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Abstract 

The aim of this study is to examine the effect of customers’ attitude towards digital and outdoor 

marketing on customer brand engagement directly and indirectly through customer relationship 

management and to find out the effect of customers’ attitude towards digital and outdoor marketing on 

purchase intention as well. Data was collected from customers of clothing brands through structured 

and personally-administered questionnaires, analyzed through structural equation modeling (SEM) by 

AMOS 22.  A series of statistical analysis were performed such as confirmatory factor analysis, 

descriptive analysis, reliability and validity analysis. Empirical results show the positive effect of 

attitude towards digital and outdoor marketing on customer brand engagement and purchase intention.  

Findings confirm the mediating effect of customer relationship management (CRM) on the association 

of attitude towards digital marketing and purchase intention.  CRM positively and significantly mediates 

the relationship between digital marketing and customer brand engagement.  Outdoor marketing has 

not any direct effect on customer brand engagement but it has significant effect on customer brand 

engagement through customer relationship management. Attitude towards the outdoor marketing has a 

positive effect on purchase intention towards the brand in the advertisement. Practically it is valuable 

for global advertisers to know that how attitude towards digital and outdoor marketing can influence 

customer brand engagement and purchase intention and to gain competitive advantage. This study has 

a valuable theoretical contribution to the existing body of literature.  

 

Keywords Digital marketing, outdoor marketing, purchase intention, engagement and customer 

relationship management. 

Introduction 

These days, every individual is encountered to 

advertising in routine life.  Some marketers 

perceive advertising as the mirror and creator of 

culture. Some marketers consider advertising as 

economic activity to sell products or services.  

Several advertisers believe that advertising 

makes magic in the customer market (Russell & 

Lane, 1996).  Social media such as Facebook 

and Twitter facilitate customers to ascertain and 

continue social relationships with each other 

(Ellison & Siddiqui, 2007). Consumer 

behaviour has changed in terms of how they 

look for, obtain, process, and react to 
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information or services offered by a corporation 

as a result of the convergence of information 

technology, media, and telecommunications 

(Masrianto et al., 2022). The importance of 

digital analytics, digital CRM, digital 

advertising, and display advertising must be 

emphasised in addition to the implementation 

of digital marketing via websites, social media, 

mobile marketing, and content marketing in 

order to enhance their company's digital 

marketing capabilities (Masrianto et al., 2022). 

Whereas Outdoor advertising has been used for 

various objectives such as assisting customers 

to choose brands and the survival of firms in the 

competitive business environment.  Outdoor 

advertising has a unique feature in which 

customers experience direct and unintentional 

exposure to brand messages (Gulmez, Karaca, 

& Kitapci, 2010).  Outdoor advertising 

particularly billboards have competitive 

advantage over other marketing media. It has 

considered as suitable, less costly and easily 

reached to number of customers who are 

traveling (Hussain & Nizamani, 2011).   

According to the Outdoor Advertising annual 

report of Pakistan (2016), eleven billion has 

spent on outdoor media in five cities of Pakistan 

including Lahore, Karachi, Faisalabad, 

Islamabad and Multan. Fashion and lifestyle 

brands are top spender on outdoor media.  In the 

fashion category, Gul Ahmed is the top spender 

brand with 15 % while Khaadi and J.J have 

11% share in outdoor advertising industry.  

According to the Global Digital Statistics 

(2016), in Asia-Pacific region, active social 

media users and active mobile social users are 

1,211 and 1,066 million respectively.  Previous 

studies have indicated that customers’ attitude 

towards outdoor advertising is associated with 

advertising awareness (Chan & Chen, 2012; 

Donthu et al., 1990).  Customers, who recall 

more advertisement frequently, have greater 

positive attitude towards outdoor advertisement 

(Osborne & Coleman, 2008). Therefore, this 

study will bridge the research gap in the 

existing literature.  The aim of this study is to 

find out the effect of customers’ attitude 

towards digital and outdoor marketing on 

customer brand engagement and purchase 

intention towards the brand in the 

advertisement in Pakistan directly and 

indirectly through customer relationship 

management. 

In addition to changing consumer behaviour 

with regard to media consumption, the COVID-

19 pandemic also affected the growth of 

internet users, the use of digital devices, and 

online activity (Masrianto et al., 2022). 

Datareportal (2022) indicates that 4.66 billion 

people, or 59.5% of the world's 7.83 billion 

people, use the internet. Internet users in 

Indonesia reached 202.6 million (73.7%), up 27 

million (16%) from the previous year, while 

social media users actively engaged reached 

170.0 million (61.8%), up 10 million (6.3%) 

from the year before. 

Pervious literature indicates that there is limited 

work on the digital and outdoor marketing. 

Now, many clothing brands have established 

their presence on Facebook and Twitter in order 

to attract their customers.  In this digital age, 

outdoor marketing is also an important media to 

attract customers towards brand.  Particularly, 

Outdoor marketing has long-lasting effect on 

customers because it is not possible for 

customers to eliminate outdoor advertising 

using any button or remote as compared to 

other media such as TV.  These days, most 

high-profile sector for outdoor advertising is 

clothing industry in which clothing brands are 

extensively using outdoor marketing 

particularly billboards. Outdoor advertising are 

the most effective and eye-catching media.  

Therefore, digital advertising as well as outdoor 

advertising are important media channels to 

enhance customer brand engagement and 

purchase intention.  However, there is a need to 

investigate the attitude of customers towards 

outdoor and digital marketing, how it helps to 

enhance customer brand engagement and 

purchase intention.   
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Literature Review 

 

Digital Marketing 

Digital marketing is a growing notion and is 

described as the utilization of digital 

technologies to build a considerable 

communication, which helps to obtain and 

retain customers in order to develop 

relationships with customers (Smith, 2007). 

Digital advertising has become more prevalent 

as a result of the internet's development and 

ongoing digitization (Gordon et al., 2021). In 

the field of marketing, digital rebellion has 

traumatized advertising world and firms have 

now started to focus on technology to establish 

relationship with their customers through 

digital communication (Wind & Mahajan, 

2002).  Internet is considered an important 

place of digital marketing. 

The major reason to conduct research in the 

field of digital advertising is that it appears to 

be massive and threatening.  Firms have started 

focusing on digital advertising through social 

media like Facebook, Twitter, and LinkedIn, 

which have changed customers’ attitude and 

brought rebellion in the industry (Khan, & 

Siddiqui, 2013).  An increase in the usage of 

social networking sites (SNS), as Facebook and 

Twitter have manipulated the behaviors of 

consumers toward brands.  It is also identified 

that customers have positive attitude toward 

advertisements communicated to them through 

social media (Taylor et al., 2011).   

Attitude is defined as an individual’s favorable 

or unfavorable feelings towards any idea or 

brand (Kotler & Keller, 2006). Consumer 

attitudes towards a variety of internet 

touchpoints have been extensively researched 

by academics (Wiese et al., 2020). Customers’ 

attitudes constitute their likeness or unlikeness 

toward brands and have impact on their 

behavior towards a particular brand (Kotler & 

Keller, 2006).  Factors that influence 

customers’ attitude towards social media 

advertising (SMA) has identified. On the other 

hand, usage of social media application and 

taping on advertisements affect consumer’s 

attitude regarding social media advertising.  

Results indicated that all the factors such as 

‘social media usage, customer’s knowledge of 

social media, following of social media and 

their fears about social media marketing, have 

influence on the customers’ attitude towards 

social media advertising (Akar & Topcu, 2011).   

 

Outdoor Marketing 

Customers are reached by outdoor advertising 

(OA), usually referred to as out-of-home 

advertising, when they are travelling, out on the 

street, and in public locations (Czajkowski et 

al., 2022). Outdoor marketing has the ability of 

accessing a customer based on locality or 

market basis.  It is remarkably different from 

other medium in one aspect that is other media 

cannot disseminate their message to market but 

slightly spread around the medium.  Outdoor 

marketing distributes its message to customers 

on their way to play, job or shop (Wilson, 

1952).  Outdoor advertisement as a marketing 

tool has great impact on customers and it is not 

possible to eliminate outdoor advertisements 

using any button as done in television 

advertisement. The term outdoor marketing 

(OM) is comprised of different types of 

marketing which appear in the metropolitan 

environment.  Fill (2009) found three major 

categories of outdoor marketing such as ‘street 

furniture’, ‘transit’, and ‘billboards.  Billboard 

advertising has played an essential part in 

marketing of businesses’ products and services.  

In billboard advertising, firms do not need to 

find their customers instead; customers find 

their advertising through billboards (Khan et 

al., 2016). Many factors influence customer 

attention towards billboard advertising such as 

billboard size, color, location, and images.  It is 

considered as the most eye-catching way of 

advertising for local customers (Hussain & 

Nizamani, 2011). In Pakistani context, 

billboard marketing is considered an efficient 

mean for marketers as it is the cost-effective 

tool and have huge audience.   
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Customer brand engagement 

Customer brand engagement (CBE) is defined 

as customers’ level of inspiration, related to 

brand and context-dependent state of mind 

described by certain levels of passion, thoughts 

and behavioral actions in brand 

communications.  In the definition of customer 

brand engagement, direct brand interactions 

mean the customers’ physical contact with the 

brand.  Cognitive brand related activity refers 

to customers’ level of absorption in the focal 

brand, however emotional activity includes 

individuals’ level of brand related motivation 

and pleasure.  Behavioral activity refers to the 

customers’ level of enthusiasm applied in 

interacting with a brand (Hollebeek, 2011).  

Van Doom et al., (2010) defined customer 

brand engagement as the behaviors that go 

beyond the purchase intention and particularly 

behavioral demonstrations of customers toward 

brands. Digital media particularly Facebook 

and Twitter offer opportunities to organizations 

in order to engage customers in a way, which 

eventually promotes brand image and brand 

loyalty (Greve, 2014).  This study has based on 

the conceptualization of customer brand 

engagement introduced by Vivek et al., 2014.  

Three dimensions of customer engagement are 

conceptualized as conscious attention, enthused 

participation, and social connection.  

Purchase Intention 

Purchase intention is defined as planned 

behavior of a customer willing to purchase 

specific brand (Dodds et al., 1991).  Customers 

rely more on their families and friends for 

products information in order to purchase a 

particular brand.  Social networking sites such 

as Facebook have connected the brands with 

customers.  Social context has positive 

influence on customers purchase intention 

(Weisberg et al., 2011). The widespread 

distribution of all types of content through well-

known social media platforms like Facebook, 

Twitter, Instagram, and YouTube (Arora et al., 

2019), the ongoing emergence of more dynamic 

and adaptable new platforms like Twitch or 

TikTok (Zhang, 2021), their unprecedented 

integration into people's daily lives (Tafesse 

and Wood, 2021), as well as the rise in their 

popularity, have given businesses and 

organizations new opportunities to engage with 

their target audiences. 

Advertising strategies have transformed the 

push advertising to trust based advertising.  

Customers’ eagerness to purchase brands has 

improved due to “likes” and “shares” on 

Facebook brand pages, which proposed that 

brand, has a good reputation.  Facebook 

advertising have significant influence on brand 

image and brand equity, which contributed to 

increase in purchase intention (Dehghani & 

Tumer, 2015). In the competitive market of 

Pakistan, firms are focusing on customer 

purchase intention to capture the main portion 

of market. Factors such as customer knowledge 

about brands, product design and celebrity 

endorsement have positive effect on purchase 

intention (Shafiq et al.,  2011).  Tariq et al. 

(2013) have investigated determinants of 

customers purchase intention in Pakistan.  They 

argued that product involvement, product 

quality, product attributes, product knowledge, 

brand loyalty and brand image are positively 

related to purchase intentions.  

Customer relationship management 

(Mediating Variable) 

Business management systems are one of the 

technological areas in which it is most crucial 

to be up-to-date due to the increasing variability 

and demand brought on by the expectations of 

customers, who are members of a society that 

has an increasing greater and better access to 

information (Kane et al., 2015). To meet these 

customer demands, entrepreneurial companies 

must undergo digital transformation and have 

the most appropriate management information 

(Ribeiro-Navarrete et al., 2021). Customer 

relationship management (CRM) is originated 

from relationship marketing (RM). CRM has 

positive influence on customer satisfaction and 

helps to gain competitive advantage, which 

leads to greater firm profitability (Hassan et al., 
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2015).   The purpose of relationship marketing 

is to increase productivity of a firm by focusing 

on customer retention through effective 

customer relationship management strategies 

(Christopher et al., 1991).  The main idea of 

relationship marketing and customer 

relationship management is to maintain 

relationship between customer and company, 

which is longitudinal in nature (Sin et al., 

2005).  Digital channels such as internet and 

mobile phones has played an important role in 

developing customer relationships.  Digital 

relationships are those relationships that occur 

between buyer and seller through digital 

technology (Heinonen & Michelsson, 2006).   

 Social media applications have presented 

innovative customer centric instruments to 

interact with other customers and firms in their 

social media sites (Kietzmann et al., 2011).  

Particularly, social media applications such as 

LinkedIn, Facebook and Twitter have changed 

from customer specific to customer centric that 

permitted firms to take part in the interactions 

among social media users.  Organizations with 

greater use of social media technology with 

customer centric management techniques tend 

to build greater social customer relationship 

management (Trainor et al., 2014). Social 

media marketing has allowed customers to 

connect with others in order to communicate 

information as a two-way communication.  

Usage of Facebook and Twitter has extended to 

approximately each fashion brand.  Social 

media marketing such as Facebook have 

positive effect on customer relationship 

management and purchase intention (Kim & 

Ko, 2010).   

 

Hypotheses Development 

The theory of planned behavior (TPB) is an 

extension of the theory of reasoned action 

(TRA) (Ajzen & Fishbein, 1980).  The basic 

concept of theory of planned behavior is to 

describe an individual’s intention to perform a 

certain behavior (Ajzen, 1985, 1991).  The 

conceptual framework for this study is derived 

from the theory of planned behavior because of 

its extensive scope.  This theory has presented 

an obvious picture to investigate customers 

purchase intention via factors such as attitude, 

behavioral control and subjective norm, which 

leads to a certain behavior.  The association 

between attitude and intention is as important 

element of the theory of planned behavior.  As 

the more positive attitude, greater is the 

person’s intention to conduct certain behavior.  

Attitude is defined as a person’s positive or 

negative emotions to conduct a certain 

behavior.  Users of social media such as 

Facebook and Twitter with positive attitudes 

toward social media marketing are expected to 

engage in brand communications, which 

ultimately leads to purchase intention toward 

brands.  Behavioral responses of social media 

users to social media marketing such as 

Facebook brand pages and Twitter tweets have 

positive impact on customers purchase 

intention.  Customers who are following 

activities of brands on social media have 

indicated their concern in getting information.  

Hence, they respond to marketing messages and 

finally purchase the brands (Chu et al., 2013). 

 

Relating to social networking sites such as 

Facebook and Twitter, the more favorable 

customers’ attitude towards digital advertising, 

greater the purchase intention is expected.  It is 

concluded from pervious literature that digital 

advertising as well as outdoor advertising are 

important media channels to enhance 

relationship with customers.  So, attitudes 

toward digital and outdoor advertising are 

expected to positively influence purchase 

intention and customer brand engagement 

directly and indirectly through customer 

relationship management.  Following are the 

proposed hypotheses of this study: 

H1: Customers’ attitude towards digital 

marketing has positive effect on customer 

brand    engagement. 

H2: Attitude towards digital marketing has 

positive influence on purchase intention. 
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H3: Customers’ attitude towards outdoor 

marketing has positive influence on customer 

brand     engagement. 

H4: Attitude towards outdoor marketing has 

positive influence on purchase intention. 

H5: Attitude towards digital marketing has 

positive influence on customer relationship 

management. 

H6: Customer relationship management has 

positive influence on customer band 

engagement. 

H7: Attitude towards outdoor marketing has 

positive influence on customer relationship 

management. 

H8: Customer relationship management has 

positive influence on purchase intention. 

H9: Customer relationship management 

mediates the effect of attitude towards digital 

marketing on customer brand engagement. 

H10: Customer relationship management 

mediates the effect of attitude towards digital 

marketing on purchase intention. 

H11: Customer relationship management 

mediates the effect of attitude towards outdoor 

marketing on customer brand engagement. 

H12: Customer relationship management 

mediates the effect of attitude towards outdoor 

marketing on purchase intention. 

 

 
Figure 1: Schematic diagram 

Research Methodology 

 

Population and sample 

 

Population of this study is the customers of 

clothing brands in Punjab, Pakistan.  Sample of 

this study is the customers of clothing brand 

and users of Facebook or Twitter in the two 

cities of Punjab, Pakistan that are Lahore and 

Bahawalpur.   

Instrumentation 

In this study, an adapted questionnaire has been 

used as a research instrument from Vivek et al., 

2014;Demo (2014), Cheng et al., (2009), Chan 

and Cheng (2012), Lepkowska-White et al., 

(2003).  The items of questionnaire are 

measured on five-point Likert scale that ranges 

from strongly disagree (1) to strongly agree (5). 

 Data collection 

Total 560 questionnaires were distributed 

among customers of clothing brands and users 

of Facebook or Twitter.  Respondents were 

approached for data collection by personal 

visits to the Universities, Colleges, Banks and 

other companies.  Out of 560 questionnaires, 

514 valid and useable responses were received. 

Data Analysis 
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This includes the statistical analysis such as 

demographic analysis, descriptive statistics, 

validity and reliability analysis.  Hypotheses 

testing and mediation analysis has been done 

through Structure Equation Modeling by using 

AMOS 22. 

Figure 2: Measurement Model 

 

Convergent Validity 

Table 1 Convergent Validity 

 

Construct AVE 

Digital marketing .58 

Outdoor marketing .60 

Purchase intention .53 

Customer brand engagement .52 

Customer relationship management .50 

 

The values of average variance extracted (AVE) indicate good convergent validity. 

 

Discriminant validity 

 

Table 2 Discriminant Validity 

Construct Digital 

marketing 

Outdoor 

marketing 

Purchase 

intention 

Customer 

brand 

engagement 

Customer 

relationship 

management 
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Digital marketing .76     

Outdoor marketing .25 .77    

Purchase intention .34 .44 .72   

Customer brand 

engagement 

.32 .21 .28 .72  

Customer relationship 

management 

.42 .29 .40 .44 .71 

AVE 

(Average variance 

extracted) 

.58 .60 .53 .52 .50 

ASV 

(Average shared 

variance) 

.16 .21 .33 .18 .39 

MSV 

(Maximum shared 

variance) 

.24 .52 .52 .37 .29 

 

Diagonal values of table are square root of 

average variance extracted (AVE) which is 

greater than correlation values below diagonal.  

Values of average shared variance (ASV) and 

maximum-shared variance (MSV) are less than 

average variance extracted (AVE) which shows 

good discriminant validity. 

 

Reliability analysis 

 

Table 3 Reliability Test 

Construct Cronbach’s Alpha 

Before item deletion After item deletion 

Customer Brand Engagement .77 .78 

Customer Relationship Management .80 .80 

Digital Marketing .73 .72 

Outdoor Marketing .70 .70 

Purchase Intention .56 .56 

 

Results of this study demonstrate the Crobach’s 

alpha of customer brand engagement (CBE), 

customer relationship management (CRM), 

digital marketing (DM), outdoor marketing 

(OM) and purchase intention (PI) which is 

greater than .5 and indicate high internal 

consistency of items of questionnaire.  Two 

items CA1 and DM5 have low factor loadings 

and excluded from analysis because it affects 

the reliability and validity of instrument.  

Therefore, reliability of constructs after and 

before item deletion is greater than .5, which 

illustrates high internal reliability. 

 

Composite Reliability 

 

Table 4 Composite Reliability (CR) 

Construct CR 
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Digital marketing .72 

Outdoor marketing .70 

Purchase intention .60 

Customer brand engagement .77 

Customer relationship management .79 

 

CR values of all constructs are .7 and greater which indicates good composite reliability. Purchase 

intention has .6 CR, which is acceptable because other construct’s value is greater than 0.7. 

 

Structural model 

 

Table 5 Model Fit Statistics for Structural Model 

Model CDMIN/DF RMR GFI CFI RMSEA 

Structural model 2.52 .003 .998 .997 .054 

 

Values of model fit statistics for structural model indicates model is good fit as values of GFI, CFI, and 

RMR are above acceptable criteria.  

 
Figure 10: Structural Model 

 

Mediation Analysis 

 

Table 6 Mediation Analysis through Structure Equation Modeling(User- defined estimands) 

 

 

Relationship 

Direct effect 

 

Indirect effect 

 

 

 

Mediation Beta   P- value (User-defined 

estimands) (AxB) 

P-value 

DM-CRM-CBE .131 .002 .141 

CI (.101-.186) 

.001 Present 
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DM-CRM-PI .163 .000 .085 

CI (.054- .124) 

.001 Present 

OM-CRM-CBE .061 .129 

(NS) 

.064 

CI (.036- .096) 

.001 Present 

OM-CRM-PI .331 .000 .039 

CI(.019-.064) 

.001 Present 

 

SEM analysis indicates that there is significant 

indirect effect of mediation as p value is less 

than .05 and 95 % bias corrected confidence 

interval is completely above zero.  Table 6 

shows all values of lower and upper confidence 

interval are above zero so mediation is present 

and significant as p value of indirect effect is 

also below .05. 

Hypothesis Testing 

 

Hypotheses of this study are tested by SEM 

analysis using AMOS 22. Table of path 

coefficients of structural model indicates the 

results of hypotheses. 

 

Table 7 Path coefficients of Model 

Path Beta P- value Path result 

DM→CBE .130 .002 Significant 

DM→PI .163 .000 Significant 

OM→CBE .061 .129 Not Significant 

OM→PI .331 .000 Significant 

DM→CRM .371 .000 Significant 

CRM→CBE .406 .000 Significant 

OM→CRM .201 .000 Significant 

CRM→PI .231 .000 Significant 

 

 

According to the analysis H1, H2, H4, H5, H6, 

H7 and H8 are significant but H3 is 

insignificant. Therefore, it has identified from 

analysis that there is positive effect of attitude 

toward digital marketing on customer brand 

engagement and attitude towards outdoor 

marketing has positive and significant influence 

on purchase intention. Furthermore, there is 

positive and significant effect of attitude 

towards digital marketing on customer 

relationship management and customer 

relationship management has positive and 

significant influence on customer band 

engagement. Attitude toward outdoor 

marketing has significant and positive effect on 

customer relationship management and CRM 

coefficient .231 is significantly and positively 

related to purchase intention. Hence, increase in 

customer relationship management helps to 

enhance purchase intention. On the other side 

attitude toward outdoor marketing is not 

significantly related to customer brand 

engagement. In the analysis indirect paths 

shows that there is significant mediation role of 

CRM as H9, H10, H11 and H12 are significant. 

Customer relationship management positively 

and significantly mediates the relationship 

between digital marketing and customer brand 

engagement and on the association of attitude 

toward digital marketing and Purchase 

intention. Outdoor marketing has not any direct 

effect on customer brand engagement but it has 

significant effect on customer brand 

engagement through CRM. Hence, there is 

mediating effect of CRM on the relationship of 

attitude toward outdoor marketing and 

Purchase intention.  
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Conclusion 

Advertising has changed with the passage of 

time due to new techniques and technologies.  

This study attempts to decipher the embedded 

customers’ attitude towards digital and outdoor 

marketing.  Digital media such as Facebook and 

Twitter is a growing trend that provides a 

platform to attract a number of customers or 

users.  Therefore, it is concluded that attitude 

towards digital marketing has positive 

influence on customer brand engagement and 

purchase intention directly and indirectly 

through customer relationship management.  

Outdoor marketing has not any direct effect on 

customer brand engagement but it has 

significant effect on customer brand 

engagement through customer relationship 

management.  Attitude toward outdoor 

marketing has positive and significant influence 

on purchase intention. Customer relationship 

management has a positive and significant 

mediation effect on all the relationships.  This 

study has advanced the existing knowledge by 

investigating the effect of customers’ attitude 

towards digital and outdoor marketing on 

customer brand engagement and purchase 

intention directly and indirectly through 

customer relationship management.  

Implications 

This study has a valuable theoretical 

contribution to the existing body of literature. 

The findings of this study are valuable for 

global advertisers to know that how attitude 

towards digital and outdoor marketing can 

influence customer brand engagement and 

purchase intention. By using the finding of this 

study, businesses will be able to use digital and 

outdoor advertising more effectively in order to 

gain competitive advantage.  

Limitations and recommendations for 

future research 

This study is limited to only one country so 

future studies can be conducted in other 

countries to find out the difference between the 

customer’s attitude and behavior based on their 

geological region. This study is quantitative in 

nature; future researcher can use qualitative 

approach to get deeper understanding of the 

underlying phenomenon.  
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