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ABSTRACT

Despite exponential growth in social media, there is limited researclion its potential effect on
Brand avwareness, word of mewth, hrand promaotion, and consumer purehase intentions. This
conceptual paper makes wn imporiant conivibution to fill the existing gap in the Hiterature and
creating the fundamental finkages benween conswmers ™ engagement with social media and
the effects of the engagement an brand avwareness.  The {mportance of this empirical study
lies in identifi the role plaved by the engagement with social media marketing in the creation
of bremd cowvareness, This study empivicatly examines the relationship between engagement
with social media marketing ay the independent vaviable and brand awareness created
thronsh Facebook fim page as the dependent variable in relation to “Mobite! Sri Lanka”
Wihile both the variahles individually have hieh leved auributes. the Pearson’s correlation
analvsis explores a positively significant Iinear relationship heaveen engagement with social
media marketing aid brand avarenesy created through Facebook fan puge. The regression
analvsis indicates that the engagement with social media marketing for " Mobitel Sei Lanta”
is wvefid to explain the variation in brand awareness created through the Facchook fan page

fere ' Mahitel Sei Lanko ™

Key words: engagement with social media nmurketing, brand awareness, Facebool fuin

plge.
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