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The Impact of Social Media Marketing through Instagram: Influence on Brand Equity and Consumer Intention of 
Purchase 
 
Social media has become one of the new norms as one of the most powerful marketing tools in the world. Social 
media consists of online platforms, which aim to connect people around the world unlimited content. Thus, many 
firms and organizations are entering and utilizing social media as effective communication means by delivering 
information and promotional messages to consumers, which ultimately enable companies to develop and enhance 
brand equity as well as attract consumers’ involvement. Indeed, prior research identified that social media marketing 
significantly impacts a brand’s equity (Kim & Ko, 2012) and has become a valuable platform to attract younger 
audiences (Lenhart, Purcell, Smith, & Zickuhr, 2010). Particularly, Instagram, the fastest growing social media 
platform, provides a great marketing means to influence potential consumers from every corner of the world. 
According to the report from Omnicore, the total number of monthly active users Instagram reached was 800 
million (Omnicore, 2018). This puts Instagram as the second most popular social media network in the world 
(Forbes, 2017). Compared to other social media channels (e.g., Facebook, Twitter), Instagram benefits from 
focusing almost entirely on visual-focused content, which dominates the social space.  
 
As a marketing activity to generate brand image, using celebrity athletes to present brand material is widely adopted 
as a communication tool in contemporary marketing milieu. Many sports stars post sponsored products on their 
Instagram because through athletic credibility, they have the power to establish their brand image (Sanderson, 2011). 
Consequently, the athlete’s credibility affects brand recognition, brand recall, purchase intentions and purchase 
behavior (Agrawal & Kamakura, 1995; Atkin & Block, 1983; O'Mahony & Meenaghan, 1997; Till & Shimp, 1998; 
Till, Stanley, & Priluck, 2008; Tripp, Jensen, & Carlson, 1994). Despite the increased popularity of marketing tools 
through Instagram, sport scholars have not paid enough attention to this phenomenon to understand Instagram 
users’ behavior (Abeza, O’Reilly, Séguin, & Nzindukiyimana, 2015); instead, the majority of sport marketing social 
media research has focused mainly on Twitter or Facebook. Furthermore, little has been undertaken in sport 
marketing literature to understand the relationship between brand equity and purchase intention within social media 
marketing through Instagram.  
 
This current study, therefore, aims to fill the gap in sport marketing literature by exploring this uncharted area. In 
order to do that, this study examines how social media activity, specifically the appearance of golf manufacturers 
sponsored by sport celebrities on Instagram, influences the perception of brands, and ultimately the purchase 
intention of the consumer. As a result, this study will contribute to the ever-growing conversation in sport marketing 
literature of better understanding of users’ consumption behavior.  
 
Imaginal information processing and the creation of brand equity through social media Information processing 
approach to understand advertising effects has been widely studied. Particularly, the role of mental imagery, a 
process by which nonverbal information, has a well-known superiority when it comes to brand awareness and brand 
beliefs. In a related study, many research identified that mental imagery impacts a range of cognitive and affective 
towards the advertising, including brand recall, brand attitude, and brand beliefs (Babin & Burns, 1997; Bone & 
Ellen, 1992; Burns, Biswas, & Babin, 1993; Mikhailitchenko, Javalgi, Mikhailitchenko, & Laroche, 2009; Unnava, 
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Agarwal, & Haugtvedt, 1996), and intention (Argyriou, 2012).  
 
Keller (1993) proposes the model of brand equity, which shows the link between two dimensions, namely brand 
awareness and brand image. Brand awareness refers to the likelihood that consumers enable to identify a brand 
name among different conditions represents (Keller, 1993; Rossiter & Percy, 1987). Brand image refers to the 
perceptions about a brand that is association in consumers’ memory reflect (Keller, 1993). In a social media setting, 
prior research revealed that marketing activities through social media augment consumer-based brand equity (Bruhn, 
Schoenmueller, & Schäfer, 2012; Kim & Ko, 2012). In the line of this discussion, we assume that social media 
marketing provides remarkable opportunities to build brand image and enhance personal relationship between 
marketers and consumers, resulting in the creation of brand equity (Kelly, Kerr, & Drennan, 2010; Tsai & Men, 
2013). Since Instagram has its own unique dynamic that is centered on pictures; therefore, we argue that the golf 
manufactures with sponsored products by sports celebrities on Instagram impacts brand equity.  
 
Purchase intention 
 
Purchase intention is strongly related to consumer’s attitude and preference toward a brand or a product (Zeithaml, 
1988). Schiffman and Kanuk (2009) showed that the product’s value and recommendations that are sharing by 
others on social media are the primary resources for consumers to make their decision in the context of social media 
setting. According to the attitude-behavior literature, attitudes have a positive effect on purchase intension (Eagly & 
Chaiken, 1993). Thus, we assume that consumer mindsets (e.g., brand awareness and brand image) toward the golf 
manufactures with sponsored products by sports celebrities on Instagram influence consumers’ intention of 
purchase. 
 
In the presentation, we will present a complete conceptual framework model and our methodology to explore the 
proposed model.  
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