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Abstract

The importance of social media marketing has been increasing in
a technology-driven world dominated by information and
communication technology. Instagram is one of the prominent
social media platforms in contemporary marketing. This study
aims to examine the role of Instagram marketing practices in
shaping brand value among customers. The marketing practices
on social media were classified and aligned with the digital
environment of Instagram. The relationship between these
practices and the customer-based dimensions of brand value was
then examined. These dimensions were identified as customer
brand awareness, customer brand image, and perceived brand
quality, with an attempt to understand their impact on customer
loyalty to the brand. The study concluded that Instagram
marketing practices have a positive impact on the three
components of brand value from a customer perspective: customer
brand awareness, customer brand image, and perceived brand
quality. The results also indicated a significant effect of various
components of brand value on emotional customer loyalty,
represented by brand love, and behavioral customer loyalty,
represented by repeated reliance on Instagram.

Keywords: Marketing practices, social media, Instagram,
Restaurant brand value.
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