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Abstract 

In the digital era, social media has become the primary socializing platform for 

consumers, encouraging brands to establish strategic touchpoints through social 

media content. Social touchpoint content plays a vital role in shaping consumer 

perceptions and achieving marketing objectives. This study examines the impact of 

social touchpoint content on brand loyalty among millennials in Sri Lanka’s e-tailer 

industry. Millennials represent a tech-savvy generation with high purchasing power 

and relatively low loyalty levels; therefore, understanding their behavior is essential 

for sustainable revenue generation. The study is grounded in attachment theory, 

which conceptualizes brand loyalty as an emotional bond similar to that between a 

child and a caregiver. Trust is identified as a critical mediating factor, and brand 

trust is incorporated into the research model based on prior literature. Data were 

collected from 384 Sri Lankan millennials using purposive sampling based on their 

preferred e-tailer brand. Partial Least Squares Structural Equation Modeling (PLS- 

SEM) with SmartPLS software was applied due to non-normal data distribution. 

The findings reveal a relationship between social touchpoint content and brand 

loyalty, with brand trust partially mediating this relationship. 
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Introduction 

The global digital landscape has been driven by rapid diversification, which has drastically 

changed the way brands interact with their customers (Fatma, Ruiz, Khan, & Rahman, 2020; Jobin, 

Ienca, & Vayena, 2019; Dwivedi et al., 2021; Hasan, Shams, & Rahman, 2021). Search engines and 

social media have become the primary source of information for consumers' decision journeys 

(Barann et al., 2020; Fatma et al., 2020; Johnson & Ramirez, 2021; Kwak et al., 2021). The 

traditional decision journey of consumers starts with the first moment of truth, which begins after 

the awareness phase of advertisements. Then, consumers are influenced by packaging, shelf 

promotions, and informative banners before purchasing. However, in this era, zero moment of 

truth have been introduced to these decision journeys where consumers consume information 

from different digital sources before the first moment of truth (Biçer, 2020; Han & Kim, 2020; 

Condé Ricci Martinelli, 2021). Social media have become primary channels for socializing, 

entertainment, and news. Therefore, social media marketing has expanded as one of the main 

activities for brands to achieve their marketing goals (Meese & Hurcombe, 2021; Confetto et al., 

2020; Dwivedi et al., 2021). Personalizing marketing activities with specific target segments shows 

significant cost and effort reduction with social media (Eigenraam et al., 2018; Ebrahim, 2020; Wu 

& Luong, 2021). In today's cyberspace, a vast number of social media platforms and other different 

channels are collaborating with different user segments. These users consume information from 

these channels as a part of their decision journey. To achieve their marketing goals, brands should 

try to absorb consumers' attention within this decision journey (Lemon & Verhoef, 2016; Pauwels 

& Van Ewijk, 2020; Samarasinghe, Razi, & Dissanayaka, 2024). 

This should be done by carefully selecting touchpoints within these different social media 

platforms while maximizing return on investment. Many brands are strategically using social media 

as a crucial tool to connect with their customers and foster meaningful engagement in the current 

competitive business landscape. Rather than achieving their marketing goals, most brands are trying 

to increase their channel subscriber base and get user engagement with their content (Jamil et al., 

2022; Goswami, 2024). According to Straker, Wrigleyand & Rosemann (2015), placing content on 

social media in a way that influences customers on their decision journey is considered social 

touchpoint content. When contents do functional diversifications of the business in the decision 

journey, those are considered functional touchpoints. 

Most studies that follow the touchpoint categorization defined by Straker, Wrigleyand & 

Rosemann (2015) have conducted their studies while considering social touchpoints. However, the 

number of studies conducted in the Sri Lankan context is very low, especially considering Brand 

loyalty. 

Brand loyalty is recognized as a crucial influential factor in driving sales force in the fiercely 

competitive industry of today. Brand loyalty can ensure that a consumer base does not shift to the 

competitor brands and is also willing to buy at even higher prices than the competitor’s products. 

It illustrates the favorable behavioral or attitude motivation of customers towards a brand. 

(Giovanis & Athanasopoulou, 2018; Boateng et al.,2020; Samarasinghe, Razi, & Dissanayaka, 2024; 

Quoquab et al., 2020). As per the most recent definitions, brand loyalty refers to an emotional bond 
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between a customer and a brand, which is comparable to the emotional bonds a kid has with its 

carer. (Boateng et al., 2020; Samarasinghe, Razi, & Dissanayaka, 2024; Adam et al., 2018) 

However, it is vital to conduct studies targeted on brand loyalty as it is showing a decreasing 

trend in the latest generation cohorts. (Van Bommel et al, 2014; Samarasinghe, Razi, & 

Dissanayaka, 2024) 

In today's competitive business environment, understanding factors for influencing brand 

loyalty and millennials is crucial. This generation is considered to be the generation that is growing 

as the generation with high purchasing power (Haug, Reinecke & Tomczak, 2020; D'Arpizio & 

Levato ,2018). The latest studies have exposed millennials as a tech-savvy generation with a high 

influence on market trends and engagements. The representation of 25% of the world's population 

and 55% of the luxury goods market are other key points to consider millennials as the most 

important generation court for sustainable business. 

Most of the brands focus on getting their consumers engaged by entertaining their user 

base on social media. The common problem in brand performance in social media is that most of 

the brands is facing a hard time creating influential content to achieve their brand objectives 

(Zailskaite-Jakste & Kuvykaite, 2012; Aguilar et al., 2022). High user engagement for content on 

touchpoints is a characteristic of a loyal consumer base. However, focusing on trendy content will 

not be a method that can optimize return on investment for social media management to achieve 

business objectives. (Aguilar et al., 2022; Liadeli, Sotgiu, & Verlegh, 2023). 

Therefore, it is vital to get insights about social touchpoint content to influence brand 

loyalty as it can create sustainability. Influencing brand loyalty through social touchpoint contents 

has not taken much attention from Sri Lankan context (Thundeniya & Dissanayake, 2024; 

Jayawickrama et al., 2016) especially considering e-tailer brands (Thundeniya & Dissanayake, 2024; 

Jayawickrama et al., 2016; Wijayarathne, 2019; Jayawickrama et al., 2016). 

The rise of digital era has done a significant transformation towards consumer perception 

of business strategies. Influencing power of worlds economy has transferred from multinational 

brick and motor companies to e-commerce companies such as Amazon, Netflix, and Google. The 

retailing subsection of e-commerce business is considered as e-tails which contribute a significant 

amount to e-commerce (Ma et al., 2022; Wei et al., 2021; Sallnäs & Björklund, 2020). Based on 

2023 statistics sales of these e-tailer brands reached $5.8 trillion with 39% forecasted growth per 

year (Statista, 2023). It shows importance of results of this study to the world. 

E-commerce and internet-based marketing have been recognized as a government strategy 

for SME empowerment in Sri Lanka (Ministry of Industry and Commerce - Sri Lanka, 2020; Sri 

Lanka Export Development Board, 2020). But commonwealth's e-commerce readiness assessment 

report indicates the low readiness of Sri Lankan SMEs for e-commerce and internet-based 

marketing. Most empirical studies conducted in the Sri Lankan context have been focused on 

purchase intention(Jayathilaka et al, 2020; Nawaz & Kaldeen, 2020; Randiwela & Gunarathna, 

2017; Withanagamage & Wattegama, 2018)Therefore conduct research that can get insights to 

create brand loyalty from social media content is vital for Sri Lanka because it is very rear in the 

existing literature space and also it will help SMEs to perform sustainable business. 
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Research Questions 

RQ1: Does the social touchpoint content have an impact on the brand loyalty of e-tailer 

brands? 

RQ2: Does the brand trust mediate the impact of social touchpoint content on brand 

loyalty of e-tailer brands? 

Literature Review 

The McKinsey model for brand loyalty also known as the Customer Decision Journey was 

introduced in 2009 (Court et al., 2017). It has challenged traditional linear models by demonstrating 

a circular process of formulating brand loyalty among consumers. Most of the traditional Brand 

loyalty models show a linear progression from awareness to purchase. This approach was criticized 

by McKensy(2009) by highlighting the unpredictable entering and existence of consumers in 

different stages of the cycle which emphasizes the loyalty loop where satisfied customers return 

without switching to other brands (Court et al., 2017;Van Bommel, Edelman, & Ungerman, 

2014).In the initial level of the definitions which has been defined by Jacoby and  Chestnut  (1978) 

, brand loyalty is considered as a two-dimensional construct. They have defined brand loyalty as a 

combination of the behavior and attitude of the consumer (Ozuem et al., 2021; Pratiwi et al., 2021; 

Wu & Luong, 2021). Theories introduced from other fields to marketing such as attachment theory 

have converted brand loyalty into a multi-dimensional construct. It has introduced the emotional 

connection of the consumer toward the brand as a strong construct of brand loyalty to the caregiver 

(Adam et al., 2018; Boateng et al., 2020; Bidmon, 2017). The bonding-based attachment which is 

described by attachment theory shows experience value that created by a brand can influence brand 

loyalty directly. Further, it shows the partial mediation effect of brand trust within this relationship 

(Boateng et al., 2020; Adam et al., 2018; Bidmon, 2017). By characterising brand loyalty as an 

emotional bond impacted by both functional and social constructions of the experience value, 

Aaker (1991) has reinforced this attachment theory. Further, according to Aaker (1991) this 

emotional connection can get resulted in long-term brand loyalty (Aaker, 1991; Mostafa & 

Kasamani, 2020; Wu & Luong, 2021). Brand loyalty within his brand equity model, Keller (2001) 

has defined brand loyalty as an outcome consumer's judgment and emotional connections toward 

the brand. Keller (2001) has given more strength to Aaker (1991)'s definitions by showing brand 

loyalty formation as an outcome of the fulfillment of functional and social needs from experience 

value (Keller, 2020; Wu & Luong, 2021; Aaker, 1991; Mostafa & Kasamani, 2020; Wu & Luong, 

2021). Khan et al. (2020) in their study on online services demonstrated brand loyalty formation 

with consumer experience and also the partial mediation of brand trust for this relationship 

confirming Aaker (1991)'s and Keller (2001)'s arguments. Khan et al. (2020) have mainly considered 

touchable and tangible experiences that consumers get from a brand. Lou and Xie (2021) added 

more valuable insights to Khan et al. (2020) , considering consumers' experience as the content 

consumer gets from brands' online touchpoints. In this study, the online experience has been 

divided into social and functional, informative and entertainment, and the relationship between 

brand loyalty with the mediation effect of experience evaluation. This experience evaluation is the 

status of the satisfied and dissatisfied level of the consumer from experiential value.in other words, 

this study has exposed the influencing factor of brand loyalty with journey satisfaction with 

touchpoints (Lou & Xie, 2021). This approach to optimizing consumer experiences through digital 
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touchpoints has garnered significant attention in the literature (Hallikainen et al., 2019; Vannucci 

& Pantano, 2019; Wagner et al., 2020). 

The definition of touchpoints can be considered through the definitions of Lemon and 

Verhoef (2016) and Hallikainen et al., (2019). Based on two of these definitions’ touchpoints can 

be considered as direct or indirect interactions that initiate between the customer and the 

brand/company within the customer journey When these touchpoints are placed on online 

platforms those considered digital touchpoints (Vannucci & Pantano, 2019; Hallikainen et al., 2019) 

. Based on the different categorizations of digital touchpoints, Straker et al. (2015) describe 

functionality-driven categorization as functional touchpoints, social touchpoints, community 

touchpoints, and corporate touchpoints. This definition does not reflect ownership of the 

touchpoints therefore Lemon and Verhoef (2016) have suggested an ownership-based model that 

includes brand-owned touchpoints, partner-owned touchpoints, customer-owned touchpoints, 

and social/external touchpoints (Hallikainen et al., 2019; Wagner et al., 2020). This ownership-

based model does not address the emerging technologies in the new digital era (Vannucci & 

Pantano, 2019). The emotional aspect of customer experience has been ignored in this model, 

which is a key factor in the latest brand loyalty theories. According to Straker et al. (2015), social 

touchpoints are defined as a company's or brand's social media information that is positioned so 

that the consumer can absorb it during the decision-making process. (Hallikainen et al., 2019; 

Vannucci & Pantano, 2019). 

A study by Ibrahim, Aljarah, and Sawaftah (2021) on social media marketing activities to 

revisit intention can be considered as a study that has attempted to create journey satisfaction from 

digital touchpoints. The theoretical background of this study is (S-O-R framework). This study was 

conducted through undergraduates from Northern Cyprus who followed the Facebook page of a 

coffee shop. The findings have demonstrated not only a favorable correlation between social 

touchpoints and brand loyalty, but also the role of brand trust as a mediating factor in this 

relationship. However, in this research, Ibrahim et al., (2021) have only focused on the responses 

based on the Facebook page. Different social media have different user groups and feature 

therefore generalization of these results will be problematic due to this limitation. A study 

conducted by Yoshida et al. (2018) which was constructed based on social identity theory focuses 

on social media engagement. It shows the relationship of brand-related content on social media as 

an influencing factor for behavioral brand loyalty. This study has focused mainly on entertainment 

content on social media. There are other content types that consumers refer to on social media 

therefore generalizing these results to overall social media content will be a biased decision. 

Ebrahim (2020) looked into the connections between social media content and brand 

loyalty as well as how brand trust functions as a mediator in these relationships. The findings of 

this study show a significant direct relationship between social media content to brand loyalty and 

partial mediation of brand trust in this relationship. Based on these implications, the study 

highlights the importance of trust in leveraging social media as a critical tool for brand loyalty. 

According to the literature, social media content has a big impact on brand loyalty, which 

is frequently mediated by brand trust. Few studies, nevertheless, have looked at social media 

content as a means of fostering brand loyalty. This gap is especially noticeable in Sri Lanka, where 
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there is a dearth of research on millennials, making it challenging to create digital strategies tailored 

to the local context. Considering some of the studies conducted to analyze the social media 

content's effect on brand loyalty, Thundeniya and Dissanayake (2024) examined the influence of 

Facebook content marketing on e-brand loyalty in Sri Lanka’s telecommunication industry. This 

has been conducted because there were no proper solutions given to “How Facebook content 

marketing impact to e-brand loyalty”. However, this is conducted through the telecommunication 

industry in Sri Lanka which has 3-4 players in the market with high competition. Also, this study 

only discusses Facebook marketing but current social media holding many platforms. Therefore, 

the suitability of these results to the e-tailer industry is problematic. Wijayarathne (2019) 

investigated how social media marketing affected consumers' brand loyalty in the personal care and 

home sector. The results of this study demonstrate a strong positive relationship between social 

media content and brand loyalty. However, this study was conducted through 148 respondents, 

which is not a good representation of the population. Surprisingly 49.3% of the sample has spent 

1-2 hours daily on the internet which shows a debatable position on generalizing this study. 

Therefore, this study focuses on filling this literature gap by conducting a study to find out 

the impact of the brand loyalty focusing e-tailer industry. 

Methodology 

Attachment theory provides a framework for understanding brand loyalty as a profound 

emotional connection between consumers and brands, comparable to the bond between an infant 

and a caregiver. Trust serves as a critical component in establishing a secure and enduring 

relationship (Adam et al., 2018; Bidmon, 2017; Boateng et al., 2020). In line with this theory, 

Boateng et al. (2020) have examined the relationship between experiential value and brand loyalty. 

Additionally, Adam et al. (2018) have reinforced this notion by illustrating the correlation between 

social value experiences and brand loyalty. Furthermore, Boateng et al. (2020) highlight the 

mediating role of brand trust in the relationship between brand experience and brand loyalty, a 

concept that is also partially discussed by Bidmon (2017). This research emphasizes that content 

derived from social touchpoints significantly enhances the consumer experience. Consequently, by 

leveraging the relational aspects of attachment theory, this research is conceptualized to reflect 

these insights.  

 

 

 

 

 

 

Figure 1: Conceptual model  
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Source: Authors’ presentation 

Note: BL-Brand loyalty, BT-Brand trust, STP-Social touchpoints. 

Hypothesis developments 

Based on attachment theory Adam et al., (2018) shows the relationship between consumer 

experience from social value as an influencing factor for brand loyalty . Based on attachment theory 

Boateng et al., (2020) conceptualized the relationship between experience value and brand loyalty. 

Social media content of a brand creates the interface for customers to get information and 

emotional bond with the brand (Dissanayake et al., 2019b; Purani et al., 2019; Wu & Luong, 2021.; 

Yoshida et al., 2018). Therefore, social touchpoints create the experience for the brand. This can 

combine with conceptualization of Boateng et al., (2020) thus, I argue 

H1: Social touchpoint content have an impact on the brand loyalty of e-tailer brands 

Trust is considered a major factor in attracting customers, especially in online business. 

Prior studies conducted by researchers like Kwon & Kim, Joonho, Jung Seung-Hye (2020), 

Ebrahim (2020) show brand trust as an outcome of social media marketing and communication. 

According to Boateng et al., (2020) who conceptualized their study through attachment theory, 

trust as a factor that is influenced by experience value. This experience value can develop through 

social media content brands (Dissanayake et al., 2019b; Purani et al., 2019; Wu & Luong, 2021.; 

Yoshida et al., 2018). Thus, I argue that, 

H2: Social touchpoint content have an impact on the brand trust of e-tailer brands 

The widely accepted definition of brand trust, proposed by Chaudhuri and Holbrook 

(2002), describes it as the average consumer's willingness to rely on a brand and the services it 

offers for their intended purposes. A study by Chinomona (2016) provided empirical evidence 

supporting this concept, aligning with the findings of Boateng et al. (2020) through the lens of 

attachment theory. Additionally, Kwon et al. (2020) identified brand trust as a crucial component 

of brand loyalty and a primary factor influencing attitude loyalty. Therefore, I contend that,  

H3: Brand trust has an impact on the brand loyalty of e-tailer brands 

Based on the study of Boateng et al., (2020) trust is a mediator between experience value 

of a brand and the brand loyalty of the consumers. This experience value is what social media 

content of the brand is creating for their consumers (Dissanayake et al., 2019b; Purani et al., 2019; 

Wu & Luong, 2021.; Yoshida et al., 2018). Studies that have conducted with social media content 

based on SOR theory describes the mediation effect of brand trust between social touchpoint 

content stimuli and brand loyalty response (Fitriani et al., 2020; Khadim, Hanan, Arshad, Saleem, 

& Khadim, 2018; Kwon et al., 2020). Thus, I argue that, 

H4: Brand trust mediates the impact of social touchpoint content on brand loyalty of e-tailer brands 

To operationalize this study, Anser,Tabash, Nassani, Aldakhil & Yousaf (2023) have 

conducted research recently, taking brand loyalty into account in an online setting, considering the 
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mediation effect of brand trust. They have deemed e-loyalty based on e-service quality in an e-

commerce environment, which has similarities to this research. Therefore, scales of brand loyalty 

and brand trust have been adopted for this research. Social touchpoint content is the independent 

variable in this study. According to the literature findings, to fulfil the social touchpoint content, it 

should include rational content, emotional content, and transactional content. To cover all these 

content types of scales are adapted from the study of Kwon et al., (2021) and replaced “Social 

media content” from each content type. Kwon et al., (2021) has assessed the effect of social media 

content from three questions which expanded to nine questions. Anser,Tabash, Nassani, Aldakhil 

& Yousaf (2023) research has been done recently considering brand loyalty in an online 

environment while considering the mediation effect of brand trust. They have deemed e-loyalty 

based on e-service quality in an e-commerce environment which has similarities to this research. 

Therefore, scales of brand loyalty and brand trust have been adopted for this research. The majority 

of the questionnaire's items used a 5-point Likert scale to accurately measure responses. Other than 

that, it consists of five questions to get the birth year, education level, Internet usage per day , Social 

media usage per day and number of active social media accounts to maintain the quality and 

reliability of the responses. Another three questions have been added to maintain the quality of the 

responses which can ensure that the responder has recently only gone through an online decision 

journey before purchasing a product from an e-tailer brand. Another question has been added to 

see the favorite e-tailer brand of a particular responder which show loyalty toward the brand. 

According to the guidelines established by Krejcie and Morgan (1970), a sample size of 384 is 

deemed adequate for any population exceeding 1,000,000 (Ahmad & Halim, 2017). According to 

the Mi-year population estimate by the Department of Census and Statistics Sri Lanka in 2018, the 

millennial population is 6.6 million which shows a sample size of 384 is articulate. Based on 

purposive sampling Google Forums based questioner has distributed more than 600 millennials in 

Sri Lanka and got 466 responses which exceed the expected sample size. Based on this responses 

384 has selected removing results that has not done online transaction within 3 months and who 

responded as not searching about the brand online before purchasing.  

IBM-SPSS Statistics v- 25 software was utilized to perform descriptive analysis, while PLS-

SEM analysis was conducted using SmartPLS version 4 software. 

Selected sample shows that more than half of the sample contains early-stage millennials 

which was born between 1980 and 1985. The lowest density of millennials in this sample are mid-

level of the millennial cohort which is 19.5%. Respondents born between 1992-1997 represent 

29.1% of the sample. The Gender distribution of this sample shows 48.2% males and 51.8% 

females. According to the statistics from the Department of Census and Statistics Sri Lanka, the 

millennial population’s female percentage is 51.3%. Therefore, the gender separation of this sample 

closely aligns with the population. Based on education level, the minimum education level of this 

sample respondent is General Certificate of Education Advanced Level, which consists of 9.6% of 

the sample. The maximum qualification is Doctoral level qualifications, which consists of 10.2%. 

The highest portion consists of Master's degree holders, which consists of 40.9%. The lowest 

percentage, 8.6%, consists of Vocational diploma holders and 30.7% represent Bachelor's degree 

holders. The daily internet and social media usage in this sample is significantly high, which requires 

reliable responses to the study. Based on the table, 90% of the sample respondents have more than 
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4 hours of daily internet usage, and 54.8% of the sample respondents have more than 3 hours of 

social media usage per day. 

Table 1. Daily Internet and Social Media Usage of the Respondents 

Daily Usage Internet  Social media  

Less than 1 hour 2.3% 12% 

1+ to 2 hours 12.5% 20.6% 

2+ to 3 hours 5.2% 12.8% 

3+ to 4 hours 8.9% 23.7% 

More than 4 hours 71.1% 31% 

Source: Authors’ estimation  

The variables STP, BL, and BT do not fit the requirements for a normal distribution, 

according to the findings of the Kolmogorov-Smirnov normality test performed with SPSS version 

26.Therefore Partial Least Squares Structural Equation Modeling (PLS-SEM) methodology has 

been use with SmartPLS 4.0 software. 

Validly and Reliability of Scales 

As the first step, the measurement model was tested with outer loadings which confirmed 

that all indicators are grouped well to measure the particular endogenous or exogenous variables. 

In an initial analysis of outer loadings, one social touchpoint-related indicator (SR1) and two brand 

loyalty-based indicators (BL1, BL2) had to be removed due to loading in different groups. After 

these modifications, the outer loading of the indicators was loaded well as below table. 

Table 2. Outer Loadings of Indicators 

Indicators BL  BT STP 

BL3 0.886   
BL4 0.903   
BL5 0.850   
BT1  0.898  
BT2  0.917  
BT3  0.897  
SE1   0.856 

SE2   0.810 

SE3   0.790 

SR2   0.771 

SR3   0.838 

ST1   0.824 

ST2   0.847 

ST3   0.787 

       Note: Brand loyalty, BT-Brand trust, STP-Social touchpoint contents 

Source: Authors’ estimation  
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Cronbach's Alpha and Composite Reliability have both been used to assess the 

measurement model's dependability. Table 2 displays the corresponding values. 

Table 3. Reliability and Validity Test Results 

 Cronbach's alpha Composite reliability   (AVE) 
BL 0.854 0.854 0.774 

BT 0.888 0.889 0.817 

STP 0.928 0.929 0.665 

Source: Authors’ estimation  

Cronbach's alpha and composite reliability values are shown in Table 2. For all BL, BT, and 

STP, the composite reliability and Cronbach's alpha are higher than 0.70, suggesting a satisfactory 

degree of dependability. (Hair et al., 2017; Sarstedt et al., 2021). The average variance extracted 

(AVE) of Table 1 shows values greater than 0.5 which indicates the validity of the data set at an 

acceptable level(Hair et al., 2017; Sarstedt et al., 2021). Therefore it shows this data set it an 

acceptable level of validity and reliability   

Data Analysis 

To conduct the analysis of the hypothesis structural model has been created with 

bootstrapping with configuring a subsample size of 5000 with a 5% significance level. 

 

 

 

 

 

 

 

Figure 2. Structural Model 

Source: Author’s presentation 

 

Hypothesis Testing 

H1 (Social touchpoints to Brand Loyalty) - The path coefficient is calculated at 0.428. 

Additionally, the t-value of 6.697 exceeds the critical threshold of 1.96, while the p-value of 0.000 

is below the significance level of 0.05. These findings demonstrate a significant influence of social 

touchpoint content on brand loyalty. Consequently, we accept hypothesis H1. 
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H2 (Social touchpoints to Brand Trust) - The path coefficient has been determined to be 

0.791. The t-value is 31.432, which exceeds the threshold of 1.96, and the P-value is 0.000, 

indicating it is below the significance level of 0.05. These results suggest that the content of social 

touchpoints significantly influences brand trust. Consequently, Hypothesis 2 (H2) is accepted. 

H3 (Brand Trust to Brand Loyalty) - The analysis reveals a path coefficient of 0.432. The 

t-value is 7.026, which surpasses the critical threshold of 1.96, and the P-value is 0.000, indicating 

it is below the significance level of 0.05. These results suggest a significant influence of brand trust 

on brand loyalty. Therefore, we accept hypothesis H3 

H4 (Social touchpoints to Brand Trust to Brand Loyalty) - The specific indirect path has a 

t-value of 7.434, which exceeds the threshold of 1.96, and a p-value of 0.000, indicating statistical 

significance as it is below 0.05. This evidence supports the acceptance of hypothesis H4. 

Furthermore, the Variance Accounted For (VAF) for this path is 44.47%, which suggests the 

presence of partial mediation (Hair et al., 2017). 

Considering the mediation effect of brand trust, all H2, H3, and H4 hypotheses are 

significant and accepted. This shows that both direct paths and the mediation path across brand 

trust have shown significant relationships, which demonstrate this mediation effect of brand trust 

as a partial mediation.  Result of R-Square values shows BL= 0.662 and BT=0.626, indicating that 

the independent variable (social touchpoint contents) can affect the dependent variable (brand 

loyalty) by as much as 66.2%. This means brand trust significantly partially mediates influence of 

social touchpoint contents of e-tailer brands in Sri Lanka to the brand loyalty. 

Conclusions and Recommendations 

This study has been conducted based on purposive sampling. The selected sample contains 

people with high education levels. The minimum education qualification of a responder in this 

sample is GCA Advanced level and more than 80% of the sample responders hold a bachelor's 

degree or higher qualification. Therefore, it is a limitation of this sample that could not get the 

responses from millennials of less education qualification and recommended conducting future 

research with having balanced education qualifications. 

 Due to the removal of the brand loyalty-based indicators in measurement model scales 

that used to get insights on repeat purchases and advocacy has been removed. Therefore, brand 

loyalty in this study does not reflect repeat purchase and advocacy. Therefore, it is recommended 

to conduct future research including these factors. 

This study explains 66% of the influencing factors contributing to brand loyalty for e-tailer 

brands in Sri Lanka. However, 34% of the factors remain unexplored, indicating the need for 

further research. Future studies should look into other elements like brand engagement, as these 

could be crucial in determining brand loyalty. Our comprehension of consumer behaviour in the 

context of e-commerce may be improved by including these components in the analytical model. 

Additionally, integrating qualitative insights may enhance the depth of analysis and offer valuable 

implications for both researchers and practitioners. 
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Limitations  

The sample used in this research exhibits a notable bias in favor of millennials born between 

1980 and 1985. The percentage of this group in the entire sample is 51.3%. Given that they make 

up over half of the sample, this indicates that early-stage millennials are overrepresented in this 

study, which is a limitation.  

The sample of this study comprises 10.2% of millennials who hold a PhD or DBA as their 

highest educational qualification, while a sizable portion (40.9%) have a Master's degree. This might 

not accurately reflect Sri Lanka's larger millennial population. Who might be less educated than 

others? The results may not apply to millennials with lower levels of education. Future scholars can 

conduct research on the same topic by overcoming this limitation. 

This model can explain 66.2% of the brand loyalty among millennials. Another 37.8% can 

be represented by factors not mentioned in this study. Consequently, future scholars could 

incorporate additional factors, such as brand engagement, to enhance explanatory power. 
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