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Abstract – The social media environment has turned into a major point of contact with Indian consumers through all the 

awareness and evaluation and purchase phases, and the brands are starting to use the platform-native content and creators to 

shape the demand. This paper will focus on the effects of perceived social media marketing activities (SMMAs) entertainment, 

interaction, trendiness, customization and electronic word-of-mouth (eWOM) on purchase intention and loyalty intention among 

Indian consumers. The conceptual model combines the framework of stimulus-organism-response (S-O-R) with elaboration 

likelihood model (ELM) to discuss the effects of SMMA on behavioral intentions, which are organismic states including brand 

trust, consumer engagement, and consumer-based brand equity. The paper methodologically gives a survey-based design that is 

appropriate to the Indian samples, hypotheses, proposed initiatives, and an SEM-ready analysis plan. To show an example of 

APA-style reporting of tables, figures, and graphs without gathering primary data in such an environment, the Results section 

is based on a transparent synthetic dataset (N = 420) which was created in order to mimic the survey data on Likert scale with 

plausible correlations between constructs. The descriptive statistics, correlations and pictorial regression models reveal positive 

relationships between SMMA and purchase and loyalty intentions, and the indirect relationships of the variables through trust 

and engagement are stronger. The managerial implications illustrate the significance of credibility and interaction, control of 

influencer behavior and eWOM, and risk-reduction cues that can be used in transforming engagement to purchase. The main 

contribution of the paper is the fully developed template of the research which is India relevant and can be used with a real 

survey data with direct replication to get a publishable empirical research. 
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I. INTRODUCTION  
 

The Indian consumer internet is currently one of the most 

massive in the world and social media has become the focal 

point in terms of communication, entertainment, and 

business. Industry reporting and aggregated measurement 

providers suggest that there are hundreds of millions of 

identities of social media users in India, and very large 

platform reach of video and image-first networks (Kepios 

and DataReportal, 2025). Concurrently, social media usage 

has been featured as the most significant amount of time 

spent daily in the news, and increased concerns in policy 

and business over the societal role of social media (Reuters, 

2026). To the marketing context, the implication of such 

conditions is that social media is not just a medium to 

distribute messages but one of the significant settings where 

people get to know about brands, adopt persuasion 

messages, and become pre-disposed. 

 

Marketing theory usually describes social media as a 

collection of web-based applications that make possible the 

creation and sharing of user-generated content and facilitate 

interacting in a networked manner (Kaplan and Haenlein, 

2010). The difference in social support of identity, 

conversation, sharing, presence, relationships, reputation, 

and groups is important as each of these capabilities varies 

what marketing activities can be performed and what 

reactions to consumers are probable (Kietzmann et al., 

2011). Since the consumer can publicly comment on brands 

and others, social media is creating a thin line between the 

controlled promotion by the firm and the word-of-mouth by 

the consumer. This is the reason why Mangold and Faulds 

(2009) believe that social media is a hybrid component of 

the promotion mix, which involves firm-to-consumer and 

consumer-to-consumer, influence. 

 

Within this setting, researchers are starting to pay more 

attention to such phenomenon as social media marketing 

activities (SMMA), which is the way consumers view the 

presence of a specific brand within social media and the 

value it generates there. Rather than viewing social media 

exposure as one undifferentiated input, SMMA is able to 

capture the qualitative nature of what brand do: creating 

entertaining content, making interaction possible, 

delivering current and trendy information, personalizing 

communication, and achieving eWOM (Kim and Ko, 2012; 

Yadav and Rahman, 2017). This difference is significant 

since various SMMA aspects can provoke various 

persuasion pathways. Entertainment can stimulate the focus 

and influence, and credible information and the quality of 

the review can contribute to the central processing and more 

important belief development (Aghakhani et al., 2021; 

Cheung and Thadani, 2012). 

 

Opportunity and complexity in the Indian context is 

enhanced. To start with, India is mobile-first and more 

video-centric, and short-form video, reels, and creator 

content are a prevalent form of persuasion. Second, market 

is heterogeneous in terms of language, geography as well as 

socio-economic lines meaning that a similar SMMA 

strategy might not perform equally. Third, the scale of 

social media adoption is increasing at a rapid pace; this 
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opportunity exposes consumers to misinformation and 

privacy issues; this threat has the potential to influence 

consumers to stimulate consumer responses and purchase 

behavior. Recent evidence on the topic of India indicates 

that perceived risk may balance the role of social media 

marketing in terms of engagement, eWOM, and repurchase 

intention in e-commerce (Aggarwal et al., 2025). Thus, the 

risk-blind and trust-blind models can overrate the direct 

marketing impacts. 

 

It is in this backdrop that this study targets the question; 

how do perceived social media marketing activities affect 

the purchase intention and loyalty intention of Indian 

consumers and how? The converted likelihood and near-

term demand are often proxied with purchase intention. 

Intention to be loyal is a long run relationship consequences 

that are strategically important in low switching 

competitive online markets. Although a growing evidence 

of the connection between SMMA and brand equity and 

consumer response is good across the world, mechanisms 

and boundary conditions may differ among India-specific 

product categories and regions. 

 

To facilitate empirical research of this topic, this paper 

gives a full APA-formatted research-paper template. It 

contributes in three ways. To start with, it combines theory 

and evidence to suggest a conceptual framework of 

integration based on stimulus-organism-response (S-O-R) 

and elaboration likelihood model (ELM) approaches. 

Second, it describes an effective methodology that can be 

used with Indian samples, the measures suggested, 

sampling logic, and a plan of analysis prepared in SEM 

format. Third, it also shows how to report findings using a 

clear synthetic dataset with tables, figures and graphs. The 

artificial outcomes depict the procedures of analysis and 

format; they do not purport on the Indian market. The 

researchers can substitute the synthetic data with the 

primary survey data to come up with a completely empirical 

paper. 

 

II. LITERATURE REVIEW 
 

PsSMMA/perceived social media marketing activities 

(SMMA). 

A popular strategy represents SMMA using five dimensions 

namely: entertainment, interaction, trendiness, 

customization and eWOM (Kim and Ko, 2012). 

Entertainment incorporates the hedonic and enjoyable 

elements of brand content, interaction incorporates a 

responsiveness and two-way communication, trendiness 

incorporates a novelty and up-to-date information, 

customization captures a felt personalization, and eWOM 

incorporates consumer exposure to peer opinion and 

willingness to share. Yadav and Rahman (2017) confirmed 

such a method of measurement in the environment of e-

commerce and emphasized that SMMA is rather a multi-

dimensional perception, but not a single metric. These 

dimensions are quite well aligned with how Indian 

consumers perceive social platforms: video-first feeds are 

salient in terms of entertainment and trendiness, interaction 

in terms of community, customization in terms of 

recommendation experiences, and eWOM in terms of 

review and influencer ecosystems. 

 

Behavioral intentions and SMMA. 

Various researches indicate that SMMA is positively 

associated with downstream outcomes like purchase 

intention, loyalty and advocacy. As an illustration, 

Algharabat et al. (2020) demonstrate that the marketing and 

engagement in social media lead to consumer-based brand 

equity. These tendencies are also backed by industry and 

sector-specific work: Seo and Park (2018) discover that 

brand equity and customer response are dependent on social 

media marketing efforts in the airline sector. Alongside 

that, the content-level research of brand posts indicates that 

the nature of brand messages may influence engagement 

and popularity statistics (De Vries et al., 2012). This is 

important as interaction and popularity are cues to social 

proof, which can further increase reach. 

 

These relationships are supported by meta-analytic and 

review evidence. Ibrahim (2022) summarizes the findings 

of empirical studies and reports that brand loyalty is 

positively correlated with SMMA in its studies, which 

implies that the influence is not limited to certain groups. 

Generalized reviews of digital marketing and agenda-

setting papers demand context-responsive model and 

demand the incorporation of mechanisms that include 

engagement, trust, and risk perceptions (Dwivedi et al., 

2021; Appel et al., 2020). As such, the India-specific 

theory-based model should be concerned with both the 

direct and mediating effect routes. 

 

Theoretical background S-O-R and ELM. 

The stimulus-organism-response (S-O-R) model is a 

commonly applied conceptualization of marketing 

implications in the online setting. It hypothesizes that 

external stimuli (e.g., marketing, platform, social, signals) 

influence internal organismic (e.g., cognition, affect, trust, 

engagement) reactions, which result in behavioral (e.g., 

purchase, loyalty) outcomes. The mechanism perspective is 

supported by a meta-analysis of customer involvement in 

social media, which indicates that the engagement is 

associated with downstream relational outcomes (de 

Oliveira Santini et al., 2020). The elaboration likelihood 

model (ELM) is a complement to S-O-R in that it elaborates 

the way consumers process persuasive information using 

central or peripheral routes, based on the degree of 

involvement and capability to do so. Empirical evidence 

based on ELM shows that consistency in reviews and 

quality of arguments influence information adoption and 

that quality cues are important, particularly in the 

conditions of high perceived risk (Aghakhani et al., 2021). 

 

Trust as a mediator 

The online consumer behavior highly depends on the trust 

mechanism as there is more uncertainty and that consumers 

cannot physically assess the quality before they buy. Hajli 

(2014) demonstrates that social media may reinforce trust 

and social support, which determines the purchasing 
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decision. Social media in the provision of e-retail services 

is also defined by privacy and trust issues (Alzaidi and 

Agag, 2022). One factor that seems to play a significant role 

in the Indian context is the perceived risk: Aggarwal et al. 

(2025) determine that perceived risk mediates between 

social media marketing and engagement and repurchase 

intention so that, by mitigating the perceived risk, it is 

possible to convert engagement into more conversion. 

 

Engagement and brand equity 

Social media marketing is now a research that focuses on 

customer and consumer engagement. The conceptualization 

of consumer brand engagement in social media by 

Hollebeek et al. (2014) and the validated scale can justify 

the measurement of consumer brand engagement in social 

media to be used in empirical studies. Dessart (2017) 

suggests a model that has a connection between 

engagement antecedents and relational outcomes. Brand 

equity is value that has been built in consumer perceptions; 

the social media can reinforce brand equity through raising 

awareness, enhancing associations and building community 

value (Godey et al., 2016; Algharabat et al., 2020). Since 

the relational attachment and the perceived brand value tend 

to drive the loyalty intention, brand equity offers a feasible 

mediator between SMMA and loyalty. 

 

eWOM and influencer marketingThe unique characteristic 

of social media is the eWOM since peer reviews and 

discussions are visible, searchable and can be shared 

greatly. Cheung and Thadani (2012) conduct a literature-

based review of eWOM and come up with an integrative 

model, which focuses on credibility, usefulness and 

information adoption. The community narratives are 

depicted in the article of Kozinets et al. (2010) that reveal 

the influence of word-of-mouth marketing through online 

communities. Influencer marketing is an extension of 

eWOM that relies on the endorser, who is viewed as a 

relatable or credible source. The value and credibility of 

message has been demonstrated by Lou and Yuan (2019) to 

gain consumer trust and purchase intention of branded 

content, and by Masuda et al. (2022) to affect purchase 

intention via mediating perceptions of the characterizations 

of the influencer. Schouten and colleagues (2020) contrast 

the concept of celebrity and influencer endorsement and 

point to identification and credibility as the most important 

factors. 

 

Evidence and gap in research specific to India. 

India focused research demonstrates that advertising on 

social media and SMMA do have effect on the attitudes and 

intentions to purchase among Indian segments. Arora et al. 

(2018) research the Millennials and their choice of social 

media advertising in Delhi NCR. Padival et al. (2019) 

present data of a semi-urban city in South India, which 

indicates that the impact of social media advertising does 

not develop only in metros. Aggarwal et al. (2025) combine 

ELM and S-O-R into an Indian e-commerce environment 

and demonstrate the significance of the perceived risk as a 

mediator. Nevertheless, a number of studies continue to be 

sector or region-specific and not as many of them combine 

SMMA, trust, engagement and brand equity into one 

unified model. Thus, integrative India-relevant designs that 

mediate and moderate pathways and cross-platform and 

cohort comparisons are necessary. 

 

III. METHODOLOGY 
 

Research design 

The cross-sectional survey design fits well in the study of 

SMMA due to the fact that it will capture how consumers 

perceive and inner psychological conditions upon 

encountering social media contents. The literature of 

studies based on surveys refers to the SMMA studies as 

they allow measuring multi-dimensional constructs, e.g., 

entertainment, interaction, and eWOM, and their 

correlation with the behavioral intentions (Kim and Ko, 

2012, Yadav and Rahman, 2017). Researchers can use 

online panel, social media recruiting, and institutional 

sampling to administer surveys. In order to enhance validity 

in India, one should consider employing language-concise 

instruments, as well as pilot-test items to make them clear. 

 

Population, sampling and context. 

The target audience will be the Indian consumers who are 

also the social media users and were exposed to brand 

content or brand communities within the past 30 days. In 

structural equation modeling (SEM), a sample of 300 to 500 

is adequate, particularly in the mediation and moderation 

testing. The use of stratification according to age cohort 

(18- 24, 25 - 34, 35- 44, 45+) and metro versus non-metro 

area are useful in order to mirror the heterogeneous 

adoption patterns in India (IAMAI & Kantar, 2023). The 

primary usage and demographic controls are gender, 

education, monthly spending, how much time one spends 

per day on social media, and the primary platform. 

 

Conceptual model 

SMMA is considered as the stimulus in the model. 

Organismic states are brand trust, consumer engagement 

and brand equity. Purchase intention and loyalty intention 

is an answer. Perceived risk is also present as a boundary 

condition that has the potential to diminish the influence of 

SMMA on engagement and conversion of engagement into 

purchase (Aggarwal et al., 2025). This find is consistent 

with the fact that social media persuasion operates on both 

affective and cognitive pathways and that risk leads to 

higher demand of credible information and trusted stimuli. 

 

Hypotheses 

 H1: SMMA has a positive effect on brand trust. 

 H2: SMMA has a positive effect on consumer 

engagement. 

 H3: SMMA has a positive effect on consumer-based 

brand equity. 

 H4: Purchase intention is positively related with brand 

trust. 

 H5: Consumer interest has a positive effect on the 

purchase intention. 

 H6: There is a mediating effect of brand trust and brand 

engagement between SMMA and purchase intention. 
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 H7: The brand equity has a positive effect on the 

loyalty intention. 

 H8: Brand equity mediates between the relationship 

between SMMA and the loyalty intention. 

 H9: SMMA to engagement and engagement to 

intention correlations are moderated by perceived risk 

(weaker when perceived risk is high) (weaker when 

perceived risk is high). 

 

Measures  

SMMA may be assessed in reference to the five-

dimensional scale created by Kim and Ko (2012) and 

modified to e-commerce by Yadav and Rahman (2017). It 

is possible to use multi-item trust scales that are applicable 

in an online environment to measure a brand trust (Hajli, 

2014; Alzaidi and Agag, 2022). Consumer brand 

engagement scales could be used to determine the 

engagement in a social media environment (Hollebeek et 

al., 2014; Dessart, 2017). The social media environment can 

utilize brand equity measures which mirror the consumer-

based brand equity studies (Algharabat et al., 2020; Godey 

et al., 2016). Purchase intention, and loyalty intention 

measurement can be done in accordance with well-known 

intention items in correspondence with online commerce 

and relationship marketing. 

 

Analysis plan 

 Step 1: Missingness, outliers, normality, data 

screening and descriptive statistics. 

 Step 2: Reliability and validity: Cronbach alpha and 

composite reliability, average variance extracted 

(AVE) and confirmatory factor analysis (CFA). 

 Step 3: Structural testing: SEM to test direct effects; 

bootstrapping to test mediation; moderating analysis 

with terms of interaction or multi-group SEM. 

 Step 4: Robustness checks: alternative model 

specifications and common-method-bias diagnostics 

 

General information: Data collection process, data 

handling and storage, data analysis, and inferences 

(Halmburton, 2017). 

The advice on SEM and multivariate diagnostics is 

available in general references to multivariate analysis 

(Hair et al., 2009). 

 

The demonstration data applied in the paper. 

Since there is no primary data collection in such an 

environment, the Results section illustrates the workflow in 

a clear synthetic dataset (N = 420). The synthetic 

information is produced in a way that it assumes the 

responses of the 5-point Likert scale and realistic positive 

associations between SMMA and trust, engagement, brand 

equity, and intentions. In line with this, the numeric 

outcomes are descriptive and cannot be viewed as the facts 

related to Indian consumers empirically. 

 

 

 

 

 

IV. RESULT 

 
Figure 1. Conceptual framework used in the study. 

  

 
Figure 2. Mean SMMA and outcome scores by primary 

platform (synthetic sample). 

 

 
Figure 3. Relationship between SMMA and purchase 

intention (synthetic sample). 
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Descriptive statistics 

Table 1 presents the descriptive statistics of the major 

constructs. The synthetic sample has the above-midpoint 

means of SMMA and its sub-dimensions, which implies an 

overall positive perception of the brand activity on social 

platforms. The values of brand trust, engagement and brand 

equity are also above-midpoint and purchase intention and 

loyalty intention are also positive. The trend can be 

attributed to most survey-based SMMA studies where 

respondents are active users who consume brand content on 

a regular basis (Kim and Ko, 2012; Yadav and Rahman, 

2017). 

 

Correlations 

Table 2 states the correlation between the core constructs. 

SMMA is positively related with brand trust and 

engagement meaning that consumers who have a positive 

perception of brand social media activity as fun, interactive, 

and informative will also tend to trust and involve 

themselves in the brand. Trust and engagement have a 

positive relationship with purchase intention whereas brand 

equity has a positive relationship with loyalty intention. The 

pattern of correlation confirms the S-O-R logic model, 

which states that the marketing stimulants operate on 

internal states to influence the behavioral reaction (de 

Oliveira Santini et al., 2020). 

 

Examples of regression techniques. 

Table 3 gives a graphical example of an OLS regression 

estimating the purchase intention based on SMMA, brand 

trust, and engagement. The coefficients of SMMA, trust, 

and engagement are positive, which is in line with the fact 

that social media marketing influences purchase intention 

both directly and indirectly via trust and engagement. Table 

4 shows a representative regression projection of predicting 

the loyalty intention based on SMMA, brand trust, and 

brand equity. Trust and equity show positive relationship 

with loyalty intention which is consistent with consumer-

based brand equity views. 

 

Interpretation caution 

Since these analyses are done using synthetic data, the 

coefficients are not empirical evidence on Indian 

consumers. They are provided to display the needed 

reporting items (tables, figures and graphs) and to 

demonstrate how the conceptual model could be tested on 

the basis of real survey data. 

 

Table 1. Descriptive statistics (1–5 scale) 

Variable Mean SD Min Max 

SMMA 3.41 0.66 1.13 5.0 

Entertainment 3.39 0.78 1.0 5.0 

Interaction 3.45 0.81 1.0 5.0 

Trendiness 3.44 0.82 1.0 5.0 

Customization 3.4 0.85 1.0 5.0 

eWOM 3.41 0.81 1.0 5.0 

BrandTrust 3.49 0.65 1.56 5.0 

Engagement 3.39 0.71 1.6 5.0 

BrandEquity 3.62 0.67 1.05 5.0 

PurchaseIntention 4.15 0.65 1.84 5.0 

LoyaltyIntention 3.9 0.65 1.78 5.0 

 

Table 2. Correlations among core constructs 
Variabl

e 

S

M

M

A 

Bran

dTru

st 

Enga

geme

nt 

Bran

dEqu

ity 

Purchas

eIntenti

on 

Loyalt

yIntent

ion 

SMMA 1.0 0.55 0.49 0.48 0.54 0.49 

BrandT

rust 

0.5

5 

1.0 0.24 0.46 0.49 0.51 

Engage

ment 

0.4

9 

0.24 1.0 0.23 0.46 0.32 

BrandE

quity 

0.4

8 

0.46 0.23 1.0 0.33 0.48 

Purchas

eIntenti

on 

0.5

4 

0.49 0.46 0.33 1.0 0.37 

Loyalty

Intentio

n 

0.4

9 

0.51 0.32 0.48 0.37 1.0 

 

Table 3. OLS regression predicting Purchase Intention 

(synthetic data) 

Variable B SE 

Intercept 1.485 0.164 

SMMA 0.241 0.05 

BrandTrust 0.291 0.046 

Engagement 0.243 0.04 

 

Table 4. OLS regression predicting Loyalty Intention 

(synthetic data) 

Variable B SE 

Intercept 1.335 0.168 

SMMA 0.22 0.048 

BrandTrust 0.274 0.049 

BrandEquity 0.237 0.045 

 

V. DISCUSSION & CONCLUSION 
 

The proposed paper suggests that social media marketing 

can impact the Indian consumers in a way that a perception 

of relationship and value including trust, engagement, and 

brand equity is created, which in turn determines purchase 

and loyalty intentions. The model is consistent with the shift 

in digital marketing research research on the exposure-

based thinking to relationship- and value-based thinking 

(Appel et al., 2020; Dwivedi et al., 2021). The direction of 

the synthetic demonstration conclusions coincides with the 

earlier empirical studies that associate SMMA with brand 

equity and customer reaction (Kim and Ko, 2012; 

Algharabat et al. 2020; Seo and Park, 2018). 

 

Theoretical interpretation 

The S-O-R framework determines why SMMA is expected 

to be important: marketing stimuli (content, interaction, 

personalization, and eWOM facilitation) in social media are 

known to influence organismic states (e.g., trust and 

engagement), on the basis of which behavioral response 

will be determined. ELM perspective describes the way in 

which consumers interpret such stimuli. Peripheral cues can 

include the entertainment and popularity cues, whereas 
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central processing can be supported by argument quality, 

review consistency, and informative content. Perceived risk 

can increase, and more credibility cues can deceive 

consumers by reducing the impact of superficial popularity 

messages solely (Aghakhani et al., 2021; Cheung and 

Thadani, 2012). 

 

Indian brand implications on the part of managers. 

First, brands need to consider SMMA as a set of value-

creating activities and not as such frequent posting. 

Entertainment may enhance attention, however, interaction 

and quality of information are essential in the development 

of trust and transformation of attention into purchase. 

Second, engagement management is to be pronounced: it 

can be empowered by engaging in commentary, responding 

to complaints, and allowing the community to engage in 

conversations, which are always associated with relational 

outcomes (Dessart, 2017; de Oliveira Santini et al., 2020). 

Third, influencer programs and eWOM have to be 

governed. One can use influencer endorsement when 

identification, credibility, and product fit are high 

(Schouten et al., 2020), and purchase intention and trust are 

influenced by message value and credibility (Lou and Yuan, 

2019). Therefore, the brands must reveal that they are 

sponsored, find trustworthy creators, and promote real 

reviews instead of fake interaction. 

 

Boundary conditions that are specific to India. 

The fact that India is an enormous market offers enormous 

reach capacity, yet, it also brings about the risk of 

misinformation and privacy. Evidence on India suggests 

that the perceived risk moderates the relationship between 

social media marketing and engagement, eWOM, and 

repurchase intention (Aggarwal et al., 2025). In practice, it 

implies that brand signals of risk reduction should be 

offered such as clear return policy, certified sellers, 

transparent prices, authenticity checks of the reviews, to 

turn engagement to purchase and loyalty. Platform 

differences should be also acknowledged by brands that are 

in operation in India. As an illustration, video-first 

platforms can focus on the importance of entertainment and 

the credibility of an influencer, whereas messaging-based 

social commerce can focus on trust and direct customer 

support. 

 

Implications and future directions Research. 

The future studies must gather primary survey data of 

Indian consumers to test the suggested model by using SEM 

along with measurement validation, bootstrapped 

mediation, and moderation tests. It allows researchers to 

make comparisons between metro and non-metro samples, 

age groups and various social platforms. Triangulation of 

survey data with behavioral measures (e.g. engagement 

logs, click-through, social listening sentiment, etc.) can also 

help eliminate common method bias. Also, the qualitative 

and mixed-method method may further elucidate the 

perceptions of consumers on social cues and influencer 

credibility in India (Snelson, 2016). The role of generative 

AI in creating content, live commerce, platform 

recommendation algorithms, consumer wellbeing, and 

policy issues are the new areas of India interest. 

 

Limitations 

The main weakness of this document is that the data on 

which a statistical analysis was performed is artificial. The 

data in numbers depict workflow of analysis and reporting; 

there is no evidence of actual Indian consumers. Before 

coming to substantive conclusions, researchers are expected 

to substitute the synthetic data with the real data, declare 

reliability and validity, and run robustness testing. 

 

Conclusion 

Indian consumers are likely to be affected by social media 

marketing due to the shape of trust, engagement, and brand 

equity, the antecedents, purchase, and loyalty intentions. 

Consumer relationships with brands leveraging creative, 

platform-native content along with credibility, 

transparency, and active engagement management are 

poised to develop long-lasting relationships in the rapidly 

changing social media landscape of India. The conceptual 

model, methodology and the reporting template presented 

here could be directly reused using primary Indian data to 

write out an entire empirical APA research paper. 
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