Unveiling the effect of social media marketing activities on logistics brand equity and reuse intention

Xiaofang Lin, Abdullah Al Mamun, Mohammad Masukujjaman, Qing Yang

Table S1. Survey Questionnaire
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	Questions

	ENT1
	Interacting with a logistics service provider's social media page is fun.

	ENT2
	The content of the logistic service provider's social media pages is interesting.

	ENT3
	The social media contents of the logistics service provider are enjoyable.

	ENT4
	The logistic service providers' social media posts are entertaining.

	INT1
	The presence of logistic service providers on social media enables information sharing.

	INT2
	It's easy to deliver my opinion through the logistic service provider's social media platforms.

	INT3
	Utilizing the social media platforms of the logistic service provider allows for rapid communication and information sharing. 

	INT4
	Expression of opinions is easy on the logistic service provider's social media platforms.

	TRN1
	The contents shown in the social media accounts of the logistic service provider are up-to-date.

	TRN2
	The latest trend is for content to be visible on logistic service providers' social media platforms.

	TRN3
	The use of social media by this logistics service provider is trendy.

	TRN4
	Anything trendy is available on the logistics service provider's social media platforms.

	CUS1
	The information that I need can be found on the logistics service provider's social media platforms.

	CUS2
	The logistics service provider's social media provides customised service.

	CUS3
	The logistics service provider's social media makes purchase recommendations as per my requirements.

	CUS4
	The logistics service provider's social media offers a customised information search.

	WOM1
	I would like to pass along information about the logistics service provider's services to my friends.

	WOM2
	I would like to upload contents from the logistics service provider's social media to my blog, Facebook, Twitter, or microblog.

	WOM3
	I spoke of this logistics service provider much more frequently than I spoke of any other company.

	WOM4
	I spoke of this logistics service provider to many friends.

	WOM5
	I would recommend this logistics service provider through my social media.

	BE1
	Even if another company has the same offers as this one, I would prefer the offers of a specific logistics service provider.

	BE2
	Even if the services of another company are not different in any way from the logistics service provider I prefer, I will still use their services.

	BE3
	I can always remember the logo of the logistics service provider.

	BE4
	Characteristics of a logistics service provider come to mind quickly.

	BE5
	I can quickly recall the symbol of the logistics service provider I prefer.

	TR1
	The logistics service provider I prefer is honest.

	TR2
	The logistics service provider I prefer works hard to satisfy me.

	TR3
	This is the logistics service provider that I prefer. They give me everything that I expect out of their service.

	TR4
	The logistics service provider I prefer never disappoints me.

	TR5
	I consider myself to be loyal to one specific logistics service provider brand.

	RI1
	I am willing to use the logistics service provider in the future.

	RI2
	I use logistics service providers when relevant information is needed.

	RI3
	I am willing to recommend the logistics service provider to others.

	RI4
	I frequently explain the positive aspects of a logistics service provider to others.

	RI5
	I will recommend the logistics service provider to the people around me.


Note: Entertainment (ENT); Interaction (INT); Trendiness (TRN); Customisation (CUS); e-WOM (WOM); Brand Equity (BE); Brand Trust (TR); Reuse Intention (RI)












Table S2. Fornell-Larcker criterion
	 
	ENT
	INT
	TRN
	CUS
	WOM
	TR
	BE
	RI

	ENT
	0.867
	
	
	
	
	
	
	

	INT
	0.667
	0.852
	
	
	
	
	
	

	TRN
	0.680
	0.658
	0.845
	
	
	
	
	

	CUS
	0.674
	0.665
	0.702
	0.851
	
	
	
	

	WOM
	0.619
	0.640
	0.666
	0.670
	0.829
	
	
	

	TR
	0.601
	0.615
	0.639
	0.655
	0.650
	0.829
	
	

	BE
	0.573
	0.618
	0.626
	0.635
	0.641
	0.626
	0.838
	

	RI
	0.673
	0.669
	0.714
	0.717
	0.683
	0.753
	0.700
	0.839


Note: Entertainment (ENT); Interaction (INT); Trendiness (TRN); Customisation (CUS); e-WOM (WOM); Brand Equity (BE); Brand Trust (TR); Reuse Intention (RI)

Table S3. Loading, Cross-Loading
	 
	ENT
	INT
	TRN
	CUS
	WOM
	TR
	BE
	RI

	ENT1
	0.862
	0.551
	0.580
	0.568
	0.539
	0.508
	0.476
	0.566

	ENT2
	0.864
	0.591
	0.579
	0.606
	0.533
	0.521
	0.487
	0.589

	ENT3
	0.871
	0.594
	0.593
	0.584
	0.547
	0.546
	0.530
	0.607

	ENT4
	0.868
	0.572
	0.606
	0.579
	0.526
	0.505
	0.491
	0.569

	INT1
	0.575
	0.858
	0.571
	0.585
	0.560
	0.518
	0.532
	0.573

	INT2
	0.560
	0.844
	0.557
	0.566
	0.532
	0.519
	0.507
	0.566

	INT3
	0.582
	0.861
	0.559
	0.566
	0.544
	0.542
	0.541
	0.583

	INT4
	0.555
	0.845
	0.557
	0.551
	0.546
	0.518
	0.524
	0.559

	TRN1
	0.584
	0.577
	0.846
	0.592
	0.556
	0.547
	0.531
	0.615

	TRN2
	0.523
	0.537
	0.818
	0.558
	0.526
	0.510
	0.514
	0.558

	TRN3
	0.607
	0.555
	0.858
	0.614
	0.575
	0.561
	0.547
	0.623

	TRN4
	0.583
	0.557
	0.859
	0.611
	0.594
	0.540
	0.523
	0.617

	CUS1
	0.557
	0.565
	0.611
	0.849
	0.567
	0.564
	0.559
	0.613

	CUS2
	0.580
	0.573
	0.588
	0.862
	0.579
	0.569
	0.540
	0.606

	CUS3
	0.565
	0.549
	0.586
	0.847
	0.563
	0.544
	0.531
	0.599

	CUS4
	0.593
	0.578
	0.605
	0.845
	0.570
	0.550
	0.530
	0.621

	WOM1
	0.546
	0.505
	0.574
	0.564
	0.827
	0.549
	0.527
	0.594

	WOM2
	0.532
	0.540
	0.572
	0.546
	0.844
	0.543
	0.523
	0.563

	WOM3
	0.505
	0.570
	0.554
	0.579
	0.824
	0.559
	0.555
	0.575

	WOM4
	0.500
	0.509
	0.535
	0.541
	0.826
	0.525
	0.529
	0.557

	WOM5
	0.482
	0.526
	0.525
	0.543
	0.822
	0.515
	0.521
	0.538

	TR1
	0.523
	0.531
	0.538
	0.560
	0.564
	0.843
	0.593
	0.649

	TR2
	0.501
	0.537
	0.539
	0.538
	0.546
	0.842
	0.570
	0.631

	TR3
	0.520
	0.498
	0.522
	0.549
	0.579
	0.826
	0.568
	0.607

	TR4
	0.478
	0.481
	0.533
	0.529
	0.541
	0.824
	0.576
	0.623

	TR5
	0.469
	0.503
	0.517
	0.539
	0.543
	0.812
	0.557
	0.609

	BE1
	0.480
	0.513
	0.510
	0.552
	0.524
	0.557
	0.818
	0.566

	BE2
	0.477
	0.534
	0.511
	0.520
	0.555
	0.575
	0.830
	0.585

	BE3
	0.477
	0.529
	0.533
	0.549
	0.560
	0.581
	0.853
	0.595

	BE4
	0.508
	0.525
	0.541
	0.530
	0.526
	0.606
	0.847
	0.589

	BE5
	0.459
	0.486
	0.525
	0.509
	0.519
	0.576
	0.841
	0.598

	RI1
	0.579
	0.547
	0.595
	0.601
	0.552
	0.651
	0.595
	0.842

	RI2
	0.554
	0.568
	0.600
	0.623
	0.560
	0.630
	0.605
	0.845

	RI3
	0.550
	0.529
	0.601
	0.583
	0.555
	0.627
	0.555
	0.835

	RI4
	0.573
	0.588
	0.589
	0.613
	0.601
	0.635
	0.600
	0.841

	RI5
	0.564
	0.575
	0.610
	0.584
	0.594
	0.611
	0.581
	0.830


Note: Entertainment (ENT); Interaction (INT); Trendiness (TRN); Customisation (CUS); e-WOM (WOM); Brand Equity (BE); Brand Trust (TR); Reuse Intention (RI)

