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Abstract 

This thesis investigates the impact of social media marketing on brand loyalty within the context 

of Ethio Telecom. With the increasing relevance of digital marketing, understanding the 

mechanisms through which social media influences brand loyalty is crucial for businesses. The 

study specifically examines four key variables: customer engagement, customer reach, customer 

sentiment, and electronic word of mouth (e-WOM). Data were collected using a survey 

distributed to Ethio Telecom customers active on social media, primarily focusing on Facebook 

and Twitter. The survey data were analyzed using SPSS to determine the relationships between 

the independent variables and brand loyalty. The findings indicate that all four variables 

significantly and positively impact brand loyalty, confirming the hypotheses proposed in the 

literature review. Customer engagement and e-WOM were found to have the most substantial 

effects, highlighting the importance of interactive and user-driven content. The study concludes 

with recommendations for Ethio Telecom to enhance its social media marketing strategies by 

fostering deeper customer engagement, expanding customer reach through targeted advertising, 

actively managing customer sentiment using sentiment analysis tools, and encouraging positive 

e-WOM through influencer partnerships and customer incentives. This research contributes to 

the understanding of social media marketing's role in brand loyalty within the Ethiopian 

telecommunications sector, providing valuable insights for both academics and practitioner. 

Keywords - Social media marketing, Brand loyalty, Ethio Telecom, Digital marketing, Customer 

engagement, Customer reach, Customer sentiment, Electronic word of mouth (e-WOM), 

Facebook, Twitter
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CHAPTER ONE 

 INTRODUCTION 

1.1. Background of the study 

Social media marketing has become an important part of the businesses that run in the time we 

live in. There doesn't seem much literature that is mainly focused on social media marketing 

rather it is about other related issues such as the purchasing behavior of customers, engagement 

tactics, customer relationship management and other related issues (Felix, R., Rauschnabel, P., & 

Hinsch, C., 2017). One of the important goals of research to marketers is to build and maintain 

brand loyalty. Brand loyalty can be understood as the consumer's ultimate relationship and 

degree of identification with the brand (Keller, 2008). The more a certain brand gets a more 

prominent meaning in the minds of customers it is going to eventually become hard to replace 

and will have a huge place in the hearts of customers. This loyalty from customers means more 

revenues and a greater market share for the companies in the marketplace (Erdoğmuş & Çiçek, 

2012). There have been different means used by marketers to maintain the loyalty of their 

customers and the most recent one has been internet marketing and social media marketing 

which is in a way more specific than internet marketing (Keller, 2008). 

Kaplan and Haenlein (2010) and Mangold and Faulds (2009) in their work about the potential of 

social media for brand awareness and customer engagement have recognized that social media 

plays a vital role in building brand communities and facilitating conversations. Content that was 

created by users and shared among other users, a brand that has an identity and is storytelling and 

campaigns that encourage interactions and conversations online between individuals were proven 

to be effective towards brand loyalty (Muniz & Izquierdo, 2014). Firms being responsive to 
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customer inquiries and complaints on time and preparing personalized contents to build a 

stronger emotional connection with the customer have shown great impact on the brand loyalty 

of customers (Brodie et al. 2013) 

Through the power of big data and advanced analytics the data gathered through social media 

can be used to understand the customer's sentiment, the different loyalty drivers and overall 

behavior (Fang li et al., 2016). 

1.2. Statement of the problem 

The economy in which we now live in has customers that are connected to one another in webs 

of communities; and these communities are 'the new segments'. These new segments are formed 

by the customers themselves and are also bound by the boundaries that are defined by them. 

Companies will have to be polite and careful when trying to interact with these segments because 

if the community senses that they (the companies) are hunter for new customers or and type of 

irrelevant advertising, they will be ignored by the whole segment (Kotler, P., Kartajaya, H., & 

Setiawan, I., 2017). The internet has created new roads to finding customers, connecting with 

them and managing relationships, and social media channels are the ones with the most potential.  

In today's business environment, which is defined by a world that is becoming more digitally 

linked, businesses must utilize social media platforms to promote their brands. Given the 

significant financial investments made by firms in social media marketing techniques, it is 

imperative to comprehend the concrete effects these campaigns have on brand loyalty. Even with 

the abundance of research on social media marketing, there is still a great deal of work to be 

done to fully understand the complex dynamics and causal links that control how social media 

initiatives affect the emergence and maintenance of brand loyalty. 
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The growing importance of social media marketing extends beyond the telecom industry to the 

broader economy, underscoring the necessity for comprehensive research in this area. 

Specifically, in the Ethiopian context, there are a few studies focused on social media 

marketing's impact within the telecommunications sector. 

The study explores critical variables such as customer engagement, customer reach, customer 

sentiment, and electronic word of mouth (e-WOM), seeking to elucidate their individual and 

collective impact on brand loyalty. Understanding these relationships will provide valuable 

insights for academic research and practical applications, enabling businesses to optimize their 

social media marketing strategies to foster stronger customer loyalty and achieve better market 

outcomes.The increasing importance of social media marketing not only in the telecom industry 

but also in the economy, the lack of sufficing research on social media marketing, the potential it 

has for profiting the company and the potential for academic contributions have led the 

researcher to conduct this research. This research will try to identify the impact of the social 

media marketing implemented by Ethio Tel on the loyalty of its customers. 

Ethio Tel has over 77 million customers and from those 38 million plus are internet and data 

users. In Ethiopia the number of social media users for example Facebook, has topped 8 million, 

and yet ethio tel still only has 1.7 million followers. This shows that ethio tel still has a lot to do 

or isn’t doing something right. This research aims to fill this gap by examining how Ethio 

Telecom's social media marketing strategies influence customer loyalty. 
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1.3. Research questions 

Main Research Question 

What is the impact of Ethio telecom’s social media marketing on the brand loyalty of customers?  

Sub-research Questions 

 What impact does customer engagement and interaction on social media have on brand 

loyalty? 

 Does customer reach on social media impact brand loyalty of customers? 

 Does customer sentiment impact the brand loyalty of customers? 

 What is the impact of electronic word of mouth on brand loyalty of customers?  

1.4. Objectives of the Study 

1.4.1. General Objective 

The general objective of this study is to identify the impact of social media marketing on the 

brand loyalty of customers of Ethio Tel. 

1.4.2. Specific Objectives 

The specific objectives of this study are: 

 To determine how customer engagement and interaction impact brand loyalty 

 To understand the impact of customer reach on the brand loyalty of customers 

 To identify if customer sentiment on social media has a positive impact on brand loyalty 

 To understand the impact of electronic word of mouth on brand loyalty 



5 | P a g e  
 

1.5. Significance of the Study 

Even though the importance of social media in marketing is growing rapidly, there doesn't seem 

to be enough research done within the Ethiopian context; and especially those ones that focus on 

telecommunications. This study can contribute to giving some valuable insights to people who 

choose to do more research work on the specific topic and the general topic of digital marketing 

as well. Furthermore, this study will be helpful not only to Ethio Tel but also to other companies 

who wish to work more on their digital marketing strategy. 

1.6. Scope of the Study 

This study’s focus is on the impact that social media marketing has on the brand loyalty of 

customers. Conceptually it will cover the different dimensions of social media marketing but will 

especially focus on customer online engagement, customer reach, customer sentiment and the 

electronic word of mouth. In terms of the target scope, the study took two social media platforms 

(Facebook, Twitter/X) into consideration. A combination of qualitative and quantitative data 

collection methods will be used to gather any information that is relevant for the study. 

1.7. Definition of terms 

Social media - is the umbrella term that is used for a web-based software and service that helps 

users come together online and exchange, communicate and participate in any form of social 

interaction (Ryan, 2014). 

Social Media Marketing - is a form of digital marketing that utilizes social media platforms to 

connect with the audience, build brand awareness, and promote products or services (Evans, D. 

2016) 
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Brand Loyalty – is when customers make repeated purchases based on a psychological decision-

making process as opposed to picking a brand at random (Tarpey, L., 1974). 

Customer Reach - the number of unique individuals who see your brand's message or content 

across various marketing channels, particularly social media (Chaffey & Chadwick, 2020). 

Customer Sentiment – is  the overall emotional tone that customers express towards your brand. 

This can be positive, negative, or neutral and is often measured through social media listening, 

reviews, and surveys (Pena et al., 2017). 

Electronic Word of Mouth (E-WOM) - are any comments, whether favorable or unfavorable, 

from prospective, real, or past clients that are posted online and accessible to many individuals 

and organizations (Hennig, 2004). 

Customer Engagement - is the process of when a brand and its customers continuously 

interacting and developing a relationship through a variety of touchpoints and experiences that 

increase customer satisfaction and loyalty (Vanhamme, J., & Lindgreen, A., 2013). 

1.8. Organization of the Study 

The research paper was structured into five parts. The first chapter covers background of the 

study, problem statement, research questions, objectives of the study, significance and scope of 

the study along with definition of terms related to the study. The second chapter contains a 

review of relevant literature that illustrates the study's practical features well in depth. The third 

chapter focuses on the research methodology and design. The fourth is about presenting the data 

and its analysis. The last chapter contains the summary and conclusion of the study along with 

the recommendation of the study. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1. Theoretical Review 

2.2. Social Media 

Social media is a term used to describe an internet-based service that allows for people to come 

together online and have a sort of discussion and exchange of ideas in a form of social 

interaction. The type of interaction can be in a lot of different ways including text, audios, 

pictures, videos and involves the sharing of existing content created by others, rating products 

and the discussion of topics that are viral or trendy (Ryan, 2014). Social media as defined by 

Safko and Brake (2009) is the activities, practices and behaviors among communities of people 

who have gathered online seeking to get or share information and opinions using a two-way 

conversational media. Social media has the attributes of a Web 2.0 in which they are tools that 

are used for communications and are user empowering and have two parties participating 

(Robinson, 2007). 

Firms can advertise their products and services, provide any support or create a community of 

brand advocates throughout the various forms of social media (Erdoğmuş & Çiçek, 2012). The 

communication of customers on the various platforms about brands not only help customers in 

sharing information but also is another cost-effective way for companies to help boost their 

brand recognition and recall which in return will help brand loyalty (Gunelius, 2011). 

 



8 | P a g e  
 

2.3. Social Media Marketing 

Social media marketing and relationship marketing are more related in that companies are 

shifting from trying to sell more to establishing and managing relationships with consumers. 

Social media marketing is different from the traditional trends of marketing and requires more 

focus to establish a good brand image and a better brand loyalty (Gordhammer, 2009). Social 

media marketing as defined by Kawasaki, G., & Fitzpatrick, P. (2012) is "the act of leveraging 

various social media platforms to achieve specific marketing goals through content, engagement, 

and community building." 

According to Ryan (2014) effective social media marketing is about developing skills of 

customer engagement which includes looking for what people are interested in and what they're 

talking about and then present valuable information by creating or managing suitable content for 

them. He also entails that companies should talk to them not at them and notes how hugely 

important it is to listen to them. 

Social media marketing can be defined according to Dorenda–Zaborowicz, M. (2012) as a 

systematical use of innovative technologies and social networks to achieve the general and 

specific goals for a company. 

Through widespread knowledge sharing, social media marketing technology guarantees the 

integration of operations, functions, information, people, and processes. It is a flexible and 

personalized digital application. The program encompasses a variety of IT breakthroughs, 

including Facebook, Twitter, Telegrams, Instagram, YouTube, and WhatsApp, where users and 

producers communicate and exchange information in real time. Moreover, the adoption of this 

technology is a purposeful socioeconomic activity; the word purposeful implies efficiency 

benefits that are well-known because of the removal of costly and complicated computer system 
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interfaces. The socioeconomic process entails adopting it to increase consumer satisfaction 

and/or competitive advantage, although adoption decisions are frequently made by a variety of 

actors, who would typically want to make well-informed decisions or take new circumstances 

into consideration before making decisions. 

2.4. Online Customer Engagement 

A company's choice of business, its customers, its goals and its overall digital marketing strategy 

are the main points a firm needs to focus on before deciding on its social media marketing 

strategy. According to Ryan D. (2014), some of the potential benefits of engaging customers 

through social channels are listed below. 

 To stay informed - firms can figure out what customers are really thinking. They get 

valuable insight into how customers perceive their products, their attitude towards the 

firm's brand and about the industry in which the company is involved in. Engaging with 

customers on a social networking site can be truly revealing without the firm being 

intrusive and understanding customer is the key to effective digital marketing. 

 Raise company profile - a proactive engagement on social media helps companies gain a 

sense of trust and helps build a good reputation of helpfulness and responsiveness. 

 Leveling the playing field - the cost of doing research through focus groups and surveys 

to measure customer sentiment is very high; whereas through social media, a small firm 

may easily steep itself into social media and simply understand what customers are 

talking about through various tools. 

 Influence the influencers - these influencers are a few but they are the ones who are the 

most active and have gained the trust of the customers. If targeting them is done right, 

then the good word they will put in will be immense for the firm's online reputation. 
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 Nurture brand advocacy - identifying customers with an already positive attitude towards 

a firm's brand, and then nurturing it to have them be brand advocates voluntarily will 

extremely help out the company. Encouraging employees to be part of conversations 

online as well is also another way it can expand its reach. 

 Pass it on - if a firm does it right and hits the right note, viral content is the most 

powerful. It is just like word-of-mouth marketing except that when it's online, the content 

travels faster and further. 

 Wisdom of the crowd - firms should understand that by harnessing collective intelligence 

of the online communities they could easily get the answers to some of the problems and 

issues they're facing. The different inputs they get online from customers will not only 

help them do more informed research and develop better decisions but also help them 

understand how much customers really care. 

2.5. Customer Reach 

Customer reach can be explained easily as creating, enlarging and sustaining a larger audience 

for the online content a brand creates. In the traditional ways brands were only able to reach their 

prospects through certain channels which had a pre-determined reach level which may also vary 

based on the type of channel used. But on a social networking site the reach level depends highly 

on the amount of effort the brand makes on the content it creates (Menezes, R. C., 2013). Digital 

marketers work hard to get prospects to connect with the brand online, mostly via getting them to 

use opt-in actions, such as “following” on Twitter, liking a page on Facebook or subscribing to a 

channel or a feed. In the digital age having a larger audience and being able to reach as many 

people as one can has huge strategic importance (Menezes, R. C., 2013). 
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Businesses can use the capabilities offered by the various social media platforms to increase their 

reach and interact with a wide range of audiences. Increased consumer reach makes it easier for 

companies and consumers to communicate frequently and consistently, which is crucial for 

sustaining brand loyalty (Laroche, Habibi, & Richard, 2013). According to Erdoğmuş and Çiçek 

(2012), social media strategies that are developed in a way that enhances customer reach 

contribute significantly to customer engagement, which strengthens the customer's emotional 

bond with the brand. 

According to Tafesse and Wien (2018), organic reach is dependent on the content being viral and 

also the ability of the brand to create content that is more engaging and gets attention. On the 

other hand, paid reach is a sponsored one and targets a certain demography and is tailored to 

their preferences. (Voorveld et al., 2018). Paid reach guarantees content visibility to a larger and 

significant audience, while organic reach fosters credibility and trust. Both tactics are crucial.  

The effectiveness of customer reach depends of many different factors such as the quality of the 

content posted, the frequency of posts and the different images and videos used (Ashley & 

Tuten, 2015). Furthermore, brands can use influencers and entice brand advocates to be able 

reach their followers’ network more (Booth & Matic, 2011). The algorithms of the social 

networking sites and the different changes made by them also play a role in how content is 

prioritized in the user’s feeds (De Vries et al., 2012). 

According to (Hollebeek, Glynn, & Brodie, 2014) brands that are effective in utilizing their 

customer reach by creating more interactive and engaging content are more likely to see higher 

levels of customer engagement. The likes, comments, shares, and retweets the content gets 

serves as indicators of how good a brand is resonating with its audience. A high level of 

engagement is often related to increased customer loyalty, because the more a customer is 
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engaged with content and the brand the more likely they’re to develop a favorable perception 

about it (Brodie, Ilic, Juric, & Hollebeek, 2013). 

2.6. Customer Sentiment 

Customer sentiment refers to the attitudes and sentiments that customers have about a brand and 

is mostly obtained from social media engagements. The text data from social media platforms is 

analyzed using sentiment analysis, which is a subset of natural language processing, to find out if 

the sentiment is neutral, positive, or negative (Pang & Lee, 2008). Customer sentiment is the 

people's opinions, evaluations, appraisals, attitudes and emotions towards a certain product, 

servcie, brands, events or any subjects Zain et al (2022). Building and sustaining brand loyalty 

depends on a brand's ability to measure consumer satisfaction and engagement.  

The different social networking sites that have become important for engagement provide the 

customers a place where they can share or express their opinions, feelings and experiences 

freely, which makes it very useful for brands to monitor and analyze these sentiments (Kaplan & 

Haenlein, 2010). According to Goh, Heng & Lin (2013), interactions on social media have a 

huge influence on customer perceptions and can improve brand loyalty if there is active 

engagement and responsive customer service. 

A sentiment analysis score maybe a positive or a negative one; But both are important because it 

tells the firm to stop what they're doing and make a change of plan or keep doing what they're 

doing and working on maintaining it Zain et al (2022). The positive sentiments expressed on 

social media may lead the firm to increased loyalty and brand advocacy because a customer with 

a positive experience and a social media presence is more likely to share and reccomend the 

brand to others which will in return foster a loyal customer base (Hollebeek, Glynn, & Brodie, 

2014). A negative one on the other hand will have a damaging impact on loyalty of customers 
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and the brands that do not recover or address the negative feedback may face a declining 

customer loyalty (Kim & Ko, 2012). 

There are various techniques and methods that can be used to analyze customer sentiment on a 

social networking site. Machine learning algorithms and neural networks have been the most 

effective and accurate when classifying and analyzing sentiments (Liu, 2012). Customer 

sentiment plays a critical role in social media marketing, influencing brand loyalty and customer 

engagement. By effectively analyzing and responding to customer sentiments, brands can foster 

positive relationships with their customers, enhancing loyalty and advocacy. As social media 

continues to evolve, advanced sentiment analysis techniques will become increasingly important 

in shaping successful marketing strategies Zain et al (2022). 

2.7. Electronic word of mouth (E-WOM) 

Consumers communicate with each other because they want to connect with other people, 

benefit financially from doing so, show their care for other customers, or so that they can 

potentially feel better about themselves. The digital world enables consumers to share the 

different experiences and opinions they may have about certain products, services and brands to 

a whole lot of other customers (T. Hennig-Thurau et al. 2004). 

According to Lovett, M. J., Peres, R., & Shachar, R. (2013), there are three main drivers for 

consumers to stimulate them to engage in word of mouth; They state these drivers as the social, 

the functional and the emotional drivers. 

2.7.1 The social drivers of WOM  

The need for self enhancement or bettering oneself is a major motive for someone to engage in 

word-of-mouth communication.  Wojnicki and Godes (2011) presented that customers use WOM 



14 | P a g e  
 

to show that they have a better knowledge or expertise about a certain product, service or brand 

and to achieve this using a positive WOM is far better than a negative one. They also stated that 

the higher a brand's quality is, the more consumers are to engage in a conversation about it. 

Expressing their uniqueness is another motive for customers to talk about certain brands. 

Especially talking about brands that are more identifiable and unique give customers a sense of 

belongingness to certain type of group which is why the higher the degree of brand 

differentiation the more it generates WOM (Lovett, M. J. et al 2013). 

The desire to communicate with others is also another motive under the social drivers. A relevant 

brand in a community and a more visible brand is more likely a conversation starter among a 

certain society which is another reason why choose to talk about certain products, services or 

brands (Lovett, M. J. et al 2013). 

2.7.2. The Emotional Drivers of WOM 

The thought of a brand, a product or a service may bring up a certain emotion for a consumer; 

And this consumer may get the need to share his emotions with others. This is why satisfaction 

whether good or bad plays a vital role in generating WOM (Lovett, M. J. et al 2013). Brands or 

products with either a very high or a very low level of satisfaction levels are more likely to get 

more engagements than the ones with moderate satisfaction levels (Roberts 2004) & (Richins 

1983). 

2.7.3. The Functional Driver 

As Lovett, M. J., Peres, R., & Shachar, R. (2013) mentioned, the exchange of information 

happens in conversations and brands are more likely to be mentioned in them. And in these 

conversations, there's the one who gives the information and others who receive it. They also 
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state that a brand's 'complexity', which is the difficulty of getting more information about a 

certain brand plays a major role in WOM by stating the higher the complexity the more the 

people are to talk about it. Another statement made is the familiarity of the brand, product or 

service to a consumer. If a customer has better intelligence and is more familiar with a brand the 

more, he/she will be able to provide information, advise others and talk about it more (Lovett, M. 

J. et al 2013). 

WOM can be vital in exploring intangible goods and being updated on observable attributes of 

search goods (Lovett, M. J. et al 2013). Service goods are hard to judge before consuming them 

which is why the experience of others can be helpful in the decision making of novices. 

2.8. About Ethio Telecom 

Ethio telecom is one of the two telecommunications providers (and the largest) in Ethiopia. It has 

been around for over 128 years has over 70M mobile voice subscribers, 35M internet users and 

over 660K broadband subscribers. Along with its telecommunications service it also provides 

financial services to its customers. To add to it Ethio Tel has a very affordable and attractive 

digital cloud solution offer too. With it being the dominant firm in the market, it is active on a 

variety of social media platforms including Facebook, Twitter, Instagram, YouTube, Telegram 

and WhatsApp. 

 Facebook - 1.3 million followers  

 Twitter - 370K followers 

 Instagram - 100K followers 

 YouTube - 20K subscribers 

 Telegram – 2 million subscribers  
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Ethio Tel has implemented a chatbot throughout all its social media channels where customers 

can help themselves with information, check their balances and bills, check the status of their 

subscriptions and chat with an agent if they need to. 

The Ethiopian government has allowed the monopoly of Ethio Tel to end a few years back and 

opened the door to other interested telecom providers to enter the market and compete. This 

implies that the number of internet users will increase and so will the social media users. 

2.9. Empirical Review 

Erdogomus & Mesut did a study in 2012 in Turkey and the results showed that the social media 

marketing strategy used by companies were most significant drivers of brand loyalty when the 

contents were interactive and advantageous. Relevant content and the shareability of the content 

to other people in their community and the presence of the brand on different social media 

channels were the second and third drivers. They suggested that if companies want to run 

effective social media marketing campaigns, they should consider the values they offer to 

customers and how much they mean to them. Based on the values they get, whether good or bad 

these customers will share their experiences to families, friends and other people in the social 

media community.  

Customer engagement is a crucial factor in the success of social media marketing and its impact 

on brand loyalty. Empirical studies by Brodie et al. (2013) suggest that customer engagement, 

which includes interactions such as likes, comments, shares, and direct messages, significantly 

enhances the emotional connection between the customer and the brand. These interactions 

foster a sense of community and belonging, which in turn strengthens brand loyalty. The theory 

posits that the more a customer is engaged with a brand's social media content, the stronger their 

attachment and loyalty to the brand becomes. This is supported by the findings of Hollebeek, 
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Glynn, and Brodie (2014), who argue that customer engagement acts as a mediating variable that 

links social media marketing efforts to increased brand loyalty. Brands that actively respond to 

customer inquiries and encourage participation in discussions tend to see higher levels of 

engagement and, consequently, loyalty. 

Studies by Laroche et al. (2013) highlighted the impact of social media on customer engagement 

and brand loyalty. By analyzing data from 600 social media users, they found that active 

participation in brand-related social media activities enhances both cognitive and affective 

engagement, leading to stronger loyalty. From this, the first hypothesis was formulated; 

H1:  Online customer engagement has a significant and positive impact of brand loyalty 

Expanding customer reach increases brand exposure and awareness, which are foundational steps 

in the customer journey toward loyalty. According to Huang and Su (2018), brands with a 

broader reach are more likely to be top-of-mind when customers make purchasing decisions, thus 

enhancing the likelihood of repeat purchases and loyalty. 

Social media platforms are critical tools for expanding customer reach and building brand 

loyalty. Studies have shown that brands that effectively utilize social media to engage with 

customers see higher levels of loyalty (Hudson et al., 2016). Engaging content, timely responses 

to customer inquiries, and leveraging influencers are key strategies. 

Customer reach refers to the extent to which a brand can connect with potential and existing 

customers through social media platforms. Empirical evidence from Laroche et al. (2013) 

indicates that broader customer reach achieved through social media marketing leads to greater 

brand awareness and visibility, which are essential precursors to brand loyalty. The theory is that 

as brands expand their reach, they attract more followers and potential customers who become 
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exposed to their content and messages. This increased exposure not only enhances the likelihood 

of customer interactions but also solidifies the brand's presence in the minds of consumers. 

Consequently, a wider reach facilitates a larger audience base that can be converted into loyal 

customers through consistent and engaging content, as demonstrated in the studies by Tafesse 

and Wien (2018). 

Personalized marketing efforts enhance the effectiveness of customer reach strategies. Research 

by Lemon and Verhoef (2016) indicates that personalized communications, based on customer 

data and preferences, significantly boost customer loyalty by making customers feel valued and 

understood. From this, the second hypothesis was formulated; 

H2: Customer reach has a significant and positive impact on brand loyalty 

Liu (2012) conducted a comprehensive review of sentiment analysis techniques and their 

application in marketing. The study found that sentiment analysis provides valuable insights into 

customer preferences and can predict future behaviors, such as purchases and brand advocacy. 

Hudson et al. (2016) studied the effects of social media interactions on brand relationship 

quality. Their research indicated that positive customer sentiment, influenced by brand 

interactions on social media, enhances brand loyalty by strengthening the emotional bonds 

between customers and brands. 

Customer sentiment, which encompasses the feelings and attitudes of customers towards a  brand, 

plays a pivotal role in shaping brand loyalty. Empirical studies by Pang and Lee (2008) and 

further supported by Kim and Ko (2012), highlight that positive customer sentiment, often 

gauged through sentiment analysis of social media interactions, correlates strongly with 

increased brand loyalty. The theory asserts that when customers express positive sentiments 
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about a brand on social media, it not only boosts the brand's image but also encourages other 

potential customers to form favorable opinions. Positive sentiment acts as social proof, 

reinforcing the brand's credibility and trustworthiness. Conversely, negative sentiment can harm 

brand loyalty unless it is promptly and effectively addressed. Therefore, monitoring and 

managing customer sentiment is critical for maintaining and enhancing brand loyalty. 

Kim and Ko (2012) investigated the impact of social media marketing activities on customer 

equity and found that positive customer sentiment generated through engaging content 

significantly boosts brand loyalty. From the above empirical review, the third hypothesis has 

been formulated; 

H3: Customer Sentiment has a significant and positive impact on brand loyalty 

Jalilvand and Samiei (2012) demonstrated that e-WOM positively influences brand loyalty by 

affecting consumer attitudes and perceptions of brand credibility. Their study of the Iranian 

automotive industry showed that consumers who encounter positive e-WOM are more likely to 

develop a favorable attitude towards the brand, which in turn fosters loyalty. 

Research by King, Racherla, and Bush (2014) explored the influence of e-WOM across different 

stages of the customer journey. They found that e-WOM plays a crucial role in the pre-purchase 

stage by shaping expectations and in the post-purchase stage by reinforcing satisfaction and 

loyalty. Positive e-WOM can thus act as a catalyst for repeat purchases and advocacy. 

Electronic Word of Mouth (e-WOM) refers to the online exchange of information and opinions 

about a brand among consumers. Empirical research by Jalilvand and Samiei (2012) and Lovett, 

Peres, and Shachar (2013) underscores the significant impact of e-WOM on brand loyalty. The 

theory posits that positive e-WOM, generated through customer reviews, testimonials, and social 



20 | P a g e  
 

media shares, greatly influences the perceptions and attitudes of other consumers towards the 

brand. This influence is particularly strong because e-WOM is perceived as more trustworthy 

and credible than traditional advertising. Positive e-WOM acts as a powerful endorsement, 

encouraging repeat purchases and fostering brand loyalty. Furthermore, the study by King, 

Racherla, and Bush (2014) highlights that e-WOM not only affects the pre-purchase stage by 

shaping consumer expectations but also reinforces satisfaction and loyalty in the post-purchase 

stage, making it a crucial component of effective social media marketing strategies. 

A study done by Wijaya, B., & Yulita, H. in 2020 on Lion Air airline illustrates how engaging 

and positive e-WOM fosters brand trust and favorable perceptions, leading to increased 

repurchase intentions and loyalty. Brodie et al. (2011) emphasizes the power of user-generated 

content (UGC) within e-WOM, showing how integrating customer voices creates a sense of 

community and brand ownership, strengthening loyalty. From this, the last hypothesis was 

formulated; 

H4: e-WOM has a significant and positive impact on brand loyalty 

 

 

 

 

 

 



21 | P a g e  
 

2.10. Conceptual Framework 

Based on the empirical literature reviews discussed the following conceptual framework has 

been proposed: 

  

Fig 1. Conceptual Framework (Ismail, A.R. (2022)) 

 

 

 

 

 

 

 

CUSTOMER ENGAGEMENT 

e-WOM 

CUSTOMER REACH 

BRAND LOYALTY 

CUSTOMER SENTIMENT 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1. Research Design 

Out of the three types of research designs, this study used a quantitative research design. 

Quantitative research is a systematic empirical examination using statistical, mathematical, or 

computational methods to gather and examine numerical data. Researchers use this method to 

quantify and measure relationships, patterns, and trends within a given phenomenon. It is 

systematic and objective. Surveys, experiments, or statistical analysis of pre-existing datasets are 

frequently used in quantitative research to produce numerical results that can be generalized to a 

broader population. It seeks to deliver accurate and legitimate data so that scientists can make 

statistical conclusions and forecasts. (Cresswell, 2014). 

3.2. Research Approach 

An empirical research project's research design serves as a road map for gathering data. It serves 

as a "Blueprint" for empirical research that aims to test hypotheses or provide answers to 

research topics (Bhattacherjee, 2012). 

The main aim of this study is to understand the impact that social media marketing has on the 

brand loyalty of customers. Because of that the study followed a deductive research approach. 

Deductive research is all about gathering knowledge from various previous literatures within the 

area of the topic, formulating hypotheses and then using those as a starting point (Bryman and 

Bell, 2011). 
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3.3. Population of the Study 

The target populations for this study were people who are social media users and follow Ethio 

Tel on Facebook and X (Formerly twitter). The researcher assumed that even though Ethio Tel is 

active on other social media platforms, most of the engagements and mentions happen on these 

platforms. 

3.4. Sample Size 

The customers who follow Ethio Tel on the chosen three social media channels i.e. Facebook 

and X, have reached over 1.3 million and 370K and these numbers are getting higher and higher 

every day. Considering the increasing number of followers that it would be too expensive and 

unwise to use the whole of the population, the researcher will use the formula that was 

formulated by Cochran (1977) used for an infinite population. 

  

Where n = required sample size 

Z = is a measure of degree of confidence level at 95% (i.e., 1.96) ²  

q = Probability of negative response (0.5) 

p = is a measure of probability of inclusion positive response (0.5) 

e= Tolerable error (0.05) ² 

(1.96) ² (0.5*0.5)/ (0.05) ² = 384.16 ~ 384 will be the total number of respondents that will be 

needed. 
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3.5. Sampling Technique 

The technique of sampling involves choosing a representative sample that accurately reflects the 

population. Probability sampling and nonprobability sampling are the two most used sampling 

strategies. In probability sampling, every member of the population has an equal chance of being 

chosen; however, in non-probability sampling, the likelihood of being chosen is uncertain 

(Bhattacherjee, 2012). Thus, convenience sampling was used to deliver the questionnaires online 

for this approach allowed for efficient data collection within a limited time frame and budget. 

3.6. Sources of Data Collection 

Primary and secondary data sources are the two categories of data sources. Information that must 

be obtained from the original source is referred to as a primary data source. Conversely, 

secondary data sources are those that are derived from previously available or from sources that 

have been gathered for a different objective. Both data sources were used in this study. 

3.7. Data Gathering Instruments 

The data for this study was gathered through structured questionnaires. These questionnaires will 

have two different sections. One for the demography of the respondents and the other will be 

questions about the topic. Respondents were asked to fill out on a Lickert scale from 1 to 5 with 

‘1’ being ‘Strongly Disagree’ and ‘5’ being ‘Strongly Agree’. 

3.8. Data Analysis Method 

Data collected through structured questionnaire was analyzed by making use of SPSS (Statistical 

package for social science). An analysis of descriptive statistics, bivariate correlational analysis 

and standard multiple linear regression were used to answer the basic research questions asked in 

chapter one.   
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3.9. Reliability & Validity 

A crucial instrument for determining the degree of consistency of an attribute that needs to be 

measured is the reliability test. A measuring tool's stability, consistency, and dependability are 

also related to its reliability. One of the most widely used reliability measures is Cronbach's 

alpha. It indicates whether a scale is one-dimensional or multidimensional, as well as the degree 

to which items in a questionnaire are related to one another. The alpha value of the Cronbach's 

coefficient typically falls between 0 and 1. A higher level of internal consistency is indicated by 

higher Cronbach's coefficient alpha values. (Nawi, F. A. M., Tambi, A. M. A., Samat, M. F., & 

Mustapha, W. M. W., 2020). The most accepted value of Cronbach’s coefficient alpha is 0.70 as 

it should be equal to or higher than to reach internal reliability. As per the Cronbach’s coefficient 

alpha table below the data collected in this study was reliable.0.70 as it should be equal to or 

higher than to reach internal reliability. To assure the validity of the research paper all the 

variables are adopted from previous research works. 

Validity is concerned with whether the findings are really about what they appear to be about 

(Saunders, M., Lewis, P., & Thornhill, A., 2003). It is the accuracy and meaningfulness of 

inferences, which are based on the research results. Since the respondents who took part in this 

study was voluntarily and questionnaires had no ambiguity the research results are taken as valid. 

Besides, analysis was made using different statistical tools. 
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CHAPTER FOUR 

DATA ANALYSIS AND INTERPRETATION 

4. Introduction 

This chapter of the research paper incorporates four parts. The first part discusses about the 

sample characteristics of the respondents is presented using descriptive statistic. Then correlation 

analyses and regression analysis, as well as discussion of the result presented accordingly. 

 A total of 343 responses were collected but 24 of those responses were not included in the 

research since the respondents do not follow Ethio Tel’s social media page on either of the social 

networking sites. So a total of 319 responses were taken and analysed for the purpose of this 

research. 

4.1. Demographic Statistics 

As shown in chart 1, of the total 319 respondents, the number of male of respondents is 223 

which is 69.9% and the number of female respondents is 96 which covers 30.1%. 

 

CHART 1 - Count of sex 
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As shown in chart 2, which shows the counts of the age ranges of the respondents, most of the 

respondents (81.5%) were in the age range of 16 – 30. The respondents within the age range of 

31 – 45 held 15.4% and the age range between 46 – 60 had 3.1% of the response rate. 

 

 

 

 

As shown in the third chart, which shows the educational level of the respondents, 53.6% of the 

respondents had a degree, 40.8% of them had a master’s degree, 4.1% of them had a diploma and 

1.6% of the respondents had finished high school. 

CHART 2 - Count of age range 
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4.2. Reliability Test 

As stated in chapter three, the reliability test is to be measured by Cronbach's alpha and the 

normal range is from 0 – 1. The accepted value for the alpha is greater than or equal to 0.70 and 

according to table 4.1 the overall reliability is 0.913 which indicates the study has a high 

reliability. 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.913 5 

Table 4.1. Overall Reliability 

 

As seen on the below table 4.2, the alpha result for each variable is listed and all variables scored 

more than 0.70 which is between the acceptable range 

 

CHART 3 - Educational level 
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Total 

Correlation 

Cronbach's 

Alpha 

CustomerEngagement .707 .909 

CustomerReach .704 .909 

CustomerSentiment .839 .881 

eWOM .835 .884 

BrandLoyalty .822 .885 

Table 4.2. Cronbach’s alpha result for each variable  

4.3. Descriptive Statistics 

Descriptive statistics were used to describe the basic features of the data in a study. It provided 

simple summaries about the sample and the measures. Descriptive Statistics was used to present 

quantitative descriptions in a manageable form; Each descriptive statistic reduces lots of data 

into a simpler summary (Gelman, 2007). Respondents were asked to rate their insight / 

observation on a five-point Likert type scale ranging from 1 being strongly disagree to 5 strongly 

agree for brand image dimensions. The results are presented in the table below. 

Descriptive Statistics 

 Customer Engagement N Mean Std. Deviation 

Ethio Tel replies to comments and messages 319 4.02 .826 

I often react to posts from Ethio Tel 319 3.29 1.016 

I often comment on posts from Ethio Tel 319 3.09 1.084 

I often share posts or contents about Ethio Tel 319 3.14 1.094 

Valid N (listwise) 319  3.385 
0.755 

Table 4.3. Descriptive analysis for customer engagement 

Table 4.3 shows the four statements in the questionnaire under the customer engagement 

variable. The average mean score is 3.385 and had an standard deviation of 1.005 which implies 
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that the respondents were more inclined to agree with the statements made about the online 

customer engagement of the company. 

Descriptive Statistics 

 Customer Reach N Mean Std. Deviation 

I often see new content on social media from Ethio Tel 319 4.10 .820 

I feel more connected to Ethio Tel because of its 

presence on social media 

319 3.87 .930 

I am likely to recommend Ethio Tel's brand to others 

because it is widely recognized on social media 

319 3.78 .903 

Valid N (listwise) 319  3.91 
0..747 

Table 4.4. Descriptive analysis for customer reach 

 

According to the above table 4.4, respondents were given the three statements listed. The 

average mean turned out to be 3.91 and had an standard deviation of 0.884. The results show that 

most of the respondents were inclined to agree to the statements made. 

 

 

 

 

 

Descriptive Statistics 

 Customer Sentiment N 

Mea

n 

Std. 

Deviation 
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I feel very positive when I see Ethio Tel's brand mentioned on 

social media 

319 3.93 .833 

I trust the information shared by Ethio Tel on social media 319 3.90 .958 

I would defend Ethio Tel when someone else expresses a 

negative comment about it 

319 3.51 1.012 

I usually post or comment positive experiences shared with Ethio 

Tel on social media 

319 3.35 1.068 

Valid N (listwise) 319  3.67 
0.775 

Table 4.5. Descriptive analysis for customer sentiment 

For the third variable, as shown in the above table 4.5, four statements were made to understand 

the customer sentiment towards the company. The results showed an average mean of 3.67 and 

an standard deviation of 0.967 which implies that the respondents were more inclined to agree 

with the statements made. 

Descriptive Statistics 

e-WOM N Mean 

Std. 

Deviation 

I often suggest others to like and follow Ethio Tel’s social media 

page 

319 3.63 .958 

I have told others about something I have seen on Ethio Tel’s 

social media page 

319 3.93 .734 

I have discussed about Ethio Tel’s products & services with 

others on social media 

319 3.53 .947 

Valid N (listwise) 319  3.69 
0.681 

Table 4.6. Descriptive analysis for e-WOM 

 

The last independent variable, e-WOM had four statements made about it and were presented to 

the respondents. As shown in table 4.6, the average mean score is 3.69 and had an standard 
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deviation of 0.879 which also shows that the respondents were mostly inclined to agree with the 

statements made about the variable. 

Descriptive Statistics 

 Brand Loyalty N Mean 

Std. 

Deviation 

I often suggest Ethio Tel’s services to others 

319 3.88 .894 

I often reconsider my decision based on information from social 

media before making a purchase from Ethio Tel 319 3.73 .852 

I often participate on online contests organized by Ethio Tel 319 3.65 .902 

I am satisfied with Ethio Tel 319 3.62 1.066 

Valid N (listwise) 319  3.62 0.731 

Table 4.7. Descriptive statistics for Brand Loyalty 

The descriptive statistics for dependent variable as shown in table 4.7. show the mean and 

standard deviation results for the statements mad about brand loyalty. The average mean score is 

3.62 with a standard deviation of 0.731 which shows that most of the respondents inclined to 

agree with the statements. 

4.4. Homoscedasticity 

In regression analysis, homoscedasticity refers to the premise that the variances of the residuals 

at each level of the independent variable's predictors are identical. That is, the spread of residuals 

should be constant along all of the independent variable's predictors. To perform a basic analysis, 

the researcher first creates a scatter plot in SPSS by plotting ZRESID (Y-axis) against ZPRED 

(X-axis). This allows the researcher to determine whether the assumptions of homoscedasticity 

and random errors have been met. ZRESID and ZPRED's graph ought to resemble a randomly 

distributed set of dots that are evenly spaced around zero. 
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Graph – 1 – Homoscedasticity test 

As it can be seen in the scatter plot above, the data is per the assumptions of linearity. 

 

 

 

 

 

 

4.5. Normality Test 

Descriptive Statistics 

  N Skewness Kurtosis 
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Statistic Statistic Std. Error Statistic Std. Error 

Customer Engagement 319 -.341 .137 -.056 .272 

Customer Reach 319 -1.127 .137 1.705 .272 

Customer Sentiment 319 -.641 .137 1.111 .272 

E-WOM 319 -1.080 .137 2.313 .272 

Brand Loyalty 319 -1.359 .137 2.503 .272 

Valid N (listwise) 319       
 

Table 4.8. Normality test 

According to table 4.8., for c0ustomer engagement, the skewness values are relatively close to 0, 

suggesting a distribution close to normal. While for the others the skewness slightly seems to be 

a more peaked distribution.  

4.6. Multi Collinearity 

To check if there is any multicollinearity among independent variables tolerance value and 

variance inflation factor (VIF) tests had to be made. The Variance Inflation Factor (VIF), which 

measures the impact of correlations between independent variable predictors on the accuracy of 

regression estimations, is used in the study to verify this. Ideally, the VIF factor should in the 1 - 

10 range. The measure of tolerance indicates the extent to which the other independent variable 

predictors in the model do not account for the variability of the designated independent variable. 

If the value for tolerance is below 0.2 it means that the multiple correlations with other variables 

is high and suggests that multicollinearity is an issue. A good regression model must not have a 

multicollinearity issue or a strong correlation between its independent variable predictors and to 

say this needs to have a tolerance level greater than 0.2 and a variance inflation factor (VIF) 

value between 1 and 10 (SPSS Inc,2007). 
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Coefficients 

Model 

Collinearity Statistics 

Tolerance VIF 

1 Customer Engagement .502 1.991 

Customer Reach .505 1.980 

Customer Sentiment .321 3.116 

E-WOM .330 3.031 

a. Dependent Variable: Brand Loyalty 

Table 4.9. Collinearity test 

So, as shown in the above table 4.8, the results for tolerance for all variables is above 0.2 and the 

results of the VIF values are below 10; which shows that there isn’t any multicollinearity issue. 

4.7. Correlation analysis 

As Geoffrey et al. (2005) mentioned a basic and important measure that is used to understand the 

association of two or more variables is a correlation analysis. It shows the type of relations 

between the variables; if its either a negative relationship or a positive one; And also the intensity 

of the relationship with values between -1.0 - 1.0. It is expressed as a correlation coefficient(r) 

and if the results are between 0.1 and 0.3 the correlation is low and if it is in the range of 0.3 - 

0.7 there is a moderate correlation. If the correlation results are between 0.7 - 0.9 it is considered 

large and if it is higher than that it means that the correlation is very large. 
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Correlations 

  
Customer 

Engagement 

Customer 

Reach 

Customer 

Sentiment 

E-

WOM 

Brand 

Loyalty 

Customer 

Engagement 

Pearson 

Correlation 

1 .538** .667** .660** .646** 

Sig. (2-tailed)   .000 .000 .000 .000 

N 319 319 319 319 319 

Customer Reach Pearson 

Correlation 

.538** 1 .665** .658** .643** 

Sig. (2-tailed) .000   .000 .000 .000 

N 319 319 319 319 319 

Customer 

Sentiment 

Pearson 

Correlation 

.667** .665** 1 .782** .778** 

Sig. (2-tailed) .000 .000   .000 .000 

N 319 319 319 319 319 

E-WOM Pearson 

Correlation 

.660** .658** .782** 1 .777** 

Sig. (2-tailed) .000 .000 .000   .000 

N 319 319 319 319 319 

Brand Loyalty Pearson 

Correlation 

.646** .643** .778** .777** 1 

Sig. (2-tailed) .000 .000 .000 .000   

N 319 319 319 319 319 

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

Table 4.10. Correlation analysis 

So, accordingly, table 4.8 shows that there is a moderate correlation between two of the variables 

and brand loyalty; And a large correlation between the other two and brand loyalty. 
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 Customer sentiment has the highest correlation with r=0.778, which is considered large. 

 The second variable with a large correlation is e-WOM with a correlation of r=0.777 

 The third ranking correlation is customer engagement with a correlation of r=0.646 which 

is a moderate correlation 

 The last variable customer reach has a correlation of r=0.643 which is c=also considered 

a moderate correlation. 

4.8. Regression analysis 

The regression model shows the extent to which the causal independent predictors account for 

the variance in the dependent variable measure. 

Model Summary 

Mode

l R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

Durbin-Watson 

1 .833a .694 .690 .40711 2.151 

a. Predictors: (Constant), e-WOM, Customer Reach, Customer Engagement, 

Customer Sentiment 

 

Table 4.11. Model Summary 

As seen in table 4.9, R equals 0.833 and shows the linear combination of the four independent 

variables used in this study strongly predict brand loyalty which is the dependent variable. The 

dependent variable's variance is explained by the four independent variables in the model to the 

extent indicated by the R Square value. Adjusted R square statistics are used to correct R square 

values and provide a more accurate estimate of population values. The result for R-square is 

0.694 which means that the independent variables used in this study account for or explain 

69.4% of the dependent variable and the remaining 30.6% is to be explained by other variables 

that aren’t included in this study.  
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Whether or not the assumption of independent errors is acceptable is expressed by the Durbin-

Watson statistic. It is always assumed that the Durban Watson statistic has a value between 0 and 

4. Positive autocorrelation is seen when the value is less than 2, and negative serial correlation is 

seen when the value is greater than 2. According to the conservative rule, figures larger than 3 or 

less than 1 should cause concern.(Field, 2005). In this case, the value is 2.151, which is close to 2 

that the assumption has unquestionably been satisfied.  

The objective of this study is to determine which independent variable best predicts the 

dependent variable. The standardized coefficient, Beta, is used to assess the influence of each 

independent variable on the dependent variable. The regression coefficient measures the average 

change in the dependent variable caused by a unit change in the independent variable. A greater 

Beta coefficient indicates that the independent variable is a better predictor of the dependent 

variable. 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B 

Std. 

Error Beta 

Tolera

nce VIF 

1 (Constant) .289 .137   2.109 .036     

Customer 

Engagement 

.119 .043 .123 2.784 .006 .502 1.991 

Customer Reach .116 .043 .119 2.702 .007 .505 1.980 

Customer 

Sentiment 

.326 .052 .345 6.268 .000 .321 3.116 

E-WOM .372 .058 .347 6.392 .000 .330 3.031 

a. Dependent Variable: Brand Loyalty 

Table 4.12. Coefficients 
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The above table presents the standard coefficient value and the p-value of the variable examining 

the significance of the hypothesis. All the variables have a sig value of less than 0.05 which 

explains that all the variables have a significant role in determining brand loyalty. 

With a beta value of 0.347 and a sig of 0.000, electronic word of mouth has the strongest 

significant contribution to explaining brand loyalty. At second place comes customer sentiment 

with a beta value of 0.345 and a sig of 0.000 making the second strongest contribution from the 

four variables in this study. 

Customer engagement has a beta value of 0.123 and a sig of 0.006 and comes in third in making 

a significant contribution. The last variable making the least significant contribution from all the 

variables in this study is customer reach, having a beta value of 0.119 and sig of 0.007. 

4.9. Hypothesis Testing 

H1:  Online customer engagement has a significant and positive impact of brand loyalty  

 The first hypothesis is supported because the p-value of customer engagement is 0.006 which 

means it does have a significant impact on brand loyalty. It also has a beta value of 0.123 so it 

has a positive impact too; So as customer engagement increases so does brand loyalty. 

H2: Customer reach has a significant and positive impact on brand loyalty  

 The second hypothesis is supported because the p-value of customer reach is 0.007 which means 

it does have a significant impact on brand loyalty. It also has a beta value of 0.119 so it has a 

positive impact too; so as customer reach increases so does brand loyalty. 

H3: Customer Sentiment has a significant and positive impact on brand loyalty  
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The third hypothesis is supported because the p-value of customer sentiment 0.000 which means 

it does have a significant impact on brand loyalty. It also has a beta value of 0.347 so it has a 

positive impact too; So as customer sentiment increases so does brand loyalty. 

 

H4: e-WOM has a significant and positive impact of brand loyalty 

The fourth hypothesis is supported because the p-value of customer engagement is 0.000 which 

means it does have a significant impact on brand loyalty. It also has a beta value of 0.345 so it 

has a positive impact too; so as e-WOM increases so does brand loyalty. 
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CHAPTER FIVE 

SUMMARY, CONCLUSION AND RECCOMENDATIONS 

5.1. Summary 

This research was conducted to find out the impact of social media marketing on brand loyalty 

by taking customer engagement, customer reach, customer sentiment and e-WOM as 

independent variables. The findings have been summarized below; 

 On the descriptive statistics analysis, the average mean scores for all the variables were 

well more than 3 (ranging from 3.385 - 3.91). This implies that most of the respondents 

were inclined to agree with the statements made about the variables in the questionnaire.  

 The tolerance level for all the variables were all above 0.2 and the VIF results were all 

under 10 suggesting that the study doesn’t have a multicollinearity issue and that the 

independent variables are not highly correlated with one another; and also the estimates 

of the regression coefficients are more reliable and accurate. 

 The correlation analysis showed that customer engagement and customer reach had a 

moderate correlation with brand loyalty while customer sentiment and e-WOM had a 

large correlation with customer sentiment being the highest. This implies that there is a 

strong association and that the independent variables of the study can explain a 

significant portion of the variance in the dependent variable. 

 The result for R-square is 0.694 which means that the independent variables used in this 

study account for or explain 69.4% of the dependent variable and the remaining 30.1% is 

to be explained by other variables that aren’t included in this study. 
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 The regression analysis showed that all variables had a positive beta value and also had 

p-value of below 0.05. All the variables had a significant contribution with e-WOM being 

the highest and customer reach being the lowest. So as customer engagement, customer 

reach, customer sentiment and e-WOM increase so does brand loyalty. 

5.2. Conclusion 

The study's purpose was to investigate the impact of social media marketing on the brand loyalty 

of customers following a deductive research approach. It started out with asking one main 

research question which was to find out the impact social media marketing had on brand loyalty 

and the by following it with four sub-research questions which were about asking if the 

independent variables selected impacted brand loyalty. It was conducted on Ethio telecom by 

choosing two social networking sites in which Ethio tel is mostly active and engaging with 

customers and then convenience sampling was used to deliver the questionnaires. The data 

gathered was analyzed using the SPSS tool and conducting different analysis methods. The 

descriptive analysis showed that most of the respondents were inclined with the statements made 

about all the variables. The independent variables showed no correlation with one another and 

had a 69.4% share in explaining the variance of brand loyalty. All the independent variables had 

a significant and positive impact of brand loyalty which supports all four of the hypotheses that 

were made in the literature review. 

5.3. Recommendations 

So based on the findings of the research, the researcher chooses to make certain 

recommendations that would be helpful to Ethio tel and other companies in enhancing brand 

loyalty through social networking sites. 
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Given that customer engagement has a moderate but significant correlation with brand loyalty, it 

is recommended that Ethio Telecom invest in strategies that foster deeper engagement with their 

customers on social media platforms. This can be achieved through interactive content, regular 

updates, and prompt responses to customer inquiries (Hudson et al., 2016). 

Although customer reach had the lowest beta value, its positive impact on brand loyalty suggests 

that expanding the company's reach on social media is beneficial. Ethio Telecom should consider 

leveraging advertising tools on social media platforms to target a broader audience and increase 

their visibility (Ashley & Tuten, 2015). 

The high correlation between customer sentiment and brand loyalty indicates that positive 

customer perceptions significantly enhance loyalty. It is crucial for Ethio Telecom to monitor 

and manage customer sentiment by using sentiment analysis tools to track and respond to 

customer feedback effectively. Creating campaigns that resonate emotionally with the audience 

can also boost positive sentiment (Kim & Ko, 2012). 

With e-WOM having the highest impact on brand loyalty, Ethio Telecom should encourage 

satisfied customers to share their positive experiences online. This can be facilitated through 

referral programs, testimonials, and incentivizing reviews. Active engagement with influencers 

and brand advocates can amplify positive e-WOM (Gruen, Osmonbekov, & Czaplewski, 2006). 

As the study shows that 30.1% of the variance in brand loyalty is explained by factors not 

included in this research, it is essential for Ethio Telecom to continuously monitor their social 

media strategies and adapt to new trends and customer behaviors. Conducting regular research 

and staying updated with the latest developments in social media marketing can help in 

identifying additional factors that influence brand loyalty (Felix, Rauschnabel, & Hinsch, 2017). 
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Positive e-WOM significantly impacts brand loyalty by enhancing brand credibility and 

customer perceptions (Jalilvand & Samiei, 2012). Therefore ethio tel should encourage satisfied 

customers to share their positive experiences on social media. Highlight testimonials and reviews 

from happy customers in your marketing efforts. 

Continuous monitoring and adjustment of social media strategies are essential for maintaining 

brand loyalty (Ashley & Tuten, 2015). So, regularly reviewing the performance of its social 

media campaigns using analytics tools and being flexible and ready to adjust strategies based on 

what works best for engaging and retaining its audience would be crucial. 

Sentiment analysis helps in understanding customer emotions and sentiments towards the brand 

(Liu, 2012). This information can be used to tailor marketing strategies and improve customer 

satisfaction. Employing sentiment analysis tools to monitor customer feedback and sentiment on 

social media and then use this data to address negative sentiments promptly and reinforce 

positive feedback is also an important thing to consider for ethio tel and also other firms. 
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Appendix 

Addis Ababa University School of Graduate Studies, School of 

Commerce Questionnaire on "The Impact of Social Media Marketing on 

Brand Loyalty: The case of Ethio Telecom” 

Dear Respondent, 

I, Eyoel Beyene, am currently working on research as a partial fulfillment of my postgraduate 

study in Digital Marketing with specialization in e-commerce from the University of Addis 

Ababa, School of Commerce. My study tries to understand the impact of social media marketing 

on the brand loyalty of customers. For this I have chosen to review the impact of Ethio 

Telecom’s social media marketing strategy on the loyalty of consumers. 

Your kind response to all the questions will be highly valued and will also be kept confidential 

and used for research purposes only. You may contact me through eyoelbt29@gmail.com or on 

+251913020450 if in need more clarification. Your kind cooperation is hugely appreciated! 

Part I: General Information 

Please indicate your answer by putting “X” or “√” marks on the boxes provided. 

1. Age :       16 - 30             31 - 45              

    46 - 60             > 61  

2. Sex :       Male               2) Female  

3. Educational Level :  High School   Diploma    Degree    

  Masters Degree    Other  

mailto:eyoelbt29@gmail.com
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4. Which of the following social networking sites do you use? (You may select both) 

 Facebook    X (Formerly, ’twitter’)    

5. Have you ‘liked’ or followed Ethio Tel’s social media page on either of the two social 

networking sites? 

Yes   No  

Part II: Social Media Marketing Variables 

Please indicate the extent to which you agree or disagree to each of the following statements by 

putting “X” or “√” marks. 

V1 Customer Engagement Strongly 

Disagree 

Disagree Neutral Agree Strongly 

Agree 

CE1 Ethio Tel replies to 

comments and messages 
     

CE 2 I often react to posts from 

Ethio Tel 

     

CE 3 I often comment on posts 

from Ethio Tel 

     

CE 4 I often share posts or 

contents about Ethio Tel 

     

 

V2 Customer Reach Strongly 

Disagree 

Disagree Neutral Agree Strongly 

Agree 

CR1 I often see new content on 

social media from Ethio Tel 

     

CR 2 I feel more connected to 

Ethio Tel because of its 

presence on social media 

     

CR 3 I am likely to recommend 

Ethio Tel's brand to others 

because it is widely 

recognized on social media 

     

 

V3 Customer Sentiment Strongly 

Disagree 

Disagree Neutral Agree Strongly 

Agree 

CS1 I feel very positive when I      
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see Ethio Tel's brand 

mentioned on social media 

CS 2 I trust the information shared 

by Ethio Tel on social media 

 

     

CS 3 I would defend Ethio Tel 

when someone else 

expresses a negative 

comment about it 

     

CS 4 I usually post or comment 

positive experiences shared 

with Ethio Tel on social 

media 

     

 

V4 E - WOM Strongly 

Disagree 

Disagree Neutral Agree Strongly 

Agree 

EW1 I often suggest others to 

like and follow Ethio Tel’s 

social media page 

     

EW 2 I have told others about 

something I have seen on 

Ethio Tel’s social media 

page 

     

EW 3 I have discussed about 

Ethio Tel’s products & 

services with others on 

social media 

     

 

V5 Brand Loyalty Strongly 

Disagree 

Disagree Neutral Agree Strongly 

Agree 

BL 1 I often suggest Ethio Tel’s 

services to others 

     

BL 2 I often reconsider my 

decision based on 

information from social 

media before making a 

purchase from Ethio Tel 

     

BL 3 I often participate on 

online contests organized 

by Ethio Tel 
 

     

BL 4 I am satisfied with Ethio 

Tel 
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