
 

UNIVERSITI TEKNOLOGI MARA 

MODELLING THE SOCIAL MEDIA 

CONTENT MARKETING (SMCM) 

CRITERIA ON CONTENT 

MARKETING EXPERIENCE (CMX) 

AND BEHAVIORAL INTENTION 

TOWARDS MUSLIMAH FASHION 

ADVERTISEMENT 

 

  

NUR SYAKIRAH BINTI AHMAD 
 

  

Thesis submitted in fulfillment  

of the requirements for the degree of 

Doctor of Philosophy 

(Business Management) 

  

Faculty of Business and Management 

  

May 2023



iv 

ABSTRACT 

 

In this new era of digital marketing, the social media becoming a crucial business tool 

among the business firms. Most of the business practitioners especially in Muslimah 

fashion industry start to realise the importance of content marketing towards their 

business development. According to past research, many business firms have challenges 

to provide an effective content marketing criteria that meet the customer’s needs 

especially in producing high quality content for photo, video, and website. Thus, it is 

crucial to find what are the main criteria of content marketing that can help the firms to 

strengthen their business. In addition, there is limited research methodology approaches 

that have been used to define good criteria of content marketing specifically on photo, 

video, and website.  Previous studies also found that business discourse recommends 

customers to seek satisfying experiences on social media particularly on their emotion 

towards content marketing. However, by providing good criteria of content marketing, 

it will affect the emotion and behavioural intention among the social media users in 

terms of virality and brand loyalty. There are still not much specific criteria for social 

media content marketing that can be applied by the business practitioners, making it 

difficult to provide high quality of content marketing for online customers. The research 

aimed to conceptualise and operationalize Social Media Content Marketing (SMCM); 

video quality, photo quality and website quality and Content Marketing Experience 

(CMX) scales to determine what are the criteria for an effective content marketing and 

emotions that triggered among Muslims urban female millennial towards Muslimah 

fashion advertisement. Then, this study also aims to investigate their behavioural 

intentions. SMCM integrates video quality, photo quality, website quality, CMX, 

virality and brand loyalty. By using the judgment sampling method, the data was 

collected with Muslims urban female Millennials who live in Shah Alam, Selangor. 

There were 300 respondents involved in this study. There are five hypotheses that have 

been investigated in this study. SOR and content marketing theories were integrated in 

this study to develop the research framework. The data were analysed through SPSS 

and SEM AMOS to explore and confirm all the factors whereas eye-tracking was used 

in this study to support the SMCM criteria findings. The results achieved and an 

acceptable model fit value and showed a significant relationship between video quality, 

photo quality and website quality and CMX. Meanwhile, CMX significantly affect 

behavioural intention of virality and brand loyalty. The result of eye-tracking found that 

the elements of the product, information, human and environment in video and photo 

have high visual attention from respondents. As a result, this study concludes that, 

SMCM can be divided into two elements which is implicit and explicit criteria. Both 

criteria can give positive impact towards Muslims urban female millennials’ emotions 

as well as their behavioural intention of virality. Thus, based on these findings it will 

help the business practitioners to produce high quality of SMCM especially for 

Muslimah fashion advertisement. Meanwhile, CMX potential allows them to have a 

stronger impact on business performance specifically on customer engagement, and 

brand awareness. Future research can investigate the SMCM criteria for other group of 

customers with different types of product advertisements.  
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CHAPTER ONE 

INTRODUCTION 

1.1 Research Background 

The internet, social media, smartphone applications, and other digital 

communications technologies are now a part of billions of people's daily lives 

throughout the world. In nowadays, the digital marketing has become a vital role in 

business strategy. There are several highlighted components in digital marketing such 

as content marketing, website design, Search Engine Optimization (SEO), social media 

marketing, email marketing, social media advertisement, and Search Engine Marketing 

(SEM) (Lyfe Marketing, 2019). Thus, digital marketing is a modern technique to reach 

out to potential consumers all around the world (Dwivedi, Ismagilova, Hughes et.al, 

2021). Ajina (2019) believes that businesses could achieve their marketing goals at a 

relatively low cost by utilising content marketing and social media. Thus, this study 

emphasizes on social media and content marketing especially in Muslimah fashion 

advertisement. 

Content marketing in business practice and as an academic focus has 

experienced eruptive growth in recent years. However, there is still a scarcity of 

academic studies that establish content marketing research in a precise method; instead, 

content marketing is a widely discussed topic among businesspeople. In a business 

environment full of rivalries that compete to win the customer, it is crucial for business 

practitioners to find a strategic way to win this battle. As stated by one of the famous 

marketing gurus (Seth Godin, 2008): 

 

"Content marketing is all the marketing that left”. 

 

Basically, the business practitioners who run big businesses that cover all the 

globe emphasize content marketing strategy. They create compelling content 

marketing, which helps generate their business profit and reach thousands of billion 

dollars. Thus, content marketing is a massive issue for businesses and existing industry 

practices, which is constantly developing to accommodate Google's rank brain 

algorithm (Moz, 2019). In addition, through content marketing it helps the customers to 


	Untitled

