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Abstract 

 

 Voter loyalty has been given little attention in the political system 

of Pakistan owing to various issues and voters’ loyalty is taken for granted 

and their arising issues remain overlooked and left at the mercy of Allah. 

Voters’ lifestyle has gone from bad to worse and they still have a ray of 

hope for better life and future ahead of them. Present empirical study aims 

at examining the relationship between study variables. Using convenience 

sampling, whereas the data were collected from the educated youth nation 

through online survey questionnaire and useable sample was 383 

respondents. PLS-SEM technique was used to test relationship and 

association between the variables because of having a complex research 
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model. Results indicated that the proposed hypotheses were supported. It 

is highly recommended to the political parties to take immediate concrete 

measures to improve the voters’ quality of life and address their 

grievances in the first place. Present study is useful for students, teachers, 

curriculum developers and policy makers to revisit their entire policies to 

give an equal right to the citizens of Pakistan.  

 

Keywords: Political marketing, social media, voter trust, voter satisfaction, voter loyalty. 

 

Introduction 

 

Universities and teachers communicate with students effectively by adopting online 

platforms (Eger, Egerova & Kryston, 2019). Social media brings university management, 

teachers, students, and public on the same page (Eger et al., 2019).  The concept of social 

media seems imperative for effective communication in 21st century (Kumar, Bezawada, 

Rishika, Janakiraman, & Kannan, 2016). Facebook has brought youth generation close to 

each other the world over (Feng, Wong, Wong & Hossain, 2019). Students’ politics has 

been on the increase in higher educational institutions the world over (Chininga, Rungani, 

Chiliya, & Chuchu, 2019). However, Facebook has been excessively used for political 

purposes and effective communication with friends, family, leaders in all walks of life 

(Brailovskaia, Rohmann, Bierhoff, Schillack, & Margraf, 2019; Lu, & Lee, 2019; Matsa & 

Lu, 2016).  

 

Voters show their great concerns about quality of representative candidate and 

performance of political leadership (Bidwell, Casey, & Glennerster, 2020). However, 

political families in Pakistan have shown their dominance in provincial assembly, national 

assembly, and senate (Ahmad & Rahman, 2020). In 21st century, the most important and 

easy way of communication is through social media and this communication is done from 

all parts of the world (Allagui, & Breslow, 2016; Carter Olson, 2016). Social media 

captivates voters’ attention easily to gain political objectives (Koc-Michalska, Schiffrin, 

Lopez, Boulianne, & Bimber, 2021).  
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Figure 1 “Social media user survey in Pakistan”. (Source: Hootsuite) 

 

 
Source: Ida, and Saud, (2020) 

 

Literature Review and Hypotheses Development 

 

Voters’ high involvement help the government to make political decisions wisely to 

run government efficiently (Richins & Bloch, 1991). Furthermore, voters’ involvement 

coerces the government to help the students that they can improve their performance 

(Geys, Heinemann, & Kalb, 2010). High voters’ involvement is positively related to 

voters’ satisfaction (O’Cass, & Natarajan, 2003). Social media usage and trust are related 

with each other (Håkansson, & Witmer, 2015). Facebook use is positively related to 

students’ satisfaction with life, trust, with the engagement which is followed by effective 

political involvement at national and international level (Valenzuela, Park, & Kee, 2009). 

An increased political interest and trust was found in those people who were excessively 

visiting political websites of their interest (Lupia & Philpott, 2005). Engaging voters on 

social media will increase voters’ satisfaction and loyalty (Erragcha & Romdhane, 2014). 
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Social media use might have association and as well as impact on voters’ involvement and 

intention to vote (Baer, 2013). Trust increases involvement and loyalty (Rachmat, 2010). 

The association between trust and loyalty is always there (Kim et al, 2011). The concept of 

trust in terms of customer  has a association with the satisfaction and loyalty (Chinomona 

& Dubihlela, 2014). Trust, intention, and loyalty are associated with each other (Singh, & 

Sonnenburg, 2012; Van Vuuren, Roberts-Lombard, & Van Tonder, 2012). Political trust 

increases intention to vote and loyalty (Ahmed, Lodhi, & Shahzad, 2011; Kim, Rao, & 

Lee, 2009). Voters show their loyalty with the same political party and the candidate if 

party performance is satisfactory (Chiru & Gherghina, 2012; Rehmat, 2014). Voters’ 

involvement leads them to intention to cast their vote for a candidate (Rehmat, 2010). Trust 

is a driving force for intention to vote and show their loyalty (Gefen, 2000). trust, loyalty, 

and intention are positively related to each other in some empirical studies (e.g., Gefen, 

2000; Jones & Kim, 2010).  

  

Voters perceive that their action might have a significant impact on political process in a 

particular party (Kushin & Yamamoto, 2010). Voters’ belief that they are capable enough 

to better understand the nature of politics, and they might make a difference if they are 

involved in a political activity (Velasquez & LaRose, 2015). It is stated that social media 

very crucial (Velasquez & LaRose, 2015).  

  

Social media positively influence trust but scare of studies have been carried out (Seo, & 

Park, 2018). Influence of social media is widely explored these days (Leung, Sun, & Bai, 

2017; Li, Teng, & Chen, 2020). Little work is done so far voter trust for voting behavior 

(Warner-Søderholm, Bertsch, Sawe, Lee, Wolfe, Meyer, ... & Fatilua, 2018; Zhang & Li, 

2019). Customer trust has been much researched by researchers in organizational theory 

and marketing research (Alalwan, Baabdullah, Rana, Tamilmani, & Dwivedi, 2018). The 

loyalty of customers is somehow associated with the trust (Elizar, Indrawati, & Syah, 

2020).  

  

The research on political marketing through social media (e.g., Antoniades, Mohr, & 

Constantinou, 2021; Anglistów, Nasiłowski, & Kościuk, 2021; Bramlett, 2021; Ciftci, 

2021; Sihombing, & Pramono, 2021; Lyndon, Salman, & Hoe, 2021), voters’ attitude (e.g., 

Colvin, & Jotzo, 2021; Panagiotidou, & Chadjipadelis, 2021), voters’ trust (e.g., Laughlin, 

& Shelburne, 2021; Ognyanova, Lazer, Baum, Perlis, Druckman, Santillana, ... & Chwe, 

2021; Ricks, 2021; Shockley-Zalabak, & Morreale, 2021), voters’ involvement (e.g., Abid, 

Harrigan, & Roy, 2021; Ahmad, & Zain, 2021; Chhachhar, & Malik, 2021; Sukri, Yunus, 

& Ekawaty, 2021; Wibowo, 2021), voters’ political self-efficacy (e.g., Chaniago, 2021; 

Chung, Fung, Chiu, & Liu, 2021; Heger, & Hoffmann, 2021; Hoffmann, & Lutz, 2021; 

Prats, & Meunier, 2021), voters’ intention to vote (e.g., Anggraeni, & Mariani, 2021; 
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Madinga, Maziriri, Mototo, & Chuchu, 2021; Moslehpour, Lewi, Kurniawati, Ismail, & 

Negash, 2021; Yalch, 2021), voters’ satisfaction (e.g., Danish Kirmani, Lakshmi, Hasan, & 

Pal Bhardwaj, 2021; VanDusky-Allen, & Utych, 2021; Wang, 2021; Xia, 2021), and 

voters’ loyalty (e.g., Abid, Harrigan, & Roy, 2021; Carroll, & Nalepa, 2021; Christensen, 

Järvi, Mattila, & von Schoultz, 2021; Greenman, 2021; James, 2021; Page, & Elbeshbishi, 

2021).  

 

However, “littleattention has been given how to increase voters’ loyalty in the context of 

Pakistani politics and present empirical study examine the relationship between study 

variables”. Following research hypotheses areproposed related to the cited literature.  

 

HA1: Political marketing through social media (i.e., Voter Attitude towards the use of 

social media for interactive political communication and Political media) has a positive 

impact on voters’ trust. 

HA2: Voters’ trust has a positive impact on their voters’ involvement. 

HA3: Voters’ efficacy has a positive impact on voters’ involvement. 

HA4: Voters’ involvement has a positive impact on voters’ intention to vote. 

HA5: Voters’ intention to vote has a positive impact on voters’ satisfaction. 

HA6: Voters’ satisfaction has a positive impact on their loyalty. 

HA7: Voters’ trust positively mediates the relationship between political marketing 

through social media and voters’ involvement. 

Figure 1  

Research Model of present study 

 

 
Source: Authors’ Key Contribution 
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Notes: In the above research model, political marketing through social media is an 

exogenous and second-order reflective-reflective construct but the rest of the constructs 

are first-order reflective constructs. Moreover, voter trust is a mediator, voter efficacy is a 

moderator, and voter involvement, voting intention, voter satisfaction, voter loyalty are 

endogenous constructs.  

 

Methodology 

 

Sample and Procedure 

Authors collected online data from youth Pakistani voters through link 

https://docs.google.com/forms/d/e/1FAIpQLSd8S8sI8km3UwQMYB6f6gHXEVBDMsXt

NfrPMPPmhBivu8O2-g/viewform?usp=sf_link . Convenience sampling was adopted to 

access the respondents (Etikan, Musa, & Alkassim, 2016; Sekaran, & Bougie, 2016).  

According to Soper (2020), the recommended sample size was 218 participants. 

However, the data were collected from n=400 youth Pakistani voters so that the researcher 

may address the data screening procedure on SPSS v.22.  

 

Figure 2 Sample Size 

 
Source: Soper (2020) 

  

Moreover, data screening procedure was followed on SPSS v.22 and missing data was 

dealt through Little's MCAR test: Chi-Square = 18.715, DF = 34, Sig. = .984 was 

insignificant which means MAR Missing at random, and data were statistically filled 

accordingly. However, n=17 were outliers and eliminated for clear data set. Therefore, 

useable sample size was n=383 respondents which is adequate to detect effect size.  

  

Bryman (2016); Dillman, Smyth and Christian, (2014) stated that the researcher followed 

research ethics. However, it was also assured that no harm should come to the participants 

https://docs.google.com/forms/d/e/1FAIpQLSd8S8sI8km3UwQMYB6f6gHXEVBDMsXtNfrPMPPmhBivu8O2-g/viewform?usp=sf_link
https://docs.google.com/forms/d/e/1FAIpQLSd8S8sI8km3UwQMYB6f6gHXEVBDMsXtNfrPMPPmhBivu8O2-g/viewform?usp=sf_link
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(Rooney & Evans, 2018), respondents’ anonymity was given a lot of priority along with 

the confidentiality whereas both were also ensured (Babbie, 2020).   

Table 1 

“Respondents’ Demographic Profile” 

 
Source: Authors’ estimation 
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Measures 

 

Research model of present study comprises 8 latent constructs and 34 indicators which 

were adapted from previous research. “However, all the items were rated on five-point 

Likert scale ranging from 1=Strongly disagree to 5=Strongly agree”. The details of 

variables type and sources with descriptive statistics are given in the following table.  

Table 2 

Measures used in research model of present study 

 
Source: Authors’ estimation 
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Reasons for using PLS-SEM  

Following the guidelines of Hair Jr, Hult, Ringle, & Sarstedt, (2021) and Zeng, Liu, Gong, 

Hertogh, & König, (2021), the researcher used SmartPLS version 3 software which was 

developed by Ringle, Wende, and Becker (2015) for the following reasons.  

i. The researcher model was complex having 8 latent constructs with 34 indicators.  

ii. The researcher model includes mediating variable. 

iii. Sample size was n=383 respondents.  

 

Common Method Variance Bias 

 

In present study, single source data were collected therefore “Harman’s test of single factor 

was applied to address CMV and it showed that total variance explained” by one factor 

was 17.524% which is < 50% (Podsakoff et al., 2012). Secondly, Full Collinearity Testing 

(Kock, 2015) in which if VIF ≤ 3.3 (Tehseen, Ramayah, & Sajilan, 2017) and VIF of 

measurement model was PM=1.342, VA=1.380, VT=1.309, VI=1.269, VE=1.266, 

INT=1.685, VS=1.455, and VL=1.320.  

 

 

Data Analysis and Findings 

 

Measurement Model 

 ollowing the guidelines of Hair, Risher, Sarstedt, and Ringle, (2019); Usakli, and 

Kucukergin, (2018), outer model needs to be established before inner model wherein 

hypotheses were tested. In outer model, factor loading should be ≥ 0.60 (Hulland, 1999), 

CR should be CR ≥ 60 (Bagozzi & Yi, 1988; Henseler et al., 2009), AVE should be ≥ 0.50 

(Bagozzi & Yi, 1988), if VIF ≤ 3 is considered an ideal (Hair et al., 2011). “Moreover, 

discriminantvalidity such as FLC method, cross loadings, and third HTMT” < 0.85 as 

stringent criteria for all variables in research model (Henseler et al., 2015). Outer model 

was established in the following tables 3, 4 and discriminant validity in the following 

tables 5, 6, 7.  
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Table 3 

“Parameter estimates of first order reflective constructs measurement model”. 

 
Source: Author’s estimation 

 

Note: “All outer loadings are statistically different from zero at 99.99% CI (p<.001). All 

indicators are reflective”. “Moreover, VT5, VT2, VT3, VE3, VE2, INT5, and INT1 were 

deleted due to lower factor loadings from the measurement model of this study”.  
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Table 4  

Parameter estimates of second order reflective-reflective constructs measurement model. 

 
 

Figure 3 

Measurement Model 

 
Source: Author’s estimation 

 

 

Table 5  

Discriminant Validity by FLC Method 
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Source: Author’s estimation 

Note: “Diagonal elements (in bold) are the square root of the average variance extracted 

(AVE). Off-diagonal elements are the correlations among the constructs”. For 

discriminant validity, diagonal elements should be larger than off-diagonal elements (Chiu 

& Wang, 2008). 

Table 6 

Loadings and Cross Loadings (Discriminant Validity) 

 
Source: Author’s estimation 
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Table 7 

HTMT0.85 

 
Source: Author’s estimation 

 

Table 8 

Summary of all Descriptive Statistics 

 
Source: Author’s estimation 

 

Hypotheses Testing 

 

In the inner model, authors followed guidelines of Hair et al. (2019; 2020), direct 

and indirect hypotheses were tested and R2 (Hair et al., 2010), Q2 (Sarstedt et al., 2014), f 2 

(Kenny, 2016) were reported and finally PLSpredict (Shmueli, et al., 2019) was reported. 

Moreover, Kenny (2016), “the effect size f2 such as 0.025, 0.01, and 0.005 is considered as 

large, medium, and small,” respectively.  

 

Preacher and Hayes (2004; 2008) gave suggestions for the testing of hypotheses 

whereas, authors followed the suggestions of Preacher and Hayes (2004; 2008) “by 

bootstrapping the indirect effect. If the confidence interval does not straddle a 0 then it can 

be concluded that there is a significant mediation” as shown in Table 11 indirect effects.  
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Table 9 

 
 

Source: Author’s estimation 

“Note: We use 95% confidence interval with a bootstrapping of 5,000 

PMSM = Political Marketing through social media, VT = Voter Trust, VE = Voter 

Efficacy, VI = Voter Involvement, INT = Intention to vote, VS = Voter Satisfaction, VL = 

Voter Loyalty” 

 

Table 10 

 
Source: Author’s estimation 

 

Predictive Validity of Inner Model using PLS predict 

Table 11 

PLS predict 

 
Source: Author’s estimation 
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Discussion 

 

 In present an empirical study, all seven hypotheses were supported. First, political 

marketing through social media has association and as well as great impact on the trust of 

voters because (β = 0.182, Sig. value = 0.000). Second, voters’ efficacy is also associated 

with involvement of voters because of the given values (β = 0.283, Sig. value = 0.000). 

Third, voters’ involvement is also proven that it has great association with the voters  

intention to vote because (β = 0. 0.194, Sig. value = 0.000). Fourth, it is also found that 

there is relationship between voters’ intention to vote and  voters’ satisfaction because (β = 

0.395, Sig. value = 0.000). Fifth, it can also be said based on results that voters’ 

satisfaction is positively related with their loyalty (β = 0.381, Sig. value = 0.000). Sixth, 

voters’ trust has effect on their voters’ involvement because (β = 0.079, Sig. < 0.10). 

Seventh, voters’ trust plays a positive role  of mediator between political marketing 

through social media and voters’ involvement (β = 0.395, Sig. value = 0.000). Sixth, 

voters’ satisfaction has also effect on the loyalty (β = 0.014, Sig. < 0.10). Moreover, R2 = 

0.033 of first hypotheses indicates that political marketing through social media predicts 

3.3% change in voters’ trust. R2 = 0.093 of second hypotheses shows that voters’ efficacy 

predicts 9.3% change in voters’ involvement. R2 = 0.038 of third hypotheses shows that 

voters’ involvement predicts 3.8% change in voters’ intention to vote. R2 = 0.156 of fourth 

hypotheses shows that voters’ intention to vote predicts 15.6% change in voters’ 

satisfaction. R2 = 0.145 of fifth hypotheses shows that voters’ satisfaction predicts 14.5% 

change in voters’ loyalty. R2 = 0.093 of sixth hypotheses shows that voters’ trust predicts 

9.3% change in voters’ involvement. This shows that present research model requires some 

more variables to improve prediction in endogenous variables.  

  

Furthermore, these findings are in consonance with previous various studies (e.g., Cody, 

2020; Duffy, & Chan, 2019; Esenyel, & Girgen, 2019; Feldman et al., 2017; Galston, 

2004; Manzoor, Baig, Hashim, & Sami, 2020; Pandian et al. 2013; Quintelier, 2007; 

Rankin, 2013; Shea, & Green, 2007; Stanley, 2017; Tümer, Aghaei, Öney, & Eddine, 

2019; Thomas et al., 2018; Wei, & Zhao, 2017; Wijesundara, & Xixiang, 2017).  

 

Contribution of current research 

 

 Present study contributes theoretically, methodologically, and regionally in the 

existing body of knowledge.  

 

Theoretical contribution of the current research 

 Present empirical study used Sociological Theory of Voting (Berelson, Lazarsfeld & 

McPhee 1954; Zuckerman, 1982; Zuckerman, Valentino, & Zuckerman, 1994), Economic 



Pak. Journal of Int’L Affairs, Vol 4, Issue 4 (2021)   The Impact of Political Marketing through social …     

 

 

 

 

 

 

 

770 

Theory of Voting (Downs, 1957), Theory of Economic (Rational) Voting (Lupia & 

McCubbins, 1998). Social Exchange Theory (Roeckelein, 2006), Political Marketing 

Theory (Lees- Marshment, 2001), Satisfaction Theory (Giese, & Cote, 2000; Oliver, & 

Swan, 1989; Peterson, & Wilson, 1992; Yi, 1990), Loyalty Theory (Oliver, 1999; Upton, 

& Särlvik, 1981) together to propose the conceptual framework of present study.  

 

 

Regional contribution of the current research 

 This study is the one which is based on empirical investigation conducted in the 

developing countries like Pakistan in which youth Pakistani voters’ perspectives were 

taken to establish the relationship between study variables”.  

 

Managerial Implications 

 

 This study presents the following pragmatic implications for the concerned 

stakeholders.  

i. Youth Pakistani voters’ perspectives should be respected by the elected ruling parties in 

Pakistan and social media should not be used for giving them lollypops rather promised 

things should be materialized to address all the burning issues of Pakistani voters.  

ii. Political ruling parties should use  social media sensibly for their specific and political 

objectives as the voters are directly affected by their comments.  

iii. Political ruling parties should prioritize their plans to provide quality education, health 

facilities, basic amenities such as developing infrastructure, public transport, and provide 

job opportunities to youth Pakistani voters to develop their loyalty with them.  

iv. Curriculum developers should incorporate some key components of voting behaviour to 

highlight the significance of casting a vote among youth Pakistani voters. 

v. University management of both public and private sector universities should organize 

debates to bring awareness about the importance of a vote and engage print and electronic 

media to promote healthy culture of competition among political parties in power.  

 

Limitations and Directions for Future Studies 

 This study incorporates few limitations and suggests future directions. First, since 

collected data of present study was mono method which means that single source cross 

sectional online data were gathered through a survey questionnaire. Therefore, future 

researchers should collect multisource data to avoid CMV bias. Secondly, full collinearity 

statistical remedial technique was used to address CMV bias. Therefore, future researchers 

should collect data of social desirability as a marker variable in case of single source data. 

R2 of endogenous variables in present research model was acceptable but future 
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researchers should include more variables in present research model from literature to 

increase predictivity.  

 

Conclusion 

 This empirical study established that “political marketing through social media” has 

a significant impact on voters’ trust and voting involvement in the context of youth 

Pakistani voters. It is because of social media influence that political efficacy among youth 

Pakistani voters has increased, and which has compelled them to be involved into political 

activities. However, youth Pakistani voters can be involved into electoral process if trust is 

developed to engage them for deciding to cast a vote to certain political parties if they are 

satisfied with their policies and performances and ultimately, they show their loyalty not 

only casting their own vote but also recommend others to cast a vote to political party of 

their choice.  

 

Declaration of Conflicting Interests  

 

 The authors of present study declared that there is no potential conflicts of interest 

with respect to the research, authorship, and publication of this article. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Pak. Journal of Int’L Affairs, Vol 4, Issue 4 (2021)   The Impact of Political Marketing through social …     

 

 

 

 

 

 

 

772 

References 

 

Abid, A., Harrigan, P., & Roy, S. (2021). A relationship marketing orientation in politics: 

Young voters’ perceptions of political brands’ use of social media. Journal of 

Strategic Marketing, 29(4), 359-374. 

 

Adebesin, F., & Mwalugha, R. (2020). The Mediating Role of Organizational Reputation 

and Trust in the Intention to Use Wearable Health Devices: Cross-Country 

Study. JMIR mHealth and uHealth, 8(6), e16721. 

 

Ahmad, N., & Rehman, F. U. (2020). Political Dynasties and Political Competition in 

Pakistan. Available at SSRN 3531639. 

 

Ahmad, Z., & Zain, Z. M. (2021). Political Involvement among Youth in Malaysia: 

Lessons Learnt. International Journal of Media and Communication Research, 2(1), 

11-22. 

 

Ahmed, M. A., Lodhi, S. A., & Shahzad, M. N. (2011). Political Brand: trusting a 

candidate in the age of mistrust. Journal of Business and Retail Management 

Research, 5(2), 131-141. 

 

Alalwan, A. A., Baabdullah, A. M., Rana, N. P., Tamilmani, K., & Dwivedi, Y. K. (2018). 

Examining adoption of mobile internet in Saudi Arabia: Extending TAM with 

perceived enjoyment, innovativeness, and trust. Technology in Society, 55, 100-110. 

 

Allagui, I., & Breslow, H. (2016). Social media for public relations: Lessons from four 

effective cases. Public relations review, 42(1), 20-30.  

 

Anggraeni, A., & Mariani, M. (2021). For A Better Country? Young Voter’s Intention to 

Vote for A Candidate: A Study of Youth in Indonesia. PalArch's Journal of 

Archaeology of Egypt/Egyptology, 18(1), 10-22. 

 

Anglistów, S. K. N., Nasiłowski, M., & Kościuk, E. (2021). The Media and its influence of 

the 2020 US Presidential Elections. 

 

Antoniades, N., Mohr, I., & Constantinou, C. (2021). Political Marketing. Business and 

Law, 59. 

 

Babbie, E. R. (2020). The practice of social research. Cengage learning. 



Pak. Journal of Int’L Affairs, Vol 4, Issue 4 (2021)   The Impact of Political Marketing through social …     

 

 

 

 

 

 

 

773 

 

Baer, J. A. (2013). Winners and Losers. In Ironic Freedom (pp. 97-107). Palgrave 

Macmillan, New York. 

 

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation models. Journal 

of the academy of marketing science, 16(1), 74-94. 

 

Berelson, L., & Lazarsfeld, P. (1990). McPhee. 1954. Voting. 

 

Bidwell, K., Casey, K., & Glennerster, R. (2020). Debates: Voting and expenditure 

responses to political communication. Journal of Political Economy, 128(8), 2880-

2924. 

 

Bilgin, Y. (2018). The effect of social media marketing activities on brand awareness, 

brand image and brand loyalty. Business & Management Studies: An International 

Journal, 6(1), 128-148. 

 

Brailovskaia, J., Rohmann, E., Bierhoff, H. W., Schillack, H., & Margraf, J. (2019). The 

relationship between daily stress, social support, and Facebook Addiction 

Disorder. Psychiatry research, 276, 167-174. 

 

Bramlett, J. C. (2021). Battles for branding: a political marketing approach to studying 

televised candidate debates. Communication Quarterly, 1-21. 

 

Bryman, A. (2016). Social research methods. Oxford university press. 

 

Carroll, R., & Nalepa, M. (2021). When does the personal vote matter for party loyalty? 

The conditional effects of candidate-centred electoral systems. Parliamentary 

Affairs, 74(1), 102-120. 

 

Carter Olson, C. (2016). # BringBackOurGirls: digital communities supporting real-world 

change and influencing mainstream media agendas. Feminist media studies, 16(5), 

772-787. 

 

Chaniago, S. N. S. A. (2021). Social Media Use and Political Efficacy: Structural Effect of 

the Voting Decision of New Voters. Journal of Academic Research in Business and 

Social Sciences, 11(6), 1827-1841. 

 



Pak. Journal of Int’L Affairs, Vol 4, Issue 4 (2021)   The Impact of Political Marketing through social …     

 

 

 

 

 

 

 

774 

Chhachhar, A. R., & Malik, R. R. (2021). Social Networking Usage and Trends Among 

Voters of Sindh, Pakistan. Медиаобразование, (2), 208-216. 

 

Chininga, T., Rungani, E., Chiliya, N., & Chuchu, T. (2019). Facebook Communication 

and Marketing Influence on Decision-Making and Choice of University Student 

Representatives: A Student's Perspective. Romanian Journal of Communication & 

Public Relations, 21(2). 

Chinomona, R., & Dubihlela, D. (2014). Does customer satisfaction lead to customer trust, 

loyalty and repurchase intention of local store brands? The case of Gauteng Province 

of South Africa. Mediterranean Journal of Social Sciences, 5(9), 23. 

 

Chiru, M., & Gherghina, S. (2012). When voter loyalty fails: party performance and 

corruption in Bulgaria and Romania. European Political Science Review, 4(1), 29-

49. 

 

Chiu, C. M., & Wang, E. T. (2008). Understanding Web-based learning continuance 

intention: The role of subjective task value. Information & Management, 45(3), 194-

201. 

 

Choi, B., & Lee, I. (2017). Trust in open versus closed social media: The relative influence 

of user-and marketer-generated content in social network services on customer 

trust. Telematics and Informatics, 34(5), 550-559. 

 

Christensen, H. S., Järvi, T., Mattila, M., & von Schoultz, Å. (2021). How voters choose 

one out of many: a conjoint analysis of the effects of endorsements on candidate 

choice. Political research exchange, 3(1), 1892456. 

 

Chung, M. L., Fung, K. K. W., Chiu, E. M., & Liu, C. L. (2021). Toward a Rational Civil 

Society: Deliberative Thinking, Civic Participation, and Self-Efficacy among 

Taiwanese Young Adults. Political Studies Review, 14789299211024440. 

 

Ciftci, D. (2021). Political Marketing and New Media Election Campaigning: The 

Application of North Cyprus 2018 General Elections. In Handbook of Research on 

New Media Applications in Public Relations and Advertising (pp. 355-379). IGI 

Global. 

 

Cody, F. (2020). Millennial turbulence: The networking of tamil media politics. Television 

& New Media, 21(4), 392-406. 

 



Pak. Journal of Int’L Affairs, Vol 4, Issue 4 (2021)   The Impact of Political Marketing through social …     

 

 

 

 

 

 

 

775 

Colvin, R. M., & Jotzo, F. (2021). Australian voters’ attitudes to climate action and their 

social-political determinants. Plos one, 16(3), e0248268. 

 

Dabula, N. (2017). The influence of political marketing using social media on trust, loyalty 

and voting intention of the youth of South Africa. Business & Social Sciences 

Journal, 2(1), 62-112. 

 

Danish Kirmani, M., Lakshmi, N., Hasan, F., & Pal Bhardwaj, Y. (2021). Dynamics of 

Voter Satisfaction: Empirical Investigation of Young Indian Voters. 

 

Dermody, J., Hanmer‐Lloyd, S., & Scullion, R. (2010). Young people and voting 

behaviour: alienated youth and (or) an interested and critical citizenry? European 

Journal of Marketing. 

 

Dillman, D. A., Smyth, J. D., & Christian, L. M. (2014). Internet, phone, mail, and mixed-

mode surveys: the tailored design method. John Wiley & Sons. 

 

Downs, A. (1957). An economic theory of democracy. 

 

Downs, A. (1957). An economic theory of political action in a democracy. Journal of 

political economy, 65(2), 135-150. 

 

Duffy, B. E., & Chan, N. K. (2019). “You never really know who’s looking”: Imagined 

surveillance across social media platforms. New Media & Society, 21(1), 119-138. 

 

Eger, L., Egerova, D., & Kryston, M. (2019). Facebook and Public Relations in higher 

education. Romanian Journal of Communication and Public Relations, 21(1), 7-30. 

 

Elizar, C., Indrawati, R., & Syah, T. Y. R. (2020). Service Quality, Customer Satisfaction, 

Customer Trust, and Customer Loyalty in Service of Paediatric Polyclinic Over 

Private H Hospital of East Jakarta, Indonesia. Journal of Multidisciplinary 

Academic, 4(2), 105-111. 

 

Erragcha, N. O. Z. H. A., & Romdhane, R. (2014). Social networks as marketing 

tools. Journal of Internet Banking and Commerce, 19(1), 1. 

 

Esenyel, I., & Girgen, M. (2019). Customer interactions on social media and their impact 

on trust and loyalty: the moderating role of product learning. Management Science 

Letters, 9(9), 1497-1506. 



Pak. Journal of Int’L Affairs, Vol 4, Issue 4 (2021)   The Impact of Political Marketing through social …     

 

 

 

 

 

 

 

776 

 

Etikan, I., Musa, S. A., & Alkassim, R. S. (2016). Comparison of convenience sampling 

and purposive sampling. American journal of theoretical and applied statistics, 5(1), 

1-4. 

 

Feldman, L., Hart, P. S., Leiserowitz, A., Maibach, E., & Roser-Renouf, C. (2017). Do 

hostile media perceptions lead to action? The role of hostile media perceptions, 

political efficacy, and ideology in predicting climate change 

activism. Communication Research, 44(8), 1099-1124. 

 

Feng, S., Wong, Y. K., Wong, L. Y., & Hossain, L. (2019). The Internet and Facebook 

usage on academic distraction of college students. Computers & Education, 134, 41-

49. 

Fornell, C., & Larcker, D. F. (1981). Structural equation models with unobservable 

variables and measurement error: Algebra and statistics. 

 

Galston, W. A. (2004). Civic education and political participation. PS: Political Science & 

Politics, 37(2), 263-266. 

 

Gefen, D. (2000). E-commerce: the role of familiarity and trust. Omega, 28(6), 725-737. 

 

Geys, B., Heinemann, F., & Kalb, A. (2010). Voter involvement, fiscal autonomy, and 

public sector efficiency: Evidence from German municipalities. European journal of 

political economy, 26(2), 265-278. 

 

Giese, J. L., & Cote, J. A. (2000). Defining consumer satisfaction. Academy of marketing 

science review, 1(1), 1-22. 

 

Greenman, J. (2021). Loyalty and Disloyalty in Urban America. Penn History 

Review, 28(1), 3. 

 

Hair Jr, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2021). A primer on partial 

least squares structural equation modeling (PLS-SEM). Sage publications. 

 

Hair, J. F., Anderson, R. E., Babin, B. J., & Black, W. C. (2010). Multivariate data 

analysis: A global perspective (Vol. 7). 

 

Hair, J. F., Astrachan, C. B., Moisescu, O. I., Radomir, L., Sarstedt, M., Vaithilingam, S., 

& Ringle, C. M. (2020). Executing and interpreting applications of PLS-SEM: 



Pak. Journal of Int’L Affairs, Vol 4, Issue 4 (2021)   The Impact of Political Marketing through social …     

 

 

 

 

 

 

 

777 

Updates for family business researchers. Journal of Family Business Strategy, 

100392. 

 

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. Journal 

of Marketing theory and Practice, 19(2), 139-152. 

 

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to 

report the results of PLS-SEM. European business review. 

 

Håkansson, P., & Witmer, H. (2015). Social media and trust: A systematic literature 

review. Journal of business and economics, 6(3), 517-524. 

 

Hariguna, T., & Berlilana, B. (2017). Understanding of antecedents to achieve customer 

trust and customer intention to purchase e-commerce in social media, an empirical 

assessment. International Journal of Electrical and Computer Engineering, 7(3), 

1240. 

Heger, K., & Hoffmann, C. P. (2021). Feminism! What is it good for? The role of 

feminism and political self-efficacy in women’s online political participation. Social 

Science Computer Review, 39(2), 226-244. 

 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing 

discriminant validity in variance-based structural equation modeling. Journal of the 

academy of marketing science, 43(1), 115-135. 

 

Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The use of partial least squares path 

modeling in international marketing. In New challenges to international marketing. 

Emerald Group Publishing Limited. 

 

Hoffmann, C. P., & Lutz, C. (2021). Digital Divides in Political Participation: The 

Mediating Role of social media Self‐Efficacy and Privacy Concerns. Policy & 

Internet, 13(1), 6-29. 

 

Hulland, J. (1999). Use of partial least squares (PLS) in strategic management research: A 

review of four recent studies. Strategic management journal, 20(2), 195-204. 

 

Ida, R., & Saud, M. (2020). An empirical analysis of social media usage, political learning, 

and participation among youth: a comparative study of Indonesia and 

Pakistan. Quality & Quantity, 54(4), 1285-1297. 

 



Pak. Journal of Int’L Affairs, Vol 4, Issue 4 (2021)   The Impact of Political Marketing through social …     

 

 

 

 

 

 

 

778 

James, R. (2021). The Truman Court: Law and the Limits of Loyalty. University of 

Missouri Press. 

 

Jones, C., & Kim, S. (2010). Influences of retail brand trust, off‐line patronage, clothing 

involvement and website quality on online apparel shopping intention. International 

Journal of Consumer Studies, 34(6), 627-637. 

 

Kenny, D. A. (2016). Moderation. Retrieved from 

http://davidakenny.net/cm/moderation.htm. 

 

Kim, H., Rao, A. R., & Lee, A. Y. (2009). It's time to vote: The effect of matching 

message orientation and temporal frame on political persuasion. Journal of 

Consumer Research, 35(6), 877-889. 

 

Kim, M. J., Chung, N., & Lee, C. K. (2011). The effect of perceived trust on electronic 

commerce: Shopping online for tourism products and services in South 

Korea. Tourism Management, 32(2), 256-265. 

Kirmani, M. D., Lakshmi, N., Hasan, F., & Bhardwaj, Y. P. (2019). Dynamics of Voter 

Satisfaction: Empirical Investigation of Young Indian Voters. Colombo Business 

Journal, 10(2). 

 

Koc-Michalska, K., Schiffrin, A., Lopez, A., Boulianne, S., & Bimber, B. (2021). From 

online political posting to mansplaining: The gender gap and social media in political 

discussion. Social Science Computer Review, 39(2), 197-210. 

 

Kumar, A., Bezawada, R., Rishika, R., Janakiraman, R., & Kannan, P. K. (2016). From 

social to sale: The effects of firm-generated content in social media on customer 

behavior. Journal of Marketing, 80(1), 7-25. 

 

Kushin, M. J., & Yamamoto, M. (2010). Did social media really matter? College students' 

use of online media and political decision making in the 2008 election. Mass 

communication and society, 13(5), 608-630. 

 

Laughlin, N., & Shelburne, P. (2021). How Voters’ Trust in Elections Shifted in Response 

to Biden’s Victory. Morning Consult. 

 

Lees-Marshment, J. (2014). Political marketing: Principles and applications. Routledge. 

 

http://davidakenny.net/cm/moderation.htm


Pak. Journal of Int’L Affairs, Vol 4, Issue 4 (2021)   The Impact of Political Marketing through social …     

 

 

 

 

 

 

 

779 

Leung, X. Y., Sun, J., & Bai, B. (2017). Bibliometrics of social media research: A co-

citation and co-word analysis. International Journal of Hospitality Management, 66, 

35-45. 

 

Li, M. W., Teng, H. Y., & Chen, C. Y. (2020). Unlocking the customer engagement-brand 

loyalty relationship in tourism social media: The roles of brand attachment and 

customer trust. Journal of Hospitality and Tourism Management, 44, 184-192. 

 

Lou, C., & Yuan, S. (2019). Influencer marketing: how message value and credibility 

affect consumer trust of branded content on social media. Journal of Interactive 

Advertising, 19(1), 58-73. 

 

Lu, Y., & Lee, J. K. (2019). Stumbling upon the other side: Incidental learning of counter-

attitudinal political information on Facebook. New Media & Society, 21(1), 248-265. 

 

Lupia, A., & Philpot, T. S. (2005). Views from inside the net: How websites affect young 

adults' political interest. The Journal of Politics, 67(4), 1122-1142. 

 

Lupia, A., McCubbins, M. D., & Arthur, L. (1998). The democratic dilemma: Can citizens 

learn what they need to know?. Cambridge University Press. 

 

Lyndon, N., Salman, A., & Hoe, K. C. (2021). The Enlivenment of Public Opinion in the 

New Era: Exploring the Power of Social Media on Political Consciousness in Saudi 

Arabia. Humanities, 9(2), 209-219. 

 

Madinga, N. W., Maziriri, E. T., Mototo, L. T., & Chuchu, T. (2021). Political campaigns 

in South Africa: Does celebrity endorsement influence the intention to vote?. Journal 

of Public Affairs, 21(2), e2225. 

 

Mainardes, E. W., & Cardoso, M. V. (2019). Effect of the use of social media in trust, 

loyalty and purchase intention in physical stores. The International Review of Retail, 

Distribution and Consumer Research, 29(4), 456-477. 

 

Manzoor, U., Baig, S. A., Hashim, M., & Sami, A. (2020). Impact of Social Media 

Marketing on Consumer’s Purchase Intentions: The Mediating role of Customer 

Trust. International Journal of Entrepreneurial Research, 3(2), 41-48. 

 

Matsa, K. E., & Lu, K. (2016). 10 facts about the changing digital news landscape. 

 



Pak. Journal of Int’L Affairs, Vol 4, Issue 4 (2021)   The Impact of Political Marketing through social …     

 

 

 

 

 

 

 

780 

Moslehpour, M., Lewi, S., Kurniawati, D., Ismail, T., & T. Negash, Y. (2021, February). 

The Influence of Social Media Marketing on Voter's Intention in Indonesia. In 2021 

7th International Conference on E-Business and Applications (pp. 212-218). 

 

O'cass, A., & Nataraajan, R. (2003). At the polls: Continuing to explore voter 

psychology. Journal of Political Marketing, 2(2), 67-81. 

 

Ognyanova, K., Lazer, D., Baum, M., Perlis, R. H., Druckman, J., Santillana, M., ... & 

Chwe, H. (2021). The COVID States Project# 29: Election fairness and trust in 

institutions. 

 

Oliver, R. L. (1999). Whence consumer loyalty? Journal of marketing, 63(4_suppl1), 33-

44. 

 

Oliver, R. L., & Swan, J. E. (1989). Consumer perceptions of interpersonal equity and 

satisfaction in transactions: a field survey approach. Journal of marketing, 53(2), 21-

35. 

 

Page, S., & Elbeshbishi, S. (2021). Exclusive: Defeated and Impeached, Trump Still 

Commands the Loyalty of the GOP’s Voters. USA Today. 

Panagiotidou, G., & Chadjipadelis, T. (2021). First-Time Voters in Greece: Views and 

Attitudes of Youth on Europe and Democracy. In Data Analysis and Rationality in a 

Complex World 16 (pp. 225-232). Springer International Publishing. 

 

Pandian, M. S. S., & Kalaiyarasan, A. (2013). A Tamil spring? Economic and Political 

Weekly, 10-11. 

 

Peterson, R. A., & Wilson, W. R. (1992). Measuring customer satisfaction: fact and 

artifact. Journal of the academy of marketing science, 20(1), 61-71. 

 

Podsakoff, P. M., MacKenzie, S. B., & Podsakoff, N. P. (2012). Sources of method bias in 

social science research and recommendations on how to control it. Annual review of 

psychology, 63, 539-569. 

 

Prats, M., & Meunier, A. (2021). Political efficacy and participation: An empirical analysis 

in European countries. 

 



Pak. Journal of Int’L Affairs, Vol 4, Issue 4 (2021)   The Impact of Political Marketing through social …     

 

 

 

 

 

 

 

781 

Preacher, K. J., & Hayes, A. F. (2004). SPSS and SAS procedures for estimating indirect 

effects in simple mediation models. Behavior research methods, instruments, & 

computers, 36(4), 717-731. 

 

Preacher, K. J., & Hayes, A. F. (2008). Asymptotic and resampling strategies for assessing 

and comparing indirect effects in multiple mediator models. Behavior research 

methods, 40(3), 879-891. 

 

Quintelier, E. (2007). Differences in political participation between young and old 

people. Contemporary politics, 13(2), 165-180. 

 

Rachmat, M. (2010). Women Intentions to Vote: The Effect of Personal Factor and Social 

Pressure (Case of Ternate Mayor Elections). Available at SSRN 1898581. 

 

Rachmat, M. (2014). The Impact of Political Brand Trust on Voting Intention: Evidence 

from 2013 North Maluku Governor Election. IUP Journal of Brand 

Management, 11(2). 

 

Rankin, D. M. (2013). US politics and Generation Y: Engaging the millennials. Lynne 

Rienner Publishers. 

 

Richins, M. L., & Bloch, P. H. (1991). Post-purchase product satisfaction: Incorporating 

the effects of involvement and time. Journal of Business Research, 23(2), 145-158. 

Ricks, A. C. (2021). The Effect of Moral Development on Voters’ Trust in 

Politicians (Doctoral dissertation, Walden University). 

 

Ringle, C. M., Wende, S., & Becker, J.-M. (2015). "SmartPLS 3." Boenningstedt: 

SmartPLS GmbH, http://www.smartpls.com  

 

Roeckelein, J. E. (Ed.). (2006). Elsevier's dictionary of psychological theories. Elsevier. 

 

Rooney, B. J., & Evans, A. N. (2018). Methods in psychological research. Sage 

Publications. 

 

Sanny, L., Arina, A., Maulidya, R., & Pertiwi, R. (2020). Purchase intention on Indonesia 

male’s skin care by social media marketing effect towards brand image and brand 

trust. Management Science Letters, 10(10), 2139-2146. 

 

http://www.smartpls.com/


Pak. Journal of Int’L Affairs, Vol 4, Issue 4 (2021)   The Impact of Political Marketing through social …     

 

 

 

 

 

 

 

782 

Sarstedt, M., Ringle, C. M., Smith, D., Reams, R., & Hair Jr, J. F. (2014). Partial least 

squares structural equation modeling (PLS-SEM): A useful tool for family business 

researchers. Journal of family business strategy, 5(1), 105-115. 

 

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill building 

approach. John Wiley & Sons. 

 

Seo, E. J., & Park, J. W. (2018). A study on the effects of social media marketing activities 

on brand equity and customer response in the airline industry. Journal of Air 

Transport Management, 66, 36-41. 

 

Shea, D. M., & Green, J. C. (2007). Tales from the trenches: party orgainzations that are 

connecting with young citizens. Fountain of Youth: Strategies and Tactics for 

Mobilizing America’s Young Voters, 49-77. 

 

Shmueli, G., Sarstedt, M., Hair, J. F., Cheah, J. H., Ting, H., Vaithilingam, S., & Ringle, C. 

M. (2019). Predictive model assessment in PLS-SEM: guidelines for using 

PLSpredict. European Journal of Marketing. 

 

Shockley-Zalabak, P. S., & Morreale, S. P. (2021). Voters’ Perceptions of Trust in Donald 

Trump in 2016 and 2019: Implications for Presidential Leadership in the Crises of 

2020. American Behavioral Scientist, 65(3), 448-464. 

 

Sihombing, S. O., & Pramono, R. (2021). The Integration of social media to the Theory of 

Planned Behavior: A Case Study in Indonesia. The Journal of Asian Finance, 

Economics and Business, 8(5), 445-454. 

 

Singh, J., Crisafulli, B., & Xue, M. T. (2020). ‘To trust or not to trust’: the impact of social 

media influencers on the reputation of corporate brands in crisis. Journal of Business 

Research, 119, 464-480. 

 

Singh, S., & Sonnenburg, S. (2012). Brand performances in social media. Journal of 

interactive marketing, 26(4), 189-197. 

 

Soper, D. S. (2020). A-priori Sample Size Calculator for Structural Equation Models 

[Software].  

 

Stanley, K. E. (2017). Social media use, political efficacy, and political participation 

among youth during the 2016 campaign. 



Pak. Journal of Int’L Affairs, Vol 4, Issue 4 (2021)   The Impact of Political Marketing through social …     

 

 

 

 

 

 

 

783 

 

Sukri, S., Yunus, A., & Ekawaty, D. (2021). The Forming of First-Time Voters’ Political 

Preference in Indonesia. https://www. rj4allpublications. com/. 

 

Tehseen, S., Ramayah, T., & Sajilan, S. (2017). Testing and controlling for common 

method variance: A review of available methods. Journal of Management 

Sciences, 4(2), 142-168. 

 

Thomas, S. L., Bestman, A., Pitt, H., Cassidy, R., McCarthy, S., Nyemcsok, C., ... & 

Daube, M. (2018). Young people’s awareness of the timing and placement of 

gambling advertising on traditional and social media platforms: a study of 11–16-

year-olds in Australia. Harm Reduction Journal, 15(1), 1-13. 

 

Tümer, M., Aghaei, I., Öney, E., & Eddine, Y. N. (2019). The impact of traditional and 

social media marketing on customers’ brand trust and purchase intentions in the 

Turkish airline market. Journal of Research in Emerging Markets, 1(4), 55-68. 

 

Upton, G. J., & Särlvik, B. (1981). A loyalty–distance model for voting change. Journal of 

the Royal Statistical Society: Series A (General), 144(2), 247-259. 

 

Usakli, A., & Kucukergin, K. G. (2018). Using partial least squares structural equation 

modeling in hospitality and tourism: Do researchers follow practical 

guidelines? International Journal of Contemporary Hospitality Management. 

Valenzuela, S., Park, N., & Kee, K. F. (2009). Is there social capital in a social network 

site? Facebook use and college students' life satisfaction, trust, and 

participation. Journal of computer-mediated communication, 14(4), 875-901. 

 

Van Vuuren, T., Roberts-Lombard, M., & Van Tonder, E. (2012). Customer satisfaction, 

trust, and commitment as predictors of customer loyalty within an optometric 

practice environment. Southern African Business Review, 16(3), 81-96. 

 

VanDusky-Allen, J., & Utych, S. M. (2021). The Effect of Partisan Representation at 

Different Levels of Government on Satisfaction with Democracy in the United 

States. State Politics & Policy Quarterly, 1-27. 

 

Velasquez, A., & LaRose, R. (2015). Social media for social change: social media political 

efficacy and activism in student activist groups. Journal of Broadcasting & 

Electronic Media, 59(3), 456-474. 

 



Pak. Journal of Int’L Affairs, Vol 4, Issue 4 (2021)   The Impact of Political Marketing through social …     

 

 

 

 

 

 

 

784 

Wang, Y. T. (2021). Legislative strength and democratic satisfaction in presidential 

democracies. Electoral Studies, 71, 102333. 

 

Warner-Søderholm, G., Bertsch, A., Sawe, E., Lee, D., Wolfe, T., Meyer, J., ... & Fatilua, 

U. N. (2018). Who trusts social media? Computers in human behavior, 81, 303-315. 

 

Wei, L., & Zhao, L. (2017). Social media use, political efficacy, and political participation 

in China: The moderating role of need for orientation. In New media and Chinese 

society (pp. 55-73). Springer, Singapore. 

 

Wibowo, A. R. (2021). The Voters Behavior Towards Women Candidates in the 2019 

Legislative Election in North Luwu Regency. Journal of Social Science, 2(1), 1-10. 

 

Wijesundara, T. R., & Xixiang, S. (2017). Intention to use social networking sites: impact 

of personal innovativeness. Journal on Innovation and Sustainability RISUS, 8(1), 

79-90. 

 

Xia, L. (2021). The Smoothed Satisfaction of Voting Axioms. arXiv preprint 

arXiv:2106.01947. 

 

Yalch, M. M. (2021). Dimensions of pathological narcissism and intention to vote for 

Donald Trump. Plos one, 16(4), e0249892. 

 

Yi, Y. (1990). A critical review of consumer satisfaction. Review of marketing, 4(1), 68-

123. 

Zeng, N., Liu, Y., Gong, P., Hertogh, M., & König, M. (2021). Do right PLS and do PLS 

right: A critical review of the application of PLS-SEM in construction management 

research. Frontiers of Engineering Management. 

 

Zhang, C. B., & Li, Y. N. (2019). How social media usage influences B2B customer 

loyalty: roles of trust and purchase risk. Journal of Business & Industrial Marketing. 

 

Zuckerman, A. S. (1982). New approaches to political cleavage: A theoretical 

introduction. Comparative Political Studies, 15(2), 131-144. 

 

Zuckerman, A. S., Valentino, N. A., & Zuckerman, E. W. (1994). A structural theory of 

vote choice: Social and political networks and electoral flows in Britain and the 

United States. The Journal of Politics, 56(4), 1008-1033. 

 


