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Abstract 
The rapid development of technology every day has led to many changes in 
marketing strategies. Every business entity goes head to head with each 
other to win in this ocean of rivalries. However, only one marketing strategy 
that can make those business entities different from each other’s and it is 
content marketing. There are many practitioners in the business make 
emphasis on this topic, but lack of the scholars who discuss this matter, 
especially in content marketing quality. Thus, this paper aims to amplify the 
theoretical body of knowledge and provide a conceptual framework of 
content marketing quality and its consequences towards consumers 
experience, behavioural intention and affective loyalty. The context of this 
study is about social media users among Muslims, urban women Millennial. 
The model is supported by two famous theories in consumer behaviour 
known as Stimuli-Organism-Response (SOR) and Pleasure-Arousal-
Dominance (PAD) theory. The researcher will add a new dimension into 
PAD theory known as Inner Peace. This study will apply the mix method in 
data collection. The paper concludes with a pragmatic understanding for 
both the researchers and business practitioners in effectively developing 
their promotional strategies through social media platforms. 
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1.0 Introduction 
The marketing gurus, Seth Godin once said that “content 

marketing is the only marketing left”. The founder of Microsoft, Bill 
Gates also asserted about content marketing, and he said that 
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“content is king” in order to describe the future of the Internet as a 
marketplace for content. Now on, that quote becomes popular as 
businesses started to focus on content as their one of marketing 
strategies. Thus, Pulizzi (2014) defined content marketing is a 
strategic marketing approach focused on creating and distributing 
valuable, relevant, and consistent content to attract and retain a 
clearly defined audience. Content marketing consists of photo, video, 
infographic, webinars, articles, and so on. However, only photo and 
video photo and video content drew more consumer interactions than 
text-only content, proving that visual content is more effective in 
gaining consumer responses than text-only content (Kim, Spiller & 
Hettche, 2014). Besides that, most of the content marketing 
nowadays use social media platforms to distribute information to the 
audience. As stated by Palmer & Lewis (2009), social media can be 
categorised as, platforms and media, online applications, which 
pointing out to facilitate collaborations, interactions, and the sharing of 
content. 

Hence, this study focused on photo, video and website as 
content marketing which is usually used by the business firms in 
social media. The context for this study is Muslimah Fashion among 
the Muslims urban women Millennial. According to Malaysian 
Communication and Community Commission (2017), there are about 
47.0% of the online shopper, which consists of age ranges 20-29 and 
25.3% of online shopper consists of age ranges 30-39. Apart from 
that, most of the online shoppers are female. Basically, in online 
shopping activities, it is monopolised by a female by 57.4% compared 
to male with a percentage of 42.2% (Malaysian Communication and 
Community Commission, 2017). 

However, not all online business firms make emphasise on 
content marketing quality. Thus, this study aims to unravel the quality 
of content marketing based on human view as the human preferences 
also need to be considered to determine the quality instead of using 
the technical algorithm and complex formulas especially for photo and 
video quality. Besides that, human interaction also can be regarded 
as a human preference to determine image quality. Based on human 
interaction Jogensen (1995), he found several attributes and 
categories of the images that consist of material attributes, literal 
attributes, sensory attributes, organisational attributes, expressive 
attributes, and contextual attributes. It is imperative to consider users' 
preferences in a system to support their work effectively. As 
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mentioned by Payette (1998), it is crucial to create a system that can 
support the users effecttively by examining the users’ preferences, 
needs and work contexts. 

 
2.0 Literature Review 
2.1 Video Quality 

Video is one of the content marketing types. Nowadays, many 
business owners are creating their commercial videos as one of their 
promotional tools. The firms tend to use video as a medium to convey 
the message to the customers because the video is more effective 
and efficient instead of the most potent tool in distributing messages 
(Short, 2019). Besides that, there is a research which found that most 
of the social media audience, such as Facebook prefer to share 
videos 12 times more than text post and photo (Buck, 2012). Thus, 
video can be considered as one of the crucial things that need to be 
highlighted by the business firms as their powerful tool for content 
marketing strategy. The video quality is particularly important on the 
social media sites as it will be judged by real communities and they 
do not hesitate to give a wrong impression if they do not see the 
quality (Standberry, 2018). There is no first or second impression on 
video quality; thus, the firms must provide the highest quality of the 
videos to the audience (Blasco, 2018). Moreover, (Bracken, 2006) 
suggested that higher quality of images can enhance the audience 
rating of news as well as for the immersion. 

 
2.2 Photo Quality 

The image quality in social media matters as it can influence 
the audience impressions.  It is vital to make emphasise on image 
quality in social media as poor quality of the image can destroy the 
result (Sendible Insight, 2019). On the other hands, through the high 
quality of image, it also can draw attention among the audience in a 
very crowded space of social media. The human brain can respond 
speedily when they saw images and colour rather than seeing other 
forms of information (Online Logo Maker, 2017). Meanwhile, Halls 
(1979) also delineated that humankind has a powerful affinity with 
image and in the earliest of human communication, it is not the texts 
but in sort of visual images. However, most of the latest study makes 
emphasise on image quality attributes judgment based on technical 
theories and formulas whereas it is very lack of study that researches 
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image quality attributes by human judgment. Based on human 
interaction Jogensen (1995), he found several attributes and 
categories of the images that consist of material attributes, literal 
attributes, sensory attributes, organisational attributes, expressive 
attributes, and contextual attributes. 

 
2.3 Website Quality 

In the present, there are many business firms used the website 
for their marketing strategies. Basically, the website provides more 
information about the products or services that described in details 
way. Thus, if business firms want to provide precise information about 
the company brands, they should create the website. Nevertheless, 
not all the business firms managed to provide a high quality of the 
website. Several criteria involved in website quality. According to 
Moustakis, Litos, Dalivigas & Tsironis (2004), the website quality 
elements consist of content, navigation, design and structure, 
appearance and multimedia and uniqueness. Moreover, according to 
Cao & Seydel (2005), they concluded that the attribute of the website 
designs encompassing the functions, user complexity, features as 
well as an aesthetic function such as colour and sound. All of these 
elements are very crucial because it will help the consumers to 
navigate conveniently on the website and can access clear text and 
images about the products or services. Thus, the business firm must 
highlight the website quality as it can help the firms to build their 
customer engagement and loyalty. 

 
2.4 Pleasure, Dominance, Arousal 

According to Mehrabian & Russell (1974), three emotional 
dimensions encompassing of pleasure, arousal and dominance and 
used to describe human perceptions of physical environments. In the 
previous of marketing study, the PAD model has been used in 
evaluating the emotions that relate to online contexts (Chang et al., 
2014; Hsieh et al., 2014), the atmospherics in both retail (Donovan & 
Rossiter, 1982; Donovan, Rossiter, Marcoolyn, & Nesdale, 1994; 
Turley & Milliman, 2000) television ads (Holbrook & Batra, 1987),  and 
various consumption experiences (Havlena & Holbrook, 1986). 
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2.5 Inner Peace 

Fundamentally, most of the Islamic literature associates inner 
peace with Tasawwuf (Islamic Spirituality) and usually discussed in 
Arabic, Turkish and Persian. According to Keskin (2016), three 
significant concepts related to inner peace, which include iṭmīnān 
(peace), sakīna (serenity), and riḍā (contentment). She also 
mentioned that, when all of these concepts merged, then it will 
become the meaning of inner peace according to Islamic tradition. 
According to Quran Reading (2018), someone will submit themselves 
to Allah Almighty when they understand the meaning of Islam; thus, 
inner peace and happiness can be attained in life. Besides that, 
Dragon (2015) also delineated about the richness of the heart, which 
is the contentment feeling when someone submits themselves to God 
that eventually lead to inner peace. 

 
2.6 Hypotheses 

H1a: Video quality has a positive influence on social media content 
marketing experience quality (SMCMEQ). 
 

According to Dobrian, Awan, Joseph, Ganjam, Zhan, Sekar, 
Stoica & Zhang (2011) stated that the distribution of the video across 
the Internet went broadly and it is progressively consumed on bigger 
screens, thus lead to the users’ expectations for quality have 
tremendously increased. Meanwhile, Yang, (2005); Eakins & Graham, 
(1999); Greisdorf & O ’Connor (2002) identified three levels for the 
people to interact with images or videos. The first level of the image is 
called primitive features of the image, such as colour and shapes, are 
perceived by the users. Then, the second level is known as logical 
features like things; the users perceive people, actions and places. 
Basically, at this stage, the people will draw on their existing 
knowledge to recognise the objects perceived. The last level 
preferred the inductive interpretation of the image or video with 
inferences being processed about its specifications, comprising of 
emotional cues and atmosphere (Yang, 2005; Greisdorf & O ’Connor, 
2002). Otherwise, Weber (2018), also concluded that video is a 
powerful content medium for storytelling and can have a significant 
influence on the success of the promotional campaigns and content 
marketing efforts as it such an effective way to connect with people 
and expand relationships with target audiences. 
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H2a: Photo quality has a positive influence on social media content 
marketing experience quality (SMCMEQ). 
 

In the previous study, described image attributes as the art of 
literature that are evaluated from the perspective of the contribution 
which each attribute makes to the total visual experience. Otherwise, 
Arnheim (1974) also urges that in images of perceptual attributes like 
shape, colour, and location are mutually committed to each other, if 
there is any change of any one of these qualities then it will affect the 
nature of the perception of the others as well. Likewise, it is supported 
by Patel (2019), who posits that if the marketer separates a body of 
text with some enthralling images, people tend to end reading if these 
images are of high quality and contextually relevant. Therefore, image 
quality has a positive relationship with the social media content 
marketing experience and this lead to the second hypothesis. 

 
H3a: Website quality has a positive influence on social media content 
marketing experience quality (SMCMEQ). 

 
Lin (2007) indicated that three points of website quality 

dimensions include information quality, system quality, and service 
quality and proves that all three dimensions can actively influence 
customer satisfaction. Meanwhile, Tan & Wei (2006) mentioned in 
their previous study that the content of the website consists of 
contextual information quality, intrinsic information quality, accessible 
information quality, and representational information quality. On the 
other hands, the website quality can influence the content marketing 
experience among the consumers as Poh-Ming (2014), has 
concluded that good quality of website consequently can enhance the 
customer’s belief, trusts in a certain e-store, and boosts the sales. 
Besides that, through information content on the website also can 
give a significant impact on social media content marketing 
experience among the consumers as information content is a major 
element of customer satisfaction (Montoya-Weiss, Voss & Grewal, 
2003; Palmer, 2002) and purchase intention (Lohse, Bellman & 
Johnson, 2000; Shim, Eastlik, Lotz & Warrington 2001). 

 
H4a: Social Media Content Marketing Experience Quality (SMCMEQ) 
has a positive effect on behavioural intention. 
 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS Vol 24 (S1), 2020 

253 
 

In the past study, Solomon (2013) has discovered that 
advertising plays a vital role in influencing the consumers’ evaluation 
of a product, reaction to a product and their feelings about a product. 
Then, Milhinhos ( 2015) highlighted that the digital customers rely on 
the quality of the content that available for them in online which can 
describe the quality of the product they are searching to purchase 
before proceed to online transaction. Otherwise, Heinonen (2011) 
also supported that companies must understand the factors that will 
influence consumer attitudes as they tend to create the content and 
share their views about brands through social media. On the other 
hands, several factors can lead to the consumers’ behavioural 
intention. According to Wanmo Koo (2010), factors of advertising 
content attributes (entertainment, informativeness, irritation) had a 
positive relationship on effect on the consumer attitudes towards 
mobile advertising and significantly gave impact on behavioural 
intention as well. This is it coincides with the earlier research by 
Mitchell & Olson (1981) who stated that pleasing and entertaining 
advertisements have a positive impact on consumers’ attitudes. In a 
similar vien, Ducoffe (1996) agrees that the element of entertainment 
in advertisement content also is an important determinant that leads 
to its effectiveness.  

 
H5a: Social Media Content Marketing Experience Quality (SMCMEQ) 
has a positive effect on affective loyalty. 

 
Gotkin (2018) mentioned that content marketing is the best 

way for eCommerce stores to enhance customer loyalty and retention 
as it is very effective at retaining current customers and increase the 
average lifetime value of a customer simultaneously. Content 
marketing is a modern marketing prototype that very beneficial for 
long term period as it can build brand loyalty by creating rapport with 
the target audience with valuable content without applying 
promotional techniques (Pulizzi, 2012). Otherwise, Gomez, Arranz & 
Cillan (2006) made emphasis on customer satisfaction, trust and 
commitment as a critical point in the development of affective loyalty. 
Thus, Anda, Akbiyik & Karkar (2016), mentioned in their study that 
content marketing is a crucial, crucial element in ensuring consumer 
satisfaction as it can build the confidence of consumers and it 
depends on the accuracy and benefits of the content provided. 
Basically, the customer satisfaction is nearly related with the affective 
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loyalty whereby Martinez-Ruiz, Suarez, Zarco, & Yusta (2017) 
delineated in their study  that organizations have to continuously offer 
value to the client that coincides to the digital environment (Vernuccio, 
Pagani, Barbarossa & Pastore, 2015) and creating inclusive 
marketing of attraction, and offer satisfactory experiences, oriented to 
create valuable contents, with the purpose to enhance the affective 
links with brands (Kaufmann, Correia Loureiro & Manarioti, 2016). 

 
3.0 Proposed Research Model 

 
Figure 19 : Social Media Content Marketing (SMCM) conceptual framework 

This study is based on the approach of S-O-R (Stimulus-
Organism-Response) from Mehrabian Russel Theory (Mehrabian & 
Russel, 1974). In their research, Mehrabian & Russell (1974) propose 
that stimuli (S) in the environment cause changes in people’s internal, 
or organismic, states (O) that lead to approach or avoid behavioural 
responses (R). Besides that, there are numerous research proved 
that S-O-R-based empirical studies in marketing overwhelmingly 
supported a positive relationship between emotional response (e.g. 
Enjoyment, pleasure and arousal) and several approach behaviours, 
such as post-adoption behaviours, intention, purchase, consultation, 
search for other web sites and re-visit (Li, Don & Chen 2012, Choi, 
Kim & Kim, 2011; Ko, Kim, & Lee 2009; Koo & Ju, 2010; Wang, Minor 
& Wei 2011). Primarily, the S-O-R model has been used by the 
researchers to determine human behaviour, especially in exploring 
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what their responses towards the specific environment are. However, 
the S-O-R model can be adopted by both the online and physical 
environment of the study. The S-O-R model has been commonly 
applied to consumer behaviour research, especially in the areas of 
retailing and service delivery in both physical and online environments 
(Thang, Zhang & Wu, 2015; Turley & Miliman, 2000). Based on 
Thang et al. (2015), stated that in a physical shopping environment, 
stimuli of the storefront and interior design are the priorities for service 
businesses as the consumer is experiencing the full service provided 
by the store’s facility. Therefore, for the online environment, e-
commerce websites can be considered as “e-services cape” where 
digital artifacts (e.g., Navigation bars, search boxes, and ads) and the 
layout of these artifacts are atmospherics that may influence the firms’ 
images and consumers’ behaviors (Thang et.al, 2015; Eroglu, 
Matchleit & Davis, 2001; Harris & Goode 2010; Hopkins, Grove, 
Raymond & LaForge, 2009; Williams & Dargel 2004). 

The S-O-R theory in this study as it involves the stimulus that 
eventually leads to the response behaviour. The outcomes will be the 
consumer behaviour that emphasis on intention behaviour and brand 
awareness. In several marketing communication pieces of research, 
there are numerous types of stimulus that have been tested with 
different outcomes that contribute a lot of benefit to the realm of 
marketing strategies. Nevertheless, coinciding with the time passage, 
content marketing nowadays is a crucial thing that the marketers 
need to consider especially in business strategies. Some of the 
practitioners describe content marketing is the king in business 
strategies. Moreover, most of the consumers, especially the millennial 
generation, tend to use social media in their daily life activities such 
as communicating, shopping, learning, and so on. 

On the other hands, the significance of content marketing is 
mostly discovered by practitioners, but it still has scarce and limited 
research in the growing online field especially among scholars. To 
address this knowledge gap, the focus of this research is regarding 
the content marketing quality and consumer experienced as 
customers’ behaviour factors. Fundamentally, there are three 
predictors of SMCM that becomes the independent variables in this 
research. The predictors in this study consist of video quality, photo 
quality and website quality. All of these stimuli are the materials that 
have been added into social media platforms such as Instagram, 
Facebook and YouTube to reach customers. Thus, all of the 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS Vol 24 (S1), 2020 

256 
 

predictors will create experience quality among online consumers. In 
this new era, most of the online consumers consist of Millennial who 
tend to seek information and doing purchase via online.  

The SMCM experience quality in this framework will be the 
organism that emerges from the stimulus. This SMCM experience 
quality will be measured by using Pleasure, Arousal and Dominance. 
However, the researcher has put the new element in this 
measurement which is the Inner peace as an Islamic emotion towards 
Muslimah fashion. The researcher makes emphasis on inner peace 
as a new dimension in Islamic emotion because this study tends to 
excavate more about the Islamic environment that focuses on 
Muslimah Fashion. This new variable will be a new dimension in 
measuring Islamic emotion, especially in fashion. Nevertheless, this 
new dimension is a contribution to this study by enhancing the 
previous theory.  

In spite of that, this study also seeks to investigate the 
experience of videos, photos and website quality. The researcher will 
use an eye tracker to detect the visual attention that converges in 
content marketing that consists of videos and photos. The eye tracker 
will be employed by the researcher as a new methodology for this 
research because it produces more precise and details result that can 
support the primary data which is a set of questionnaires that will be 
used by the researcher. Besides that, the use of eye-tracker also will 
be a contribution to the research methodology for this study. On the 
other hands, eye tracking, in general, can be defined as a process of 
measuring either the motion of an eye relative to the head or points of 
eye gaze plot. Thus, an eye tracker is a device for measuring eye 
movements and eye positions. 

 
4.0 Expected Contribution 

This study is expected to augment knowledge about content 
marketing on social media. The result of the study can help the online 
business firms, especially in Muslimah Fashion industry in Malaysia to 
create their marketing strategies. Besides that, this study also will 
explore new Islamic emotion on Muslimah Fashion content marketing. 
This is about the feeling and experience that female Muslimah gains 
while there are watching the Muslimah fashion content marketing on 
social media. Apart from that, this study will contribute to the content 
marketing quality outcomes, focuses explicitly on Female Muslims 
Millennial intention behaviour and affective loyalty as their response 
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towards the content marketing quality. Thus, at the end of this 
research, it is expected to develop a suggestions model for content 
marketing attributes and measurement on Muslims’ emotion towards 
modest fashion. 
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