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ABSTRACT
The objective of this research is to examine the effect of marketing activities on 
brand awareness generation, image and loyalty in social networks of a public 
higher education institution, based on the social networks theory and Bilgin’s 
model (2018). The quantitative method is used, with the application of 1600 
surveys to university students, whose data is analyzed using the structural 
equations method. As a result of the analysis, it is concluded that substantial 
marketing activities in a different business environment for a public higher 
education institution are made up of four dimensions: entertainment, sharing, 
advertising and personalization. It is also concluded that these activities have a 
positive effect on brand awareness and loyalty generation.

Introduction

Satisfying man’s need to communicate has driven him to evolve his forms of communication throughout 
history. The current use of new virtual communication platforms is based on the use of the Internet and 
mobile technologies. As for companies, they have the opportunity to advertise promotions, and products 
and brands ads at low cost to their customers and get feedback from them (Hanna et  al., 2011). In the 
business framework, these are increasingly globalized. One of the usual communication channels that com-
panies have recently applied in their marketing activities is social networks (Bilgin, 2018). Therefore, com-
panies are exploring virtual worlds in order to increase their sales, advertising, the creation of a positive 
image, brand loyalty, all in order to create brand awareness and brand value and stay in the market.

Based on the above, we can say that today social media is a powerful tool that is not only oriented 
to the social use of users, but also to companies. Thanks to technological advances, most companies are 
present in what is now known as ‘social networks’, reaching consumers through them and trying to have 
an increasingly closer proximity with them.

Virtual social media, also known as social media, are a group of applications based on the Internet 
and built on the ideological foundations of Web 2.0, participatory, collaborative, and social. The main 
characteristic of social media lies in the creation and exchange of content generated by the user, so 
netizens have the power to share knowledge, consumption experiences, converse with each other and 
maintain a relationship with the institutions and brands they use (Ruiz Herrera et  al., 2020).

In the virtual world, social networks are websites with applications that operate at different levels but 
allow people to exchange information either among themselves or with other companies. Undoubtedly, 
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the world of social networks is constantly changing or updating so that more and more people with the 
same interests can interconnect through them, making their use much easier for the user.

There are studies which indicate that social networks are used by society as means of communication. 
According to Mexican Internet Association (2019), Mexico reaches 71% penetration among the popula-
tion over 6 years of age. Accessing social networks through the internet is 82% and 78% use it to send/
receive instant messages, that is, as a means of communication.

Schaefer (2014) points out that social networks are first an evolution of the way we communicate, 
replacing email in several cases. Second, they are a revolution since for the first time in history we have 
access to free and instant global communication, we live in exciting times. Thirdly, social media is distin-
guished by the ability everyone has to share and contribute.

Based on the literature review, it should be noted that most authors believe there is a ‘relationship’ or 
‘connection’ according to what they define as a social network. Therefore, it is possible to point out a 
general concept which integrates all the important aspects and its evolution of its definition, which can 
be integrated as a set of digital tools in which users integrate their opinions through the active interac-
tion of conversations and add a value for a common benefit of all the users.

Internet and social networks use are common in today’s society and are part of people’s lives, espe-
cially young people (De la Iglesia et  al., 2020).

Regarding educational companies, such as universities, the internet and technologies have become 
basic work tools. For Brito et  al. (2015) universities should consider some common objectives in social 
networks: position themselves in the educational market, create an image to attract students and pro-
mote social, cultural, sports and even entertainment educational programs. On the other hand, Gou 
Greoles (2016) defines the university today as an entrepreneurial university which approaches the needs 
of society and creates models based on clients, which are the students, going beyond not only its sat-
isfaction by providing them with knowledge and skills but also to compete with other universities.

Regarding the use of marketing strategies implemented in social networks specifically, several publi-
cations focused on learning were found where knowledge is transferred to the business area, and the 
situations that prevail around this topic can be taken into account.

In relation to marketing strategies through social networks in companies, it has been particularly found 
that there are various platforms used for social and commercial purposes. The literature suggests that social 
networks be seen as a component of an ecosystem of interconnected elements, which includes both, tra-
ditional and digital media (Hanna et  al., 2011). However, in higher education institutions, they are still in 
the process of adapting and using these new tools. For Pérez-Bonaventura et  al. (2021), when studying the 
presence and activity of universities profiles in social networks, interesting clues for the formulation of 
strategies and practical actions can be found. It is essential to consider, on the one hand, factors that influ-
ence consumer behavior such as psychological, situational, social and information or knowledge ones; and 
on the other, the use of the correct strategies through social networks and websites that generate value, 
loyalty, belonging and preference in the final consumer. In summary, Sordo (2022) points out that in order 
to attract new consumers or clients, it is necessary to verify the types of consumers they are and their 
profiles, so companies can better establish the most appropriate strategy to follow.

Starting from the analysis of the prevailing need, it is necessary to implement tactics according to 
the technological tools that can help users of the Autonomous University of Tamaulipas to know their 
target audience, that is, the consumer (student) and their behavior. Based on this, start the incorpora-
tion of adequate marketing strategies in its social networks.

The need to know how universities decide to relate to their consumers or target public, that is, students, 
teachers, researchers, interest groups and administrators, and to discover the benefits or disadvantages of the 
proper use of the marketing mix through strategies related to consumer behavior is the problem that origi-
nated the design and implementation of this cross-sectional, descriptive-exploratory study.

The challenge of this work is to base the incorporation of marketing strategies in social networks of 
the Commerce and Administration Victoria Faculty of the Autonomous University of Tamaulipas…

This research is necessary in a Higher Education Institution (HEI), since the literature review indicates 
that there are no data at the Mexican level on the effects of social networks in an HEI. In addition, this 
study helps to know if they use marketing strategies through social networks, which is a significant 
contribution to the literature.
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From the results obtained in this research, it is intended to get recommendations that may be useful 
to various actors such as students, educational managers, society in general, vocation counselors, among 
others, when using the different marketing strategies through social networks.

This research aims to analyze the effect of marketing activities in social networks on brand awareness, 
brand image and brand loyalty of a university institution. The document is structured as follows: section 
two is the literature review on marketing strategies implemented in social networks, and their influence 
on brand awareness, brand image and brand loyalty. Subsequently, a methodological section and a sec-
tion that includes the findings obtained from the data analysis. Finally, an explanation of these results, 
conclusions and recommendations for future research.

Marketing activities in social media, theoretical review

The rise of digital social networks in recent years, such as Facebook, Twitter, Google, YouTube, LinkedIn 
or Pinterest, has changed the way people communicate through the Internet (Saavedra et  al., 2013). 
Social networks have become the most influential phenomenon in recent decades (Kaplan & Haenlein, 
2010). For Palazón et  al. (2014), social networks have abandoned certain traditional communication 
actions, such as mailing programs, to focus more on digital marketing. According to Weinberg (2009), 
social network portals are web pages that allow individuals to get to know each other based on 
shared interests by establishing profiles. They are generally used to connect with old friends or find 
new friends. Social networking portals are some of the most popular pages on the Internet today. 
Therefore, social networks have become a basic pillar for many companies’ communication strategy 
(Chū, 2011).

Currently, companies around the world have evolved in the sales strategies they have developed and 
also in the training of clients, this is due in large part to the growing technology and globalization that 
have made the client feel so comfortable with a service or product that 10% of Latin Americans buy 
online and 80% worldwide (Santillan et  al., 2017).

The use of social networks worldwide, used to its maximum capacity, works as a virtual marketing 
tool to favor sales, advertising or communication of companies of any kind. Taking advantage of social 
networks offers great opportunities to small businesses, allowing them to communicate their message 
globally at low cost through Web 2.0 tools such as websites and social networks (Rivera-Trigueros et  al., 
2020). On the other hand, the role of today’s social media marketing as a marketing tool of the new 
generation, is that of an online communication platform which allows the creation of strategies and 
interactions exchange with users through content provided by companies.

Based on the aforementioned, higher education institutions can benefit from using them as a support 
instrument to generate an increase in enrollment (sales), communication inside and outside of it, as a 
means of advertising, making their actions known to their final consumers, thus improving their brand 
awareness, brand image and brand loyalty in this case, towards their students and society.

Today, many companies use social networks to reach their customers, one of the most effective ways 
for them to communicate with their final consumer. The use of marketing activities embodied in social 
networks is what companies now successfully use to create a closer relationship with their current and 
potential customers, developing a positive brand image for them.

Now, speaking of marketing activities applied in these social networks, these must be directed 
under a main strategy in which activities used in social networks generate good business, increase 
sales and generate customer loyalty. Therefore, we can define digital marketing as all those activities 
that companies seek to develop in order to meet their marketing objectives through digital media 
such as the web, blogs, social networks and emails, generating value and establishing strong relation-
ships with their customers (Chaffey & Ellis-Chadwick, 2014). Consequently, Andreu and López Belbeze 
(2002) point out that there is a high level of integration of marketing activities when the marketing 
department has practically exclusive rights to carry out its own activities. On the contrary, we will say 
that there is a lower level of integration when the marketing department shares the execution of 
these activities with other areas of the company. However, Khajeh Nobar et  al. (2020) stated that 
social media activities influence brand awareness and image, and this fact leads to higher brand 
engagement. Marketing activities in social networks are like an event or process that allows 
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marketing to have a positive impact on consumers, where networking opportunities will be provided 
to increase reach and build long-term relationships.

Ultimately, the goal of social media marketing activities is to acquire new customers, increase sales, 
strengthen word-of-mouth communication, and build customer loyalty (Tsimonis & Dimitriadis, 2014).

Addressing this issue, it is concluded that marketing activities act as a tool to promote a brand or 
company, it is the best updated way to do it, in addition to the fact that it also greatly influences the 
capture of possible potential users, providing them with strategies or techniques that facilitate commu-
nication between organizations, entities or institutions and customers or final consumers.

Social networks theory

The networks theory, studies the causal force that originates in the relational structure that defines each 
situation. In addition, this theory identifies patterns and is developed from various fields (anthropology, 
psychology, sociology, biology, physics, mathematics and computing).

On the other hand, Scott (1991) indicates that the network theory is indebted to different schools of 
thought and theories: anthropological, psychological, and sociological. Among its main contributions is 
a structural methodological perspective of research on social networks.

The social networks theory opens new reference frames or the reinsertion in it of existing theories. There 
are also influences with other theories. For example, the exchange theory and rational choice theory. This 
theory speaks of social capital to refer to a number of connections in a social network and their quality.

The study of social networks has essentially proceeded from two broad categories of closely related 
techniques: graph theory and matrix theory. Both allow networks to be represented and described in 
a systematic way and, as such, will allow simpler methods for the investigation and elucidation of 
certain behaviors or attitudes (García Muñiz et  al., 2002) This theory was selected since it allows us 
to more accurately research the approach to the problem to be investigated. However, Maslow’s the-
ories of decisions and needs must be taken into account, since these allow to identify important 
elements of the consumers, in this case the students of the Autonomous University of Tamaulipas. 
The social networks theory shows great potential for this purpose, since it allows us to identify the 
relationship between various variables through an illustration through a structural equation model 
(Illustration 1).

Brand awareness

Undoubtedly, cultural differences can affect the perception or knowledge that a consumer or client has 
of a brand or service, so it is essential that brands highlight their advantages or differences from the 
competition. According to Chiang and Shang-Chia (2014) brand knowledge can be considered as a kind 

Illustration 1.  Model elaborated by Yusuf Bilgin (Bilgin, 2018).
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of network in the consumer’s mind, made up of nodes and links between nodes, as well as a unique set 
of brand associations that refer both to brand awareness (when consumers know the brand) and brand 
image (associations that consumers have with the brand) (Keller et  al., 2011).

Brand knowledge is understood as the set of information stored about the brand, which is affected 
by the experience maintained with it (Alba & Hutchinson, 1987). On the other hand, Erdem and Swait 
(2001) define brand knowledge as a network of associations that includes beliefs related to the brand, 
attitudes and perceptions of aspects such as quality and image. They come from direct sources, such as 
prior personal experience, and from indirect sources, such as advertising (Colmenares Delgado et  al., 
2009) add that brand knowledge is an awareness of the existence of a brand and its characteristics in 
the mind of the individual, focusing on the sensitive and perceptual capacity this has to recognize, 
remember and associate a brand.

On the other hand, Harvey (2021) mentions that brand recognition is to take advantage of strategies, cap-
ture the target audience so that they can recognize them beyond their commercial name. By using good 
strategies, brand recognition would only be to visualize elements: color schemes, logo, even the tone of voice 
that has been attributed to your brand. Brand recognition can create ties, generate trust and feelings in the 
consumer, since they believe in the products that a company offers. For, Gupta (2023) brand recognition is 
when a customer can recognize it and differentiate it from other brands, since it is the ability of a user to 
recognize the brand with features that define it, such as the slogan, logo, audios and others.

Finally, for Keller (1993), brand knowledge incorporates two dimensions: brand awareness, either in 
terms of memory or recognition, and brand image (‘brand image’) or a set of associations linked to the 
brand in memory, and that shapes the meaning of the brand for the consumer.

Positive brand knowledge favorably transforms customers’ perceptions, preferences, and behaviors 
towards the marketing mix, thereby improving brand attitudes, brand choice, and loyalty (Keller, 1993). 
On the other hand, Sasmita and Mohd Suki (2015) point out that brand awareness is the way in which 
consumers associate the brand with the particular product they intend to own.

Brand awareness refers to how aware customers and potential customers are of the business or prod-
ucts (Gustafson & Chabot, 2007) In addition, the same author details that ‘time’ is necessary to develop 
good brand awareness, since this is necessary for the message to reach all potential customers and to 
establish loyalty after its experience. On the other hand, knowledge or importance is one of the basic 
pillars of loyalty, that is, making the brand known. Following this basic pillar, there are two fundamental 
components such as performance and its imagery. It is about defining how the brand satisfies the cus-
tomer’s needs of and, in the case of the imagery, defining what the meanings and perceptions are that 
can be related to the brand socially and psychologically with the consumer (Elías Zambrano & 
Jiménez-Marín, 2021). Likewise, brand awareness refers to brand awareness (if and when consumers are 
aware of a brand) and brand image (associations consumers have with the brand), Keller (2001). On the 
other hand, González Hernández et  al. (2011) point out that brand knowledge affects the way consumers 
think about a specific product category, that is, consumers have in mind a short list of favorite brands 
for different product categories that facilitates the purchase decision. Being in this short list, in other 
words, being a well-known brand, is a necessary condition for the creation of brand value; in such a way 
that if consumers do not have a brand in mind they cannot associate information with that brand. For 
MacInnis et  al. (1999) some research shows that when making brand choice decisions, brand awareness 
alone may be more important than other characteristics (such as quality).

Some facts have shown that brands can be characterized by personality traits, such as: youthful, 
colorful, silky. These characteristics allow consumers to express themselves or their ideals (Hernández-Gil 
et  al., 2018). Brand awareness refers to the strength with which the brand is present in the consum-
er’s mind (Pappu et  al., 2005); while awareness can be simply from brand recognition to a recall 
or memory.

Brand loyalty

A company’s development of economic activities will always depend on the extent to which they show 
their ability to retain and maintain their customers. Loyalty is one of the components of brand equity 
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that has received the most interest and study in the marketing literature (Villarroel Puma, et  al., 2017). 
Therefore, brand loyalty is defined as the systematic purchase of the same brand in different instances 
of purchase and discrimination of stimuli as the ability of individuals to differentiate one stimulus from 
another set with similar characteristics (Tabón & Pérez Acosta, 2016). However, the loyalty variable is 
assumed as the company’s effort to maintain its link with customers, so its creation and support on a 
day-to-day basis is critical due to the intense competition in today’s environment. On the other hand, 
Khan and Mahmood (2012) defined brand loyalty as ‘the unconditional commitment of the customer 
and a strong relationship with the brand, which is not likely to be affected in certain normal conditions 
or circumstances’. For Ríos Portales and Almeida Cardona (2022) loyalty is a key factor in any company’s 
performance, since it refers to the customer’s commitment to a product brand or service, as a result of 
the perceived value and trust, in the search for a long term relationship. In addition, brand loyalty does 
not imply loyalty to the establishment or vice versa, since differentiated behaviors are incurred despite 
the fact that the attitudes presented are the same (Duque-Oliva & Ramírez-Angulo, 2014). On the other 
hand, Tabón and Pérez Acosta (2016) loyalty defined as a behavior or behavioral loyalty, indicates the 
probability of repurchasing a brand in the different instances of choice. Another important aspect is to 
know that when purchases are not guided by a clear positive attitude, but by situational demands, they 
are considered the result of false loyalty. The generation of a feeling of consumer loyalty will depend 
on consumers being satisfied (Prado Román et  al., 2014). Regarding universities, Hennig-Thurau et  al. 
(2001) point out that a student who is loyal to his educational institution must not only use the offer-
ings of this institution on a regular basis, but must also have a positive cognitive-emotional attitude 
towards the institution, one that provides the underlying motivation for his behavior. In addition, tui-
tion fees, institutional flexibility, and internal staff commitment to their own institution make their stu-
dents feel more loyal to their university than to the staff themselves, as they often need another form 
of incentive.

In the concept of behavioral loyalty, fundamental constructs can be highlighted such as: repurchase, 
behavior, repetition and frequency. It is in this understanding that universities must maintain constant 
innovation and diversification in terms of the institution’s structure and the provision of academic ser-
vices (Mulyono et  al., 2020).

Finally, Escobar Naranjo (2000) points out that the level of loyalty to a brand depends on the value 
given by the buyer to it and when a brand manages to be the greatest indicator of the value of a sat-
isfier, product or service, the buyer becomes loyal to it because in addition to guaranteeing the satisfac-
tion of his needs, desires and expectations, it simplifies its purchase and use process to just one step: 
search for that brand.

Hypothesis

Brand development is essential for the positioning of a product. However, the world of production took a long 
time to identify the change, clinging to the idea that the main thing was the production and the brand was 
just one more addition (Villarroel Puma et  al., 2017). The American Marketing Association (American Marketing 
Association, 2021) defines a brand as ‘a name’, term, symbol or design, or any other characteristic that identifies 
the goods or services of a seller as different from other vendors. The brand is the distinctive sign that best 
represents the interests of entrepreneurs in the market, it is the best ally marketing activities in social networks 
can contribute to brand awareness and create a positive brand image, since companies facilitate their iteration 
with potential and current customers (Seo & Park, 2018). On the other hand, for Melis et al. (2017) it is believed 
that brand knowledge is built in the minds of people as a cognitive representation. However, there is no 
empirical evidence-based explanation of how this brand knowledge is represented, organized and processed 
in the consumer’s mind, and what the influence of these representations on decision making during consumer 
purchasing behavior is.

Therefore, within the framework of the theoretical and experimental considerations detailed so far, 
and to fulfill the specific research objectives, the following hypotheses are formulated:

H1: Marketing activities in social networks have a positive and statistically significant effect on the brand 
awareness of the Autonomous University of Tamaulipas.
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H2: Marketing activities in social networks have a positive and statistically significant effect on the brand loy-
alty of the Autonomous University of Tamaulipas.

H3: Brand awareness has a positive and statistically significant effect on the brand loyalty of the Autonomous 
University of Tamaulipas.

Parallel to these studies, the research hypotheses that have been determined are the following:

H4. Brand awareness affects the brand image of the Autonomous University of Tamaulipas.

H5. Brand awareness affects the brand loyalty of the Autonomous University of Tamaulipas.

H6. Brand image affects the loyalty to the brand of the Autonomous University of Tamaulipas.

Based on the above, the network theory is identified as the basis of the research, in which different 
variables of the same are represented, empirically present the previous relationships, for which it pro-
vides the development and foundation of the hypotheses.

To substantiate this study’s scope, it is necessary to establish that its nature is causal, since it seeks to 
analyze the existing relationships and effects of the independent variables (brand loyalty and brand 
knowledge) for the dependent variable (marketing activities). Hernandez et al. (2006), generates the nec-
essary information to test the research hypotheses proposed in this study through the analysis of struc-
tural equations.

Methodology

Research model

A general objective and three specific objectives have been identified in this study. The first one 
examines the effect of marketing activities in brand awareness generation, image and loyalty in 
social networks of the Autonomous University of Tamaulipas. In particular: the OE1 examines the 
effect of social media marketing activities on the brand awareness of the Autonomous University 
of Tamaulipas. SO2 measures the effect of marketing activities in social networks on the brand 
image of the Autonomous University of Tamaulipas. SO3 analyzes the effect of marketing activities 
in social networks on the brand loyalty of the Autonomous University of Tamaulipas. Illustration 2 

Illustration 2. S tructural equations model.
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shows the research variables proposed to be able to test the hypotheses proposed. The quantita-
tive method has been applied to test through the correlation between study variables and achieve 
the determined objectives.

Population and sampling

The population for this research is made up of students enrolled in the Autonomous University of 
Tamaulipas Downtown Campus, and who follow the university’s social networks. For this study, a ques-
tionnaire was virtually applied to 3,421 students who study the different degrees offered by the 
Autonomous University of Tamaulipas, Downtown Campus, which includes five faculties and three aca-
demic units. Considering the COVID 19 global pandemic as a limitation, the simple random sampling 
method was used.

Measurement

The questionnaire technique was applied to obtain the data for this research. The instrument used in 
this research consists of a questionnaire with 34 semi-structured questions based on the instrument 
made by Bilgin (2018). The questionnaire consists of three parts. The first part includes seven questions, 
of which four of them were demographic type questions to know the user answering the questionnaire 
and the rest of the questions were related to the use of social networks in general. The second part 
includes 15 elements related to the users’ thoughts about the marketing activities implemented in the 
social networks of the Autonomous University of Tamaulipas. These marketing activities were related 
through five dimensions which include entertainment, interaction, trend, advertising and personalization. 
These items were based on the study carried out by Bilgin (2018), however, this model is replicated in a 
different environment, in which there is no evidence of having been carried out in Latin America. In the 
measurement analysis, the image variable is eliminated since it does not meet the reliability of the scale 
of >.7 and >.5.

The third part of the questionnaire includes 12 items on brand image, brand awareness and brand 
loyalty generated by the Autonomous University of Tamaulipas through social networks.

Respondents’ answers were measured using a 5-point Likert scale (5 = strongly agree, 1 = strongly 
disagree).

Data analysis

The analysis of the data was carried out through the multivariate technique of structural equations, 
which allows multiple linear regressions to be carried out at the same time. The statistical package used 
was the IBM AMOS version 24, keeping in mind that AMOS is a package that allows the execution of 
structural equations by the covariance method, with which all the assumptions inherent to the technique 
were verified.

Results

Demographics

Some of the important data analyzed in this research were the demographic characteristics of each 
respondent: 2,187 of the participants were women and 1,234 were men. Of these, 54% are in an 
age range of 20 to 22 years and 3% are over 26 years old. A 53% study at the Mante Centro 
Multidisciplinary Academic Unit, a 15% attend the Nursing School, some 11% study at the Victoria 
School of Commerce and Administration. In addition, 1,508 participants study the Nursing degree, 
507 study Accounting, among others. A 30% of the participants said they spend 2 to 3 hours a day 
browsing the internet. Finally, 31% indicated they use Facebook more, followed by 24% who use 
Instagram.



Cogent Business & Management 9

Measurement model

Before testing the aforementioned hypotheses on marketing activities, brand awareness, brand image 
and brand loyalty, the direction of the proposed model has been tested. In the first instance, the mea-
surement model was analyzed to verify the adequate construction of the variables and verify that the 
items generate the construct and that such construct has reliability and validity.

The standardized regression weights of each item were reviewed and it was observed that all of them 
exceeded the threshold of 0.700, as shown in Table 1. Subsequently, the convergent validity was reviewed 
by checking its composite reliability index for each construct generated, and such index being higher 
than the acceptable values.

Finally, Table 2 presents the discriminant validity, which implies that the constructs are independent 
of each other and do not have a relationship. Therefore, the square root of the Average Variance Extracted 
(AVE) was revised to be higher than the Inter-construct correlations, fulfilling such test. Therefore, we 
proceed to review the structural model.

Structural model

After having validated the model through confirmatory factor analysis, we proceed to the execution of 
the structural model that allows corroborating the hypotheses raised in the research model. It is import-
ant to point out that in order to carry out this model, three phases were conducted, which are: (1) 
identification of the model, (2) adjustment of the model, (3) contrast of the hypotheses. Illustration 2, 
shows the final model evaluated:

The following illustration shows the final model evaluated:
The first step in evaluating the structural model is observing the degrees of freedom. In either case, 

these must be greater than 0. The resulting degrees of freedom for this model was d.f. =120. Regarding 
step two: the absolute fit of the model, the parameter must be at least twice the value obtained to the 

Table 1. I tem identification and factorial loads.
Code Item Construct Factorial Load

ENT3 Marketing activities Entertainment .934
ENT2 .932
ENT1 .885
INT3 Marketing activities Exchange .931
INT2 .913
INT1 .900
PUB4 Marketing activities Advertising .925
PUB3 .959
PUB2 .936
PERS3 Marketing activities Personalization .953
PERS2 .947
PERS1 .912
CM4 Marketing activities Brand awareness .941
CM3 .930
CM2 .832
L4 Brand loyalty Loyalty .925
L3 .962
L2 .934

Source: Own elaboration.

Table 2.  Convergent and discriminant validity of the model.

CR AVE Entertainment Exchange Advertising Personalization
Brand 

awareness Loyalty

Entertainment 0.941 0.841 0.917
Exchange 0.939 0.837 0.905 0.915
Advertising 0.958 0.884 0.864 0.889 0.940
Personalization 0.956 0.879 0.814 0.874 0.907 0.938
Brand awareness 0.929 0.814 0.785 0.797 0.843 0.848 0.902
Loyalty 0.958 0.885 0.789 0.795 0.851 0.842 0.926 0.941
Source: Own elaboration.
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degrees of freedom. So this is presented with a value of CMIN 617.542 and degrees of freedom of 120. 
For this reason, it is acceptable.

As shown, a second-order model was made, where Social Media Marketing was made up of four dimen-
sions, and later the effect of the second-order construct on brand awareness and loyalty was observed. 
Regarding the fit of the model, it can be seen on Table 3 that the goodness of fit index or GFI was 0.944, 
which indicates that it is a fit very close to 1, therefore it is correct. On the other hand, the RMSEA indicates a 
result of 0.060, thus being acceptable. Finally, a comparative adjustment or CFI was considered, which gave a 
value of 0.944, it is considered acceptable. In turn, a value of 0.979 of incremental adjustment or NFI was 
obtained, being adequate, so it is concluded that the model has adequate consistency and adjustment.

Table 4 contains the estimates of the model parameters, the approximate standard error (S.E.), the 
critical proportion (C.R.) and the significance of the statistical test.

As can be seen in such table, the positive and significant effect of Social Media MKT with brand 
awareness and loyalty is verified. In turn, the positive and significant effect of brand awareness on loyalty 
was demonstrated.

Discussions and results

Social media marketing is a strategy that can help drive your target market and convert them into leads in a 
very meaningful way. The content implemented and designed in social networks must be relevant to the tar-
get market, in such a way that this plays a key factor in increasing the influence of the brand in digital media.

Today’s companies are implementing in their tactics a new form of marketing in their strategy: digital 
marketing. This consists of the integration and combination of concepts related to the development of 
social groups, mentality changes in people, due to technological changes and new communication facil-
ities, which help the company to obtain basic information about its customers (Real Pérez et  al., 2014)

In addition, Bilgin (2018) indicates that the effect of companies’ marketing activities carried out on social 
networks have to do with brand awareness, and that this is not reflected in the brand image and customer 
loyalty.

Due to the above, it can be thought that consumers follow the brands with which they are previously 
familiar on social networks.

The results obtained from this analysis approve the hypotheses raised in chapter II in relation to the 
study variables (HG: The effects of marketing activities in social networks influence brand awareness, 

Table 3. G oodness-of-fit measures.
Goodness-of-fit measure Acceptable fit levels Results Acceptability

Absolute fit measures
CMIN
P value

CMIN = double the freedom degrees
P value = >.05

CMIN = 617.542
GL =120

P value = 0.001

Marginal

GFI >0.90 0.944 Acceptable
RMSEA ≤0.08 0.060 Acceptable
RMR Close to 0 0.015 Acceptable
Gradual fit measures
CFI >0.90 0.982 Acceptable
NFI >0.90 0.979 Acceptable
Parsimony fit model
CMIN/DF Lower limit = 1

Upper limit = 2,3 y 5
5.146 Marginal

Source: Own elaboration based on acceptance ranges according to Hair et  al. (2007).

Table 4. E stimation of the parameters by the maximum likelihood method.
Standardized 

estimated 
parameters S.E C.R P Hypothesis proof

Loyalty <--- Social_media_MKT 0.289 .030 10.012 *** Accepted
Brand awareness <--- Social_media_MKT 0.877 .018 46.532 *** Accepted
Loyalty <--- Brand awareness 0.673 .032 22.269 *** Accepted

p-value .001***.
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brand image and customer loyalty of the Autonomous University of Tamaulipas, H1: Marketing activities 
in social networks affect brand awareness of the Autonomous University of Tamaulipas, H2: Marketing 
activities in social networks affect brand image of the Autonomous University de Tamaulipas and H3: 
Marketing activities in social networks affect brand loyalty of the Autonomous University of Tamaulipas), 
demonstrating its applicability in the selected sample and presenting its opportunity to replicate this 
study in other higher education institutions.

In this way, it can be mentioned that the explanatory variables of this research have a positive and 
statistically significant influence, demonstrating the causal relationship between the strategies applied 
through marketing activities and brand awareness, brand image and brand loyalty, confirming the asser-
tions indicated by the aforementioned authors.

Likewise, it can be said that a consumer follows a brand on social networks when they create content 
related to the brand, that is, they share experiences that reflect the image of the same brand and brand 
loyalty in their minds.

It is important to note that a loyal consumer also has an image in mind, that is, they follow brands 
to which they are loyal, so the marketing activities carried out by a company are hardly attractive to 
those who are already loyal to other brands.

In this sense, the marketing activities of a company that are proposed must be accompanied by a 
brand value, so that a study or previous brand communication strategy must be integrated by the com-
pany, in such a way that its marketing activities are successful and manage to capture potential customers.

Some of the most representative authors on the matter (Kaplan & Haenlein, 2010; Palazón et  al., 2014) 
point out that digital social networks have become the most influential phenomenon in recent decades, 
in addition to the fact that they have abandoned certain traditional communication actions, to focus 
more on digital marketing. In this sense, Chu (2011) points out that social networks have become a 
company’s foundations to generate its communication strategies in the digital world.

Regarding this research, the following question was raised: What effects do marketing activities in 
social networks have on brand awareness, brand image and brand loyalty of the Autonomous University 
of Tamaulipas?

This question is supported by the social networks theory, which, according to Timothy M. O’Brien, 
O’Reilly Connection Network, identifies patterns and is developed from various fields (anthropology, psy-
chology, sociology, biology, physics, mathematics and computing). However, in order to know university 
students’ way of thinking in this regard, it is necessary to consider other theories that support the main 
bases to carry out this research, e.g. Maslow’s theories of decisions and needs, since these make it pos-
sible to identify consumers’ important elements.

Due to the above, it can be said that brand image must be taken into account as one of the main 
activities in marketing strategies development applied to social networks.

In the last section indicated, which refers to the communication area, the empirical analysis of the 
relationship of marketing activities regarding brand knowledge, brand image and loyalty of a company 
interferes. As for the Autonomous University of Tamaulipas, as a company, a great acceptance as a whole 
is perceived by consumers.

Substantial authors who support this research, point out that brand loyalty is associated with con-
sumer behavior, it is based on emotions, attitudes and feelings, it is a rational and emotional process for 
consumer decision-making (Aaker, 1992; Aguayo Díaz et  al., 2007; Bucheli Sandoval & Brin, 2016).

In addition to the fact that brand knowledge is a set of stored information, it can be a network of 
associations that include related beliefs, a base of an associative network memory model (Alba & 
Hutchinson, 1987; Erdem & Swait, 2001; Keller, 1993). Keller (1993) states that this brand awareness must 
include brand recognition and brand image.

Limitations and future lines of research

In order to investigate future lines of research, it is necessary to know what the organization wishes to 
conduct. This part suggests keeping customers, that is, students, and transforming them into not only 
‘passenger’ customers, but also loyal consumers to the brand, in this case to the organization.
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Other elements or variables that have to do with brand awareness, brand image and brand loyalty 
can be included, in such a way that a more complete perspective can be generated in the study and 
thus be able to compare results. and get a different view.

Another aspect to consider is the data collection time. Given the conditions of the COVID19 pan-
demic, it was a key factor that delayed the times for the collection of the questionnaires. Based on the 
quantitative analysis carried out, it is suggested that a future mixed or qualitative study can be carried 
out, which more generally complements the explanation of this study.

If the organization wishes to improve its communication channels with its target market, in this case 
its students, the use of social networks must be managed according to the student’s lifestyle, to a mod-
ern society, in permanent change and high demands.

Conclusions

This is how, based on the above, the present research determined as a general objective (GO): Examine 
the effect of marketing activities on brand awareness generation, image and loyalty in social networks 
of the Autonomous University of Tamaulipas, taking for this as specific objectives, (SO1): Examine the 
effect of marketing activities in social networks on brand awareness of the Autonomous University of 
Tamaulipas, (SO2): Measure the effect of marketing activities in social networks on brand image of the 
Autonomous University of Tamaulipas, and (SO3): Analyze the effect of marketing activities in social net-
works on brand loyalty of the Autonomous University of Tamaulipas.

It can be said that both the GO and the SO1 and SO2 were achieved through a positive and statis-
tically significant influence, since from the analysis of the general needs and the implemented strategies 
based on technical tools that helped to understand and to know students’ behavior of the Autonomous 
University of Tamaulipas. The results indicated the way in which appropriate strategies can be incorpo-
rated in social networks. Therefore, these responded to the objectives previously raised where some 
important points are briefly concluded:

•	 A positive relationship between the dependent variable and the independent variables is 
accepted.

•	 Brand loyalty acceptance is verified.

In other words, the dependent variable, which is marketing activities, plays a large role in the incor-
poration of the independent variables, which are entertainment, exchange, advertising, personalization, 
brand loyalty, and the brand.

In addition, it was found that brand loyalty goes hand in hand with the brand, that is, a customer is 
loyal to the brand due to various factors that interfere with the brand.

To achieve the above, a contextual analysis of social networks in Mexico and the marketing strategies 
background applied through activities in social networks was carried out. Likewise, an exhaustive review 
of the literature on brand knowledge, brand image and brand loyalty, allowed us to address an optimal 
analysis of the relationship among these variables.

Theoretical and managerial implications

Based on the previously mentioned results, the importance of carrying out marketing activities through 
strategies applied in social networks in a higher institution is established, since these are a key factor to 
learn the brand knowledge, brand image and, in a second instance, the brand loyalty on behalf of the 
users, in this case the University students. These provide a guide to establish such marketing activities 
in social networks.

The above statements detail areas of interest that can be addressed: in the academic, methodological, 
and social environment. Speaking of the academic field, a contribution to the literature can be men-
tioned, since there are no studies generated in Higher Education Institutions (HEIs). Likewise, based on 
the review of the literature given in companies or organizations, it was possible to generate a possible 
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guide for HEIs to carry out their marketing activities according to the knowledge of their consumers 
(students).

This contribution offers the possibility of following up and monitoring students’ behavior according to 
their generation, since they have very different lifestyles, being able to make future adaptations to have 
a greater impact according to emerging needs.

In addition, this essential contribution is to have made a specific approach to marketing activities in the 
field of public higher education institutions, since there are not enough studies that support and are related 
to HEIs on marketing activities in social networks for image, knowledge and loyalty increase of the brand.

In relation to the methodological contribution, it can be said that the development and verification 
of the measurement instrument based on a questionnaire prepared by Bilgin (2018), allowed the evalu-
ation of each of the constructs and variables.

Finally, as for the contribution to society, the importance of marketing activities established in social 
networks can be pointed out since these can increase brand awareness, brand image and brand loyalty 
of the Autonomous University of Tamaulipas (UAT). Therefore, social networks can be improved, giving 
the user a greater sense of brand towards the UAT.

In this regard, a call can be made to potential applicants to enter the university, with the purpose of 
making a focus group or a meeting point and interaction dialogue so that the target audience can be 
better known.

The aforementioned implications take relevance to the importance of the effects of marketing activi-
ties in social networks, which allow guiding actions through social networks.
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