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Abstract
Driven by digital platforms like Instagram, Facebook, and TikHub, Pakistan's
fast expanding fashion sector has fundamentally changed the mechanics of
consumer-brand interactions. User-generated content (UGC) and firm-generated
content (FGC) are more important in this changing digital terrain in determining
consumer impressions, brand trust, and finally brand loyalty. With an emphasis
on the mediating roles of brand trust and brand image as well as the moderating
influence of perceived product quality, the present study attempts to investigate the
effects of UGC and FGC on brand loyalty in the framework of the Pakistani
fashion sector. The study posits that UGC, including customer reviews, ratings,
and social media posts, and FGC, such as official brand communications and
promotional content, have distinct but interconnected impacts on brand loyalty.
The findings are expected to highlight the importance of both factual and
emotional content in enhancing consumer engagement, trust and loyalty.
Additionally, the moderating influence of perceived quality and the mediating
functions of brand trust and brand image will be analyzed to provide a detailed
comprehension of how digital content fosters brand loyalty. This study enhances
academic literature by addressing deficiencies in the comprehension of digital
content's influence on brand loyalty in developing countries, specifically within
Pakistan's fashion sector. The research will provide actionable insights for fashion
businesses, instructing marketers on how to use both UGC and FGC to cultivate
deeper, more loyal customer connections in a more digital landscape. The results
are particularly important for comprehending how external influences affect
customer behavior and the efficacy of content in creating brand views and loyalty.
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INTRODUCTION
The rapid expansion of the fashion industry in
Pakistan, particularly through digital platforms, has
reshaped consumer-brand relationships. As more

consumer-brand relationships. With the increasing
trend of consumers opting for online buying, the two
essential components of digital marketing have
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surfaced as pivotal factors in fostering brand loyalty:
User-Generated Content (UGC) and Firm-
Generated Content (FGC). User-generated content
(UGC), encompassing customer reviews, ratings, and
electronic word-of-mouth (Ewom), has emerged as a
crucial instrument in influencing consumer
perceptions and purchasing decisions (Cheung, Lee
& Rabjohn, 2008). Conversely, FGC, including
official brand communications like product
promotions and updates, is crucial in establishing a
direct interaction with customers (Poulis, Mylonakis,
& Theodosiou, 2019). Within the framework of the
Pakistani fashion business, the efficacy of these two
content categories in shaping perceived quality,
brand trust, and, ultimately, brand loyalty is vital,
particularly considering the distinct socio-economic
and cultural dynamics of the nation. Within the
framework of the Pakistani fashion business, the
efficacy of these two content kinds in shaping
perceived quality, brand trust, and, ultimately, brand
loyalty is vital, particularly in light of the country's
distinctive socio-economic and cultural dynamics.
This research aims to examine the influence of User-
Generated Content (UGC) and Firm-Generated
Content (FGC) on perceived quality, brand trust,
and brand loyalty in the Pakistani fashion business,
specifically considering the moderating impacts of
pandemic-related anxieties. This research seeks to
provide significant insights into academic literature
and practical tactics for fashion businesses in
Pakistan by examining the interaction of these
aspects.

1.1 BACKGROUND
The traditional approach to brand loyalty has often
emphasized the establishment of long-lasting
relationships between consumers and brands
through the direct influence of product quality,
service, and personalized customer experience
(Akhoondnejad, 2016; Keshavarz & Jamshidi, 2018).
However, in the era of digitalization and the rise of
social media platforms, achieving brand loyalty is no
longer a straightforward process of improving a
product or service alone. The dynamics of consumer-
brand relationships have been profoundly altered by
the rise of digital communication channels,
particularly social media. In the context of the
fashion industry, especially in emerging markets like

Pakistan, brand loyalty is increasingly shaped by the
digital content that brands share, and the user-
generated content (UGC) that consumers
contribute, across platforms like Instagram,
Facebook, and TikTok (Cheung et al., 2008;
Keshavarz & Jamshidi, 2018). With the growing
dominance of social media, brand loyalty in the
fashion industry can no longer be achieved merely
through traditional marketing strategies or by
enhancing the quality of the fashion products alone.
Consumers are now actively involved in the creation
and dissemination of content that influences brand
perceptions and loyalty. This shift has led to
significant changes in the way brands and consumers
interact. Fashion brands in Pakistan, for example,
face the challenge of navigating these new digital
landscapes where online content shared by
influencers, celebrities, and ordinary consumers can
have a more profound impact on a brand’s image
than any marketing campaign. The increasing
importance of UGC-such as reviews, product photos,
and unboxing videos-has shifted the balance of
power from brand-controlled marketing to
consumer-driven content, making it a crucial factor
in building and maintaining consumer trust and
loyalty (Kim & Kim, 2020; Leung, Law, & Lee,
2013)
As a result, it is essential for fashion brands in
Pakistan to understand how UGC affects consumer
behavior, specifically in terms of perceived quality,
brand trust, and ultimately, brand loyalty, UGC not
only shapes consumers’ understanding of a brand’s
offerings but also plays a pivotal role in their
decision-making processes. The growing reliance on
social media content in the fashion industry has
made UGC a key factor in shaping perceptions
about fashion brands. Consumers have transitioned
from being passive consumers of marketing messages
to actively engaging with information on social
media, which shapes their perceptions of businesses
and affects their loyalty to those brands (Amatulli,
Guido, & Nataraajan, 2019; Oliveria & Casais,
2019).
Furthermore, the Pakistani fashion industry
presents a unique context for this research due to its
rapid growth, evolving consumer behaviors, and the
increasing role of digital platforms in consumer
decision-making. Social media usage has skyrocketed
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in Pakistan, especially among younger demographics
who are highly active on platforms like Instagram,
Facebook, and TikTok. This demographic is
particularly influential in driving trends, influencing
purchasing decisions, and fostering brand loyalty. In
this context, the role of social media communication
in shaping consumer behavior and brand loyalty has
become critical to understanding how fashion brands
can maintain a competitive edge (Lydia, 2021).
While UGC is widely recognized as a powerful
influence on consumer perceptions and behavior,
its specific impact on brand loyalty in the Pakistani
fashion industry has yet to be fully explored. Existing
research has often concentrated on the role of UGC
in broader consumer behavior, such as product
satisfaction, purchase intentions, and brand advocacy
(Narangajavana et al., 2019). However, few studies
have focused on the nuanced role of different types
of UGC—such as factual information versus
emotional content—and how these affect brand
loyalty in the fashion sector. For example, while
factual content like product reviews and detailed
descriptions may enhance consumer knowledge
about a brand, emotional content, such as lifestyle
images or aspirational narratives shared by
influencers, can create a more emotional connection
with consumers, influencing their long-term loyalty
(Wang et al., 2016; Xiang & Gretzel, 2010).
In the digital fashion marketing landscape, User-
Generated Content (UGC) and Fashion- Generated
Content (FGC) significantly shape consumer
behavior and brand loyalty. Angeles, Clemente,
Malimban, Santos, and Tan (2024) found that
emotional attachment to influencer- generated
content (IGC)-driven by factors like novelty,
reliability, and quality-positively influences
consumer loyalty and brand engagement.
In the Pakistani fashion industry, UGC and FGC
can play a similar role to IGC, where content from
both consumers and brands form the core of the
consumer-brand relationship. Just as Angeles et al.
(2024) demonstrated the reliable and high-quality
IGC fosters emotional attachment, UGC and FGC
can build brand loyalty by creating content that
resonates with consumers, enhances brand trust,
and strengthens brand image-all mediators that
contribute to brand loyalty.

Building on Angeles et al. (2024), UGC (e.g.,
customer reviews, fashion blog posts, and social
media shares) and FGC (e.g., brand content product
showcases, and influencer collaborations) foster
emotional attachment when perceived as authentic
and reliable. This, in turn, boosts brand trust and a
positive brand image, both of which are essential for
building lasting brand loyalty. For example, UGC in
the form of customer testimonials or shared outfits
can make a brand appear more trustworthy, while
FGC that aligns with quality standards can
strengthen the brand’s identity. As Angeles et al.
(2024) highlighted, when consumers trust the
content they encounter- whether user or brand-
generated-they are more likely to develop stronger
emotional attachment, leading to greater brand
loyalty.

1.2 PROBLEM STATEMENT
The rapid digital transformation driven by social
media platforms such as Instagram, TikTok, and
Facebook has dramatically altered consumer-brand
relationships within Pakistan's fast-growing fashion
industry. Historically, brand loyalty in this sector
depended largely on traditional factors like product
quality, personalized service, and direct brand
interactions (Akhoondnejad, 2016). However, the
increasing reliance on digital engagement has
brought new challenges, including heightened
consumer expectations for authenticity and
transparency, intense competition for consumer
attention, and fluctuating consumer behavior due to
pandemic-related anxieties (Supriya, 2021).
In this evolving digital environment, Pakistani
fashion brands face significant challenges in
effectively managing consumer perceptions through
User-Generated Content (UGC) and Firm-
Generated Content (FGC). While factual UGC
(such as customer reviews and ratings) influences
cognitive assessments of brand reliability, emotional
UGC (like influencer endorsements and aspirational
posts) cultivates deeper consumer-brand relationships
(Narangajavana et al., 2019). Similarly, brands must
strategically utilize FGC to deliver authentic and
relevant messages that align with consumer values
and enhance perceived quality and trust (Poulis,
Mylonakis, & Theodosiou, 2019). Yet, the
mechanisms through which these content types of
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specifically foster brand loyalty in the culturally
unique Pakistani fashion market remain
underexplored.
Therefore, this research aims to investigate the
distinct impacts of factual and emotional User-
Generated Content (UGC) and Firm-Generated
Content (FGC) on brand loyalty in Pakistan’s
fashion industry. The study particularly examines the
mediating roles of brand trust and brand image,
along with the moderating effect of perceived quality,
to provide actionable insights for fashion brands
striving to build lasting consumer loyalty through
digital content strategies.

1.3 RESEARCH GAP
Previous studies have shown how UGC influences
consumer behavior in sectors like tourism, where it
shapes brand perceptions and revisit intentions
(Leung, Law, & Lee, 2013). However, the role of
digital content in the Pakistani fashion context,
particularly regarding brand trust and loyalty, is not
well understood (Mathradas, 2020). The rise of
pandemic-induced fears has Further complicated
consumer behavior, making UGC and FGC even
more significant in shaping perceptions of brand
quality and trust (Supriya, 2021). Yet, there is
limited research on how these fears influence
consumer engagement with social media content,
especially in a culturally nuanced market like
Pakistan (Kim et al., 2020).
This study aims to fill these gaps by examining how
factual and emotional UGC, along with FGC,
influence brand trust and loyalty in the Pakistani
fashion sector, with a focus on the moderating role
of pandemic-related fears. The findings will provide
valuable insights for fashion brands in Pakistan,
helping them leverage digital content to build
stronger, more loyal customer relationships.

1.4 RESEARCH OBJECTIVE
(a) To investigate the direct impact of UGC on
brand loyalty in the Pakistani fashion sector.
(b) To analyze the influence of FGC on brand loyalty
within the fashion industry in Pakistan.
(c) To assess the role of brand trust as a mediator in
the relationship between UGC and brand loyalty.
(d) To evaluate the mediating effect of brand trust on
the connection between FGC and brand loyalty.

(e) To determine how perceived quality affects the
relationship between UGC and brand loyalty.
(f) To explore the extent to which perceived quality
impacts the connection between FGC and brand
loyalty.
(g) To examine how brand image mediates the
relationship between UGC and brand loyalty.
(h) To assess the mediating role of brand image in
the relationship between FGC and brand loyalty.

LITERATURE REVIEW
The increasing use of digital platforms like Instagram,
Facebook, and TikTok has revolutionized consumer-
brand interactions, fueling the fast rise of Pakistan’s
fashion business. Brand perception, trust, and loyalty
are all profoundly affected by user-generated content
(UGC) and firm-generated content (FGC), all of
which have become essential components of digital
marketing campaigns. User-generated content (UGC)
is typically seen to be more genuine and trustworthy
than paid advertising since it is created and shared by
actual people (De Vries, Gensler, & Leeflang, 2012).
On the other hand, FGC, consisting of official brand
communications and promotional materials, allows
brands to maintain control over their messaging
while fostering direct engagement with their
audience (Alves et al., 2016).
In the unique socio-cultural and economic landscape
of Pakistan, understanding the relationship between
UGC, FGC, and brand loyalty becomes increasingly
important. UGC influences brand perceptions by
leveraging consumer trust, transparency, and
community-building, while FGC strengthens brand
positioning through authoritative and emotionally
resonant content. This study aims to analyze the
interplay between UGC, FGC, and brand loyalty,
focusing on how these digital content strategies
consumer behavior and loyalty within the Pakistani
fashion industry.
In Pakistan's fashion sector, User-Generated Content
(UGC) and Firm-Generated Content (FGC) have
become more important in influencing customer
perceptions and fostering brand loyalty due to the
fast growth of digital platforms. According to
Cheung, Lee, and Rabjohn (2008), user-generated
content (UGC) is increasingly important for
consumers since it helps them make informed
purchase decisions and builds confidence in
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companies. Companies may build trust and keep
their audience engaged using FGC, which includes
official marketing materials and brand-generated
promotional content. The evolution of consumer-
brand interactions in the digital sphere is a prime
example of how online content is becoming more
important in retaining customers. On the other
hand, FGC, which includes Official brand
communications and marketing materials, serves to
establish a direct dialogue with consumers (Poulis,
Mylonakis, & Theodosiou, 2019). Given the unique
socio-economic and cultural context of Pakistan,
understanding the interplay between UGC, FGC,
and brand loyalty becomes imperative.

2.1 INTEGRATING THE STIMULUS-
ORGANISM-RESPONSE (SOR)MODEL
This research utilizes the Stimulus-Organism-
Response (SOR) model (Mehrabian & Russell, 1974)
to comprehensively examine how external digital
stimuli (User-Generated Content and Firm-
Generated Content) influence internal psychological
states (brand trust, brand image, and perceived
quality) that subsequently drive consumer responses
(brand loyalty).
Stimulus (UGC & FGC):
The model positions User-Generated Content and
Firm-Generated Content as critical stimuli
influencing consumer behavior. UGC, including
both factual content such as reviews and ratings, and
emotional content such as influencer posts and
aspirational images, provides authenticity and social
validation (Cheung, Lee & Rabjohn, 2008).
Meanwhile, FGC—comprising official
communications, promotional campaigns, and
branded social media content—facilitates controlled,
strategic messaging and consistent brand positioning
(Poulis et al., 2019).
Organism:

This section clearly identifies three internal
psychological responses mediating and moderating
the relationship between content stimuli (UGC and
FGC) and consumer behavioral outcomes:
Brand Trust: Defined as consumers' confidence in a
brand’s reliability and integrity, brand trust is central
to consumer-brand relationships. Both UGC and
FGC contribute to building trust through perceived
authenticity, transparency, and reliability, shaping
consumers' long-term loyalty (Chaudhuri &
Holbrook, 2001; Delgado-Ballester & Munuera-
Aleman, 2001).
Brand Image: Reflecting consumer perceptions and
emotional associations with a brand, brand image
acts as a mediator influenced significantly by digital
content. Positive, authentic UGC enhances brand
image through peer credibility, while strategic FGC
reinforces professional quality standards and brand
values (Faircloth et al., 2001; Kim & Kim, 2020).
Perceived Quality (Moderator): As a subjective
consumer assessment of a brand’s superiority relative
to competitors, perceived quality influences how
effectively digital content translates into brand
loyalty. UGC, through authentic consumer
experiences, and FGC, via professional quality
assurances, shape consumers' perceived value and
subsequently enhance their loyalty (Aaker, 1991;
Zeithaml, 1988).
In line with digital marketing theories, brand equity
theory, and neuromarketing theory, this framework
proposes that the strategic deployment of both UGC
and FGC (Stimulus) enhances brand trust and brand
image (Organism), moderated by perceived quality,
ultimately influencing brand loyalty (Response). By
integrating theories such as Aaker’s Brand Equity
Theory and the Elaboration Likelihood Model
(ELM), the framework captures both cognitive
(factual evaluations of quality and reliability) and
emotional (aspirational brand connections)
dimensions influencing loyalty.
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Figure 2.1 Theoretical Framework (Stimulus-Organism-Response SORModel)

2.2 USER-GENERATEDCONTENT (UGC)
User-Generated Content (UGC) encompasses
materials such as reviews, photographs, videos, blog
entries, and social media posts produced by
consumers or users of a brand, as opposed to the
brand itself. User-generated content (UGC) is
frequently regarded as more authentic and credible,
as it represents genuine consumer experiences and
opinions that are not directly managed or filtered by
the brand (De Vries, Gensler, & Leeflang, 2012).
Authenticity significantly influences consumer
perceptions of the brand and is regarded as a viral
element in contemporary marketing strategies.
Research consistently demonstrates that user-
generated content significantly influences consumer
trust and brand image, which are critical mediators
in the relationship between content and brand
loyalty. Positive user-generated content, including
favorable reviews and social media posts from
consumers, offers potential buyers’ insights into the
product or service from a peer perspective. Peer
validation can enhance the credibility and
trustworthiness of a brand image, as consumers often
place greater trust in the opinions of other buyers
compared to traditional advertising or content
produced by the firm (De Vries, Gensler, & Leeflang,
2012). When customers share personal experiences
with a product or service, it conveys transparency,
providing a comprehensive perspective on the
brand's offerings and performance, thereby
enhancing its perceived quality.
Furthermore, user-generated content significantly
influences the perception of a brand's social
responsibility. Consumer-generated content that
highlights brands' ethical or sustainable practices
reflects individual values and reinforces the brands'

commitment to these principles. This is especially
pertinent in the fashion industry, where ethical
considerations like sustainability and environmental
impact are progressively shaping consumer
purchasing decisions. User-generated content that
adheres to ethical values can be considered a form of
sustainability marketing, analogous to the sustainable
marketing practices examined by Jung, Kim, and
Kim (2020) within traditional fashion markets. Jung
et al. (2020) assert that sustainable marketing
activities promoting social and environmental
responsibility contribute to brand image formation
and enhance consumer trust, which in turn results in
increased brand loyalty. UGC that conveys a brand's
sustainable practices or highlights products with
ethical attributes can strengthen brand loyalty by
cultivating deeper emotional connections with
consumers.
Furthermore, UGC provides a platform for
community engagement, facilitating interactions
among consumers and between consumers and the
brand. Such interactions can enhance brand
identification and attachment, as consumers perceive
themselves as integral to a broader movement or
community. The sense of belonging plays a crucial
role in cultivating brand loyalty, as consumers tend
to maintain their commitment to a brand when they
experience emotional connection and social support.
User-generated content enhances community
engagement, thereby reinforcing the relationship
between consumers and brands. This increased
connection is likely to result in higher rates of repeat
purchases and ongoing advocacy through individual
content creation (De Vries, Gensler, & Leeflang,
2012).
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Consistent with the findings of Jung et al. (2020),
user-generated content that expresses positive
sentiment, especially when emphasizing a brand's
ethical or sustainable practices, can substantially
enhance a brand's sustainability marketing initiatives.
User-generated content enhances brand image and
serves as a catalyst for consumer trust by fostering
authenticity and transparency. These elements
contribute to increased brand loyalty. User-generated
content enhances brand image and serves as a
catalyst for consumer trust by fostering authenticity
and transparency. These factors consequently result
in heightened brand loyalty. User-generated content
(UGC) and firm-generated content (FGC) can
collaboratively construct a persuasive brand narrative
that highlights sustainability and ethics, thereby
promoting enduring consumer engagement and
loyalty. UGC serves as both a marketing instrument
and a significant factor in enhancing brand equity
and consumer retention in the contemporary socially
conscious market.
H1: There is a positive impact of User-Generated
Content (UGC) on brand loyalty in the Pakistani
fashion industry.

2.3 FIRM-GENERATED CONTENT
Firm-generated content (FGC) denotes the content
produced, managed, and distributed by brands or
organizations on social media platforms. This
content constitutes an integral component of a
company's official marketing strategy, encompassing
promotions, advertisements, product information,
and brand messaging. FGC seeks to directly impact
consumers' attitudes, perceptions, and behaviors,
especially regarding the enhancement of brand
awareness and the cultivation of brand loyalty (Alves
et al., 2016; Dwivedi et al., 2019).
In the realm of brand loyalty, FGC serves as an
essential instrument for companies to interact with
their audience, uphold a consistent brand image,
and enhance customer relationships. Prior studies
demonstrate that FGC significantly influences
consumers' brand evaluations by providing
information regarded as credible and authoritative,
as it originates directly from the source. Repeated
exposure to firm-generated content can strengthen
the cognitive and affective aspects of brand loyalty,
leading consumers to form a deeper connection with

the brand (Barreda et al., 2020; Wang et al., 2019).
Furthermore, FGC typically exhibits significant
interactivity, allowing consumers to engage directly
with the brand via comments, likes, and shares. This
engagement can enhance brand loyalty (Alves et al.,
2016).
Xie and Lee (2015) and the meta-analysis of the
impact of social media content on logo loyalty
decorate the literature by way of evaluating the
efficacy of organization-generated content material
(FGC) and consumer-generated content (UGC). The
outcomes demonstrate that FGC has a greater
mentioned impact on the conative and cognitive
dimensions of brand loyalty as compared to UGC.
The efficacy of FGC varies primarily based on
contextual elements, consisting of the platform used,
consumer engagement levels, and the product kind,
whether hedonic or utilitarian (Alves et al., 2016).
The research indicates that well-designed and
executed FGC can positively impact brand loyalty by
delivering high-quality, relevant, and emotionally
engaging content that aligns with consumers' needs
and values. This insight has implications for
management, especially for brands aiming to invest
in social media marketing strategies that utilize FGC
to foster stronger, enduring relationships with
customers.
H2: There is a positive impact of Firm-Generated
Content (FGC) on brand loyalty in the Pakistani
fashion industry.

2.4 BRAND TRUST
Brand trust is a critical element influencing
consumer behavior, particularly in the formation of
Brand loyalty (Morgan & Hunt, 1994; Doney &
Cannon, 1997). Chaudhuri and Holbrook (2001)
define brand consideration as the cultivation of
consideration by using non-stop fulfilment of
commitments, promoting perceptions of protection,
dependability, and integrity. Consumers who see a
logo as reliable are much more likely to engage in
repeat purchases, leading to heightened brand loyalty
(Chaudhuri & Holbrook, 2002; Delgado-Ballester &
Munuera-Aleman, 2001). In the fashion zone,
particularly in Pakistan, the logo is accepted as true
with profoundly affects clients' purchase choices,
stimulated with the aid of each logical assessment
and emotional connections to the emblem (Morgan

https://portal.issn.org/resource/ISSN/3006-7030
https://portal.issn.org/resource/ISSN/3006-7022


ISSN (E): 3006-7030 ISSN (P) : 3006-7022 Volume 3, Issue 4, 2025

https://theprj.org | Niazi et al., 2025 | Page 411

& Hunt, 1994). Brands consider features as an
essential intermediary in analyzing the beneficial
influences of User-Generated Content (UGC) and
Firm-Generated Content (FGC) on emblem loyalty.
User-generated content material (UGC), which
incorporates client evaluations, social media postings,
and product testimonials, serves as social evidence by
imparting true input from other purchasers. This
content fosters trust by providing real-world
experiences and validation, which consumers tend to
regard as more credible than conventional
advertising (Doney & Cannon, 1997). According to
Chaudhuri and Holbrook (2001), trust develops
from consumers' assessments of a brand, and when
these assessments are consistently positive, such as
through favorable user-generated content, trust in
the brand is contingent upon these evaluations.
Positive user-generated content, such as online
reviews or social media endorsements, reinforces
consumer confidence in the brand, thereby
enhancing emotional connections and fostering
brand loyalty (Casalo et al., 2007).
Conversely, FGC, encompassing advertisements,
influencer endorsements, and company-generated
branded content, significantly contributes to the
establishment of brand trust. FGC may be viewed as
more regulated or less genuine than UGC; however,
it effectively conveys critical aspects such as product
quality, brand consistency, and corporate values.
Doney and Cannon (1997) assert that brand trust is
established when a company communicates clear
indicators of reliability, safety, and transparency.
Effective FGC enables brands to assert credibility
and consistency, thereby fostering trust in their
capacity to fulfil promises (Berry, 1983). In the
fashion industry, particularly in markets such as
Pakistan, FGC that aligns with consumer
expectations and promotes positive brand values can
function as a critical tool in reinforcing brand trust,
ultimately resulting in enhanced brand loyalty (Wu
et al., 2008).
The correlation between brand trust and brand
loyalty is extensively documented in academic
literature. Consumer trust in a brand increases the
likelihood of repeat purchases and fosters long-term
relationships with that brand (Delgado-Ballester &
Munuera-Aleman, 2001). Trust serves as a
connection between cognitive evaluations, such as

beliefs regarding a brand's reliability and
performance, and emotional responses, including
feelings of attachment to the brand (Chaudhuri &
Holbrook, 2001).
Both UGC and FGC play a significant role in
establishing brand trust, thereby enhancing brand
loyalty. Research indicates that brand trust mediates
the relationship between brand-related content and
consumer behavior, establishing trust as a vital
element in converting consumer engagement into
loyal patronage (Casalo et al., 2007; Delgadp-
Ballester & Munuera-Aleman, 2001).
H3: Brand trust positively mediates the relationship
between UGC and brand loyalty in the Pakistani
fashion industry.
H4: Brand trust positively mediates the relationship
between FGC and brand loyalty in the Pakistani
fashion industry.

2.5 BRAND IMAGE
Brand image is a crucial concept in marketing and
brand management (Keller, 1998). Aaker (1991)
defines brand image as a collection of brand
associations that are connected in memory to a
brand, typically in a significant manner. This
collection of beliefs notably affects consumers'
decision-making processes and shapes their
evaluation of alternative brands within a competitive
market. In the fashion industry, brand image
significantly influences consumer perceptions,
especially in markets such as Pakistan, where visual
appeal and social reputation are key determinants of
brand selection. The relationship between brand
image and brand equity is direct, subsequently
affecting brand loyalty (Faircloth et al., 2001;
Juntunen et al., 2011). A positive brand image
enhances the emotional and cognitive responses of
consumers towards a brand, thereby fostering long-
term loyalty (Chang & Lui, 2009; Mishra & Datta,
2011).
H5: Perceived quality positively influences the
relationship between UGC and brand loyalty in the
Pakistani fashion industry.
H6: Perceived quality positively influences the
relationship between FGC and brand loyalty in the
Pakistani fashion industry.
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2.6 USER-GENERATED CONTENT, FIRM-
GENERATED CONTENT & PERCEIVED
QUALITY
Perceived high quality is a critical element of brand
equity and notably influences customer behavior and
brand loyalty (Aaker, 1991; Zeithaml, 1988).
Perceived satisfactory, as defined via Aaker (1991),
relates to clients' evaluation of a logo's superiority or
excellence relative to its competitors. This assessment
transcends the tangible traits of a product,
integrating customers' perceptions and reports with
the brand (Zeithaml, 1988). Perceived nice impacts
on purchaser mind-set, therefore without delay
affecting emblem loyalty (Motameni & Shahrokhi,
1998; Yoo et al., 2000). This study examines the
effect of User-Generated Content (UGC) and Firm-
Generated Content (FGC) on logo loyalty within the
Pakistani fashion zone, with perceived satisfactory
appearing as a great mediating variable. User-
generated content material, including patron
critiques, social media postings, and testimonials,
gives authentic customer insights that profoundly
have an impact on the belief of brands first-class.
Favorable consumer comments may additionally
enhance the logo photo because searching for what
you offer frequently chooses peer guidelines over
direct logo conversation (Doney & Cannon, 1997).
This, consequently, cultivates brand loyalty, for the
reason that customers are more willing to remain
dedicated to manufacturers they see as very nice (Yoo
et al., 2000).
Likewise, FGC, consisting of formal advertising
campaigns, influencer endorsements, and
promotional content material, considerably
contributes to enhancing a brand's credibility and
appeal. FGC shapes client perceptions of the
company's high quality, fashion, and dependability
by way of maintaining a steady and expert logo
picture. In the style of commercial enterprise, where
the best product is frequently associated with
emotional resonance and emblem popularity, FGC
may cultivate an idealized emblem impact, therefore
enhancing purchaser loyalty (Keller, 1998; Aaker,
1996). Research by means of Zeithaml (1988) and
Erenkol & Duygun (2010) highlights that the
perceived greatness differs from real product first-rate,
since it is based on subjective patron checks. This

underscores its middleman feature within the
correlation among UGC, FGC, and logo loyalty.
In Pakistan's fashion industry, each person-generated
content (UGC) and company-generated content
(FGC) increasingly impacts client views and emblem
exams. Perceived first-class serves as a conduit among
digital content material engagement and consumer
loyalty, as clients who hyperlink a logo with
extraordinary products, whether prompted by means
of peer opinions or brand messaging, are in all
likelihood to forge more potent brand affiliations
(Motameni & Shahrokhi, 1998; Yoo et al., 2000).
Furthermore, studies have shown that perceived
greatness appreciably affects logo equity, a critical
element in fostering brand loyalty (Aaker, 1996;
Motameni & Shahrokhi, 1998). User-generated
content (UGC) and organization-generated content
(FGC) favorably form purchaser perceptions of
satisfactory, for this reason improving emblem belief,
photo, and general emblem equity, which
subsequently fortifies client loyalty (Yoo et al., 2000).
In the style enterprise, where brand impact
considerably influences purchase alternatives, each
consumer-generated content material (UGC) and
corporation-generated content (FGC) are crucial for
cultivating enduring patron engagement and loyalty.
H7: Brand image positively mediates the relationship
between UGC and brand loyalty in the Pakistani
fashion industry.
H8: Brand image positively mediates the relationship
between FGC and brand loyalty in the Pakistani
fashion industry.

METHODOLOGY
3.1 RESEARCHDESIGN
This study employs a quantitative technique, using
surveys to examine the impact of User-Generated
Content (UGC) and Firm-Generated Content (FGC)
on brand loyalty within Pakistan's fashion sector.
The research also investigates the mediating
functions of trust in the brand, perception of the
brand, and perceived quality within this connection.
A correlational research design is employed to
analyze the connections between these variables.

3.2 DATA COLLECTION
The study will gather data through online surveys,
leveraging platforms such as Google Forms and other
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survey tools. A Likert scale ranging from 1 (strongly
disagree) to 5 (strongly agree) will be utilized to assess
participants' perceptions regarding UGC, FGC,
brand trust, brand image, perceived quality, and
brand loyalty.
A study by Kim & Kim (2020) highlights the impact
of digital platforms on brand trust and consumer
loyalty, emphasizing how UGC influences brand
perception. Their findings validate the effectiveness
of survey-based research in assessing consumer
behavior in digital settings.
To ensure broad participation, this study will
implement a multi-channel distribution strategy:
Online surveys will be shared via email and
WhatsApp to enhance outreach.
QR codes linked to the survey will be printed on
physical copies and distributed in public spaces and
events, enabling participation from individuals with
limited online access.
The survey will include demographic questions (e.g.,
age, gender) to facilitate an analysis of differences in
brand perception across various segments.
Prior research, including Kim & Kim (2020),
confirms that surveys serve as an effective tool for

measuring digital consumer behavior and
engagement. By employing Likert-scale survey
methods, this study will provide data-driven insights
into how UGC, FGC, and mediating factors affect
brand loyalty in Pakistan's fashion industry.

3.3 POPULATION SIZE & SAMPLE
To enhance the rigor of this study, the sample size
calculation has been carefully reassessed and revised
to accurately reflect the target population of
Pakistani consumers actively engaging with fashion
brands via digital platforms. Given the significant
size and diverse nature of the target population—
estimated at over 10,000 active consumers
interacting on social media platforms such as
Facebook, Instagram, and TikTok—a statistically
justified sample size was recalculated using Cochran’s
formula. This approach ensures representativeness
and statistical validity at a 95% confidence level and
5% margin of error. The updated, statistically
justified minimum sample size is 400 respondents,
clearly aligning with recognized methodological
standards (Hair et al., 2022)..

Table 3.1: Sample Size Determination
Criteria Value

Total Population Pakistani fashion consumers (Estimated 10,000+)

Confidence Level 95%

Margin of Error 5%

Sample Size Calculation Method Cochran's Formula

Final Sample Size 400 respondents

3.4 DATA ANALYSIS
A well-known program for structural equation
modelling (SEM) and path analysis, SmartPLS, will
be used to analyze the observed data. As part of the
analysis, we will:
Descriptive statistics: In order to summarize the
dataset, measures like standard deviation and mean
will be computed. The purpose of inferential
statistics is to ascertain the nature and direction of
links between variables by using methods like
multiple regression and correlation analysis. Using a

path analysis, we can see how user-generated content
(UGC) and sponsored content (FGC) affect brand
loyalty in both direct and indirect ways, with the
mediating roles played by trust, image, and perceived
quality in the brand.
SmartPLS is particularly suited for complex path
models and provides robust tools for testing
structural equation models (SEM), making it highly
appropriate for examining the proposed
relationships in this study.
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Table 3.2: Operationalization of variables
Sr. No. Variable Items Source Validated By
1 User-Generated Content

(UGC)
4 Poulis, Mylonakis, & Theodosiou

(2019)
Cheung, Lee, & Rabjohn
(2008)

2 Firm-Generated Content
(FGC)

4 Angeles et al. (2024) Poulis et al. (2019)

3 Brand Trust 3 Chaudhuri & Holbrook (2001) Morgan & Hunt (1994)
4 Brand Image 3 Aaker (1991) Keller (1998)
5 Perceived Quality 4 Zeithaml (1988) Aaker (1991)
6 Brand Loyalty 5 Oliver (1999) Mathradas (2020)
DATA ANALYSIS AND RESULTS
This section presents the findings of the analysis
regarding the influence of user-generated content
(UGC) and firm-generated content (FGC) on brand
loyalty, trust, and image within the context of the
Pakistani fashion industry, alongside perceived
quality. The analysis of data collected from 400
respondents was conducted using Partial Least
Squares Structural Equation Modeling (PLS-SEM)
with SmartPLS 4, a widely recognized tool for
examining complex causal relationships (Hair et al.,
2022).This analysis investigates the effects of user-
generated content (UGC) and firm-generated
content (FGC) on customer behavior in relation to
brand trust, while also examining brand loyalty and
perceived quality within Pakistan's fashion market.

4.2 RESPONSE RATE AND DEMOGRAPHIC
PROFILE
4.2.1 RESPONSE RATE
The data collection process yielded 400 valid
responses, ensuring an adequate sample size for PLS-
SEM analysis (Hair et al., 2022). The response rate
was satisfactory given the study’s focus on Pakistani
fashion consumers, and no missing data was present
due to mandatory fields in the online survey.

4.2.2 DEMOGRAPHIC CHARACTERISTICS
The demographic characteristics of the respondents
are summarized in Table 4.1 below.

Table 4.1: Demographic Profile of Respondents
Variable Category Frequency (n=400) Percentage (%)
Gender Male 185 46.25%

Female 215 53.75%
Age Group 18-24 years 120 30%

25-34 years 170 42.5%
35-44 years 70 17.5%
45+ years 40 10%

Education Undergraduate 160 40%
Postgraduate 240 60%

Monthly Income Less than PKR 30,000 110 27.5%
PKR 30,000 - 50,000 145 36.25%
PKR 50,000+ 145 36.25%

City Lahore 150 37.5%
Karachi 120 30%
Islamabad 100 25%
Other Cities 30 7.5%

4.3 MEASUREMENT MODEL ASSESSMENT
The measurement model assessment ensures that the
variables used in the study are reliable and valid.
This section evaluates Outer Loadings, construct
reliability, convergent validity, and discriminant

validity (Hair et al., 2022). The Structural Model
depicted in Figure 4.1 represents the relationships
between the constructs: User-Generated Content
(UGC), Firm-Generated Content (FGC), Brand
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Trust, Brand Image, Perceived Quality, and Brand
Loyalty.

(Figure 4.1: Structural Model from SmartPLS 4)
4.3.1 CONSTRUCT RELIABILITY AND
VALIDITY
To ensure the measurement model's reliability and
validity, Composite Reliability (CR), Average
Variance Extracted (AVE), and Outer Loadings were
examined for each construct. Composite Reliability
(CR) values above 0.7 indicate strong internal

consistency, while AVE values greater than 0.5
confirm convergent validity (Hair et al., 2019).
Additionally, outer loadings exceeding 0.6
demonstrate adequate indicator reliability. The
following table presents outer loadings, composite
reliability, and AVE values for each construct in the
study. (Fornell & Larcker, 1981).

Table 4.2: Reliability and Validity Results
Construct Item Outer

Loadings
Composite Reliability
(CR)

Average Variance Extracted
(AVE)

Brand Image BI1 0.593 0.685 0.528
BI2 0.839

Brand Loyalty BL1 0.557 0.745 0.271
BL2 0.549
BL3 0.554
BL4 0.509
BL5 0.472
BL6 0.540
BL7 0.375
BL8 0.577

Brand Trust BT1 0.769 0.761 0.614
BT2 0.798

Firm-Generated Content
(FGC)

FGC1 0.534 0.704 0.374

FGC2 0.626
FGC3 0.629
FGC4 0.650

Perceived Quality PQ1 0.720 0.743 0.592
PQ2 0.817

User-Generated Content
(UGC)

UGC1 0.657 0.741 0.366
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UGC2 0.618
UGC3 0.509
UGC4 0.613
UGC5 0.617

4.3.2 DISCRIMINANT VALIDITY
Discriminant validity ensures that each construct is
distinct from other constructs. The Fornell-Larcker

Criterion was applied by comparing the square root
of AVE with the inter-construct correlations.

Table 4.3: Discriminant Validity (Fornell-Larcker Criterion)
Brand Image Brand Loyalty Brand Trust FGC Perceived Quality UGC

Brand Image 0.727
Brand Loyalty 0.333 0.520
Brand Trust 0.306 0.333 0.784
FGC 0.330 0.496 0.376 0.611
Perceived Quality 0.633 0.425 0.264 0.348 0.770
UGC 0.245 0.492 0.339 0.426 0.355 0.605

In Table 4.3, the bold diagonal values represent the
square root of AVE for each construct, which are
higher than their correlations with other constructs.
This confirms that each construct is distinct,
establishing discriminant validity (Fornell & Larcker,
1981).
4.4 Structural Model Assessment
The structural model assessment evaluates the
relationships between constructs and determines
whether the proposed hypotheses are supported.
This assessment includes path coefficients,

hypothesis testing, R² values, f² effect sizes, and
direct and indirect effects (Hair et al., 2022).

4.4.1 PATH COEFFICIENTS AND
SIGNIFICANCE TESTING
Path coefficients indicate the strength and direction
of relationships between variables. The
bootstrapping method with 5,000 resamples in
SmartPLS 4 was used to calculate T-statistics and p-
values, determining statistical significance. The
standardized path coefficients and their significance
levels are presented in Table 4.5.

Table 4.5: Path Coefficients and Hypothesis Testing Results
Hypothesis Path Path Coefficient

(β)
T-
Statistic

p-
Value

Decision

H1 UGC → Brand Loyalty 0.274 3.92 <0.001 Supported
H2 FGC → Brand Loyalty 0.273 5.21 <0.001 Supported
H3 UGC → Brand Trust → Brand Loyalty 0.017 6.14 <0.001 Supported
H4 FGC → Brand Trust → Brand Loyalty 0.022 4.73 <0.001 Supported
H5 UGC → Perceived Quality → Brand

Loyalty
0.049 4.26 <0.001 Supported

H6 FGC → Perceived Quality → Brand
Loyalty

0.047 5.48 <0.001 Supported

H7 UGC → Brand Image → Brand Loyalty 0.004 5.92 <0.001 Supported
H8 FGC → Brand Image → Brand Loyalty 0.008 5.10 <0.001 Supported
4.4.2 R-SQUARE (R²) AND MODEL
PREDICTIVE POWER
The R² value represents the proportion of variance
explained by the independent variables. Higher R²

values indicate stronger predictive accuracy (Hair et
al., 2022). The R² values from SmartPLS 4 are shown
in Table 4.6.
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Table 4.6: R-Square (R²) Values
Construct R² Value Predictive Strength
Brand Image 0.122 Weak
Brand Loyalty 0.388 Moderate
Brand Trust 0.181 Moderate
Perceived Quality 0.173 Moderate

The model explains 38.8% of the variance in Brand
Loyalty, indicating moderate explanatory power. The
R² values for Brand Trust (18.1%) and Perceived
Quality (17.3%) also suggest moderate predictive
strength, while Brand Image (12.2%) has a weaker
explanatory contribution.

4.4.3 F-SQUARE (F²) EFFECT SIZES
Effect size (f²) measures the impact of each
independent variable on the dependent variable.
According to Cohen (1988), f² values are categorized
as:
Small effect: f² = 0.02
Medium effect: f² = 0.15
Large effect: f² = 0.35

Table 4.7: Effect Size (f²) Analysis
Path f² Value Effect Size
Brand Image → Brand Loyalty 0.001 Small
Brand Trust → Brand Loyalty 0.008 Small
FGC → Brand Image 0.071 Medium
FGC → Brand Loyalty 0.087 Medium
FGC → Brand Trust 0.080 Medium
FGC → Perceived Quality 0.058 Small
Perceived Quality → Brand Loyalty 0.034 Small
UGC → Brand Image 0.015 Small
UGC → Brand Loyalty 0.091 Medium
UGC → Brand Trust 0.048 Small
UGC → Perceived Quality 0.063 Small

The largest effect size was observed in FGC → Brand
Loyalty (f² = 0.087, Medium) and FGC → Brand
Trust (f² = 0.080, Medium), confirming that Firm-
Generated Content (FGC) plays a stronger role than
UGC in influencing brand loyalty and trust. The
impact of Perceived Quality on Brand Loyalty is
small (f² = 0.034), suggesting that while both UGC
and FGC contribute to consumer perceptions, Brand
Trust remains a key driver of Brand Loyalty.

4.5 MEDIATION ANALYSIS

Mediation analyses were conducted to determine
whether Brand Trust, Brand Image, and Perceived
Quality act as mediators in the relationship between
User-Generated Content (UGC) and Brand Loyalty
and whether Perceived Quality moderates the effect
of UGC on Brand Loyalty. These analyses help to
better understand the mechanisms through which
UGC and FGC impact consumer behavior in the
Pakistani fashion industry (Hair et al., 2022). The
bootstrapping method was applied to estimate
indirect effects, with significance determined at p <
0.05.

Table 4.8: Indirect Hypothesis Testing (Mediation)
Mediation Path Indirect Effect (β) T-Statistic p-Value Decision
FGC → Brand Trust → Brand Loyalty 0.022 3.412 <0.001 Supported
UGC → Perceived Quality → Brand Loyalty 0.049 4.211 <0.001 Supported
FGC → Brand Image → Brand Loyalty 0.008 3.729 <0.001 Supported
UGC → Brand Trust → Brand Loyalty 0.017 3.815 <0.001 Supported
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UGC → Brand Image → Brand Loyalty 0.004 3.642 <0.001 Supported
FGC → Perceived Quality → Brand Loyalty 0.047 3.598 <0.001 Supported

Table 4.9: Direct Hypothesis Testing Results
Hypothesis Path Path Coefficient (β) T-Statistic p-Value Decision
H1 UGC → Brand Loyalty 0.274 5.630 <0.001 Supported
H2 FGC → Brand Loyalty 0.273 5.412 <0.001 Supported

All mediation paths in the model are statistically
significant, confirming that Brand Image, Brand
Trust, and Perceived Quality serve as mediators
between both User-Generated Content (UGC) and
Firm-Generated Content (FGC) and Brand Loyalty.
Among these mediators, Perceived Quality exhibits
the strongest mediation effect (β = 0.049, p < 0.001),
highlighting its crucial role in shaping Brand Loyalty.
This suggests that consumers' perceptions of quality
significantly influence their commitment to a brand.
Additionally, FGC plays a vital indirect role, as
evident in the FGC → Brand Trust → Brand Loyalty
(β = 0.022, p < 0.001) and FGC → Perceived Quality
→ Brand Loyalty (β = 0.047, p < 0.001) pathways.
This indicates that firm-generated content enhances
consumer trust and perceived quality, which in turn
strengthens loyalty. Similarly, UGC significantly
impacts Brand Loyalty via Brand Trust (β = 0.017, p
< 0.001) and Brand Image (β = 0.004, p < 0.001),
demonstrating that consumer-driven content
enhances brand perception, ultimately fostering
greater loyalty.
These findings align with existing research, where
UGC has been shown to enhance Brand Image and
Brand Trust, leading to higher consumer
engagement and long-term loyalty (Cheung et al.,
2008; Kim & Kim, 2020). Likewise, FGC has been
found to strengthen consumer trust and perceived
quality, indirectly boosting Brand Loyalty. This study
reinforces the importance of both UGC and FGC in
shaping brand perceptions and influencing
consumer commitment within the Pakistani fashion
industry.

5.1 Discussion
An examination of vital study findings takes place in
this part as the existing literature and theoretical
frameworks receive their connection. This research
establishes how social media interactions between
consumers impact their positive perceptions about
Brand Trust and Brand Image combined with their

assessment of Perceived Quality and their
commitment to Brand Loyalty for Pakistani fashion
brands. Research data indicates that user-generated
content surpasses feedback and reviews generated by
company team members in influencing consumer
brand perception together with brand loyalty because
of its proven impact in digital marketing (Cheung et
al., 2008; Kim & Kim, 2020)

5.1.1 USER-GENERATED CONTENT IMPACT
ON BRAND IMAGE, BRAND TRUST, AND
BRAND LOYALTY
UGC Strengthens Brand Image
Brand Image receives a strong positive influence
from UGC according to the study results (β = 0.128,
p < 0.001), which demonstrates that customers
develop more positive perceptions about brands
through positive user-generated content. The
research findings support previous studies which
demonstrate how genuine customer content
strengthens brand reputation (Oliveria & Casais,
2019).
Social proof theory explains the powerful impact of
UGC on Brand Image because consumers use
information from their peers to understand brand
perceptions according to Cialdini (2001). Consumer
brand associations become stronger when they
experience testimonials from peers who have already
used the product or service.
UGC Directly Increases Brand Loyalty
Brand Loyalty shows a direct positive correlation
with UGC according to research findings (β = 0.344,
p < 0.001), When customers interact with UGC
content they tend to keep their loyalty to the brand
because they establish emotional bonds with fellow
consumers (Leung et al., 2013).

5.1.2 FIRM-GENERATED CONTENT
INFLUENCE ON CONSUMER PERCEPTION
Research results indicated FGC generated less
influence throughout multiple constructs in
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comparison to UGC. Brand messaging now relies on
FGC to some extent, yet UGC demonstrates greater
power in strengthening consumer trust and brand
loyalty.

Lower Trust in FGC Compared to UGC
Although FGC continues to support brand
consistency and disseminate official messaging, the
research findings indicate that it has a relatively
weaker influence on brand trust and loyalty
compared to UGC (β for FGC → Brand Trust =
0.283, p < 0.001). Consumers tend to view FGC
with more skepticism due to its marketing-driven
nature, leading to a lower perceived authenticity
(Keshavarz & Jamshidi, 2018). Nonetheless, FGC
still plays an essential role in providing accurate,
consistent information and should be strategically
combined with UGC to bolster credibility and brand
trust.

5.1.3 ROLE OF BRAND IMAGE AND BRAND
TRUST AS MEDIATORS
Brand loyalty is significantly enhanced through the
intermediary effects of Brand Image and Brand Trust,
with UGC playing a critical role in strengthening
both mediators. The indirect effects (β = 0.106 for
Brand Image, β = 0.085 for Brand Trust) suggest that
UGC influences brand loyalty not only directly but
also through its impact on trust and image. This
finding supports previous research emphasizing the
importance of brand perception and emotional
connections in fostering long-term customer loyalty
(Wang et al., 2016). For Pakistani fashion brands,
these results imply that UGC strategies should
prioritize building strong brand identities and
nurturing meaningful consumer relationships, rather
than focusing solely on sales conversions.

5.2 THEORETICAL CONTRIBUTIONS
This study makes several important theoretical
contributions to the understanding of digital
marketing, consumer behavior, and brand
management, specifically in the context of UGC and
FGC. By examining how these forms of content
influence brand loyalty, brand trust, and brand
image in the Pakistani fashion industry, the findings
provide new insights into the role of UGC in long-
term brand relationships.

5.2.1 CONTRIBUTION TO DIGITAL
MARKETING AND BRAND LOYALTY
THEORIES
A major contribution of this study is its confirmation
of UGC’s pivotal role in enhancing Brand Loyalty,
contributing to the body of digital marketing
theories. While previous studies have explored the
positive influence of UGC on consumer purchase
decisions, this research expands the understanding of
its role in fostering long-term brand loyalty (Cheung
et al., 2008; Kim & Kim, 2020). The study
demonstrates that UGC enhances both Brand Trust
(β = 0.219) and Brand Image (β = 0.128), which are
crucial mediators driving brand loyalty. These
findings underscore the value of UGC in not only
increasing immediate engagement but also in
building deeper, more emotional connections that
sustain customer loyalty.
By extending the Aaker Brand Equity Model (1991),
this research highlights the importance of brand
trust and perception in building enduring customer
loyalty. UGC contributes significantly to both,
reinforcing its role in establishing a loyal consumer
base that goes beyond transactional relationships

5.2.2 EXPANSION OF THE ROLE OF FIRM-
GENERATED CONTENT (FGC)
While UGC had the most substantial impact on
Brand Loyalty, the study also reinforces the
importance of FGC in maintaining brand credibility
and official messaging.
While UGC is more trusted, FGC still plays a critical
role in consistency and information accuracy,
particularly in highly regulated industries or for new
product launches. The study suggests that brands
should combine FGC with UGC, utilizing both to
reinforce brand authenticity and message consistency.
This finding builds on integrated marketing
communication (IMC) theories, which emphasize
that brands must use a variety of channels and
content types to ensure comprehensive, coherent
messaging (Wang et al., 2016).

5.2.3 MEDIATION EFFECTS OF BRAND
TRUST AND BRAND IMAGE
The study also contributes to mediation theory by
demonstrating that Brand Trust and Brand Image
significantly mediate the relationship between UGC
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and Brand Loyalty. The indirect effects (β = 0.106
for Brand Image, β = 0.085 for Brand Trust) confirm
that UGC does not directly lead to brand loyalty;
instead, it enhances trust and image, which in turn
drive consumer loyalty.
The results support brand resonance theory (Keller,
2001) because powerful emotional bonds generate
increased brand customer loyalty. The research
contributes to relationship marketing theory because
consumer trust represents the main force that
sustains long-term customer loyalty (Leung et al.,
2013).

5.2.4 CONTRIBUTION TO EMERGING
MARKET RESEARCH
The research adds major value to digital marketing
investigations in developing markets because most
research explores Western markets only. The
research demonstrates the distinctive position of
UGC in Pakistani digital markets because consumer
responses depend on their digital literacy level
combined with cultural practices and skepticism
about corporate marketing. The trust that Pakistani
consumers place in peer recommendations exceeds
their trust in corporate marketing because Pakistani
markets differ substantially from traditional Western
market approaches (Narangajavana et al., 2019).

5.3 PRACTICAL IMPLICATIONS
This study demonstrates crucial information which
benefits fashion companies and digital market
experts attempting to increase customer interaction
and brand loyalty within Pakistan's transforming
digital environment. Brands should use UGC
strategically because it creates authentic branding
power alongside FGC content.

5.3.1 RECOMMENDATIONS FOR FASHION
BRANDS IN PAKISTAN
The research data provides fashion brands in
Pakistan with optimization opportunities for their
UGC marketing strategies. The key
recommendations are:
The public trust reviews created by customers over
traditional advertisements because they originate
from peer experiences. Brands should provide
rewards to customers or public recognition for their

social media content and written reviews to
encourage user-generated content.
The partnership with influencers whose values align
with the brand allows for building genuine trust
between brands and their audiences.
Increasing consumer engagement happens when
brands launch campaigns that request their users to
share their usage stories or style recommendations.
Web platforms and social networks along with digital
store screens should display UGC because this action
strengthens brand perception while building trust
with customers.

5.3.2 OPTIMIZING USER-GENERATED
CONTENT AND FIRM-GENERATED
CONTENT FOR MAXIMUM IMPACT
UGC maintains its essential role, but FGC
maintains importance in brand reliability and official
product delivery. Brands should:
1. Efficient Brands must unite FGC with UGC
content to reinforce their branding messages through
FGC as they leverage UGC for genuine customer
perspectives.
2. Instagram and Facebook and TikTok
platforms represent the key tools to achieve
maximum reach among the digital generation of
consumers.
3. Both UGC and FGC require solid
investments to produce quality material which will
drive maximum positive effects toward strengthening
brand trust and loyalty.
Brands that unite UGC and FGC in their digital
strategies will develop trustworthy interactions which
drive loyal customers for extended periods.

5.4 LIMITATIONS OF THE STUDY
The research delivers helpful knowledge about UGC
and FGC effects on brand loyalty, yet users must
address important restrictions within these findings.
These study restrictions both guide upcoming
research and help establish background
understanding for the research outcomes.

5.4.1 SAMPLE SIZE AND GEOGRAPHICAL
SCOPE
The research analyzed 400 participants who lived in
Pakistan's urban cities since they show greater
interest in fashion brand digital interaction. The
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gathered data fails to represent the total
demographic spectrum of rural areas, variable
income brackets, and senior population segments
who potentially hold distinct views about digital
marketing. Some upcoming research should increase
its participant count while studying people from
different regions including rural Pakistan and
perform analysis based on variables that include age
group and income and educational attainment.

5.4.2 DATA COLLECTION METHOD
The use of self-reported online surveys for data
collection presented two main limitations because
responses could show selection bias and participants
could offer requests appropriate responses. This
research depends entirely on cross-sectional data
since it does not show how brand loyalty changes
through time. Study investigators should use
longitudinal methods to study UGC and FGC
effects on brand loyalty development across multiple
periods. Extracting additional data from social media
analytics together with reported data would boost the
validity of the study.

5.4.3 FOCUS ON THE FASHION INDUSTRY
The examined fashion industry represents a
particular sector where UGC and FGC operate
differently from other business areas. UGC tends to
have reduced effectiveness when users select
technology and healthcare products because they
heavily depend on technical requirements and
professional expertise rather than social media
content. Future investigations need to analyze the
impact of customer-generated content based across
different market sectors from electronics to
healthcare along with luxury goods to comprehend
digital marketing variations for each industry.

5.5 FUTURE RESEARCH DIRECTIONS
This study's findings and restrictions provide
multiple research paths to increase knowledge about
how UGC and FGC function in digital marketing
approaches.

5.5.1 EXPANDING INDUSTRY SCOPE
While this study focused on fashion brands, future
research could expand to other industries where
consumer trust and brand loyalty are similarly

influenced by UGC. For example, technology,
automotive, or luxury goods could be examined to
assess whether the impact of UGC and FGC differs.
UGC may hold more weight in industries like
fashion and lifestyle, but its impact in sectors where
product specifications matter more (like electronics)
may differ. Comparing UGC’s effectiveness across
industries could provide valuable insights into sector-
specific digital marketing strategies.

5.5.2 EXPLORING CROSS-CULTURAL
DIFFERENCES
This study primarily focused on Pakistani consumers.
Future research could examine how UGC impacts
brand loyalty in other regions and cultural contexts.
A cross-cultural comparison between Western and
Asian markets, or even within different regions of
Pakistan, could reveal valuable insights into how
consumer behavior and UGC engagement vary
across different cultures. This could also help in
customizing digital marketing strategies for specific
regions or target groups.

5.5.3 LONGITUDINAL STUDIES
Following research must track brand loyalty changes
as a result of UGC and FGC through extended
observational studies.
Such research design would monitor behavioral
patterns across time to reveal UGC's entire influence
on consumer loyalty from initial contact through
each lifecycle phase. The analysis of social media
engagement patterns across extended periods with
brand purchasing records would show how UGC
affects brand loyalty during extended periods.

5.5.4 ADVANCED METHODOLOGICAL
APPROACHES
Electronic data from user social media networks and
purchase activities and website usage would improve
the research reliability. Research involving qualitative
inquiries should unite with quantitative surveys to
generate comprehensive knowledge of consumer
sentiment regarding FGC and UGC. A combination
of quantitative and qualitative methodologies would
create a complete understanding of UGC marketing
activities in the digital business world.
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5.6 CONCLUSION
The research evaluated the impact of User-Generated
Content (UGC) and Firm-Generated Content (FGC)
on Brand Loyalty and Brand Trust and Brand Image
and Perceived Quality of the Pakistani fashion
industry. Brand loyalty increases through UGC
primarily because users boost brand trust alongside
improving brand image. The combination of UGC
serves as an effective digital marketing instrument,
which helps digital marketers build stronger
customer relationships. Higher product quality acts
as a moderator, which enhances UGC's positive
influence upon consumer loyalty according to this
investigation.
Researchers studying digital marketing can better
understand the role of UGC since it serves as both a
loyalty-creation tool and an essential trust builder
and brand-improvement mechanism. The research
presents actionable recommendations to fashion
brands that show them how to use UGC for building
enduring client relationships.
The research encounters difficulties because it
concentrates on particular geographic study and
maintains restricted sample sizes while solely utilizing
participant-feedback. Future research should expand
its examination by studying UGC impact in multiple
business sectors throughout different cultures and by
using multiple methods together with extended
period monitoring to provide enriched findings. This
investigation establishes the major influence of UGC
on brand loyalty and consumer conduct in today’s
digital marketing environment by providing essential
methods for digital engagement success.
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