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The purpose of this study is to investigate consumer’s perceived benefit and development of social capital
in small apparel retailer’s Instagram pages that ultimately lead to purchase intentions for the retailer,
applying Social Capital theory. Using a field survey method, 200 complete and accurate responses were
collected and used to run multiple regression analysis. The result revealed several insignificant
relationships, contrary to our initial expectation. The ad hoc multiple regression analysis found several
other significant relationships between the social capital dimensions and perceived benefit dimensions on
brand identification, trust, and purchase intentions.

Keywords: social capital, instagram, small business, apparel
INTRODUCTION

In 2018, the Small Business Administration reported 30.2 million small businesses in the United
States, which is 99.9% of businesses in the US. Additionally, they reported 58.9 million small business
employees, which consists of 47.5% of United States employees (Small Business Administration, 2018).
Small businesses are also highly valuable to the global economy as they employ at least half of the
workforce and contribute more than half the value added to the GDP (OECD, 2010).

While small businesses have such an impact on both the United States and global economies, it faces
a major challenge to stay competitive with larger firms. In comparison to small businesses, large
businesses have the upper hand in attracting customers because of their solid marketing campaigns,
convenient store locations, well-trained staff, established customer base, and high brand awareness (“How
your business can compete”, n.d.). This leads small business owners to find creative solutions for
marketing with their current budget, which is where social media can play an important role (Schaupp, &
Beélanger, 2014). For small businesses, social media provides benefits such as; (1) online marketing that
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increases brand exposure (Noel, 2014), (2) engaged customers (Jordan, 2018) and increased clientele (He
et al., 2017), (3) a communication channel that influences purchasing decisions and sharing information
(Chang, Yu, & Lu, 2015), and (4) brand loyalty, trust and satisfaction (Zheng et al., 2015).

Among the different social media platforms, Instagram is experiencing rapid growth in popularity
with an estimated 1 billion active users worldwide and 107 million active users in the U.S. This number is
forecasted to grow to 126 million by 2023 (Clement, 2019). Instagram is a mobile photo and video
sharing application launched in 2010 and ranks second after Facebook for the most used site daily at 51%
(Chaffey, 2019). However, Instagram is ahead of Facebook in regard to engagement levels, with a rate of
1.60% per posts for brands (Zote, 2019). According to Jordan’s (2018) survey, Instagram is one of the top
three social media platforms used by small businesses to engage customers and remain competitive with
larger businesses.

While there are several studies on Facebook and how it leads to a positive financial outcome for the
small businesses (e.g. Ainin, et al., 2015), there are few studies that examine Instagram’s financial
benefits and its ability to aid in relationship building between the users and small retailers. Instagram and
small business studies found in the literature mainly focus on influencer advertising effects (e.g.,
Konstantopoulou et al., 2019) and marketing for a competitive advantage (e.g. Pavlova, 2018). Therefore,
the proposed research attempts to examine how small apparel retailers can develop a strong social
network and accumulate social capital in the Instagram platform that eventually lead to purchase
intention.

The purpose of this study is to investigate customer’s perceived benefit and development of social
capital in a small apparel retailer’s Instagram page that lead to purchase intentions for the retailer. This
study will use the social capital theory (Bourdieu, 1986; Coleman 1988; Putnam 1993) that postulates the
idea of social value on communication networks (Carmichael et al., 2015). Several considerations were
given in defining small apparel retailers in this current study. Small Business Administration (SBA)
defines a small business as a business that has an annual maximum revenue of $7.5 million (Small
Business Administration, n.d.). The European Commission (2012) classifies small retailers as having
fewer than 250 employees.

LITERATURE REVIEW

Social Capital Theory

The social capital theory (e.g. Bourdieu, 1986) draws attention to the effects and consequences of
human sociability, connectedness, and their relations to the individual and social structure (Tzanakis,
2013). According to Coleman (1988), social capital broadly refers to the resources accumulated through
relationships among people. According to a framework developed by Nahapiet and Ghoshal (1988),
social capital consists of three dimensions; structural, cognitive, and relational. The structural dimension
refers to the connection between people (Bolino et al., 2002) characterized by the number and strength of
the existing network ties between individuals and their network (Nahapiet & Ghoshal, 1988). Cognitive
social capital is defined as “those resources providing shared representations, interpretations, and systems
of meaning among parties” (Nahapiet & Ghoshal, 1988, p. 244). Lastly, the relational dimension refers to
“the kind of personal relationships people have developed with each other through a history of
interactions” (Nahapiet & Ghoshal, 1988 p. 244). Tsai and Ghoshal (1998) found that both structural and
cognitive social capital were indicators of relational social capital. As a result, more studies have used and
supported this theoretical relationship (e.g. Wang et al., 2016). This study will examine the three social
capital dimensions; structural, cognitive, and relational, and how it can ultimately influence purchase
intentions.

Perceived Social Capital Within the Instagram Community

In this study, the perceived structural social capital within the retailers’ Instagram community is
defined as the amount of connection and interactivity the consumer perceives the retailer has based on
their indication of affiliation and responsiveness on Instagram. In the context of social media, affiliation
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refers to the total number of consumers connected to a brand (Yang et al., 2016), depicting ties with
others on Instagram. Affiliation on Instagram will be evaluated by the number of posts, number of
followers, and likes on the retailer’s Instagram profile. In this study, responsiveness refers to the retailer’s
ability to respond promptly to comments, concerns, and customer service information of customers on
Instagram.

Perceived cognitive social capital within the retailers' Instagram community is manifested through
shared value and norm of reciprocity in this study. Morgan and Hunt (1994) define shared values as the
extent to which partners have beliefs in common about what behaviors, goals, and policies are important
or unimportant, appropriate, or inappropriate and right or wrong. Customers can share beliefs with a
brand through different attributes such as ethical views, product quality, promotion tactics, or customer
service. Norm of reciprocity is expecting benefits from the community from one’s present contribution
and participation, such as information flow and knowledge sharing (Kankanhalli et al., 2005). In the
context of social media, the norm of reciprocity is shared through repeated interactions and social
exchange, including the exchange of personal experiences and advice (Blau, 1964).

In this study, the perceived relational social capital refers to social bonding. Social bonding applies to
strong relationships that provide emotional kinship, trust, and social support (Putnam, 2000). On
Instagram, customers can feel a social bond with a small apparel retailer by having someone to turn to, to
help make shopping decisions, a source of engagement, and ultimately considering them to be a friend.

Hypothesis Development
Affiliation, Responsiveness and Social Bonding on Instagram

Depending on the social media platform, consumers can be connected through different ways such as
following, liking, and online brand communities. Hofer and Aubert (2013) found that the greater number
of followers their participants possessed; online bonding increased. According to Ellison et al. (2014), ifa
Facebook status is without likes or comments this can signal a lack of interest from one’s network. In
contrast, more likes and comments can suggest retailers are invested in cultivating relationships which
can allow small apparel retailers to build their reputation and network. Therefore, the hypothesis is as
follows:

H1: Customer’s evaluation of small apparel retailer’s Instagram affiliation will positively affect social
bonding.

Ahearne et al. (2007), linked responsiveness to the reliability of a salesperson by identifying who is
“promptly returning phone calls, following up on commitments, fulfilling customer requests, and
remaining available when needed” (p. 605). This definition can be translated into the social media context
— small apparel retailers responding to complaints, comments, and other requests made on Instagram
(Agnihotri et al., 2016). Social media creates two-way communication between customers and brands,
allowing for customers to strengthen their relationship with the brand (Rishika et al., 2013). Therefore,
the hypothesis is as follows:

H2: Customer’s evaluation of small apparel retailers' Instagram responsiveness will positively affect
social bonding.

Shared Value, Norm of Reciprocity and Social Bonding on Instagram

Jin (2018) finds that customers' perception of authenticity for shared values and corporate
competence influences self-brand connection. Social tie formation is driven by similar interest and shared
activities (Zeng & Wei, 2013) therefore the hypothesis is as follows:

H3: Perceived shared value within a small apparel retailer’s Instagram page will positively affect social
bonding.
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Norm of reciprocity catalyzes relationship and community building (e.g. Molm, 2010). Positive
reciprocity is the exchange performed with good intentions or goals in mind, the foundation of trust,
social capital, connectivity, and relationship maintenance, which strengthens off and online communities
(e.g. Molm, 2010). Therefore, the hypothesis is as follows:

HA4: Perceived norm of reciprocity within a small apparel retailer’s Instagram page will positively affect
social bonding.

Perceived Usefulness, Perceived Enjoyment and Social Bonding on Instagram

According to Hui et al., (2006), social adjustment is a type of perceived benefits that refers to the
need of people to establish social identities by integrating into a desired social group. This concept can be
applied to the small apparel retailers providing useful benefits to their customer, that makes them feel
they are apart and included in their social group — ultimately developing a relationship. Therefore, this
study hypothesizes:

H35: Customer’s perceived usefulness of a small apparel vetailer’s Instagram page will positively affect
social bonding.

Previous literature supports that enjoyment has a positive effect on continued intention to use a social
networking service (Lin & Lu, 2011). If customers continue to follow the brand, their intention to
building a relationship can increase, thus the hypothesis is as follows:

H6: Customer’s perceived enjoyment towards small apparel retailer’s Instagram page will positively
affect social bonding.

Social Bonding on Instagram and Brand Trust

Trust can best be defined as a customer’s willingness to rely on their exchange partner with the belief
that they will be honest, be reliable, and engage in activities that only yield the best possible outcomes
(Chellappa & Sim, 2005). Frequent social interactions grow into trusting relationships (Granovetter,
1985). Crotts, et al. (2001), finds social bonding to be a strong predictor of trust. The social bond that’s
created on social media influences the user’s trust toward brands (Bertrand, 2013). Based on the above,
the hypothesis is as follows:

H7: Customer’s social bonding within a small apparel rvetailer's Instagram page will positively affect
trust towards the retailer.

Social Bonding on Instagram and Brand Identification

According to Tuskej et al. (2013), consumer-brand identification refers to the individual's sense of
sameness with a particular brand. Tate et al. (2016) found that the depth of a customer’s engagement with
online brands formed symbolic self-expression with the brand. Using this same logic, the social bond
between the Instagram followers of small apparel retailers can develop brand identification, therefore the
hypothesis is as follows:

H8: Customer’s social bonding within a small apparel retailer's Instagram page will positively affect
their brand identification.

Brand Trust, Brand Identification and Purchase Intention

Trust creates greater confidence and enhances the customer’s pride in identifying with the brand (e.g.
Kuenzel & Halliday, 2008). Becerra and Badrinarayanan (2013) finds that brand trust significantly
reflects brand identification. When trust is formed, the relationship becomes highly valued in the eyes of
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the consumer that lead them to demonstrate their belongingness by identifying with the brand (Becerra &
Badrinarayanan, 2013). Therefore, the hypothesis is as follows:

HY: Trust positively affect customer’s brand identification with a small apparel retailer.

Purchase intention is a customer’s volitional commitment to purchase from a retailer (Kim et al.,
2009). Becerra and Badrinarayanan (2013) states that trust and brand identification have the power to
influence brand evangelism, which includes purchase intentions. Cornwell and Coote’s (2005) study
supports that the level a participant identifies with an organization is positively related to purchase
intentions. Therefore, the hypothesis is as follows:

H10: Brand identification will positively affect purchase intentions towards a small apparel retailer.

Higher levels of trust will increase the likelihood that a consumer is willing to accept a level of
vulnerability by forming an intention to purchase (Kim et al.,2009). Additionally, Konstantopoulou et al.
(2019) found that once an Instagram influencer gained the participants’ trust, the decision-making process
was facilitated. Therefore, the hypothesis is:

H11: Trust will positively affect customer’s purchase intentions towards a small apparel retailer.

METHODOLOGY

Instrument

A three-item scale for affiliation was developed to measure participants’ evaluation of small apparel
retailer’s affiliation on Instagram. Responsiveness items were adopted from Cenfetelli et al., (2008) with
a .82 Cronbach alpha. For shared values adopted one item from Ko et al. (2005) and two from Tsai and
Ghoshal (1998) were adopted. Norm of reciprocity items was adopted from Moghavvemi et al. (2017b)
with a Cronbach alpha over .70. Perceived usefulness items were adopted from Davis et al. (1989).
Perceived enjoyment items were adopted from Agarwal and Karahanna (2000) and Kim et al. (2007).
Two items from Williams (2016) and three from Beatty et al. (1996) to measure social bonding. Four
items were adopted from Chaudhuri and Holbrook (2001) to measure trust, with a .74 Cronbach alpha.
Three items were adopted from Kuenzel and Halliday (2008) to measure consumer-brand identification,
with a .81 Cronbach alpha. Three items are adopted from Kim et al. (2012) and Algesheimer et al. (2005)
to measure purchase intentions. All items were measured on a 5-point Likert scale, ranging from (1)
strongly disagree to (5) strongly agree.

Data Collection

To ensure wider participation of Millennial shoppers, two different strategies were used for data
collection. First, the survey link was distributed to students at a large Southern university in the United
States. As an incentive, participants received extra credit for the class. Also, snowball sampling was
administered through the researcher’s social media account. For both data collection methods, the
researchers offered an incentive for participants to enter a drawing for a $25 Amazon gift card.

Since this study was specifically about small apparel retailers on Instagram, two screening questions
were asked at the beginning of the survey, (1) “Are you an Instagram user?” and (2) “Do you follow a
small apparel retailer on Instagram?”. Within the second screening question, the definition of a small
apparel retailer was given. Following the second question, the respondent had to name the small apparel
retailer they followed on Instagram, which they would use to base their answers for the remainder of the
questionnaire.
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RESULTS

Sample Characteristics

Out of 413 responses, 200 responses were usable, complete, and accurate. The researcher checked all
given Instagram names of small apparel retailers to ensure they had less than 250 employees and had
maximum revenue of $27.5 million (clothing and shoe industry) or $15 million (accessories and jewelry
industry) (Small Business Administration, 2018). Based on the definitions above, the researcher Googled
the given business names’ annual revenue. If this information was not available, the researcher looked at
other business information such as; the number of followers, likes, and verification on Instagram and the
number of locations the retailer had. See Table 1 for detailed sample characteristics.

TABLE 1
DEMOGRAPHIC CHARACTERISTICS AND FREQUENCIES
Characteristic N %
Gender
Female 164 82.4%
Male 35 17.6%
Age
18-25 165 84.6%
26-30 22 11.3%
31-40 5 2.6%
40+ 3 1.5%
Education
Associate degree in college (2-year) 51 25.6%
Bachelor's degree in college (4-year) 57 28.6%
High school graduate 6 3.0%
Less than high school degree 1 0.5%
Professional degree (JD, MD) 1 0.5%
Some college but no degree 83 41.7%
Income
Less than $10,000 85 42.7%
$10,001 - $20,000 39 19.6%
$20,001 - $30,000 26 13.1%
$30,001 - $40,000 19 9.5%
$40,001 - $50,000 11 5.5%
$50,001 - $60,000 11 5.5%
$60,001 - $70,000 4 2.0%
Over $100,000 4 2.0%

Exploratory Factor Analysis and Reliability

Exploratory Factor Analysis (EFA) was conducted to identify the underlying constructs among the
measured variables. After the initial EFA, items with low loadings were carefully investigated. One item
for perceived usefulness (.523) and one item for trust (.516) was deleted due to low loading and the
conceptual vagueness of the terms used. Further, based on the EFA result, perceived usefulness was split
into two constructs. After close inspection of each item, it was found that the first three items all relate to
perceived usefulness while the last two speak more about perceived convenience. In addition to the EFA
result, the literature supports that perceived convenience is a perceived benefit that influences user’s
behavior on social media and mobile devices (e.g. Cheung et al., 2015). As a result, perceived
convenience was included in this study as another perceived benefit on Instagram. Once the low loading
items were deleted, the final EFA was ran using 11 factors. The items loaded properly for the respective
factors (Table 2).

Journal of Marketing Development and Competitiveness Vol. 14(4) 2020 27



TABLE 2

CONSTRUCT ITEMS
Items Factor Loading Cronbach alpha Mean Std.
Deviation
Perceived Affiliation 738 3.49 0.963
Q1.1 0.575
Q1 2 0.857
Q1.3 0.859
Perceived Responsiveness 838 3.96 0.917
Q21 0.802
Q22 0.828
Q23 0.757
Perceived Usefulness 885 4.01 0.814
Q3a_1 0.658
Q3a 2 0.684
Q3a_3 0.590
Perceived Convenience .802 3.94 0.976
Q3b 1 0.652
Q3b 2 0.790
Perceived Enjoyment 905 3.88 0.821
Q41 0.685
Q42 0.814
Q4 3 0.806
Q4 4 0.801
Shared Vales 813 3.74 0.787
Q51 0.711
Q52 0.762
Q53 0.727
Norm of Reciprocity 857 3.51 0.894
Q6 1 0.664
Q6 2 0.635
Q6 3 0.698
Q6 4 0.736
Q6.5 0.711
Social Bonding .865 3.14 1.125
Q7_1 0.531
Q72 0.786
Q73 0.804
Q7 4 0.732
Q7.5 0.720
Trust 922 411 0.664
Q8 1 0.791
Q8 2 0.855
Q8 3 0.846
Purchase Intentions 795 4.00 0.781
Q91 0.722
Q9 2 0.734
Q9 3 0.545
Brand Identification 858 349 1.087
Q10_1 0.800
Q10 2 0.837
Q10 3 0.709
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Hypothesis Testing Results
Structural Social Capital, Cognitive Social Capital and Perceived Benefit (HI-6)

Multiple regression was conducted to test H1-H6 (Table 3). The analysis result shows that the norm
of reciprocity had a significant positive effect on social bonding (p=.000 = .343), supporting H4. In
addition, perceived convenience had a significant relationship to social bonding (p=.04 B= .109).
However, perceived affiliation, perceived responsiveness, shared values, perceived usefulness, and
perceived enjoyment did not exhibit significant influence on social bonding (H1, H2, H3, HS5, H6).
Statistically significant relationships are in boldface.

TABLE 3
HYPOTHESIS 1-6 MULTIPLE REGRESSION ANALYSIS RESULTS

Standardized  Unstandardized

Hypotheses P Beta Beta t value
(Hl) PA ——» SB 662 020 024 437
(H2) PR —» SB 346 -.050 -.061 -.944
(H3) SV. —» SB 079 090 129 1.759
(H4) NR —» SB .000 343 432 6.885
(HSa)PU —>» SB 634 026 026 AT7
(HSb)PC —» SB .04 109 A28 2.062
(H6) PE —» SB 097 088 120 1.665

R*= 228
Note. PA = Perceived Affiliation; PR = Perceived Responsiveness;, SV = Shared Values; NR = Norm of Reciprocity;
PU = Perceived Usefulness; PC = Perceived Convenience; PE = Perceived Enjoyment, SB = Social Bonding.

Social Bonding, Trust, Brand Identification and Purchase Intention (H7-11)

Linear regression analysis tested the relationship between social bonding and trust, H7 (Table 4).
Social bonding was found to have significant influence on trust (p=.000 = .269). Multiple regression
analysis tested H8 and H9 (Table 5) and found that trust and social bonding had significant influence on
brand identification (trust, p=-000 p= .253, social bonding p=.000 = .297). Multiple regression analysis
tested H10 and H11 (Table 6) and found that brand identification and trust had a significant relationship
to purchase intentions (brand identification p=000 = .180, trust p=000 p= .372). Tables 4, 5, and 6
present statistically significant relationships in boldface.

TABLE 4
H7 LINEAR REGRESSION ANALYSIS RESULT

Standardized Unstandardized
Hypothesis 7 P Beta Beta t value
(H7) SB. —» Trust 000  .269 159 6.839
R?*=.073

Note. SB = Social Bonding.
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TABLE 5
H8 AND 9 MULTIPLE REGRESSION ANALYSIS RESULTS

Standardized Unstandardized

Hypotheses D Beta Beta t value
(H8) SB —» BI .000 297 287 7.773
(H9) Trust —» BI .000 254 414 6.617

=192

Note. SB = Social Bonding, BI = Brand Identification.

TABLE 6
H10 AND 11 MULTIPLE REGRESSION ANALYSIS RESULTS

Standardized  Unstandardized

Hypotheses P Beta Beta t value
(H10) BI —» PI .000 180 129 4.689
(H11) Trust —» PI 000 372 437 9.669

R*= 215

Note. BI = Brand Identification, PI = Purchase Intentions.

Ad Hoc Analysis

Contrary to our expectation, the first multiple regression analysis (H1-6) found all but one of the
independent variables had significant influence on social bonding. The initial reasoning was that the users
will build relational social capital (i.e. social bonding) on the retailer’s Instagram page before it is
transferred to the retailer for stronger trust, brand identification, and purchase intention. While previous
literature supported the initially hypothesized relationship, it is possible that younger consumers have
different ways to build relationships on social media and in particular, towards a small apparel retailer.
They might directly transfer the structural social capital, cognitive social capital, and perceived benefit
from the Instagram page to the retailer, rather than formulating a strong social bonding for the Instagram
page first. Therefore, an ad hoc multiple regression analysis tested the effect of structural and cognitive
social capital and perceived benefit towards trust, brand identification, and purchase intentions. See the
results below in Table 7, 8 and 9. Significant relationships are in bold.

TABLE 7
AD HOC MULTIPLE REGRESSION ANALYSIS RESULTS

Standardized Unstandardized

P Beta Beta t value
PA  —— Trust 625 -.023 -.016 -.490
PR — Trust 055 101 073 1.924
PU —— Trust .000 198 162 3.618
PC —— Trust 268 058 .039 1.108
PE — Trust .006 143 116 2.741
SV. —» Trust 025 114 097 2.250
NR —» Trust 024 112 .083 2.259

R*= 239
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TABLE 8
AD HOC MULTIPLE REGRESSION ANALYSIS RESULTS

Standardized Unstandardized

P Beta Beta t value
PA —» BI 449 -.036 -.041 =759
PR —— BI 018 -127 -151 -2.367
PU —» BI .001 191 255 3.415
PC —» BI 925 -.005 -.006 -.094
PE —— BI .036 A12 .148 2.104
SV. —— BI .002 .166 229 3.188
NR —— BI .000 223 272 4.425

R?= 208
TABLE 9
AD HOC MULTIPLE REGRESSION ANALYSIS RESULTS
Standardized Unstandardized

r Beta Beta t value
PA — PI 984 .001 .001 .020
PR ——» PI 124 .083 .070 1.540
PU —» PI .021 129 124 2.310
PC ——PI .000 227 181 4.257
PE ——» PI 178 072 068 1.349
SV. —— PI 441 .040 .040 772
NR —— PI .020 117 103 2.332

R2= 208

DISCUSSION
Conclusions

This study examined the impact of structural (i.e. perceived affiliation, perceived responsiveness) and
cognitive (i.e. shared value, norm of reciprocity) social capital and perceived benefits (i.e. perceived
usefulness, perceived convenience, perceived enjoyment) on relational social capital (i.e. social bonding)
on Instagram. In addition, the relationships among social bonding on Instagram, trust, brand
identification, and purchase intentions were examined. Lastly, the ad hoc multiple regression analysis
found several other significant with influence of the social capital dimensions and perceived benefit
dimensions on brand identification, trust, and purchase intentions. The relationships are discussed in
detail in the following sections.

The influence of perceived affiliation and perceived responsiveness on social bonding were found to
be insignificant. For a small apparel retailer, customers may have low expectations towards timely
responses for their comments and the number of likes and followers by the retailer. Guta (2019) states that
customer’s high expectations for small businesses lie in the area of customer service; they expect a more
honest and friendly service in comparison to large businesses. As a result, respondents didn’t consider
responsiveness and affiliation as a relationship-building factor with small apparel retailers.

The influence of shared values were found insignificant while norms of reciprocity were found to be a
significant predictor of social bonding. Both shared values and norms of reciprocity represent cognitive
social capital. When examining the items for shared values, it evaluates the respondents shared values
with the retailer; in contrast, the norm of reciprocity items is about the respondent’s exchange with others
on the retailer's Instagram page. The difference between the two constructs is “who” their interaction is

Journal of Marketing Development and Competitiveness Vol. 14(4) 2020 31



with; shared values are directly with the retailer and the norm of reciprocity is with “others” on the
retailer’s Instagram page. As a result, younger consumers may feel the interaction with others on a small
apparel retailer’s Instagram is what helps develop a social bond with the retailer instead of the
commonalities with the retailer. Sokolova & Kefi, (2019) found that in contrast to older consumers,
younger consumers shared values is important when it comes to following a blogger online. This suggests
that younger consumers value a mediator, such as an influencer to develop a relationship with a brand,
specifically a small apparel retailer.

Perceived usefulness was found to be an insignificant predictor of social bonding. The items for
perceived usefulness referred to how “useful” the small apparel retailer’s Instagram page is. That term
could’ve been too vague and for the respondent to answer accurately. Kim et al., (2016) found source
credibility to be a predictor of perceived usefulness. Source credibility is the “extent to which information
is perceived to be believable, competent, and trustworthy by information recipients” (Bhattacherjee &
Sanford, 2006 p.811). One way to develop source credibility is by reading online reviews; which isn’t
common for small apparel retailers. Small retail shoppers may be aware of this, which suggests perceived
usefulness is not a factor in building a social bond with a small apparel retailer’s Instagram page. Future
studies are suggested to further investigate the mediating role of source credibility.

Perceived enjoyment did not present a significant influence on social bonding. The theory of para-
social interaction defines the relationship between a spectator and a performer, with an illusion of
intimacy as for the ‘real’ interpersonal relationships; this type of relationships is self-established by one
party, but the other party is unaware of the relationship and influence (e.g. Kelman, 1958). Since
perceived enjoyment is an intrinsic benefit, it could lead to para-social interaction instead of social
bonding, which are action-based interactions. In addition, the para-social interaction concept can be also
understood as an addiction and content consumption (e.g. Moghavvemi, et al., 2017a). This could suggest
that customers may perceive enjoyment by using the social media site itself rather than a retailer’s
Instagram content. As a result, the perceived enjoyment may not lead to a stronger bond or relationship
with the small apparel retailer's Instagram page.

The ad-hoc multiple regression analysis found other significant relationships between the independent
variables (i.e. perceived affiliation, perceived responsiveness, perceived usefulness, perceived
convenience, perceived enjoyment, shared values, norm of reciprocity), and dependent variables (i.e.
trust, brand identification, purchase intentions). The literature supports that younger consumers have
various factors that encourage relationship building on social media. This is explained in the discussion
below.

The ad hoc multiple analysis found perceived responsiveness, perceived usefulness, perceived
enjoyment, and shared values have significant influence on brand identification. Brand identification can
be expressed in various ways. Individuals can interwind themselves psychologically to the brand (So et
al., 2017), which supports why shared values significantly relate to brand identification. Additionally,
individuals develop a sense a sameness if the brand helps satisfy their self-definitional needs
(Bhattacharya & Sen, 2003), which can support why perceived responsiveness, perceived usefulness, and
perceived enjoyment effects brand identification. Sahay & Sharma (2010) found that younger consumers
connect with a brand as they associate their personality with the brand. This sense of oneness and
reciprocity explains why shared values and norms of reciprocity were found to affect brand identification.
Regarding perceived enjoyment and perceived responsiveness, Shaoolian (2018) states that responding to
comments and customer service requests and imagery helps create a community that represents the brand.
The benefits and reciprocity attribute built within Instagram carry over into consumer-brand identification
with the small apparel retailer.

The results also indicate that perceived usefulness and perceived enjoyment influence trust. Previous
literature supports that perceived usefulness positively affects trust in internet settings (e.g. Ye et al.,
2019). However, the literature doesn’t support that perceived enjoyment leads to trust (Rouibah, et al.,
2016). Rouibah et al. (2016) suggest it’s because their study was general and didn’t specify a mobile
commerce site or application for brands or sites to be used as a reference to place a focus on trust. This

32 Journal of Marketing Development and Competitiveness Vol. 14(4) 2020



current study did use a specific application (Instagram) and brand (the choice of the respondent), which
could explain the reason for a significant relationship between perceived enjoyment and trust.

In this study, both shared values and norms of reciprocity (i.e. cognitive social capital) were found to
positively affect trust. Trust is commonly referred to as a component of the relational dimension of social
capital (e.g. Tsai & Ghoshal, 1998;). The significant relationship between cognitive social capital and
relational social capital is supported in the literature by several authors (e.g. Wang et al, 2016). Based on
the literature, small apparel retailer customers look for attributes of usefulness, enjoyment,
commonalities, and reciprocity on the retailer’s Instagram page, to help develop trust towards the retailer.

Lastly, perceived usefulness, perceived convenience, and norm of reciprocity were found to
significantly influence purchase intentions. The relationship between perceived usefulness and purchase
intention is supported by Cho and Sagynov (2015). According to Johnson and Kaye (2002), perceived
convenience has interactive and transactional abilities in the online context. Users have easy access to the
small apparel retailer's Instagram page at any time, making it easier to form purchase intention. Personal
reciprocity had a significant relationship to future purchase intentions in Wu et al., (2008) study. These
variables are helpful decision-making aids, which could support why the above relationships were
significant. Salpini (2017) found that social media influences more than 80% of Gen Z shopping
purchases and 74% for Millennials; both Millennials and Gen Z are most influenced by Instagram. In
addition, Schmall (2019), found that Millennials prefer to do business with small businesses over large
businesses. According to that study, these were the reasons: “They’re more convenient”, “The experience
is better” “It feels more personal” “Unique product and services”, and “I like to support local residents
and local economy”. Based on Millennials and Gen Z’s Instagram shopping influence and the reasons
why they shop small, we can explain why perceived convenience, perceived usefulness, and norm of
reciprocity is a significant predictor of purchase intentions.

Norm of reciprocity had an interesting finding; it was significant to all dependent variables — social
bonding, trust, brand identification, and purchase intentions. McCorkindale, et al. (2013) found that
engaging with Millennials to build relationships on social networking sites requires not only authenticity
and transparency but reciprocity. This could support the reason why the norm of reciprocity had
significant relationships with all dependent variables.

Implication

By examining Instagram attributes, this study attempts to help small apparel retailers stay ahead with
large retailers as well as the customers’ demands. Small apparel retailers can use the results of this study
to improve in the areas they may be lacking. For example, if they would like to increase purchase
intentions, revisiting convenience factors (e.g. links to shop) on their Instagram page can help achieve the
goal.

Small businesses usually struggle because they lack creating customer value, and fail to attract and
retain customers (Chen, & Popvich, 2003; Rana, Bhat, & Rani, 2015). However, customer’s purchase
decisions are shifting and they are purchasing more private-label brands (Rosinski, 2018). This is an
opportunity for small apparel retailers to create value and attract customers because they are inherently a
one-of-a-kind. According to the findings of this study, brand identification had a significant relationship
to purchase intention. Younger consumers identify with the brand when influencer marketing is used
(Shaoolian, 2018; McEvoy, 2019). Small apparel retailers should partner with an influencer that
resembles their brand easily and promote their unique product and provide experience through the
influencer. Influencer marketing increases business performance and creates value to customers
encouraging them to return, ultimately sustaining the small apparel retailer’s business. This is one
possible way to combat 50% of small businesses failing.

Norm of reciprocity was reported to have a significant effect on all dependent variables: social
bonding, brand identification, trust, and purchase intentions. It was found that younger consumers have a
“what can you do for me” attitude (Vorvoreanu, 2009). McCorkindale, et al. (2013) studied how
Millennials engage and build relationships with organizations on Facebook. They found that reciprocity
was a reoccurring theme in their respondents’ answers. Specifically, responders said they were more
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willing to “like” a page for an up and coming designer if they were given a discount. Other
encouragement to “like” a page included celebrity endorsements and giveaways. Vorvoreanu (2009) also
supports that relationships with Millennials on Facebook is encouraged through contests and offering
discounts. Although these studies were about Facebook, the significant relationships with the norm of
reciprocity in this study support it can apply to Instagram as well. A manager or owner of a small apparel
retailer who has a younger customer audience can utilize these promotion tactics to attain and retain their
customers. If they want to grow their audience on Instagram and increase profits, encouraging their
customers through contests, giveaways and discounts is a way to do so.

The results and relationships of this study are based on younger customers of small apparel retailers
in the US. Therefore, it directly helps small apparel retailers whose customers are Millennials or Gen Z.
However, each retailer has its own specific customer base within a generational cohort, so moderation
may be required.

Limitation and Future Studies

A methodological limitation of this study is the sample amount of 200 and using snowball sampling.
The study had a specific population, Instagram users who followed a small apparel retailer on Instagram,
which limited the number of people qualified for the study. As a result, only 200 usable data were
obtained. This lowers the generalizability of the study. Future studies could have a larger sample which
could include other generational cohorts, providing different managerial implications. Another limitation
of this study is the geographic location. Most responses came from students at a Southern University;
therefore, the results favor the Southern small apparel retailer customers. Future studies could investigate
a different geographic location for small apparel retailers in that area. This current study used perceived
affiliation and perceived responsiveness to represent structural social capital, however, all but one of the
relationships were significant. Future research could use different dimensions for structural social capital
and replace social bonding with trust as the relational dimension of social capital. This could provide
further insights for the social capital relationships on Instagram for small apparel retailers. Lastly,
possible researchers could focus on one small apparel retailer, by administering the survey to that
retailer’s customer via Instagram, email to newsletter subscribers, or in-person survey in the physical
store.
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