be useful for other clothing companies who may use it to mitigate threats that hinder their sales and result in less customer satisfaction. Well-designed interfaces with a wealth of insight and information aid in consumer engagement and, as a result, increase customer purchase intent (Galdolage, 2021). Nonetheless, the present scholarly material does not go into great detail to explain this (Galdolage, 2021). Therefore, this study aims at exploring informationrichness which guides to increase customer intent to buy from a brand (Sapphire). This study alsoexplores how information richness influences consumer engagement.

1.5 STUDY VARIABLES

Table 1.1
List of Variables

	
SR #
	
Name of the Variable
	
Nature of the Variable

	
1.
	
Customer Purchase Intention (CPI)
	
Dependent Variable

	
2.
	
Consumer Engagement (CE)
	
Mediator Variable

	
3.
	
Social Media Marketing (SMM)
	
Independent Variable

	
4.
	
Information Richness (IR)
	
Independent Variable


The table above illuminates the study variable of this thesis and the nature of the variable. The variables such as Social Media Marketing, Information Richness will be independent variables of this research and the Customer Purchase Intention is the dependent variable whose outcome can be influenced by the independent variables.

1.5.1 Social Media Marketing:

The utilization of digital and Internet technologies for the aim of communicating and exchanging knowledge and experiences with new people using new effective means is known as social media marketing (Dewing, 2019).

1.5.2 Customer Purchase Intention:

The amount of confidence a buyer has in acquiring a product or facility is known as customer purchase intention. The higher the amount of trust, the more ready people are to buy. Purchase intention refers to a customer's probability of buying a product or service soon (Martins et al., 2019).

1.5.3 Consumer Engagement:

The amount of a customer's physical, intellectual, and mental involvement in their connection with a business is referred to as consumer engagement (Imtiaz et al., 2019).

1.5.4 Information Richness:

This is described as the quality of information indicating the ability to change individuals’ perception about the information (Daft & Langel, 1986).

1.6 THEORETICAL MODEL
 (
Information
 
Richness
Social Media
 
Marketing
Consumer
 
Engagement
Customer 
Purchase
 
Intention
ndependent
 
Variable
Mediating
 
Variable
Dependent
 
Variable
)The theoretical model and hypothesis that we will look at in this study is summarised in Figure 1.1.
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Fig. 1.1 Conceptual Framework

1.7 HYPOTHESES

H1: Information richness has a positive relationship with customer purchase intention.

H2: Information richness has a positive relationship with consumer engagement.

H3: Consumer engagement mediates the relationship between information richness and customer purchase intention.
H4: Consumer engagement has a positive relationship with customer purchase intention. H5: Social media marketing has a positive relationship with customer purchase intention. H6: Social media marketing has a positive relationship with consumer engagement.
H7: Consumer engagement mediates the relationship between social media networking and customer purchase intention.

CHAPTER II

LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT

2.1 Theoretical Foundation

The Uses and Gratification theory (UGT) can be used to explain social media customer purchasing behavior (Raacke, 2010). UGT is mostly employed in conventional media to examine behavior of the customers. However, with the advent of the social media platforms, technology and internet, the same concept has been effectively employed in social media research (Ngai et al., 2015). The UGT has been used on both conventional platforms and in technology media to determine how consumers' emotive, cerebral, and other new requirements are met; it has also been employed in particular situations to analyze how various media successfully drew customer viewership. Founded on its successful and several uses, it is stated that the Uses and Gratification theory (UGT) is a good fit for the current study, which intends to examine and explore the influence of social media on customers' purchasing intentions (Husnain & Toor, 2017).

Online shopping was unheard in Pakistan a few years ago; individuals used to spend hours doing traditional shopping. Despite internet is enter late in the market, it is thriving and growing like anything in Pakistan. In Pakistan, there are around thirty million internet users, with e- commerce correspond to $30 million of that total (Weekly technology times, 2016). The electronic and mobile sector has the greatest market share of 20%, followed by the service sector measure up to 18%, computer accessories and automobile accounts for 10%, and 7% to men's fashion clothing and women's apparel, totaling 6% of Pakistan's e-commerce share (Imtiaz & Aziz, 2019). It has been found that most of the online shopping of women’s is related to the fashion and other trends; while women’s like to purchase in person, shopping online is like one-stop solution and thus becomes the most convenient way of shopping.

Women, particularly working women, prefer it because it not only saves their time, but it also helps them to save their energy (Imtiaz & Aziz, 2019). People are progressively shifting toward online purchasing, which is more convenient because we can search for products/services

with a single click. Practically, all Pakistani fashion brands now have their own e-stores where they may disseminate information about their current and upcoming collections. Online customers are more cautious when purchasing; they examine the product by reading related online reviews, internet blogs, and other people's experiences (Shakeel, 2016). According to the ecommerce report of 2015, the ratio of women versus men online buyers is 30:70, which is rather small ratio as compared to men. There could be several reasons for this, including the fact that for women, word of mouth is very important, and friends' experiences are more important than any brand promotion (Imtiaz & Aziz, 2019).

With such a lucrative market share awaiting, fashion apparels should understand how to engage customers all through with the internet and meet the needs of their potential customers (Weekly technology times, 2016). Many previous studies have shown that consumers utilize specific social media platforms for entertainment, socializing, information seeking, and status seeking (Wang et al., 2016). Social media is an exceptionally participatory platform that enables groups and individuals to share and discuss user-generated content (Kietzmann et al., 2011). This platform can be used by businesses as a strategic tool for the marketing of their businesses and brands (Weinberg, 2009). It is critical to understand that how social media influences marketing of different products and services and consumer purchasing (Husnain & Toor, 2017) because organizations all around the world, small and large, recognize the value of social media, which is why they use YouTube in order to post different videos, Facebook to make fan pages, and Twitter to tweet (Weinberg, 2009).

Daft et al. (1987) suggested the media richness theory, which states that the amount of information disseminated by media might increase the understanding level of the receiver or “the ability of communication media to facilitate understanding”. This theory emphasizes that different mediums have varying levels of information richness. The more the media richness of the medium employed, the better the information diffusion. The lesser the media richness of the medium utilized, the poorer the information dissemination, which is attributed to increased ambiguity in the process of information dissemination.

Daft et al. (1987) categorize media richness into 4 types: face-to-face interaction, unprocessed files, telephones, and written records. The previous studies shows that the developments in technology facilitate and empower individuals to share and create multimedia content readily and effortlessly. Individuals, for instance, can place content with videos, basic text, or pictures; accordingly, the level media richness fluctuates from low level to high level media richness (Chen et al., 2020). Due to the constraints on different social media platforms such as Instagram or Twitter or Facebook, people are inclined to create whatever they intend to post by incorporating complementary information like symbols, URLs, or special tags etc. (Castillo et al., 2011), videos or images (Jin et al., 2016).

Daft et al. (1987) established a pyramid consisting of (1) instantaneous availability of feedback, (2) the medium's ability to convey numerous signals, (3) the natural language usage, and
(4) the personal concentration on the medium. According to the above-mentioned hierarchy, face- to-face interaction is the richest communication medium, followed by voice, video and text. According to Brunell (2009), customers desire a communication medium that provides useful and relevant information, as highlighted by media richness theory. However, the information must be reliable, interesting, current, and comprehensible by customers in order to elicit a purchase intention (Aydogan & Aysuna, 2016).

2.2 Information Richness and Customer Purchase Intention

Information richness is qualified information stating communication features of something to its audience (Daft & Langel, 1986). Information richness is described as “the capability of the medium to possess information”. It allows individuals to understand the information clearly and easily. Customers can find desired products or services due to the availability of variety of information (Lim & Benbasat, 2000). Lack of information richness, on the other hand, obstructs the understanding of information of individuals. Studies on information richness are frequently outlined in terms of the medium's ability to convey or process information (Macharia et al., 2019).

According to the information richness theory, people choose communication medium based on their information needs, particularly if the information is unclear and there is indecision

and ambiguity in a certain circumstance (Daft & Lengel, 1986). Numerous cues, pace of feedback, language variation, and customization inside the communication system are all factors that contribute to information richness (Daft & Wiginton, 1979). According to Fulk and DeSanctis (1995), consumers recognize communication mediums to be more capable and having greater capability of performing a variety of tasks, thereby influencing purchase intention of customers. Internet purchases are predominantly based on the internet presentation of the information about the products. These include how information is presented in form of photographs, pictures, and also how rich information about products is (Lohse & Spiller, 1998).

Today, social media is an essential marketing tool for any industry since it shows a substantial impact on customer purchase intention. In contrast to traditional stores, an online store may provide little personal or human interaction during the purchasing process. Consequently, online stores rely on information richness to encourage and engage customers to purchase (Hasim, Shahrin & Wahid, 2020). Brunell (2009) proposed a model to illustrate consumer purchase intention when consumers purchase online in his empirical study and discovered that customers will opt to purchase a product if the social media platform provides the needed information. Thus, here in our study, information richness implies that numerous information can enables buyers to acquire the needed products. As a result, information richness is widely acknowledged as an important reason that companies can use to increase their customer purchase intention. Thus, the subsequent hypothesis can be proposed based on all the research findings discussed:

H1: Information richness has a positive relationship with customer purchase intention.

2.3 Information Richness and Customer Engagement

According to Patrakosol and Lee (2013), information richness enables people to distinctly understand necessary information and serves as a bridge for communication with consumers. Prospective consumer demand is stimulated by providing consumers with clear product information. Furthermore, communicating information to consumers reduces consumer purchasing uncertainty (Lo & Lie, 2008). When the information is rich, consumer trust in the label

and product enhances (Chesney et al., 2017). According to Chen et al. (2020), social media business offers a suitable way for users to share information and interact with one another.
Sending messages is an essential technique to transmit information in the context of social media (Lee et al., 2021). People categorize and rate the richness of communications depending on the uncertainty (lack of information) and equivocality (ambiguity) provided by various message types, including texts, photographs, and videos (Dennis & Kinney, 1998). To put it differently, the amount of information that aids comprehension may differ based on communication skills and interpersonal connections. Rich information (such as a video clip) promotes learning and perception more than less rich content (such as writing or text-based publication) (Dennis & Kinney, 1998). As a consequence, we assert that the quantity of brand communications is significantly linked to consumer engagement, but that this positive relationship may be strengthened if the messages are more comprehensive.

Images-based messages are perceived to be richer than text-based messages since they demand less processing effort (Larkin and Simon, 1987). Video is also better than static graphics since it is clearer and more understandable (Park & Hopkins, 1992). More information cues may be conveyed by switching from text to images, then from photos to video (Lee et al., 2021). Such extra information signals end in fascinating and useful content that can boost prospects' social interactions, allowing the firm to stand out from competitors and increase customer awareness and loyalty (Emerson, 2012). Because those efforts can be regarded loyal and credible , a brand can increase the likelihood of current and potential customers participating more in the brand's social media efforts through their postings, comments, and "Likes" by actively investing in richer messages (e.g., photos and videos) (Thompson & Sinha 2008). This will lead to visibility and reach of the brand's messages using social contagion (Ugander et al. 2012). As a result, increasing the amount of information richness in a brand's social media operations can help to increase the positive association between those efforts and consumer engagement.

Based on the preceding claims, this study proposes that when a company increases the richness of information available on a company's web platform, it can better engage its customers'

needs, resulting in increased consumer engagement. Thus, the subsequent hypothesis can be proposed based on all the research findings discussed:

H2: Information richness has a positive relationship with consumer engagement.

2.4 Information Richness, Consumer Engagement and Consumer Purchase Intention
Today, social media is a crucial marketing tool for any company, as it produces asubstantial impact on customer purchase intention. In contrast to conventional stores, an online store may provide little personal interaction during the purchasing process. As a result, online stores rely on information richness to engage and encourage customers purchase intention (Hasim, Shahrin & Wahid, 2020). In his empirical study, Brunell (2009) established a model to represent customer purchase intention when shopping online and discovered that customers will opt to purchase a product if the social media platform delivers the needed information.

According to Barhemmati and Ahmad (2015), the presence of emotive relationships among customers and businesses (engaged consumers) offers firms with tremendous opportunity to accomplish relationship marketing goals. This method aids in encouraging shoppers to buy the goods or facilities provided by the respective businesses or brands.

Chen et al. (2004) points out that the level of consumer engagement content provided by the medium has a positive relationship with the media richness. According to Kang et al. (2011), low-engaging media are low in information richness whereas, high-engaging media are high in information richness. Macharia et al. (2019) study indicates that customers make their purchase decision based on the usefulness of the information provided on the social media where highly interactive and engaging communications exist before their actual purchase. Thus, the subsequent hypothesis can be proposed based on all the research findings discussed:

H3: Consumer engagement mediates the relationship between information richness and customer purchase intention.

2.5 Customer Engagement and Consumer Purchase Intention

According to Barhemmati and Ahmad (2015), the existence of emotive ties between customers and companies (engaged consumers) offers businesses with enormous prospects to accomplish relationship marketing goals. This tactic facilitates to encourage customers into purchasing the goods or facilities offered by corresponding businesses or brands. For online retailers, consumer engagement has become a key concern. According to studies, highly engaged consumers generate 23 percent more revenue since they spend extra on each procurement and then buy products more commonly if they are satisfied with the product bought. This strengthens the lifetime worth of the consumer whilst also lowering the expense of acquiring a new purchaser. These extremely engaged customers are presumably more inclined to urge their relatives and acquaintances to be buyers of the products also (Magneto, 2015)

Online brand communities are designed to allow companies and customers to interact and engage with one another in order to improve the bonds between the company and its customers, ultimately promoting sales and increasing customer loyalty (Prentice et al., 2019). Previous study has demonstrated that customer engagement has a positive association with customer purchase intention and customer loyalty (Prentice et al., 2018). The intensity of customer engagement determines the intensity of customer loyalty and the brand's success (So et al., 2014). Customers' intentions to participate and engage in the brand community might be translated into their intent to purchase services or products from the brand. Consumers will create intimate connections with the brand linked communities during the interactive process with the firm, brand, or other customers. Customers are prompted to acquire brand-related products or services as a result of this connection (Prentice et al., 2018).

According to a study conducted in a 3D setting such as live streaming marketing, consumer engagement is a prerequisite to increased purchase intention (Papagiannidis et al., 2017). Hsieh and Chang also discovered a positive association between customer purchase intention and customer engagement (Hsieh & Chang, 2016). As a result, buying behaviors of customers have significant implications for customer engagement (Prentice et al., 2019). Azam et al., in their recent study argued that engaging consumers is positively associated with purchase intention, and that

this association is mediated by other characteristics such as customer satisfaction, followership, and perceived value (Kaveh et al., 2020).

In the contexture of Pakistan’s social network marketing, Husnain and Toor (2017) found that consumer engagement had a substantial effect on customer purchase intention. They emphasized that communication, interaction, and information exchange between customers on products and services have increased customer engagement that take the lead to their purchase intention. Tiruwa (2016) discovered that there is an existing link between consumer engagement on virtual brand groups of Facebook and their purchase intention. Kim and Park (2013) studies indicate that customer engagement on social media platform performs a vital part in increasing purchase intentions in Malaysian hotel industry. According to the findings of Corkum et al. (2021), consumer engagement in mobile apps positively influences brand equity, which further increases the purchase intention of existing customers. Their findings also show that customer engagement through mobile apps’ is an important aspect in understanding how to boost purchase intention. Thus, the subsequent hypothesis can be proposed based on all the research findings discussed:

H4: Customer engagement has a positive relationship with consumer purchase intention.

2.6 Social Media Marketing and Consumer Purchase Intention

The utilization of digital and Internet technologies for the aim of communicating and exchanging knowledge and experiences with new people using new effective means is known as social media marketing (Dewing, 2019). Social media has thrived in all sectors of communication because of the technological innovation all over the world. This has led to creation of novel means to communicate with different individuals living around the world (Husnain & Toor, 2017).

The arrival of social media has transformed how businesses interact and engage with their consumers, and the services that social media provides are not only high-tech, but as well quick, convenient, and effective. These are visual, impulsive, and could be transmitted practically anywhere in the globe if there's an Internet connection available (Husnain & Toor, 2017). As a result, social media platform operators engage together as communities with specialized interests,

and this aspect of their uniqueness is what allows firms to implement basic yet powerful marketing tactics. (Kahle, 2012).

Virtual social forums have opened up new avenues for business branding. The key benefit of online social platforms for marketers is the ability to select from a variety of different options for presenting and displaying their brand products to targeted customers. Marketers can obtain a competitive advantage, increase revenue, and establish profitable relationships with customers by utilizing social media marketing effectively (Ahmed & Zahid, 2014). According to Ahmed and Zahid (2014) research, social media is a very essential medium and tool for networking among young people. Young people are increasingly buying clothing online through social media and this trend is growing among them with the passage of time. Clothing companies are now using a variety of promotional strategies to market their clothing brands on social media websites in order to influence purchase intentions (Ranjitha & Sinnor, 2012).

The goal of Alhadid and Alhadeed's (2017) research was to find out the influence of social media marketing on Jordan’s used car purchase intentions. The results of their study showed an increasing number of customers utilizing social media platforms, and therefore all businesses have had to spend in social media marketing in order to gain more shoppers and reinforce relationships with existing ones. This study also revealed such businesses may enhance social media marketing in a way that ensures long-term success instead of focusing solely on renowned social media platforms. The authors proposed that organizations oblige a set of standards and rules to handle various forms of social media effectively and efficiently as a strategic marketing manoeuvre (Alfeel & Ansari, 2019).

Social media marketing enables the rapid and fervid transmission of offers, over and above it also grasps the interest of consumers quickly that can result in increased purchase intention (Baird, 2011). According to Dehghani and Tumer (2015), Facebook ads can cause a significant effect on brand image and brand equity by increasing communication, feedback, and personalization. This procedure can then impact customer purchase intent.
Because of how it works, social media marketing is more honest with customers; it conveys what the business has to offer rather than managing the image perceived by the customer. As a

result, it increases and influences a more positive attitude toward the company, as well as a greater commitment and purchase intention (Laksamana, 2018).

Pjero and Kercini (2015) in their study on social media and its impact on consumer behavior revealed that info about goods and services supplied and accessible in the virtual world may favorably and significantly affect customers' purchasing intent. According to Kazanc and Başgöze (2015), social media perception influences costumer purchase intention positively. In other words, when customers' perception about social media marketing related to a company increases positively, the tendency to buy a product of that specific company will also increase (Kazancı & Başgöze, 2015). Thus, the subsequent hypothesis can be proposed based on all the research findings discussed:

H5: Social media marketing has a positive relationship with consumer purchase intention.

2.7 Social Media Marketing and Customer Engagement

The amount of a customer's physical, intellectual, and mental involvement in their connection with a business is referred to as consumer engagement (Imtiaz et al., 2019). Consumer engagement was once defined as catching customers' interest by highlighting touchpoints when selling goods and services (Lea, 2012). With an excess of products substitutes, media platforms, and innovative purchasing experiences available today, consumer engagement is on putting in the additional energy and effort and establishing emotive relationships that can direct word-of-mouth marketing and generate future sales (Magneto, 2015). Consumer engagement is regarded as an important factor that has gained significance over time. This is because of worldwide media fragmentation due to variety of media alternatives available, which results in a decrease in buyer's loyalty. Organizations must increase their marketing activities to captivate customers, since customers who are engaged are highly committed and psychologically more linked to the company (Sorenson, 2014).

Marketers may use consumer engagement to forecast business performance. Consumer engagement has been looked as an intentional necessity initiated by marketers to develop and retain a competitive advantage on competitors (Sedley & Perks, 2008). Social media marketing

allows marketers to engage and interact with customers in a number of ways that traditional marketing does not offer (Gros, 2012). It has been acknowledged that today's businesses must take advantage of the impact of social media platforms to involve consumers rather than utilizing it solely as a forum for strengthening brand promotions and company products (Forbes, 2015).

Social media could be utilized to engage customers by producing value for them. This means that it is essential to strengthen social media marketing as a medium for business promotion (Husnain & Toor, 2017). In today's world, many businesses are actively embracing and using social media as a means to reach millions of new and repeat customers (Ahmed & Zahid, 2014). Harris and Rae (2009) argued in 2009 that social media marketing would be an important component of marketing in the time to come, and this is proven right today.

It is necessary to promote social network marketing as a marketing tool in order to improve business performance. Social network marketing, from an external point of view can substitute customer anger with customer engagement, and social network marketing as a tool, from an internal point of view can alter the conventional focus on control and management to an approach welcoming virtual interaction and collaboration (Serajpour & Zameni, 2021). Companies are gradually seeing technology and social media as an important tool for organizing and managing consumer engagement, as proved by the increased use of electronic devices as internet websites provide corporations with more causes of interaction with buyers utilizing the help of the innovative and new methods (Economic Intelligence Unit, 2007).

In social media networks, customers frequently interact with the sites, channels, and postings of companies, groups, and other customers (Giakoumaki & Krepapa, 2020). Any sort of active online behavior characterized by strong personal connection with the material, organization, brand, or cause given online is known as digital engagement (Valentini et al., 2018). The dynamic and co-creative capacities of modern technologies and social media has manifested in an unprecedented growth in consumer engagement, and also greater chances for increased value and brand co-creation (Gensler et al., 2013).
Previous studies shows that the social media sites involving Instagram, Facebook, YouTube, Pinterest, and Twitter are being utilized extensively by luxury companies (Phan, 2011).

For example, Louis Vuitton has a FB page where social media operators can access to a large number of contents like videos, stories, links, extracts, and images. Customer engagement in social media is stimulated by content like these (Chu et al., 2019).

2013 Social Media Industry Report states that marketers may seek additional prospects from social media communication due to improved search ranks, heightened traffic to company sites, and increased consumer loyalty (Stelzner, 2013). Customer engagement is a significant goal for marketers; according to a 2012 survey, 78 percent of marketers inform that utilizing social media to advertise their products improves customer engagement (Nguyen & Duong, 2020). Thus, the subsequent hypothesis can be proposed based on all the research findings discussed:

H6: Social media marketing has a positive relationship with consumer engagement.

2.8 Social Media Marketing, Consumer Engagement and Consumer Purchase Intention
Barhemmati and Ahmad (2015) studies indicated that consumer engagement performs a significant part in purchase decision process since it helps in building an emotional tie between the brand and the customer, allowing brands to persuade customers to buy their products. They learn that the presence of emotive bonds between customers and brands, which is achieved via consumer engagement, offers businesses with great opportunity to accomplish relationship marketing objectives. This method aids in encouraging clients to buy the goods or services offeredby the businesses in question.

According to Sijabat et al. (2019), the mediation i.e., consumer engagement is beneficial to businesses since using social media marketing as an advertising tool can make customers engaged and, as a result, boost their purchase intent. Furthermore, it was determined that e-WoM uses social media marketing channels to affect buyers. The study also discovered that social media utilizer utilize networks to not only improve their business expertise, but also to exchange it with peers.

Prabowo et al. (2019) studies indicated that the social media marketing has a considerable impact and influence on student engagement and purchase intention. Student engagement serves as a bridge between social media marketing and student purchasing intention. The research further indicates that the student engagement in higher education will determine whether or not they will purchase based on the activities of institutions in social media marketing. Higher education institutions can influence students' decisions to attend college by implementing social media marketing activities such as uploading videos, news, and information about their institutions.

Researchers argue that when users participate on various social media platforms, marketer- produced material might not be a credible provider of info when contrasted to consumer-generated content, which is developed by genuine social media experiences (for example, exchange of info, reviews, opinions, judgments, and recommendations). Because it gives customers confidence in their knowledge of products and brands (Huang et al., 2012) and thus create customer purchase intent.

According to the findings of Mohamad (2018) and Prabowo et al. (2019) studies, social media marketing has a significant and strong impact on customer engagement, customer engagement has a significant and strong impact on customer purchase intention, social media marketing has a significant and strong impact on customer purchase intention, and social media marketing also has a significant impact on customer purchase intention through consumer engagement. Thus, the subsequent hypothesis can be proposed based on all the research findings discussed:

H7: Consumer engagement mediates the relationship between social media networking and consumer purchase intention.

CHAPTER III METHODOLOGY
3.1 Research Methodology

A research methodology is an explanation about how a specific type of study is carried out. It outlines the strategies and practices for obtaining and evaluating data relevant to a certain research topic. Research design and methodology are the techniques or methods used to collect, choose, organize, and analyse material about a subject. A research article's methodology assists the reader in critically analysing the study's overall accuracy and credibility. This section of the paper will help the reader to provide better insights on the variables as well as their reliability and validity.

The purpose of study, type of investigation, unit of analysis, study setting and interference population, time horizon, sample technique, sample, instrument, measure and scale, and analytical approach are discussed in this chapter.

3.1.1 Purpose of study

The primary goal of this research is to examine the impact of social media marketing on purchase intention, to find out how information richness attracts people to purchase from a brand. It determines the impact of information richness on purchase intention and identifies the impact of Sapphire’s social media marketing and information richness in achieving genuine engagement and connection with its customers.

3.1.2 Type of Investigation

The main goal of this research is to investigate the relation between our dependent variables, social media marketing and information richness and our independent variable, customer purchase intention using customer engagement as a mediator variable as well as to evaluate our hypotheses. As a result, the research methodology for this thesis is non-experimental, quantitative, and correlational.

The research conducted was exploratory and descriptive in nature. Exploratory research relies on correlational statistics to examine the extent of influence one variable may have on the other and gain a better perspective about the relationship between variables (Clark & Creswell, 2005). We have used quantitative analysis to interpret our results.

3.1.3 Time horizon

Cross sectional design is employed in this research. This research has been conducted to provide valuable insights on the effects of information richness and social media marketing on customer purchase intention. Data was collected through self-administered questionnaires.

3.1.4 Interference and Study Settings

The study settings were non-contrived as the researcher gathered data from target respondents in their normal working environments/routines. The researcher's function will be limited to explaining questionnaire items and the study's intent to the participants.

The interference of researchers was negligible. No pressure was placed on respondents to respond in a certain way nor were their decisions about their choices in the questionnaires influenced in any way. The obtained results have not been altered, nor were the factors influencing our results controlled.

3.1.5 Unit of Analysis

Individuals will be the units of analysis and the participants in our sample were customers of Sapphire.
3.2 Study Variables

This study examined the extent of correlation among the variables of interest consisting of social media marketing, information richness, consumer engagement and customer purchase intention. Variables like information richness and social media marketing have been comprehensively studied in this thesis to investigate influence of them on Sapphire’s customer

purchase intention. A mediator, consumer engagement was involved in the research to study indirect relation between the interest variables of the research.

3.2.1 Dependent variable

Customer purchase intention (CPI) is the dependent variable in the current study. It is described as a consumer's attitude toward a certain purchase habit as well as the consumer's readiness to buy a good or service (Nazrin, 2016). This study analyzed how purchase intention of Sapphire’s customers depend upon social media marketing and information richness using the consumer engagement as a variable.

3.2.2 Independent variable

Information richness (IR) and social media marketing (SMM) are the independent variables in this study. According to Patrakosol (2013), information richness enables individuals to clearly understand necessary information and serves as a bridge for communication with consumers. Social media marketing is described as the utilization of digital and internet technologies for the purpose of more effectively communicating and sharing information and expertise with other people (Dewing, 2019). This thesis examines how social media marketing and informationrichness with the incorporation of consumer engagement effects the purchase intention of customers wanting to shop at Sapphire.

3.2.3 Mediating variable

In the current study consumer engagement works as the mediator or intervening variable that links the independent variables (information richness and social media marketing) with dependent variable (customer purchase intention). According to Kang et al. (2011), low-engaging media are low in information richness whereas, high-engaging media are high in information richness. Macharia et al. (2019) study indicates that customers make their purchase decision based on the usefulness of the information provided on the social media where highly interactive and engaging communications exist before their actual purchase.

3.2.4 Demographic Variable

The demographic variable used in this study are age, marital status, residence, educational level, and employment status. The first demographic variable, age is divided into 2 groups that is 1= below 30 years old and 2= above 31 years old. The second demographic variable is marital status which is divided into 5 categories like 1 = single, 2 = married, 3 = separated, 4 = divorced and 5 = widowed. The third demographic variable is educational level which is divided into 5 groups like 1= secondary, 2= higher secondary, 3= bachelor, 4= masters and 5=doctoral. The fourth demographic variable is employment status which is divided into 5 categories like 1= full time, 2 = part time, 3 = student, 4 = retired and 5 = not working. We have chosen these variables since these demographic variables tend to significantly impact customer purchase intention.
3.3 Population and Sample

Both independent, mediating, and dependent variables are used to draw the target population and sample therefore the population and sample were chosen with the study variables in mind. We will only record answers from participants who have had a purchasing experience with Sapphire in this study because the study is about how the purchase intentions of customers is influenced by our independent variables.

3.3.1 Target Population

The target population included the female customers of Sapphire in Lahore. The motive behind targeting Lahore is that it would be easy for us to study how different factors affect Sapphire’s customer purchase intention in Lahore. The target population was inclusive of only one genders that is females. The target population consisted of female from all age groups.



3.3.2 Sampling Design

The non-probability sampling approach was utilized to provide a better comparison between the research variables. The results were obtained using convenience sampling. Due to certain limitations, convenience sampling was used effectively.

The participants were given self-administered survey questionnaires. We had successfully targeted Sapphire female buyers in Lahore. Because the purpose of this study is to look at customers' intents to shop at Sapphire, all respondents who filled out the survey have previously shopped there. The data was collected over the course of three weeks, and then entries were made in SPSS version 21 to carry out the analysis.

3.3.3 The Sample

We selected female shoppers at Sapphire for this research and applied convenience sampling technique. The sample of the research consisted of 290 customers of Sapphire. The sample size would be determined utilizing Item Response Theory in order to generalize our study's findings (Nunnally, 1978). The amount of questionnaire items has been multiplied by ten. Because our survey form has 29 items, a sample size of 290 people would be more than enough to examine our model and generalize our findings.

Number of items x 10 = 29 x 10= 290.

3.4 Data Collection

For the research, a sample of the Lahore population was chosen. Sapphire's consumers' features, interests, and attitudes were determined using female customers. A sample survey uses a systematic, structured questionnaire to assess people's attitudes and beliefs. The data for our study was acquired by posting the questionnaire's link online on Google Forms. Following that, the questionnaire's link was shared on various social media networks like WhatsApp, Facebook and Instagram. A third party (Google Forms) was employed to collect responses on a self-administered survey. In contrast to contrived studies, the influence of researchers in non-contrived research is low. It took us three weeks to collect information using Google Forms.

3.4.1 Instruments

For the purpose of research, Google Docs was utilized to accumulate data about the study variables. The idea of using survey was to have close-ended, and self- directed answers. An explanation for utilizing self-directed poll was in request to effectively eliminate any chance of

predisposition emerging in the research. Respondents were asked to select the option which resonates well with them, as well as advised to refrain from giving multiple responses. After successful completion of the questionnaire, we had thanked participants for their valuable time as well as effort given for filling in the questionnaires.

Keeping in view the convenience for the respondents, the questionnaires formed was divided into five sections in total. The first section of the questionnaire was concerned with the demographic variables which contained variables like age, marital status, residence, educational level and employment status. The remaining four sections were concerned with the corresponding study variables. The second section, which was related to social media marketing of Sapphire consisted of nine queries. Followed by the third section, which included seven items associated to information richness. There are six queries in the fourth section which were related to consumer engagement of Sapphire’s customers with the brand. The last section of the questionnaire encompassed of seven questions corresponding to Sapphire’s customer purchase intention. The questionnaire therefore consists of 29 questions which were completed by the respective participants.

3.5 Measurement and Scale

To allow the respondent to express how much they approve or disapprove with a given claim, a 5 Point Likert scale was utilized. The strength/intensity of the attitude of the items is measured by a 5-point Likert scale (1 – strongly disagree, 2 - disagree, 3-neutral, 4- agree, 5- strongly agree). A quantitative survey (questionnaire) would be distributed to customers of Sapphire in Lahore to measure different factors influencing customer purchase intention of Sapphire.

3.5.1 Social media marketing

Sapphire consumers' usage of electronic and Internet technologies to communicate and exchange knowledge and opinions about Sapphire with others is measured by social media marketing (Dewing, 2019). Nine items scale created by Kim (2012) were used to measure social media marketing.

3.5.2 Customer Purchase Intention

Customer Purchase Intention is a way of measuring how confident customers are in acquiring a Sapphire product or service. The higher the amount of trust, the more ready people are to buy. The more likely a buyer is to acquire a product or service in the near future, the higher their purchase intention (Martins et al., 2019). Seven items scale developed by Hussain and Toor (2017) was used to measure consumer purchase intention.

3.5.3 Consumer engagement

Consumer engagement measures the intensity of a consumer’s physical, intellectual and emotive presence in their relation with Sapphire’s products and services (Imtiaz et al., 2019). Six items scale developed by (Hussain & Toor, 2017) were used to measure customer engagement.

3.5.4 Information Richness

Information richness measures how quality of information provided on social media indicates the ability to vary Sapphire’s customer’s understanding of information (Daft & Langel, 1986). Seven items scale developed by Barnes and Vidgen (2003) was used to measure information richness.



Table 3.1
Study variables in questionnaire

	SR #
	Variable
	No. of items
	Author
	Scale
	Sample items

	1.
	Customer Engagement
	6
	Hussain	and Toor (2017)
	Five points
Likert Scale
	I	am	involved	with	the brand.

	2.
	Social Media Marketing
	9
	Kim	and	Ko (2012)
	Five points
Likert Scale
	The	website	and	social media apps of brand is good.




	3.
	Information Richness
	7
	Barnes	and Vidgen (2003)
	Five points
Likert Scale
	The brand’s social media provides rich content.

	4.
	Consumer Purchase intention
	7
	Hussain	and Toor (2017)
	Five points Likert Scale
	I intend to purchase from the brand.



3.6 Analytical approach

Statistical Package for Social Sciences (SPSS) and Process Hayes software was used for statistical analysis. Study hypotheses were examined using SPSS Process macro model 4 created by (Preacher & Hayes, 2008). We examined direct impact of social media marketing on consumer purchase intention and direct impact of information richness on consumer purchase intention. We also investigate the indirect impact of social media marketing on consumer purchase intention through consumer engagement and indirect impact of information richness on consumer purchase intention through consumer engagement. Mediation effects were also computed.

CHAPTER IV

RESULTS
This section of the research paper focuses on the quantitative research. The link between demographic characteristics and research variables was investigated using data analysis. The data was gathered using the convenience sample approach, and survey questions were disseminated online. To obtain data from Sapphire's customers, we utilized a variety of social media platforms. This section also includes interpretations in addition to data analysis.

4.1 Descriptive Statistics

Frequency analysis of participant characteristic is done, and their results are interpreted. Bivariate analysis is also done, and then their results were interpreted. Lastly, we found out the descriptive statistics of demographic and study variables.

4.1.1 Frequency Analysis of Participants’ Characteristics

Table 4.1
Frequency Analysis of Age

	Age
	Frequency
	Percent

	Below 30 years
	61
	21.0

	Above 31 years
	229
	79.0
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Figure 4.1: Frequency Analysis of Age

Interpretation

We have performed frequency analysis on our demographic variable “Age. The results for age have showed that out of total 290 respondents 61 (21.0 %) have age above 31 years and 231(79.0) respondent have age below 30 years. It has been observed that there were more respondents aged below 30 years old.  Table 4.1 illustrates these results.
Table 4.2
Frequency Analysis of Marital Status

	Marital Status
	Frequency
	Percent

	Single
	206
	71.0

	Married
	54
	18.6

	Separated
	9
	3.1

	Divorced
	14
	4.8

	Widowed
	7
	2.4
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Figure 4.2: Frequency Analysis of Marital Status



Interpretation

We have performed frequency analysis on our demographic variable “Marital Status”. The results for marital status have showed that out of total 290 respondents, 206 (71.0%) respondents were single, 54(18.6%) respondents were married, 9 (3.1%) were Separated, 14(4.8%) were divorced while rest of the 7 (2.4%) were Widowed. It has been observed that representation of single respondents was more as compared to the rest of the respondents. Table 4.2 illustrates these results.
Table 4.3
Frequency Analysis of Education Level

	Education Level
	Frequency
	Percent

	Bachelors
	152
	52.4

	Doctoral
	16
	5.5

	Higher Secondary
	47
	16.2

	Masters
	55
	19.0

	Secondary
	20
	6.9



Graphical Illustration
 (
Frequency
 
Analysis
 
of
 
Education
 
Level
20
55
152
47
16
Bachelor
 
Doctoral
Higher Secondary
 
Masters
 
Secondary
)
Figure 4.3: Frequency Analysis of Education Level




Interpretation

We have performed frequency analysis on our demographic variable “Education Level”. The results for education level have showed that 20 (6.9%) respondents have Secondary education, 47(16.2%) respondents have Higher Secondary education, 152 (52.0%) respondents have bachelor’s education, 55 (19.0%) respondents have Masters education, while rest of the 16 (6.0%) participants have doctoral education. It has been observed from the data set that more participants have done Bachelor. Table 4.3 illustrates these results.
Table 4.4
Frequency Analysis of Employment Status

	Employment Status
	Frequency
	Percent

	Full Time
	48
	16.6

	Not Working
	69
	23.8

	Part Time
	22
	7.6

	Retired
	2
	0.7

	Student
	149
	51.4
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Figure 4.4: Frequency Analysis of Employment Status

Interpretation

Lastly, the results for frequency analysis of employment status have showed that out of total 290 respondents, 48 (16.6%) respondents are working full time, 69 (23.8%) respondents are not working, 22 (7.6%) respondents are working as a part time, and 2 (0.7%) respondents are retired while the rest 148 (51.4%) respondent’s employment status is student. Results showed that most of participants are students. Table 4.4 illustrates these results.

4.1.2 Bivariate Analysis

Table 4.5
Age & Marital status Cross tabulation

	
	Marital Status
	Total

	
	Divorced
	Married
	Separated
	Single
	Widowed
	

	

Age
	Above 31
years
	2
	18
	3
	34
	4
	61

	
	Below 30
years
	12
	36
	6
	172
	3
	229

	Total
	14
	54
	9
	206
	7
	290
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Figure 4.5: Age & Marital status Cross tabulation

Interpretation

We performed Bivariate Analysis (Cross tabulation) between our study variables Age and Marital Status. We investigated the information between Age and marital status from a total of 290 respondents. The results show there are a total of 229 respondents aged below 30 years old out of which 172 respondents are single, 36 respondents are married, 12 respondents are divorced, 6 respondents are separated, and 3 respondents are divorced. Moreover, there are a total of 61 respondents aged above 31 years old out of which 34 respondents are single, 18 respondents are married, 2 respondents are divorced, 3 respondents are separated, 4 are widowed. So, there are more single respondents in our data set. There are a total of 206 single respondents which show that most of our respondents are single. Table 4.5 illustrates these results.

4.2 Descriptive Analysis (Mean & Standard Deviation)
4.2.1 Descriptive Analysis of Demographic Characteristics
Table 4.6
Participants Characteristics Descriptive Analysis

	Characteristics
	Minimum
	Maximum
	Mean
	Std.
Deviation

	Age
	1
	2
	1.21
	0.406

	Education
	1
	5
	3.00
	0.923

	Employment Status
	1
	5
	3.08
	1.303

	Marital Status
	1
	5
	1.49
	0.946



Interpretation

We performed Descriptive analysis on our demographic variable, “Age”, “Education Level”, “Employment Status” and “Marital Status” to investigate the mean and standard deviation. The results show that the minimum age that is below 30 year of respondents is 1 whereas the maximum age above 31 years is 2 with a mean of 1.21 and a standard deviation of 0.406. The results show that the minimum value of education is 1 whereas the maximum value is 5 with a mean of 3.00 and a standard deviation of 0.923. The findings show that the minimum value of employment status is 1 while the maximum value is 5 with a mean of 3.08 and a standard deviation of 1.303. The results show that the minimum value of marital status is 1 while the maximum value is 5 with a mean of 1.49 and a standard deviation of 0.946. Employment Status had the highest

mean and standard deviation while age had the lowest mean and standard deviation. Table 4.6 illustrates these results.

4.2.2 Descriptive Analysis of Study Variables

Table 4.7
Study Variable Descriptive Analysis

	Characterist ics
	Minimum
	Maximum
	Mean
	Std.
Deviation

	Social Media Marketing
	1
	5
	3.72
	0.75

	Information Richness
	1
	5
	3.90
	0.70

	Customer Engagement
	1
	5
	3.48
	0.90

	Customer
Purchase Intention
	1
	5
	3.76
	0.82



Interpretation

We performed Descriptive analysis on our study variable, “Social Media Marketing”, “Information Richness”, “Customer Engagement” and “Customer Purchase Intention” to investigate the mean and standard deviation. The results show that the minimum value of social media marketing is 1 whereas the maximum value is 5 with a mean of 3.72 and a standard deviation of 0.75. The results show that the minimum value of information richness is 1 whereas the maximum value is 5 with a mean of 3.90 and a standard deviation of 0.70. The results show that the minimum value of customer engagement is 1 while the maximum value is 5 with a mean of
3.48 and a standard deviation of 0.90. The results show that the minimum value of customer purchase intention is 1 while the maximum value is 5 with a mean of 3.76 and a standard deviation of 0.82. Information richness had the highest mean and customer engagement had highest standard deviation. Information richness had the lowest standard deviation and customer engagement had the lowest mean. Table 4.7 illustrates these results.
4.3 Exploratory Factor Analysis
Table 4.8

Exploratory Factor Analysis of Study Variables

	



Items
	
Components
	
Communalities

	
	Information Richness
	Consumer Engagement
	Customer Purchase Intention
	Social Media Marketing
	

	IR1
	.733
	
	
	
	.644

	IR2
	.664
	
	
	
	.583

	IR3
	.583
	
	
	
	.483

	IR4
	.690
	
	
	
	.610

	IR5
	.657
	
	
	
	.555

	IR6
	.546
	
	
	
	.524

	IR7
	.620
	
	
	
	.547

	CE1
	
	.686
	
	
	.694

	CE2
	
	.732
	
	
	.653

	CE3
	
	.730
	
	
	.666

	CE4
	
	.760
	
	
	.662

	CE5
	
	.768
	
	
	.706

	CE6
	
	.526
	
	
	.650

	CPI1
	
	
	.565
	
	.650

	CPI2
	
	
	.580
	
	.631

	CPI3
	
	
	.772
	
	.733

	CPI4
	
	
	.541
	
	.622

	CPI5
	
	
	.480
	
	.539

	CPI6
	
	
	.569
	
	.602

	SMM1
	
	
	
	.627
	.573

	SMM2
	
	
	
	.668
	.652

	SMM3
	
	
	
	.557
	.577

	SMM4
	
	
	
	.645
	.573

	SMM5
	
	
	
	.599
	.599

	Eigenvalue
	13.359
	1.940
	1.163
	1.023
	

	% of Total Variance
	46.067
	6.688
	4.012
	3.528
	

	Total Variance
	
	
	
	60.294%
	





Interpretation

We used the SPSS 21 version to run exploratory factor analysis to look at factor structure. On 24 Likert scale items, a principal component factor analysis was done. The Kaiser-Meyer Olkin (KMO) sampling adequacy test resulted in a score of 0.949, significantly above the widely suggested threshold of 0.60. (Kaiser, 1970, 1974). This KMO value stated that the sample size was largely sufficient for factor analysis. With χ2 (406) =5169.125, p < 0.001, Bartlett's test of sphericity gained statistical significance, indicating that correlations were high enough for EFA.

According to Osborne and Costello (2009), communalities in the range of 0.40 to 0.70 are the most prevalent and accepted in the social sciences. All components of social media marketing, information richness, consumer engagement, and customer purchase intention exhibited communalities between 0.483 and 0.733, indicating that each item in the data set possessed some common variation (as shown in Table 4.10). The inclusion of 24 components in the factor analysis was confirmed by the above data.

The analysis of initial Eigenvalues revealed that the first four factors had Eigenvalue’s greater than 1 and account for 46.067%, 6.688%, 4.012% and 3.528% of the total variance respectively. The 5th,6th,…. and 24th had eigenvalues less than 1 and each of them explained below 4% of the variance. Kaiser's criteria (Kaiser, 1960; Hair et al., 2006) is a basic rule of thumb for determining the number of factors to keep. It states that any factors with an eigenvalue greater than 1 should be retained. As a result, the four-factor solution was accepted, explaining 60.294% of the total variation.

All elements in the rotated component matrix had main loadings that were much above the absolute value of 0.60 in our study (Field, 2013; Hair et al., 2006). The first 7 items are loaded on the first factor, which signifies information richness; the next six items are loaded on the second factor, which reflects consumer engagement; the next six items are loaded on the third factor, which signifies customer purchase intent; and the last five items are loaded on the fourth factor, which denotes social media marketing. The factor loading for information richness varied from 0.546-0.733, factor loading for consumer engagement ranged from 0.526-0.768, factor loading for customer purchase intention ranged from 0.480-0.772 and the factor loading for social media marketing lied between 0.668 and 0.557. However, we utilize a general rule of thumb for customer

purchase intention items (CPI1, CPI2, CPI4, CPI6 and CPI7) and consider them as part of that group where they have a higher value of factor loading, thus we consider them as part of third factor. Each variable is independent of other research variables, and each item is connected to the predicted factor structure, according to the findings. Table 4.8 shows the factor loading matrix for the finalized solution.
4.4 Reliability Analysis

Table 4.9
Reliability of Study Variables

	Variable
	No. of Items
	Cronbach’s Alpha Value (α)
	Level of Reliability

	Social Media Marketing
	5
	0.829
	Very Good

	Information Richness
	7
	0.874
	Very Good

	Customer Engagement
	6
	0.893
	Very Good

	Customer Purchase
Intention
	6
	0.868
	Very Good



Interpretation

Cronbach's alpha values were used to assess the consistency and reliability of each construct's elements. (i.e., social media marketing, information richness, customer engagement 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 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 4.9 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., 0.829

to 0.893). The results indicated that all variables have internal consistency of 82.9% to 89.3% and there is no kind of reliability issue in our data set.

4.5 Correlation Analysis

Table 4.10
Bivariate Correlation

	Correlations

	
	Social
Media Marketing
	Information Richness
	Consumer Engagement
	Customer
Purchase Intention

	Social Media Marketing
	1
	
	
	

	Information Richness
	0.729**
	1
	
	

	Consumer Engagement
	0.674**
	0.593**
	1
	

	Customer
Purchase Intention
	0.675**
	0.706**
	0.714**
	1

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



Interpretation

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 proposed hypothesis. Results depicted in table 4.10 show that social media marketing has a positive and significant relationship with information richness (r = 0.729, p < 0.01). Consumer engagement has a positive and significant relation with Social Media Marketing (r = 0.674, p < 0.01) and consumer engagement is also positively associated with information richness (r = 0.593, p < 0.01). Moreover, Customer Purchase Intention is positively and significantly associated with Social Media Marketing, (r = 0.675, p < 0.01), information richness (r = 0.706, p < 0.01), and consumer engagement (r = 0.714, p < 0.01).

4.6 Regression Analysis

Table 4.11
Regression Analysis

	Coefficients

	
Model
	Standardized
Coefficients
	
t
	
Sig.
	Collinearity
Statistics

	
	Beta
	
	
	Tolerance
	VIF

	



1
	Consumer
	
	1.579
	.115
	
	

	
	Purchase
	
	
	
	
	

	
	Intention
	
	
	
	
	

	
	(Constant)
	
	
	
	
	

	
	Information
Richness
	.369
	6.961
	.000
	.449
	2.227

	
	Social Media
	.133
	2.297
	.022
	.378
	2.644

	
	Marketing
	
	
	
	
	

	
	Consumer
	.406
	8.285
	.000
	.524
	1.907

	
	Engagement
	
	
	
	
	

	a. Dependent Variable: Customer Purchase Intention



Interpretation

We have used the standardized coefficient. The outcomes represented in table 4.11 show that there is a positive but insignificant impact of social media marketing on customer purchase intention (β = 0.133, p < 0.05). There is a positive and significant effect of information richness on customer purchase intention (β = 0.369, p<0.01). There is a positive and significant influence of consumer engagement on customer purchase intention (β = 0.406, p<0.01).

4.7 Data Normality

Table 4.12
Data Normality

	Descriptive Statistics

	
	N
	Minimum
	Maximum
	Mean
	Std.
Deviation
	Skewness
	Kurtosis

	
	Statistic
	Statistic
	Statistic
	Statistic
	Statistic
	Statistic
	Std. Error
	Statistic
	Std. Error

	Social	Media
Marketing
	290
	1.00
	5.00
	3.7179
	.75296
	-1.324
	.143
	1.806
	.285

	Information Richness
	290
	1.00
	5.00
	3.9034
	.69852
	-1.477
	.143
	3.048
	.285

	Customer Engagement
	290
	1.00
	5.00
	3.4805
	.90324
	-.672
	.143
	-.255
	.285

	Consumer Purchase Intention
	290
	1.17
	5.00
	3.7638
	.81723
	-1.311
	.143
	1.301
	.285



Interpretation

We performed Kurtosis and Skewedness on study variables to check the data normality. These results are depicted in table 4.12. Skewedness assesses the orientation and extent of asymmetry. Kurtosis evaluates the tail extremity that reflects the existence of outliers. The responses for every item was normally distributed since absolute skewness value was ≤2 and absolute kurtosis (excess) was ≤4 (Prabhaker & Mishra, 2019). The data falls within range specified for Kurtosis and skewedness which means that data is normally distributed. Table 4.12 illustrates these results.

4.8 Durbin Watson

Table 4.13
Durbin Watson

	Model
	R
	R
Square
	Adjusted R Square
	Std.	Error of		the
Estimate
	Durbin- Watson

	1
	.800a
	.640
	.636
	.49310
	2.044

	a. Predictors: (Constant), CE, IR, SMM

	b. Dependent Variable: CPI



Interpretation

We can also infer that there is no linear autocorrelation in our regression data because the maximum value of Durbin-Watson was d = 2.004, which was t among the two crucial values of 1.5 < d< 2.5.

4.9 Multi Collinearity

Table 4.14
Collinearity Statistics

	Coefficients

	Model
	Unstandardized
Coefficients
	Standardized
Coefficients
	t
	Sig
.
	Collinearity
Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	Customer
	.266
	.169
	
	1.579
	.115
	
	

	
	Purchase
	
	
	
	
	
	
	

	
	Intention
	
	
	
	
	
	
	

	
	(Constant)
	
	
	
	
	
	
	

	
	Information
	.431
	.062
	.369
	6.961
	.000
	.449
	2.227

	
	Richness
	
	
	
	
	
	
	

	
	Social Media
	.144
	.063
	.133
	2.297
	.022
	.378
	2.644

	
	Marketing
	
	
	
	
	
	
	

	
	Customer
	.367
	.044
	.406
	8.285
	.000
	.524
	1.907

	
	Engagement
	
	
	
	
	
	
	

	a. Dependent Variable: Customer Purchase Intention



Interpretation

Multicollinearity among the study variables i.e., social media marketing, information richness and consumer engagement were studied using variance inflation factor (VIF), tolerance and condition index. 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). In our study, the VIF values of social media marketing (2.644), information richness (2.227) and consumer engagement (1.907) all were less than 10. Furthermore, the tolerance values of the independent variables of social media marketing (0.378), information richness (0.449) and consumer engagement (0.524) are also greater than 0.1. Table 4.14 illustrates these results. There is no issue of multicollinearity

in our study, keeping in mind VIF and tolerance values. VIF is below 10 and tolerance value is greater than 0.1.

4.10 : Hypothesis Testing

Table 4.15
Test for Mediation

	Predictor
	Β
	SE
	t
	p

	Outcome Variable:
Customer Engagement

	Customer Purchase Intention
	0.48
	0.20
	2.40
	0.02

	Social	Media Marketing
	0.81
	0.05
	15.47
	0.000

	Outcome Variable:
Consumer Purchase Intention

	Customer Engagement
	0.343
	0.05
	9.15
	0.00

	Social	Media Marketing
	0.39
	0.06
	6.86
	0.00

	
	Effect
	Boot SE
	BootLLCI
	BootULCI

	Indirect effect of Social	Media Marketing	on Customer Purchase Intention
	0.35
	0.06
	0.25
	0.47

	Outcome Variable:
Customer Engagement

	Customer Purchase Intention
	0.49
	0.24
	2.01
	0.05

	Information Richness
	0.77
	0.06
	12.49
	0.00




	Outcome Variable:
Consumer Purchase Intention

	Customer Engagement
	0.41
	0.04
	10.26
	0.00

	Information Richness
	0.51
	0.05
	9.82
	0.00

	
	Effect
	Boot SE
	BootLLCI
	BootULCI

	Indirect effect of Information Richness on Customer Purchase Intention
	0.32
	0.05
	0.22
	0.42




We utilized Hayes' PROCESS to further examine the suggested model as well as all direct and indirect assumptions (Hayes, 2012). On a sample of 290 people, we utilised a Hayes process model 4 to test our hypothesis, with parameter estimates relying on 2000 bootstrap samples. After that, the bias-corrected and accelerated 90% confidence intervals were used.

Outcomes demonstrate that there is a positive and significant effect of information richness on customer purchase intention (β = 0.51, p<0.01), which is in accordance with our hypothesis 1. Likewise, our independent variable information richness has a positive and significant influence on the mediator, which is customer engagement (β = 0.77, p<0.01), which is in accordance with our hypothesis 2.

The indirect impact of customer engagement in the relationship between social information richness and customer purchase intention is significant because the boost trap LLCI and ULCI both values are positive and does not contain zero, as seen in our mediation model. This supports hypothesis 3 that customer engagement mediates the relationship between information richness and customer purchase intention. Furthermore, the mediation effect is partial rather than full as the direct effect of information richness on customer purchase intention is significant.

Further, outcomes demonstrate that there is a positive and significant relationship between customer engagement and customer purchase intention (β = 0.43, p<0.01), which is in accordance with our hypothesis 4. There is also a positive and significant impact of social media marketing on customer purchase intention (β = 0.39, p<0.01), which is in accordance with our hypothesis 5. Likewise, our independent variable social media marketing has a positive and significant effect on the mediator, which is customer engagement (β = 0.81, p<0.01), which is in accordance with our hypothesis 6.
The indirect impact of customer engagement in the relationship between social media marketing and customer purchase intention is significant because the boost trap LLCI and ULCI both values are positive and does not contain zero, as seen in our mediation model. This supports hypothesis 7 that customer engagement mediates the relationship between social media marketing and customer purchase intention. Furthermore, the mediation effect is partial rather than full as the direct effect of social media marketing on customer purchase intention is significant. Table 4.15 illustrates these results.

4.11 Summary of Hypothesis Statements

Table 4.16
Summary of proposed Hypothesis

	
	Hypothesis Statement
	Results

	H1
	Information richness has a positive relationship with customer
purchase intention.
	Supported

	H2
	Information richness has a positive relationship with consumer
engagement.
	Supported

	H3
	Consumer engagement mediates the relationship between
information richness and customer purchase intention.
	Supported

	H4
	Consumer engagement has   a positive   relationship   with
customer purchase intention.
	Supported

	H5
	Social media marketing has a positive relationship with
customer purchase intention.
	Supported

	H6
	Social media marketing has a positive relationship with
consumer engagement.
	Supported

	H7
	Consumer engagement mediates the relationship between
social media networking and customer purchase intention.
	Supported




CHAPTER V

DISCUSSIONS
As social media continues to expand in popularity, it has become an integral part of customers' everyday lives. As a result, businesses have begun to integrate their marketing efforts into social media. Brands face new difficulties and opportunities as a result of this relatively new type of communication. It is a must for brands like Sapphire to use digital technology to engage customer if it wants to thrive and survive (Peng, 2006). Mobile devices may access digital technologies such as social media 24/7. As a result, social media performs a part in future marketing efforts as well as one-on-one connection building (Hennig et al., 2010).

The possibility of a consumer acquiring a good or facility in the coming time is defined as purchase intention (Ajzen et al., 1980). Corresponding to the results, social media marketing has a considerable effect on purchase intention. This is in accordance with prior studies from (Kim & Ko, 2010). Consumers can communicate with one another via social media. As a result, it has a positive effect on product evaluations and financial performance (Zhu et al., 2010).

Consumers must deal with a deluge of information due to daily purchasing decisions and a variety of options on the market. Sometimes, the information provided can be inaccurate, unreliable, untimely, unbelievable due to which customer intention may get reduced. This arises the need to provide customers with rich information, both online and offline so that consumers purchase intention can be enhanced.

The primary purpose of this research is to examine the influence of social media marketing on purchase intent, to find out how information richness attracts people to purchase from a brand. It determines the impact of information richness on purchase intention and identifies the impact of Sapphire’s social media marketing and information richness in achieving genuine engagement and connection with its customers. It also identifies how consumer engage using social media with special reference to Sapphire, assess the factors behind the buying intentions of social media users. Information richness of content present on social media sites is mediated by consumer engagement

which then impacts the consumer purchase intent. The thesis is important since it will assist the readers in understanding the impact of social media marketing on customer purchase intentions.

Social networking marketing has evolved into an extremely powerful and useful two-way communication platform between marketers and customers all over the world. All study hypotheses have been strongly supported and the result of each hypothesis is discussed below.

Hypothesis 1 states information richness has a positive relationship with customer purchase intention. It shows that good quality information will enhance the customer purchase intention. The results show that customers purchase more when information provided is rich in quality. The results give practical confirmation on the stated relationship and are similarly coherent with the conclusions of previous studies (Lohse & Spiller, 1998).

Hypothesis 2 states Information richness has a positive relationship with consumer engagement. This shows that increase in information will also increase consumer engagement. Furthermore, communicating information to consumers reduces consumer purchasing uncertainty (Lo and Lie, 2008). When the content is rich, consumer confidence in the brand and product increases (Chesney et al., 2017; Schlosser et al., 2006). Our study provides empirical support to the stated relation.

Hypothesis 3 states consumer engagement mediates the relationship between information richness and customer purchase intention. Chen et al. (2004) points out that media richness has a positive relationship with the level of consumer engagement content provided by the medium. According to Kang et al. (2011), low- engaging media are low in information richness whereas, high-engaging media are high in information richness. Our study provides empirical support to the said relationship.

Hypothesis 4 Customer engagement has a favorable correlation with consumer purchase intention, according to the study. This idea aids in persuading customers to buy the items or services that their respective brands offer. In the perspective of Pakistani social network marketing Husnain and Toor (2017) found out in their research that consumer engagement has a significant impact on customer purchase intention. This thesis supports the above stated relationship.

Hypothesis 5 states social media marketing has a positive relationship with consumer purchase intention. The goal of Alhadid and Alhadeed (2017) research was to investigate the impact of social media marketing on used car purchase intentions in Jordan. The findings of their study showed that a growing number of customers utilize social media platforms, and thus all businesses have had to invest in social media marketing. . The results give practical confirmation on the stated relationship and are similarly coherent with the conclusions of previous studies.

Hypothesis 6 states social media marketing has a positive association with customer involvement. Customers that are engaged are highly loyal and psychologically connected to the firm, thus businesses must improve their marketing activities in an attempt to engage them (Sorenson et al., 2014). Consumer engagement may be used by marketers as a strong indicator of financial profitability. Marketers have considered consumer engagement as a conscious requirement to build and maintain a competitive edge over competitors (Sedley & Perks, 2008). Traditional marketing does not enable marketers to connect and engage with clients in the same manner that social media marketing can (Gros et al., 2012).

Hypothesis 7 states consumer engagement mediates the relationship between social media networking and consumer purchase intention. According to Sijabat et al. (2019) the mediation variable i.e., consumer engagement is beneficial to businesses as using social media marketing like an advertising tool can make customers involved and, as a result, increase their purchase intentions. Prabowo et al. (2019) studies indicated that the social media marketing has a considerable impact and influence on customer engagement and purchase intention. Our study provides empirical support to the said relationship.

According to this thesis, consumer engagement is positively related with consumer purchase intention (Rosetta et al., 2014). found that engaged consumers stay dedicated to the purpose of building their relationships with the brand, even when they encountered a bad experience. Consumer engagement that is accompanied by emotional connection can help a brand's buying behavior develop and flourish. Good word-of-mouth promotion to other utilizers of the virtual world typically indicates such an attitude (Barhemmati & Ahmad, 2015). According to this study, customer engagement acts as a mediator among social media marketing and consumer

purchase intent. Based on this conclusion, it can be concluded that these findings demonstrate the impact of social media, which companies depend on in their attempts to tactically establish consumer engagement, enabling them to maximize the value for their consumers. The social media marketing effect on consumer purchase intention can only be completely harnessed if site utilizers are prepared to discuss and exchange information and their insights on particular goods and services.

5.1 Theoretical contribution

This study contributes to various lines of research by analysing the hypothesized links. To begin, a company must first understand its customers' purchasing habits to attract and retain them (Ko, Kim & Zhang, 2008). This research contributes to our comprehension on how great social media marketing relationships and consumer purchase intention may help firms like Sapphire maximize profitability. This study also shows that having a larger purchase intention improves the likelihood of making a purchase, hence the stronger the purchasing intention, the higher the purchase probability (Schiffman & Kanuk, 2009).

Second, the introduction of social media has changed the way businesses build relationships with their customers, and the services provided by social media are not only high- tech, but also quick, effective, and convenient. These are spontaneous, graphic, and can be broadcast realistically everywhere on the planet if there's an Internet connection (Husnain & Toor, 2017). This research aids in determining how social media is used to boost sales and engage customers.

Thirdly, according to Barhemmati and Ahmad (2015) ,the presence of emotive interactions between purchasers (engaged customers) and firms presents organisations with tremendous prospects to accomplish relationship marketing objectives. This technique assists in encouraging clients to buy a company’s goods or services. Consumer engagement has become a major problem for online companies. This study adds empirical support to the previous statement.

Finally, the amount of a customer's physical, intellectual, and emotive participation in their connection with a product or organization is referred to as consumer engagement (Imtiaz et al.,

2019). Consumer engagement is seen as a critical component that has grown in importance over time. This is due to worldwide media fragmentation, which occurs as a result of the availability of several media options, resulting in a decrease in consumer devotion. Businesses must optimise their marketing activities in order to engage customers, as customers who are engaged are more devoted and psychologically tied to the company (Adkins & Sorenson, 2014).This study therefore enlarges the present research in the fields of consumer engagement by inspecting the indirect effect of consumer engagement on the relationship between social network marketing and consumer purchase intention and also indirect effect of consumer engagement on the relation between information richness and consumer purchasing intent.

The study yielded a wealth of information on how female users with social media sites engage online with different clothing brands. Many new research fields can arise as a result of the analytical evidence collected and they are worthy of further study. This research laid the groundwork for a greater understanding of social networking sites and how information richness is important to users. The research provided structured insight into the perspectives of social media users when evaluating different clothing brands, whereas previous studies focused completely on other industries and users

5.2 Practical implications

This research has practical ramifications, which are in accordance with the theoretical contribution. According to the findings, businesses should inspire new customers to follow brands on social media and submit a public post on their involvement with the company (Morgan & Hunt, 1994). Sapphire should build a customer service profile for their brand and encourage customers to post their comments on Instagram or Facebook, as these are the most popular social media platforms. In comparison to other platforms like Facebook, businesses may consider investing more in informational activities like Instagram to increase customer engagement (Pansari & Kumar, 2017). As a means of encouraging increased engagement, businesses should try to create customer trust. Companies should pay special attention to measures to keep customers involved (Higgins & Scholer, 2009).

Practitioners could use information richness to complement offerings like retailer brand and company offers, to increase customer purchase intent. Retailers can provide rich information regarding offerings such as discounts and coupons to serve, satisfy, and sense customers over time.

Because of their great impact on customer purchase intention, the findings of this study suggest that businesses should respond towards the expanding importance of rich information and the use of social media platforms. Companies can apply this recommendation by continuously monitoring customer problems and changing their online marketing methods.

CONCLUSION

The rationale behind this research was to better understand and explain the link that exists between social media marketing, information as well as their impact on customers' buy intentions when shopping at Sapphire using customer engagement to mediate the relationship.
A comprehensive literature review was carried out to evaluate the influence of information richness and social media marketing on purchase intent while mediating their relationship using consumer engagement. 290 people were used as a sample size and internet- based questionnaires were used to collect data from 290 individuals. According to the findings, information richness and social media marketing has a positive and significant relation with customer purchase intention and consumer engagement. The findings also state that consumer engagement has a positive and a significant relation with customer purchase intention. Lastly, the findings conclude that consumer engagement mediates the relationship between social media networking and customer purchase intention and the relation between information richness and customer purchase intention also. These findings underline the need to use good social media marketing and provide rich information to increase their purchase intent. Furthermore, clothing companies like Sapphire must develop social media marketing strategies to attract more buyers to purchase from Sapphire. Furthermore, if companies want to persuade people to purchase from them, they must provide rich information to improve customer’s trust on the brand.
These elements have a key part in affecting customers' intents to purchase from clothing businesses, thus clothing firms like Sapphire may get a competitive edge by considering them. As a result, paying attention to these variables may benefit businesses that are seeking to increase sales and profitability. Our findings therefore have far reaching consequences for clothing brand advertisers who want to spend money on social media marketing and information richness.

LIMITATIONS AND FUTURE DIRECTIONS

Even though this analysis contributes significantly to the field of marketing, it still has its limitations. The limitations described in the study could be further used to guide future studies. The limitations of the study are:
· It could be hard to generalize the study’s findings to other sectors since a small sample size of 290 participants is used.
· Only Sapphire brand is considered due to budget and time constraints. For ease in data collection, we collect data from only consumer of one clothing brand. This may have not led to inclusion of other clothing brands and would have unwillingly influenced the way questions were posed.
· Thirdly, other factors influencing social media marketing, customer purchase intention, customer engagement and information richness have not been included in the study.
· It could be hard to generalize the findings of textile sector made in this study to other sectors.
· Finally, since this analysis used a Pakistani sample, it might be difficult to extrapolate the findings to other nationalities.

Many suggestions for future studies have been identified because of this analysis, some of which have already been mentioned in this study.

RECOMMENDATIONS

Some recommendation that can help in increasing the reliability and accuracy of the results given in the study are:
· The objective of the research is broad which is to explore the impact of social media marketing on purchase intention and a huge number of populations uses social media therefore a larger sample size needs to be taken. This practice would provide an indication of how customers engage with different clothing brands and how information richness affects their purchase intention.
· Empirical research of more brands in various industries be done to gain further understanding about social media marketing and its effects on variables being studied.
· Other variables such as word of mouth, customization, trendiness and interaction could be included to refine the model and to gain further understanding of influence of these factors on our variables (Wijayaa et al., 2021).
· Other researchers should consider social, economic, and cultural disparities when replicating this study. It is recommended that similar studies be carried out in various countries to enhance the authenticity and generalization of the findings.

Recommendations to Increase Sapphire’s Profit

The following recommendations can be given to Sapphire according to the findings of this study. These recommendations can be fruitful in helping the company increase its customer purchase and thus in generating greater sales, profit and revenue for the brand.

Customer Loyalty Program

Sapphire might implement customer loyalty programs to stop customers from shifting to other brands. Customers would be awarded with points for each online purchase they made. Customers who are able to accumulate a particular number of points may be eligible for free gifts. For example, if a consumer has 40 points, no delivery charges are applied on a transaction done online, and so on. In addition, if a lucky winner refers Sapphire to 15 of their friends, a 25%

discount voucher maybe given to person. This would not only benefit the brand by increasing brand recognition, but it would also result in favorable word-of-mouth.

Return and Refund Policies

Since Sapphire is struggling to gain customer purchase intention due to poor information richness, they must devise transparent return and refund policies that must be communicated clearly to the customers. This would not only mitigate the perceived risks related to poor information richness from the minds of the customers but would also help to improve their shopping experience. If the goods received were damaged during delivery, they could easily claim a timely refund. If a purchased product’s payment was made via credit card in advance but the product was not delivered in the expected time-frame due to poor dissemination of information, a timely refund can be provided.

Different strategies for increasing Customer Engagement

Various tactics may be used by Sapphire's business executives to foster enhanced consumer engagement. Smart, innovative communication channels across all social platforms can be created. Open communication between Sapphire's management or leaders and customers can be maintained. Content creation strategies should be implemented for increased customer engagement. Sapphire should be infused with a unified social marketing and business strategy to increase brand awareness. Added value to customer bases can be provided through frequent giveaways and lucky draws to boost customer engagement. Sapphire could ensure that their social media pages are optimized timely with accurate, reliable, believable information to engage more customers with them on social media. These suggestions present chances for businesses to boost consumer engagement and, as a result, revenue also.
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Appendix

Information about Sapphire

Sapphire Group began operating in Calcutta from 1970s before migrating to Pakistan in 1973, when it established the first spinning facility and began its pioneer leadership in the sector. With an asset value of over $500 million, the Group generated a revenue of more than US $800 million. The Group possesses the most advanced and well-organized textile production infrastructure in the world, with products sold to over 35 countries. Sapphire employs about 24,000 people and has a well-established textile management system. Sapphire has 47 years of expertise.
Sapphire Mission

“Build flexible manufacturing capabilities in the textile industry to cater to the growing and evolving global demands, keeping a lead position in our business, maintaining our values based on good business and ethics, and at the same time contributing in the development of the community in which we work and live in.”
Sapphire Group’s basic mission statement is to sustain a leading role in textile industry to stay among the most prosperous business entities in the country. Mission of Sapphire alsofixates on ensuring that excellent business strategies and ethics are followed while contributing tothe development of the community in which they live and work.
Sapphire's mission includes leading the marketplaces they satisfy and deliver them with high-quality yarns, fabrics, and numerous different textile-related goods to meet their consumers' requirements. To achieve this goal, they have worked hard to excel in customer relations, production, and sales through the combined efforts of all their stakeholders.
Sapphire Vision

“To be one of the premier textile companies recognized for leadership in technology, flexibility, responsiveness, and quality. Our customers will share in our success through innovative manufacturing, certifiable quality, exceptional services, and creative alliances. Structured to maintain in depth competence and knowledge about our business, our customers, and worldwide markets. Our workforce will be the most efficient in industry through multiple skill learning, the

fostering of learning and the fostering of teamwork and the security of the safest work environment possible recognized as excellent citizen in the local and regional community through our financial and human resources support and our sensitivity to the environment.”
Their vision is to be known as the greatest innovative textile firm in the world by placing large emphasis on awareness, technology, adaptability, and eminence. Their vision also emphasises the importance of customer engagement in making the firm successful, and they hope that their skilled employees will help them attain global market recognition.
Sapphire Values

Sapphire seeks to create an atmosphere where all workers are respected, involved, and given equal opportunity to grow as individuals and as members of a collaborative team. Sapphire has a culture A culture based on fundamental principles of people, relationships, integrity, diversity, and environmental responsibility.
Sapphire believes in building an inclusive work environment and culture where one can thrive. This is because Sapphire believes that an inclusive work environment is critical to creating, growing, and retaining talent.
Values at Sapphire are:

People Relationship Integrity Diversity Environment Sapphire Belief
“There are no short-cuts to long-term success.”

Corporate Social Responsibility (CSR) at Sapphire

CSR is a management concept in which businesses incorporate social and environmental issues into their business activities and relationships with stakeholders. Sapphire thinks that the textile business can revolutionise society, and as a result works to realize the benefits of industrialisation. The Company recognises its social duty in terms of community investment and welfare. Throughout the entire business process, they are always looking for opportunities to lend a helpful hand to the community.
Sapphire hosts an eye camp for the rural communities every spring to cure cataract sufferers. Donations to many health and education institutes are made regularly. The Government of Pakistan has given Mian Abdullah, the Group's Chairman, the Sitara-e-Imtiaz (Star of Excellence) award for his services to develop the country.
A company's development should not just revolve around earning profit is what Sapphire believes. Sapphire believes that individuals on the periphery are just as important as Sapphire's workers or customers, which is why they are devoted to giving back to the Pakistani people. Sapphire works to uplift people at the bottom of the economic ladder by providing marginalised people education, health facilities to the most vulnerable, and working to empower women using different initiatives. Sapphire sees community development as a top priority. Huge numbers of investment are placed in Sapphire Group's charitable arm, the AbdullahFoundation, and also in conducting company-wide social welfare activities. The firm has workedon the development of healthcare facilities, instruments, and units, and establishment of clinics inrural regions to promote inexpensive and accessible healthcare.



Survey Questionnaire

Please complete this questionnaire to indicate the extent to which you agree and disagree with the following statements. Your response is of the utmost importance to us.
Age	Marital Status	Residence 	

Educational Level	Employment Status   	

	A.
	Social Media Marketing
Please tick only one answer.
	Strongly
Disagree
	Disagree
	Never
	Agree
	Strongly
Agree

	1.
	Using Sapphire social media is fun.
	1
	2
	3
	4
	5

	2.
	Contents shown in Sapphire’s
social media seem interesting.
	1
	2
	3
	4
	5

	3.
	Sapphire’s social media enables
information	sharing	with others.
	1
	2
	3
	4
	5

	4.
	Conversation or opinion exchange with others is possible through sapphire’s
social media.
	1
	2
	3
	4
	5

	5.
	It is easy to deliver my opinion
through	Sapphire’s	social media.
	1
	2
	3
	4
	5

	6.
	Contents shown in Sapphire's
social media is the newest information.
	1
	2
	3
	4
	5

	7.
	Using Sapphire’s social media
is very trendy.
	1
	2
	3
	4
	5




	8.
	Sapphire’s social media offers
customized information search.
	1
	2
	3
	4
	5

	9.
	I would like to pass along information on brand, product, or services from Sapphire’s
social media to my friends
	1
	2
	3
	4
	5


Kim and Ko (2012)

	B.
	Information Richness
Please tick only one answer.
	Strongly
Disagree
	Disagree
	Never
	Agree
	Strongly
Agree

	1.
	I find that Sapphire’s social media	pages	provides
accurate information.
	1
	2
	3
	4
	5

	2.
	I find that Sapphire’s social media	pages	provides
believable information.
	1
	2
	3
	4
	5

	3.
	I find that Sapphire’s social
media pages provides timely information.
	1
	2
	3
	4
	5

	4.
	I find that Sapphire’s social
media pages provides reliable information.
	1
	2
	3
	4
	5

	5.
	I find that Sapphire’s social
media pages provides easy to understand information.
	1
	2
	3
	4
	5

	6.
	I find that Sapphire’s social media pages provides information at the right level
of detail.
	1
	2
	3
	4
	5




	7.
	I find that Sapphire’s social media pages presents the information in an appropriate
format.
	1
	2
	3
	4
	5


Barnes and Vidgen (2003)

	C.
	Consumer Engagement
Please	tick	only	one answer.
	Strongly Disagree
	Disagree
	Never
	Agree
	Strongly Agree

	1.
	I	often	visit	pages	of
Sapphire	on	social networking sites
	1
	2
	3
	4
	5

	2.
	I	often	read	posts	of Sapphire		on		social
networking sites
	1
	2
	3
	4
	5

	3.
	I often use the “like” option on	Sapphire’s	posts	on
social networking sites.
	1
	2
	3
	4
	5

	4.
	I	often	comment	on
Sapphire’s pages on social networking sites.
	1
	2
	3
	4
	5

	5.
	I follow Sapphire social media pages to get information (e.g., new
products).
	1
	2
	3
	4
	5

	6.
	Being part of Sapphire’s social networking sites, helped increased my trust
on it.
	1
	2
	3
	4
	5


Hussain and Toor (2017)


	D.
	Consumer	Purchase Intention
Please tick only one
answer.
	Strongly Disagree
	Agree
	Never
	Agree
	Strongly Agree

	1.
	Using social networking sites of Sapphire helps me make decisions better before purchasing
goods and services.
	1
	2
	3
	4
	5

	2.
	Using social networking sites of Sapphire increase my interest in buying products and
services.
	1
	2
	3
	4
	5

	3.
	I am very likely to buy products or services recommended by my friends on social
networking sites.
	1
	2
	3
	4
	5

	4.
	I will definitely buy products as marketed on brand’s	social networking sites, I
follow.
	1
	2
	3
	4
	5

	5.
	I intend to purchase products as marketed on brand	‘social networking sites, I
follow.
	1
	2
	3
	4
	5




	6.
	It is likely that I will purchase products as marketed on Brand’s social networking sites,
I follow.
	1
	2
	3
	4
	5

	7.
	I expect to purchase products as marketed on social networking sites,
I follow
	1
	2
	3
	4
	5


Hussain and Toor (2017)
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