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ABSTRACT 

This study explores direct and indirect effects with data collection methods through 
surveys by distributing questionnaires. The population in this study is a woman who uses 
barenbliss cosmetic products for at least 18 years. Based on the research results, 6 
hypotheses can be accepted, namely The results of this study indicate that social media 

marketing activities have a positive effect on purchase intention, social media marketing 
activities have a positive effect on brand trust, social media marketing activities have a 
positive effect on brand image, price perception has a positive effect on brand image, 
brand trust has a positive effect on purchase intention, brand trust has a positive effect as 
a mediation on the relationship between social media marketing activities and purchase 
intention. A total of 4 hypotheses were rejected which showed no effect including, price 
perception and brand image have no effect on purchase intention, brand image has no 
effect on the relationship between price perception and purchase intention, brand image 
has no effect on the relationship between social media marketing activities and purchase 
intention. This research provides managerial implications for the marketing sector of a 
company to optimize social media strategies to create consumer purchase intention. 

 

Keywords: Social media marketing activities, price perception, brand trust, brand image, 
purchase intention 

 
 

INTRODUCTION 
The development of technology and the internet that continues to increase every year 

makes people easily access and find the information they need, this has led to a rapid 
increase in the use of social media, especially in Indonesia (Berliani & Rojuaniah, 2023). 
Social media marketing activities are used as a strategy to increase interaction and build 
relationships with users in the digital world (Nurcahyani & Ishak, 2023; M. P. Pratama 
et al., 2023; Rumaidlany et al., 2022). Moslehpour et al. (2021) stated that by 
implementing social media marketing activities, companies can more easily interact with 
their consumers every day. In addition to this, social media marketing activities can create 
word of mouth effects, consumers can also customize information, trends, and 
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entertainment according to their needs in real time (Steven et al., 2023; Wibowo et al., 
2021; Yunus et al., 2023). In the midst of rapid competition with the shift from 
conventional to digital marketing media, promotion and marketing through digital media 
offers efficiency, effectiveness, and lower costs, as well as ease of access and practicality 
for consumers, thus enabling competitive selling prices to attract consumers (Nafsi & 
Kusuma, 2023).  

While social media marketing offers many advantages, research from HubSpot found 
that 85% of people have a negative view of intrusive ads, which not only ruin the 
experience on the website displaying them, but also create a bad impression of the brand 
being advertised (An, 2016; Mariam et al., 2022; Takaya et al., 2019). Audrea & Jaolis 
(2021) found many sites on the internet that provide information on how to get rid of ads 
on social media platforms. This states that an undirected social media marketing strategy 
can cause companies to produce content that does not attract the attention of the 
audience, thus reducing the level of engagement, this can result in a waste of advertising 
budget if the advertisement is ineffective and the advertising costs incurred have a negative 

impact or decrease consumer buying interest (R. A. Pratama et al., 2023; Utama et al., 
2020; Wijaya, 2015).  

Social media marketing activities are a factor that can support and also influence brand 
image (Amalia et al., 2024; Kalim et al., 2024; Moslehpour et al., 2022). Building a good 
brand image is very important, because this is the basis for the perception of the product 
in the minds of consumers (Arifah et al., 2024; Prameswari & Giri, 2021; Saputra et al., 
2024). Brand image is formed from consumer experiences when using a product or 
service, so that the perceived service quality is influenced by these experiences (Ardhana 
et al., 2024; Jalilvand & Samiei, 2012; Mariam & Ramli, 2023). Other factors such as 
brand trust also play an important role in social media, with this sense of trust consumers 
feel more secure and can rely on a brand (Ebrahim, 2020). This trust helps reduce 
consumer uncertainty in situations of doubt about what to believe, feelings of trust can 
form consumer confidence that their expectations will be met and they will not feel 
disappointed (Benhardy et al., 2020). Consumers can interact with brands through social 

media with promotions, these interactions can build relationships that ultimately occur 
their intention to buy (Sharma et al., 2021). Purchase intention reflects a person's interest 
in a product to try, buy and own a product, this shows that someone has special attention 
to the product offered and can influence their decision to make a purchase (Yulianingsih 
et al., 2019). Price perception can also influence purchase intention because price is how 
they perceive the value and quality of a product (Benhardy et al., 2020; Miaty et al., 2024; 
Takaya et al., 2019). Consumers often make price the main criterion in assessing a 
product, price perception is an important element because it serves as the main source of 
information for consumers (Ghazmahadi et al., 2020; Sinurat et al., 2024; Utami et al., 
2024). 

Research related to the influence of social media marketing activities on purchase 
intention through brand trust and brand image has been conducted by Moslehpour et al. 
(2022); Salhab et al. (2023), the study only included one independent variable, namely 
social media marketing activities. So this research will develop the model by adding the 
price perception variable as the second independent variable as one of the factors that 
have the potential to influence purchase intention. Nugroho et al. (2022) stated that one 
of the imported cosmetic products that dominate the Indonesian market is cosmetic 
products from South Korea with rapid growth and creating very intense competition. The 
focus of this research is on one of the South Korean cosmetic brands, barenbliss as the 
object.  

Based on the description above, the research objectives to be achieved are to examine 
the respective roles of the influence of social media marketing activities and price 
perception variables on purchase intention through brand trust and brand image on one 
of the cosmetic brands, namely barenbliss. In addition, this research is expected to make 
a positive contribution to business managers in developing a more effective and efficient 
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social media marketing activities strategy, especially companies that want to expand their 
marketing scope so that goals can be achieved. 
 

LITERATURE REVIEW 

Social Media Marketing Activities 
Zhou et al. (2021) defines social media marketing activities as an online marketing 

strategy where consumers can share information and experiences about a product or 
service with other consumers.  Kumar et al. (2021) explained that the success of social 
media marketing occurs when integrated promotional messages can influence consumer 
perceptions of product images and consumption behavior. Social media marketing 
activities play a role in implementing marketing strategies through various social media 
platforms (Sharma et al., 2021).  

Price Perception 

 Price perception is a reference to the value given to consumers regarding a product or 

service by considering the feasibility offered (Anas et al., 2023; Sylvia & Ramli, 2024; 
Thamanda et al., 2024). According to Utami et al. (2024), price perception is a consumer's 
perception of how much money will be charged to get the desired product or service. Price 
perception is also the way consumers assess products at a price (Anwar & Andrean, 2021). 

Brand Trust  
Brand trust is defined as a feeling of security and trust in consumers in determining 

their preferred brand because they have had good experiences and can rely on the brand 
(Madeline & Sihombing, 2019). According to Kwon et al. (2020), building trust in a brand 
is based on consumers' experience with a brand, every interaction they have with the 
brand forms the basis of this trust, making it more important and relevant. Arbol & Ramli 
(2024); Alhamdina & Hartono (2023) describes trust as user confidence in the quality and 
ability of a brand that can make consumers interested in using it. 

Brand Image    
Brand image is the way consumers perceive and evaluate a brand (Dewi et al., 2020). 

While Sidharta et al. (2021); Lien et al. (2015) Meanwhile, it explains brand image as a 
perception formed in the minds of consumers based on product characteristics and quality 
when remembering a particular brand. A brand's positive reputation allows its products 
to have a competitive advantage over competitors when consumers recall the brands they 
have seen and used before (Dewi & Ramli, 2023; Sylvia & Ramli, 2023).  

Purchase Intention 
Irpan & Ruswanti (2020); Utami et al. (2024) defines purchase intention as the 

behavior of someone who has the desire to buy a product as measured by how likely they 
are to make that purchase in the future. Komalasari et al. (2021) states purchase intention 
as a person's desire or motivation to consider a product with awareness and expectations 
that lead to a purchase. Consumers enter the purchase intention stage when they select 
several brands in the list of choices and decide to buy after passing various considerations 
(Aditi et al., 2023; Sudirgo & Cahyadi, 2024). 

Relationship between Social Media Marketing Activities and Purchase Intention 

Marketing through social media makes it easier for consumers to share their 
knowledge and experiences about products or services widely and quickly, thereby 
increasing consumer interest in seeking information and driving stronger purchase 
intentions (Aji et al., 2020; Rahmawati & Ramli, 2024). When consumers interact and 
receive information about a particular brand on social media, the relationships formed 
can support brand loyalty and strengthen consumers to make purchases with a positive 
view of the advertisements and promotions offered (Sharma et al., 2021). Interesting 
content is needed to market a brand on social media, so that trendiness, entertainment, 
customization, interaction, and word of mouth activities are considered important factors 
in social media marketing activities in attracting consumer attention to make purchases 
(Mariam & Ramli, 2022; Moslehpour et al., 2022). Bushara et al. (2023) proves that social 
media marketing activities have a positive effect on purchase intention. The relationship 

Developing Brand 

through Social 
Media Marketing 

 
 
 
 
 

______915 



between social media marketing activities and purchase intention is also supported by 
research Husain et al. (2022); Salhab et al. (2023) which shows that social media 
marketing activities have a positive influence on purchase intention. Based on the above 
literature, the following hypothesis is proposed: H1: Social media marketing activities has 
a positive effect on purchase intention 

Relationship between Social Media Marketing Activities and Brand Trust 
Effective social media marketing activities are needed to increase consumer trust in 

brands, companies can increase brand trust in consumers by presenting interesting content 
and according to their expectations (Ebrahim, 2020; Mariam & Ramli, 2022). Through 
social media platforms, brands can interact and communicate with their consumers, 
which contributes to increased consumer trust in the brand (Salhab et al., 2023). Social 
media marketing activities can increase the perception of brand trust through two-way 
communication and when providing quick feedback (Imran & Ramli, 2019; Sohail et al., 
2020). Based on previous research, there is a relationship between social media marketing 
activities and brand trust conducted by Moslehpour et al. (2022); Ibrahim et al. (2021); 

Pintol & Hadziahmetovic (2023); Ali et al. (2024); Sari & Hayuningtias (2024) proves that 
social media marketing activities have a positive influence on brand trust. Based on the 
description above, the following hypothesis is proposed: H2: Social media marketing 
activities has a positive effect on brand trust. 

Relationship between Social Media Marketing Activities and Brand Image 
The existence of social media marketing activities in social media platforms can 

contribute to increasing brand image, the higher the quality of marketing activities carried 
out by a brand, the greater the value and image of the brand in the eyes of consumers 
(Shafa & Hidayat, 2022). Social media marketing activities through content aim to build 
a strong brand image by creating positive interactions between brands and consumers 
(Cheung et al., 2020). In addition to creating a positive image, social media marketing 
activities increase consumer perceptions of brand benefits such as product quality and 
effectiveness and affect brand reputation (Hu et al., 2024). The relationship between social 
media marketing activities and brand image is also supported by research conducted by 

Prameswari & Giri (2021); Moslehpour et al. (2022). In addition, Waskito & Hwihanus 
(2023) also showed a positive influence. Based on the literature above, the following 
hypothesis is proposed: H3: Social media marketing activities has a positive effect on 
brand image. 

Relationship between Price Perception and Brand Image 
The level of cost or the amount of money spent by consumers also affects the formation 

of brand image in the long run, the better the price perception of consumers towards the 
price of a product, the better the brand image will be (Wydyanto & Yandi, 2020). 
Research conducted by Suhud et al. (2022) explains that price perception describes how 
consumers assess a product based on their knowledge, this perception has a major 
influence on brand image. A price can affect the company's brand image, when consumers 
feel the price offered is reasonable, they will always remember the brand when making a 
purchase (Lien et al., 2015). Based on research by Purba et al. (2021) there is a positive 
relationship between price perception and brand image. Similar findings were also 

obtained in research Wydyanto & Yandi (2020); Lestari & Suryani (2022) which proves 
that price perception has a positive effect on brand image. From this description, the 
following hypothesis is proposed: H4: Price perception has a positive effect on brand 
image  

Relationship between Price Perception and Purchase Intention 
Price perception can increase purchase intention because consumers will see the price 

offered and the best product quality when they purchase a product so that the intention to 
buy the brand appears (Kelvin & Firdausy, 2022). In line with the previous statement, 
price perception has an important role in influencing consumer purchase intention, price 
perception reflects consumer assessments of product value and price compatibility with 
the benefits received (Benhardy et al., 2020). The better the price perception, the more the 
purchase intention will increase, because the price is considered the value that consumers 
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exchange for the benefits obtained (Utami et al., 2024). Based on previous research, there 
is a relationship between price perception and purchase intention conducted by Ayub & 
Kusumadewi (2021); Arindaputri & Santoso (2023); Abdullah et al. (2023) prove that 
price perception has a positive effect on purchase intention. Based on the description 
above, the following hypothesis is proposed: H5: Price perception has a positive effect on 
purchase intention 

Relationship between Brand Trust and Purchase Intention 
The importance of consumer trust in brands in creating purchase intention, when 

consumers experience uncertainty in choosing between similar products and feel the risk 
of purchase, trust in the brand increases their likelihood of making a purchase (Sanny et 
al., 2020). When consumers are unfamiliar with a brand, brand trust becomes an 
important thing that can influence their choice (Sun et al., 2022). Consumers build trust 
in a brand based on the experience and information they receive, the higher the brand 
trust, the greater the influence on purchase intention (Ling et al., 2021). The relationship 
between brand trust and purchase intention is also supported by research Salirrosas et al. 

(2024); Shukla et al. (2023); Moslehpour et al. (2022); Tan et al. (2022); Ling et al. (2023) 
which proves that brand trust owned by consumers has a positive influence on purchase 
intention. Based on the literature above, the following hypothesis is proposed:  H6: Brand 
trust has a positive effect on purchase intention 

Relationship between Brand Image and Purchase Intention 
The uniqueness of a brand is a key differentiator from competitors that can help build 

a positive image in the minds of consumers, this positive image encourages positive 
attitudes towards the brand and influences consumer purchase intentions (Febriyantoro, 
2020). Brand image has an important role in influencing purchase intention because it 
reflects the perceptions, emotions, and meanings that consumers associate with a brand, 
providing an overview of the quality and value offered, this directly shapes consumer 
confidence to buy the product (Mao et al., 2020). Consumers will be more interested in 
buying goods with a good brand image, especially if it is supported by product quality, 
when the brand image is already embedded in the minds of consumers, it will be difficult 

to change and directly build trust and increase purchase intention (I. Pratama & Astuti, 
2023). Based on previous research, there is a relationship between brand image and 
purchase intention conducted by Sylvia & Ramli (2024); Oktavia et al. (2024); Nugroho 
et al. (2022); Moslehpour et al. (2022) proves that brand image has a positive effect on 
purchase intention. Based on the description above, the following hypothesis is proposed: 
H7: Brand image has a positive effect on purchase intention 

Relationship between Price Perception, Brand Image, and Purchase Intention 
The effectiveness of pricing on a product is important to consider because price 

perception and brand image have a big role in shaping consumer behavior which affects 
consumer intention to make a purchase (Yuliastuti et al., 2024; Benhardy et al., 2020). 
When a product does not have a clear and strong price perception and brand image 
strategy, it will make it difficult for companies to attract new consumers and maintain 
their purchase intentions (Arini & Sudiksa, 2019). Supported by research conducted by 
Wasik & Mahjudin (2022); Hakim et al. (2023); Stiawan & Jatra (2022), shows that price 

perception can have an indirect impact on purchase intention through the mediating role 
of brand image also obtained in research. Based on the literature above, the following 
hypothesis is proposed:  H8: Brand image positively mediates the relationship between 
price perception and purchase intention 

Relationship between Social Media Marketing Activities, Brand Trust, and Purchase 

Intention 
Effective social media marketing activities can shape positive perceptions and trust in 

brands, thereby increasing consumer relationships with brands and influencing consumer 
purchase intentions (Ellitan et al., 2022). The use of social media serves to obtain 
important information or benefits of products and services of a particular brand, so that 
social media marketing activities can increase brand trust (Althuwaini, 2022). 
Furthermore, research also shows that brand trust, which reflects consumer confidence in 
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H3 H7 

H6 H2 

H9 

H1 

H10 

H4 

H5 

H8 

the brand's ability to meet service quality expectations, can influence purchase intentions 
(Agag & Masry, 2016). Research conducted by Azhar et al. (2023); Ellitan et al. (2022) 
proved that brand trust positively mediates the relationship between social media 
marketing activities and purchase intention. The finding that social media marketing 
activities can have an indirect impact on purchase intention through the mediating role of 
brand trust was also found in Fadhlillah et al. (2023); Moslehpour et al. (2022). Based on 
the literature above, the following hypothesis is proposed:  H9: Brand trust positively 
mediates the relationship between social media marketing activities and purchase 
intention. 

Relationship between Social Media Marketing Activities, Brand Image and Purchase 

Intention 
Social media marketing activities can build a strong brand image through content and 

interactions, thereby increasing interest in purchasing a brand's products or services 
(Wulandari & Respati, 2024). This indicates that social media marketing activities can 
drive purchase intention, either directly or through brand image, which enhances 

consumers' purchase intention (Dewanti & Santika, 2024). Research conducted by Ellitan 
et al. (2022); Asyahra & Rivai (2024); Dewanti & Santika (2024) has proven that brand 
image positively mediates the relationship between social media marketing activities and 
purchase intention. The finding that social media marketing activities can have an indirect 
impact on purchase intention through the mediating role of brand image is also supported 
by studies from Tariq et al. (2017); Suwarsih et al. (2021). Based on the literature above, 
the following hypothesis is proposed: H10: Brand image positively mediates the 
relationship between social media marketing activities and purchase intention. 
 

 

 

 

 

 

 

 

 

 

 

 

METHODS 
 Quantitative research is used in this study by adopting a casual associative approach 

that can prove the relationship between variables proposed in the hypothesis and using a 
deductive research design. The independent variables of this study are social media 
marketing activities and price perception, while the dependent variable is purchase 
intention, and the mediating variables are brand trust and brand image. Data collection 
in this study adopted a survey method by distributing questionnaires through an online 
platform. Data collection uses a questionnaire with a Likert scale with five answer 
options, namely strongly disagree (STS), disagree (TS), hesitate (R), agree (S), strongly 
agree (SS).    
 The questionnaire in this study totaled 23 statements to measure 5 variables. 
Measurement of social media marketing activities variables is adapted from six 
statements, four statements from Cheung et al. (2021) and two statements from Tanprajna 
& Ellyawati (2021). The price perception variable is measured by adapting four 
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statements, three from Anwar & Andrean (2021) and one from Karina & Sari (2023). 
Measurement of brand trust variables is measured using five statements, 3 from 
Puspitarini et al. (2024) and one statement from Alhamdina & Hartono (2023). To 
measure brand image variables measured by adapting four statements, one from Lien et 
al. (2015) and three from Ansary & Hashim (2018). Finally, the measurement of the 
purchase intention variable is measured by four statements, two from Utami et al. (2024) 
and two statements from Jalilvand & Samiei (2012). 
 The population of this study is barenbliss product users who live in DKI Jakarta 
Province, the number of which is unknown. The reason for sampling in DKI Jakarta is 
because many large companies, e-commerce, and the advertising industry are based in 
Jakarta, so research related to advertising, marketing, or consumer behavior will be more 
relevant if conducted in this city. This study uses a purposive sampling method with the 
criteria that respondents are active female users of social media such as Instagram and 
TikTok which are the main marketing platforms for barenbliss, individuals who have used 
or purchased barenbliss cosmetic products at least once in the last six months, are in the 

age range of 18-27 years and live in DKI Jakarta Province. The minimum representative 
sample size is five times the number of statements analyzed, there are 23 statements in 
this research questionnaire, so the minimum sample size needed is 115 respondents (Hair 
et al., 2021). The total number of samples obtained in this study were 148 respondents. 
 In this study, a pretest was conducted on 30 respondents to conduct validity and 
reliability tests using SPSS through the Confirmatory Factor Analysis (CFA) approach. 
To test the validity of the instrument using the Corrected Item to Total Correlation test. 
If the significance level of the item <0.05 then the measuring instrument used is valid. 
Then compare with the value of r table, r table there are limits in this study, the value of 
n = 30, the value used in r table is 0.361. If the item correlation value is lower than this 
limit, then the item is not declared valid. The validity test is also carried out using the 
Kaiser-Msyer-Olkin (KMO) and Measures of Sampling Adequacy (MSA) measurements, 
namely if KMO> 0.5 and MSA ≥ 0.5. Cronbach Alpha value, provided that an acceptable 
value of ≥ 0.7 can be used to determine the reliability test (Hair et al., 2021).  

 For hypothesis testing using Structural Equation Model (SEM) with Smart PLS. The 
first stage of evaluating the measurement model (outer model), carried out by testing 
Convergent Validity, Discriminant Validity and reliability of all latent variables. 
Convergent Validity test with standard outer loading value ≥ 0.70, and Average Variance 
Extraded (AVE) with a value > 0.50 (Hair et al., 2021).  Then the Discriminant Validity 
Test is carried out by looking at the square root value of the AVE. Then for reliability on 
the questionnaire data, with the condition that it is reliable if the value of Composite 
Reliability and Cronbach's Alpha> 0.70 (Hair et al., 2021). The second stage is evaluating 
the structural model (Inner model) to test the fit of the data with the model and hypothesis 
testing. In assessing the coefficient of determination (R2), if the R2 value> 0.67 the inner 
model means strong, 0.33 - 0.67 means moderate, while <0.33 means weak (Chin, 1998). 
Model fit testing is done by looking at the SRMR standard. If SRMR <0.1, the model is 
considered fit. If the T-statistic value is greater than the T-table (1.96), the hypothesis can 
be accepted or proven to have an effect (Ghozali, 2016). 
 

RESULTS AND DISCUSSION 

 The results of demographic analysis based on the results of data collection from 148 
valid respondents show that respondents in the age range of 18-20 years are 22% (33), 21-
23 years old are 66% (98), and respondents aged 24-27 years are 12% (17). Furthermore, 
respondents based on occupation have the status of not working as much as 4% (6), 
students / students as much as 70% (104), private employees as much as 20% (29), civil 
servants as much as 1% (2), and entrepreneurs as much as 5% (7). Finally, respondents 
based on monthly expenses chose monthly expenses of Rp 500,000 - Rp 1,000,000 as 
much as 50% (74), monthly expenses of Rp 1,000,001 - Rp 2,000,000 as much as 22% 
(33), monthly expenses of Rp 2,000,001 - Rp 3,000,000 as much as 15% (22), and chose 
monthly expenses of > Rp 3,000,000 as much as 13% (19).  The pretest results with CFA 
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analysis of 30 initial respondents showed that each construct had a KMO value ≥ 0.50 
with an average KMO value of 0.641 - 0.816. Furthermore, the MSA value ≥ 0.50 with 
the average statement indicator having an MSA value of 0.553 - 0.870. This shows that 
all research indicators meet the validity requirements and can be used in the next stage of 
analysis (Hair et al., 2021). Then the reliability test refers to Cronbach's Alpha with 
acceptable provisions, namely Cronbach's Alpha ≥ 0.7 with an average value of 0.733 - 
0.889. This shows that all indicators are reliable and reliable (Hair et al., 2021).  

The results of testing outer loading show that all statements on each variable have outer 
loading ≥ 0.70, which means valid. The next validity test is to test the Average Variance 
Extracted (AVE) value with a threshold value, namely AVE ≥ 0.50 (Hair et al., 2021). 
The AVE test results from social media marketing activities are 0.527, the AVE price 
perception test results are 0.619, the AVE brand trust test results are 0.587, the AVE brand 
image test results are 0.626, and the last AVE purchase intention test results are 0.640. So 
the AVE test results in this study have an acceptable value.  

The construct reliability of the variables in this study has met the threshold 

requirements with Cronbach's Alpha and Composite Reliability values > 0.7 (Hair et al., 
2021).  The social media marketing activities variable with Cronbach's Alpha 0.819 and 
Composite Reliability 0.869, the price perception variable with Cronbach's Alpha 0.797 
and Composite Reliability 0.867, the brand trust variable with Cronbach's Alpha 0.824 
and Composite Reliability 0.876, the brand image variable with Cronbach's Alpha 0.801 
and Composite Reliability 0.870, the purchase intention variable with Cronbach's Alpha 
0.813 and Composite Reliability 0.877. Furthermore, the SRMR Model Fit test shows a 
value of 0.072 indicating the SRMR value is within acceptable limits. The NFI value is 
0.732 which shows the level of fit is still acceptable.  

The R square value close to 1 indicates that the relationship between the two variables 
is getting stronger (Chin, 1998). Based on the results of the T-statistic Path Diagram, the 
brand image variable has an R square value of 0.682 which indicates that the amount of 
influence of social media marketing activities and price perception variables on brand 
image is 68%, while 32% is influenced by other variables outside the model studied. The 

R square value of the brand trust variable is 0.658 which indicates that the effect of social 
media marketing activities on brand trust is 66%, with other variables outside the model 
studied having an influence of 34%. Furthermore, the R square value of the purchase 
intention variable is 0.765, which means that the influence of social media marketing 
activities, price perception, brand trust, and brand image variables on purchase intention 
is 77% and the remaining 23% is influenced by other variables not contained in this 
research model. Hypothesis testing on the structural model can be seen from the Path 
Diagram T statistic as follows: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Path Diagram T-Value 
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Table 1. Partial Research Hypothesis Testing Results 

Hypothesis Hypothesis Statement 
Original 

Sample 
T-Statistic P-Values Description 

H1 

Social Media Marketing 

Activities → Purchase 

intention 

0.333 0.005 2.608 
Data supports and the 

hypothesis is accepted 

H2 
Social media marketing 

activities → Brand trust 
0.812 0.000 11.182 

Data supports and the 

hypothesis is accepted 

H3 
Social media marketing 

activities → Brand image 
0.483 0.000 4.204 

Data supports and the 

hypothesis is accepted 

H4 
Price perception → Brand 

image 
0.399 0.000 3.778 

Data supports and the 

hypothesis is accepted 

H5 
Price perception → Purchase 

intention 
0.009 0.462 0.094 

Data does not support and 

hypothesis is rejected 

H6 
Brand trust → Purchase 

intention 
0.482 0.000 4.194 

Data supports and the 

hypothesis is accepted 

H7 
Brand image → Purchase 

intention 
0.107 0.226 0.752 

Data does not support and 

hypothesis is rejected 

 Source: Primary data processed by researchers, 2024 

The direct effect of social media marketing activities on purchase intention (H1) shows 
that social media marketing activities have a positive effect on increasing purchase 

intention, the findings in this study are also in line with the research of  Bushara et al. 
(2023); Aji et al. (2020). Posting interesting content on the barenbliss platform on social 
media makes the audience intend to buy it. Content that is well received and enjoyable 
will encourage people to try the promoted product. Social media marketing activities on 

brand trust show the greatest positive influence in this study (H2), this statement is 

supported by previous research (Pintol & Hadziahmetovic, 2023; Ali et al., 2024). This 
proves that barenbliss posts on social media form consumer trust in its products. The more 
optimal marketing that barenbliss does on social media, such as interactive content, 
reviews, or an online campaign, will influence consumers to trust the brand. When 
someone can get clear information and see positive responses from other customers, they 
can build trust in a particular brand. Furthermore, Social media marketing activities have 

a positive effect on improving brand image (H3), this statement is in line with previous 
findings (Waskito & Hwihanus, 2023; Moslehpour et al., 2022). This explains that all 
social media marketing activities carried out by barenbliss play a role and function as a 

promotional tool that can build a brand image that is superior in the eyes of consumers 
compared to competitors. 

The direct effect of price perception on brand image indicates that price perception 

positively influences brand image (H4), This finding is consistent with previous studies 

(Purba et al., 2021; Wydyanto & Yandi, 2020). Price perception reflects consumers’ 
evaluation or judgment of a product’s price. The responses in this study suggest that 
Barenbliss’s price aligns with the quality offered, leading to a more favorable perception 
of the brand. A price that is perceived as fair, acceptable to consumers, and competitive 
strengthens brand image in the eyes of consumers. Furthermore, although price 
perception is often associated with purchase intention, the findings of this study reveal 

that price perception does not have a significant effect on purchase intention (H5), 
Instead, consumers tend to make purchase decisions based on the variety of products and 
the safety of their packaging. This finding aligns with the study by Verina et al. (2014) 
which also concluded that price perception does not influence purchase intention. 

The study results also indicate that brand trust has a positive effect on purchase 

intention (H6). The study results also indicate that brand trust has a positive effect on 

purchase intention (H6). In this context, trust in Barenbliss products increases purchase 
intention. When consumers believe that a brand is reliable and can deliver quality that 
meets their expectations, their likelihood of purchasing increases. This trust is built 
through consumer reviews and personal experiences with the product. Enhancing brand 
trust has a positive impact, as it reinforces consumer confidence in making actual 
purchases by eliminating concerns or doubts regarding product selection. This finding 
aligns with previous research by Shukla et al. (2023); Salirrosas et al. (2024); Ling et al. 
(2023) which state that when consumers fully trust a brand, their purchase intention is 
significantly strengthened. Another key finding of this study is that brand image does not 

influence purchase intention (H7). This suggests that brand image is not the primary factor 
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driving an increase in purchase intention. This result is consistent with the study by 
Arindaputri & Santoso (2023) which also found no significant relationship between brand 
image and purchase intention. 
Table 2. Simultaneous Research Hypothesis Testing Results 

Hypothesis 
Hypothesis 

Statement 

Original 

Sample 
T-Statistic 

P-Values 
Description 

H8 

Price perception → Brand 

image → Purchase 

intention 

0.043 0.227 0.750 
Data does not support and 

hypothesis is rejected 

H9 

Social 

Media Marketing Activities 

→ Brand trust → Purchase 

intention 

0.392 0.000 3.816 
Data supports and the 

hypothesis is accepted 

H10 

Social media marketing 

activities → Brand image 

→ Purchase intention 

0.052 0.240 0.707 
Data does not support and 

hypothesis is rejected 

Source: Primary data processed by researchers, 2024 

 Brand image does not have a significant mediating effect on the relationship between 

price perception and purchase intention (H8). When consumers develop a certain 

perception of a product's price, it does not necessarily translate directly into a brand image 
that drives purchase intention. This occurs because consumers are often more influenced 
by promotional pricing and bundled offers, which primarily motivate their purchase 
intention rather than brand image alone. Furthermore, brand trust positively mediates the 

relationship between social media marketing activities and purchase intention (H9). The 
information presented through social media marketing of Barenbliss products increases 
audience awareness of the product’s value and benefits. Brand trust is established as a 
result of the influence of social media marketing activities, which in turn strengthens 
consumers' purchase intention toward the offered products. This finding aligns with 
previous research (Moslehpour et al., 2022; Azhar et al., 2023). Social media marketing 
activities play a crucial role in shaping brand trust in consumers' minds, ultimately leading 
to a stronger purchase intention for Barenbliss products. 

It was found that brand image does not significantly mediate the relationship between 

social media marketing activities and purchase intention (H10). This study indicates that 

purchase intention is primarily driven by the necessity of the product and its affordability. 
If social media marketing strategies do not align with the preferences or expectations of 
the target audience, the resulting brand image may be weak or even negative, thereby 
failing to enhance purchase intention. 

 

CONCLUSION 
The overall hypothesis shows that there are six out of ten accepted hypotheses on the 

effect of social media marketing activities and price perception on brand trust, brand 
image, and purchase intention with the object of research focusing on cosmetic products, 
namely barenbliss conducted in DKI Jakarta. First, there is strong evidence that social 
media marketing activities positively influence purchase intention. Second, the 
relationship between social media marketing activities and brand trust is also proven to 
have a positive effect, emphasizing the importance of marketing activities on social media 
to form consumer confidence in the products offered. Furthermore, it was found that 
social media marketing activities significantly contribute to the formation of brand image 
in the eyes of consumers, this shows the existence of quality social media marketing 
activities not only increases trust, but also encourages a good image in the minds of 
consumers. In addition to social media marketing activities, this study proves that price 
perception has a positive effect on brand image. 

Further analysis in this study proves that although the importance of price perception 
is recognized, no influence on purchase intention is found, this may occur because 
consumers focus more on functional aspects than brand image when wanting to make a 
purchase decision. Further findings managed to prove that brand trust has a positive effect 
on purchase intention. Meanwhile, another hypothesis test shows that there is no 
influence between brand image on purchase intention. Hypothesis testing of the indirect 
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relationship in this study was also carried out, which proved that brand image has no 
influence in mediating the relationship between price perception and purchase intention. 
Furthermore, the results prove that brand trust has a positive effect in mediating the 
relationship between social media marketing activities and purchase intention. Finally, 
this study revealed that brand image does not play a significant mediating role on the 
relationship between social media marketing activities and purchase intention. In this 
study, the variable that most influences purchase intention is brand trust. 

This study has several limitations that can be improved in future research. First, this 
study only focuses on women with respondent criteria limited to 27 years of age. 
Therefore, in the future, it can use an age range that is in accordance with the company's 
segmentation, namely 35 years. Second, there are two social media platforms used which 
causes this research to not be able to represent both so that in the future it is good to focus 
on one social media platform. Furthermore, respondents are only spread in the DKI 
Jakarta area, so they cannot represent the entire population of Indonesia. Finally, 
suggestions for future research that will conduct similar research are expected to add 

product quality variables, celebrity endorsers, purchase decisions, and brand loyalty. 
This research has managerial implications that can be considered by managers in 

making decisions, designing strategies, and optimizing company performance to increase 
sales, especially companies engaged in the cosmetics industry, especially in DKI Jakarta. 
To increase social media marketing activities, companies need to expand marketing 
activities that match consumer preferences through interesting content, and always 
update information on social media. work with influencers, to conduct more detailed 
product reviews, and increase interaction with audiences by establishing active 
interactions using live streaming or polling. In addition, companies can improve the 
quality of advertisements to attract consumers and encourage consumers to share their 
experiences, thereby increasing the trust and buying interest of other consumers. To 
increase brand trust, companies need to improve packaging security on products to make 
it easier for consumers to use their products, positive responses from consumers to 
barenbliss products can encourage potential consumers to make purchases. Therefore, 

barenbliss should consider customer comments as input for the brand to improve the 
quality of their products and services. Furthermore, barenbliss can improve the 
convenience of using products such as cosmetic applicators so that consumer trust in the 
barenbliss brand is stronger. 
 

REFERENCES 
[1] Aditi, B., Silaban, P., & Edward, Y. R. (2023). The effect of social media and word of mouth 

on buying interest and brand image in creative economic business. International Journal of 

Data and Network Science, 7(1), 225–234. https://doi.org/10.5267/j.ijdns.2022.11.001 

[2] Agag, G., & El-Masry, A. A. (2016). Understanding consumer intention to participate in 

online travel community and effects on consumer intention to purchase travel online and 

WOM: An integration of innovation diffusion theory and TAM with trust. Computers in 

Human Behavior, 60, 97–111. https://doi.org/10.1016/j.chb.2016.02.038 

[3] Aji, P. M., Nadhila, V., & Sanny, L. (2020). Effect of social media marketing on instagram 

towards purchase intention: Evidence from Indonesia’s ready-to-drink tea industry. 

International Journal of Data and Network Science, 4(2), 91–104. 

https://doi.org/10.5267/j.ijdns.2020.3.002 

[4] Al Faruq Abdullah, M., Desty Febrian, W., Hikmah Perkasa, D., Endah Retno 

Wuryandari, N., H. Pangaribuan, Y., & . F. (2023). The Effect of Brand Awareness, Price 

Perception and Electronic Word of Mouth (E-WOM) Toward Purchase Intention on 

Instagram. KnE Social Sciences, 2023, 689–698. https://doi.org/10.18502/kss.v8i12.13716 

[5] Alhamdina, T., & Hartono, A. (2023). The Impact Of Brand Awareness, Brand Reputation, 

And Perceived Economic Benefits On Brand Trust And Online Purchase Intentions For 

Skintific Products On The Tiktok Shop Platform. International Journal of Science, Technology 

& Management, 4(3), 653–665. https://doi.org/10.46729/ijstm.v4i3.832 

[6] Ali, F., Suveatwatanakul, C., Nanu, L., Ali, M., & Terrah, A. (2024). Social media 

marketing and brand loyalty: exploring interrelationships through symmetrical and 

Developing Brand 

through Social 
Media Marketing 

 
 
 
 
 

______923 



asymmetrical modeling. Spanish Journal of Marketing - ESIC. 

https://doi.org/10.1108/SJME-08-2023-0219 

[7] Althuwaini, S. (2022). The Effect of Social Media Activities on Brand Loyalty for Banks: 

The Role of Brand Trust. Administrative Sciences, 12(4). 

https://doi.org/10.3390/admsci12040148 

[8] Amalia, D., Ramli, A. H., & Larasati, A. (2024). Hedonic Motive , Utilitarian Motive , 

Shopping Intention Dan Impulsive Buying Pada E-Commerce Shopee. Jurnal Bisnisman: 

Riset Bisnis Dan Manajemen, 06(01), 132–147. 

https://doi.org/https://doi.org/10.52005/bisnisman.v6i1.200 

[9] An, M. (2016). Why People Block Ads (And What It Means for Marketers and Advertisers). 

[10] Anas, H., Nilasari, P., Wijayaningsih, R., & Andrian. (2023). The Influence of Price 

Perception and Trust on Purchasing Intention of Women’s Care at E-commerce. East Asian 

Journal of Multidisciplinary Research, 2(7), 2931–2944. 

https://doi.org/10.55927/eajmr.v2i7.5082 

[11] Ansary, A., & Nik Hashim, N. M. H. (2018). Brand image and equity: the mediating role 

of brand equity drivers and moderating effects of product type and word of mouth. Review 

of Managerial Science, 12(4), 969–1002. https://doi.org/10.1007/s11846-017-0235-2 

[12] Anwar, M., & Andrean, D. (2021). The Effect of Perceived Quality, Brand Image, and Price 

Perception on Purchase Decision. Proceedings of the 4th International Conference on Sustainable 

Innovation 2020-Accounting and Management (ICoSIAMS 2020), 176(ICoSIAMS 2020), 78–82. 

https://doi.org/10.2991/aer.k.210121.012 

[13] Arbol, D. M., & Ramli, A. H. (2024). Trust , Perceived Behavioral Control , Perceived 

Value and Efect Moderation of Optimism-Pessimism Level on Behavioral Intention. Jurnal 

Ilmiah Manajemen Kesatuan, 12(3), 701–718. https://doi.org/10.37641/jimkes.v12i3.2567 

[14] Ardhana, N. A., Mariam, S., & Ramli, A. H. (2024). The Role of Corporate Image , Quality 

Service and Customer Satisfaction On Intention Behavior and Customer Loyalty. Jurnal 

Ilmiah Manajemen Kesatuan, 12(5), 1715–1730. https://doi.org/10.37641/jimkes.v12i5.2825 

[15] Arifah, M. S., Mariam, S., & Ramli, A. H. (2024). The Influence of the Usefulness of 

Electronic Word of Mouth Information on Tourists ’ Visiting Intentions. Jurnal Ilmiah 

Manajemen Kesatuan, 12(5), 1731–1746. https://doi.org/10.37641/jimkes.v12i5.2826 

[16] Arindaputri, N. B., & Santoso, S. (2023). Analysis of the influence of digital marketing, 

brand image, and price perception on purchase intention and brand loyalty in Uniqlo 

apparel products. International Journal of Research in Business and Social Science (2147- 4478), 

12(4), 57–65. https://doi.org/10.20525/ijrbs.v12i4.2612 

[17] Arini, P. E., & Sudiksa, I. B. (2019). PERAN PERSEPSI HARGA DALAM MEMEDIASI 

BRAND IMAGE TERHADAP NIAT BELI KONSUMEN. 8(3), 1665–1695. 

[18] Asyahra, A., & Rivai, A. R. (2024). Pengaruh Social Media Marketing terhadap Purchase 

Intention dengan Brand Image Sebagai Intervening (Studi pada Pengguna Wardah 

Kosmetik). J-MAS (Jurnal Manajemen Dan Sains), 9(1), 306. 

https://doi.org/10.33087/jmas.v9i1.1602 

[19] Audrea, R., & Jaolis, F. (2021). the Effect of Youtube Video Ads’ Advertising Content 

Value Toward Audience’S Behavioural Response: Case Study on Marketplace. Jurnal 

Strategi Pemasaran, 8(1). 

[20] Ayub, M. T. T. J., & Kusumadewi, N. M. W. (2021). The Effects of Price Perception, 

Product Knowledge, Company Image, and Perceived Value on Purchase Intentions for 

Automotive Products. European Journal of Business and Management Research, 6(5), 47–50. 

https://doi.org/10.24018/ejbmr.2021.6.5.955 

[21] Azhar, M., Husain, R., Hamid, S., & Rahman, M. N. (2023). Effect of social media 

marketing on online travel purchase behavior post-COVID-19: mediating role of brand trust 

and brand loyalty. Future Business Journal, 9(1). https://doi.org/10.1186/s43093-023-00192-

6 

[22] Benhardy, K. A., Hardiyansyah, Putranto, A., & Ronadi, M. (2020). Brand image and price 

perceptions impact on purchase intentions: Mediating brand trust. Management Science 

Letters, 10(14), 3425–3432. https://doi.org/10.5267/j.msl.2020.5.035 

[23] Berliani, T., & Rojuaniah. (2023). Pengaruh Social Media Marketing Terhadap Purchase 

Decision Melalui Brand Awareness Dan Electronic Word Of Mouth. Jurnal Ilmiah Wahana 

Pendidikan, 9(24), 823–836. 

[24] Bushara, M. A., Abdou, A. H., Hassan, T. H., Sobaih, A. E. E., Albohnayh, A. S. M., 

Alshammari, W. G., Aldoreeb, M., Elsaed, A. A., & Elsaied, M. A. (2023). Power of Social 

Media Marketing: How Perceived Value Mediates the Impact on Restaurant Followers’ 

Developing Brand 

through Social 
Media Marketing 

 
 
 
 
 
 

924______ 



Purchase Intention, Willingness to Pay a Premium Price, and E-WoM? Sustainability 

(Switzerland), 15(6), 1–22. https://doi.org/10.3390/su15065331 

[25] Cheung, M. L., Pires, G. D., Rosenberger, P. J., & De Oliveira, M. J. (2021). Driving 

COBRAs: the power of social media marketing. Marketing Intelligence and Planning, 39(3), 

361–376. https://doi.org/10.1108/MIP-11-2019-0583 

[26] Cheung, M. L., Pires, G., & Rosenberger, P. J. (2020). The influence of perceived social 

media marketing elements on consumer–brand engagement and brand knowledge. Asia 

Pacific Journal of Marketing and Logistics, 32(3), 695–720. https://doi.org/10.1108/APJML-

04-2019-0262 

[27] Chin, W. W., & Newsted, P. R. (1998). The partial least squares approach to structural 

equation modeling. Modern methods for business research. Statistical Strategies for Small 

Sample Research, April, 295-336. 

[28] Dewanti, N. I., & Santika, I. W. (2024). Pengaruh Social Media Marketing dan Electronic 

Word of Mouth Terhadap Purchase Intention Melalui Brand Image. 20(3), 103–125. 

https://doi.org/10.56910/gemawisata.v20i3.392 

[29] Dewi, N. P. K., & Ramli, A. H. (2023). E-Service Quality , E-Trust dan E- Customer 

Satisfaction Pada E-Customer Loyalty Dari Penggunaan E-Wallet OVO. Jurnal Ilmiah 

Manajemen Kesatuan, 11(2), 321–338. https://doi.org/10.37641/jimkes.v11i2.2000 

[30] Ebrahim, R. S. (2020). The Role of Trust in Understanding the Impact of Social Media 

Marketing on Brand Equity and Brand Loyalty. Journal of Relationship Marketing, 19(4), 

287–308. https://doi.org/10.1080/15332667.2019.1705742 

[31] Ellitan, L., Harvina, L. G. D., & Lukito, R. S. H. (2022). The Effect of Social Media 

Marketing on Brand Image, Brand Trust, and Purchase Intention of Somethinc 

Skincare Products in Surabaya. Journal of Entrepreneurship & Business, 3(2), 104–114. 

https://doi.org/10.24123/jeb.v3i2.4801 

[32] Fadhlillah, M., Hanaan, A., Nurhadi, M., & Rachmat, B. (2023). Social Media 

Marketing and Purchase Intention : Does Relationship Quality , Brand Trust , and 

Brand Equity Matter ? Pendahuluan. Ilmu Manajemen, 13(1), 11–24. 

https://doi.org/10.32502/jimn.v13i1.6798 

[33] Febriyantoro, M. T. (2020). Exploring YouTube Marketing Communication: Brand 

awareness, brand image and purchase intention in the millennial generation. Cogent 

Business and Management, 7(1). https://doi.org/10.1080/23311975.2020.1787733 

[34] Ghazmahadi, Basri, Y. Z., Kusnadi, & Ramli, A. H. (2020). The Influence Of Strategic 

Management Information System, Strategic Partnership On Organizational 

Performance Mediated By Organizational Culture In Occupational Safety and Health 

(OSH) Service Centre In Indonesia. INTERNATIONAL JOURNAL OF CREATIVE 

RESEARCH AND STUDIES, 4(1), 32–39. 

[35] Ghozali. (2016). Aplikasi Analisis Multivariete Dengan Program IBM SPSS 23. Edisi 8 (8th 

ed.). Badan Penerbit Universitas Diponegoro. 

[36] Hair, J. F., Ringle, C. M., Hult, G. T. M., & Sarstedt, M. (2021). A Primer on Partial 

Least Squares Structural Equation Modeling. SAGE. 

https://doi.org/10.1016/j.lrp.2013.01.002 

[37] Hakim, Y. P., Pusriad, T., & Lestono, B. (2023). The Mediating Role of Brand Image 

on the Relationship Between Product Quality and Purchase Decision. Journal of 

Consumer Behavior, 17(3), 312–329. 

[38] Hu, T. L., Chao, C. M., & Lin, C. H. (2024). The Role of Social Media Marketing in 

Green Product Repurchase Intention. Sustainability (Switzerland), 16(14). 

https://doi.org/10.3390/su16145916 

[39] Husain, R., Ahmad, A., & Khan, B. M. (2022). The impact of brand equity, status 

consumption, and brand trust on purchase intention of luxury brands. Cogent Business 

and Management, 9(1). https://doi.org/10.1080/23311975.2022.2034234 

[40] Ibrahim, B., Aljarah, A., & Sawaftah, D. (2021). Linking social media marketing 

activities to revisit intention through brand trust and brand loyalty on the coffee shop 

facebook pages: Exploring sequential mediation mechanism. Sustainability 

(Switzerland), 13(4), 1–16. https://doi.org/10.3390/su13042277 

[41] Imran, B., & Ramli, A. H. (2019). Kepuasan Pasien, Citra Rumah Sakit Dan 

Kepercayaan Pasien Di Provinsi Sulawesi Barat. Prosiding Seminar Nasional Pakar, 1–7. 

https://doi.org/10.25105/pakar.v0i0.4328 

[42] Irpan, I., & Ruswanti, E. (2020). Analysis of Brand Awareness and Brand Image on 

Brand Equity Over Customer Implications to Purchase Intention at PT. SGMW Motor 

Developing Brand 

through Social 
Media Marketing 

 
 
 
 
 

______925 



Indonesia (Wuling, Indonesia). Journal of Multidisciplinary Academic, 4(3), 127–134. 

[43] Jalilvand, M. R., & Samiei, N. (2012). The effect of electronic word of mouth on brand 

image and purchase intention: An empirical study in the automobile industry in Iran. 

Marketing Intelligence and Planning, 30(4), 460–476. 

https://doi.org/10.1108/02634501211231946 

[44] Kalim, M. N., Prasetyo, W. B., Ramli, A. H., & Mariam, S. (2024). Perceived Value , 

E-Trust , E-Satisfaction , and E-Loyalty on Online Trip Clients in Jakarta. Majalah 

Ilmiah Bijak, 21(1), 86–102. 

https://ojs.stiami.ac.id/index.php/bijak/article/view/3673 

[45] Karina, M., & Sari, N. E. (2023). Pengaruh Kualitas Produk, Kualitas Pelayanan, dan 

Harga Terhadap Keputusan Pembelian pada Toko Online TikTok Shop. Jurnal 

Madani: Ilmu Pengetahuan, Teknologi, Dan Humaniora, 6(2), 101–116. 

https://doi.org/10.33753/madani.v6i2.277 

[46] Kelvin, K., & Firdausy, C. M. (2022). Pengaruh Brand Image, Brand Trust, dan Price 

Perception terhadap Purchase Intention Pelanggan Uniqlo di Jakarta. Jurnal Manajerial 

Dan Kewirausahaan, 4(1), 142. https://doi.org/10.24912/jmk.v4i1.17179 

[47] Komalasari, F., Christianto, A., & Ganiarto, E. (2021). Factors Influencing Purchase 

Intention in Affecting Purchase Decision: A Study of E-commerce Customer in Greater 

Jakarta. BISNIS & BIROKRASI: Jurnal Ilmu Administrasi Dan Organisasi, 28(1). 

https://doi.org/10.20476/jbb.v28i1.1290 

[48] Kumar, S., Dhir, A., Talwar, S., Chakraborty, D., & Kaur, P. (2021). What drives 

brand love for natural products? The moderating role of household size. Journal of 

Retailing and Consumer Services, 58(May 2020), 102329. 

https://doi.org/10.1016/j.jretconser.2020.102329 

[49] Kwon, J. H., Jung, S. H., Choi, H. J., & Kim, J. (2020). Antecedent factors that affect 

restaurant brand trust and brand loyalty: focusing on US and Korean consumers. 

Journal of Product and Brand Management, 30(7), 990–1015. 

https://doi.org/10.1108/JPBM-02-2020-2763 

[50] Lestari, R., & Suryani, L. (2022). The Effect of Brand Image, Price Perception, and 

Product Quality on the Purchase Decision of Ms Glow Skincare on Students of the 

National University of Jakarta Selatan. Budapest International Research and Critics 

Institute (BIRCI-Journal) : Humanities and Social Sciences, 5(2), 11755–11761. 

[51] Lien, C. H., Wen, M. J., Huang, L. C., & Wu, K. L. (2015). Online hotel booking: The 

effects of brand image, price, trust and value on purchase intentions. Asia Pacific 

Management Review, 20(4), 210–218. https://doi.org/10.1016/j.apmrv.2015.03.005 

[52] Ling, S., Zheng, C., & Cho, D. (2023). How Brand Knowledge Affects Purchase 

Intentions in Fresh Food E-Commerce Platforms: The Serial Mediation Effect of 

Perceived Value and Brand Trust. Behavioral Sciences, 13(8). 

https://doi.org/10.3390/bs13080672 

[53] Ling, X., Shahzad, M. F., Abrar, Z. ul, & Khattak, J. K. (2021). Determinants of the 

Intention to Purchase Branded Meat: Mediation of Brand Trust. SAGE Open, 11(3). 

https://doi.org/10.1177/21582440211032669 

[54] Madeline, S., & O. Sihombing, S. (2019). the Impacts of Brand Experiences on Brand 

Love, Brand Trust, and Brand Loyalty: an Empirical Study. Jurnal Bisnis Dan 

Manajemen, 20(2), 91–107. https://doi.org/10.24198/jbm.v20i2.241 

[55] Mao, Y., Lai, Y., Luo, Y., Liu, S., Du, Y., Zhou, J., Ma, J., Bonaiuto, F., & Bonaiuto, 

M. (2020). Apple or Huawei: Understanding flow, brand image, brand identity, brand 

personality and purchase intention of smartphone. Sustainability (Switzerland), 12(8), 1–

22. https://doi.org/10.3390/SU12083391 

[56] Mariam, S., Panji Kresna, E., & Ramli, A. H. (2022). The Effect of Diferentiation, 

Price, and Facility on Customers’ Satisfaction (Case Study on Goen Authentic In East 

Jakarta). Majalah Ilmiah Bijak, 19(1), 96–106. 

https://doi.org/10.31334/bijak.v19i1.2193 

[57] Mariam, S., & Ramli, A. H. (2022). Pengenalan Digital Marketing E-Katalog bagi 

UMKM Binaan Jakpreneur. Jurnal Komunitas : Jurnal Pengabdian Kepada Masyarakat, 

5(1), 74–83. https://doi.org/10.31334/jks.v5i1.2429 

[58] Mariam, S., & Ramli, A. H. (2023). Pelatihan Dan Pendampingan Membangun 

Praktik Digital Marketing Unggul Untuk Peningkatan Pemasaran UMKM Di Kota 

Jakarta Barat. Indonesian Collaboration Journal of Community Services, 3(4), 379–390. 

https://doi.org/https://doi.org/10.53067/icjcs.v3i4.149 

Developing Brand 
through Social 
Media Marketing 

 
 
 
 
 
 

926______ 



[59] Miaty, I. J., Muslim, M., & Ramli, A. H. (2024). The Influence of Hospitality 

Marketing Performance On The Lack of Visitors In The Hospitality Business. Jurnal 

Ilmiah Manajemen Kesatuan, 12(4), 1065–1080. 

https://doi.org/10.37641/jimkes.v12i4.2171 

[60] Moslehpour, M., Dadvari, A., Nugroho, W., & Do, B. R. (2021). The dynamic 

stimulus of social media marketing on purchase intention of Indonesian airline 

products and services. Asia Pacific Journal of Marketing and Logistics, 33(2), 561–583. 

https://doi.org/10.1108/APJML-07-2019-0442 

[61] Moslehpour, M., Ismail, T., Purba, B., & Wong, W. K. (2022). What makes go-jek go 

in indonesia? The influences of social media marketing activities on purchase intention. 

Journal of Theoretical and Applied Electronic Commerce Research, 17(1), 89–103. 

https://doi.org/10.3390/jtaer17010005 

[62] Nafsi, F. S., & Kusuma, Y. B. (2023). Penerapan Digital Marketing pada E-commerce 

dan Media Sosial dalam Upaya Peningkatan Penjualan Produk PT Behaestex. 

MUQADDIMAH: Jurnal Ekonomi, Manajemen, Akuntansi Dan Bisnis, 1(3), 156–166. 

https://doi.org/10.59246/muqaddimah.v1i3.369 

[63] Nugroho, S. D. P., Rahayu, M., & Hapsari, R. D. V. (2022). The impacts of social 

media influencer’s credibility attributes on gen Z purchase intention with brand image 

as mediation. International Journal of Research in Business and Social Science (2147- 4478), 

11(5), 18–32. https://doi.org/10.20525/ijrbs.v11i5.1893 

[64] Nurcahyani, D. N., & Ishak, A. (2023). Social media marketing influence on the 

purchase interest of MS Glow Care Product. International Journal of Research in Business 

and Social Science (2147- 4478), 12(4), 106–114. 

https://doi.org/10.20525/ijrbs.v12i4.2594 

[65] Oktavia, K. N., Mariam, S., & Ramli, A. H. (2024). Social Media Marketing , Brand Image 

, Brand Awareness , Perceived Quality And Purchase Intention In Skincare Product Users. 12(5), 

1595–1612. https://doi.org/10.37641/jimkes.v12i5.2780 

[66] Pangestoe, J., Dewi, L. G. P. S., Edyanto, N., & Siagian, H. (2020). The Effect of 

Brand Ambassador, Brand Image, and Brand Awareness on Purchase Decision of 

Pantene Shampoo in Surabaya, Indonesia. In SEIKO (Jurnal of Management and Business 

(Vol. 76, Issue SHS Web Conferences, pp. 137–155). 

[67] Pintol, A., & Hadziahmetovic, N. (2023). The Mediating Role of Brand Trust in Social 

Media Marketing Activities and Brand Equity Relationship: Case of Bottled Water 

Brands in the Market of Bosnia and Herzegovina. European Journal of Business Science 

and Technology, 5(2), 5–20. 

[68] Prameswari, R., & Giri, R. (2021). THE EFFECT OF SOCIAL MEDIA 

MARKETING ACTIVITIES ON PURCHASE INTENTION WITH BRAND 

AWARENESS, BRAND IMAGE, BRAND EQUITY AS INTERVENING 

VARIABLES ON KOPI JANJI JIWA IN BANDUNG CITY. International Journal of 

Social Sciences and Management Review, 4(August), 96–101. 

[69] Pratama, I., & Astuti, P. (2023). Exploration of YouTube Marketing Communication: 

Brand Awareness, Brand Image, Brand Trust, and Purchase Intention in the Millennial 

Generation. International Journal of Social Science, Education, Communication and 

Economics (SINOMICS JOURNAL), 2(4), 1013–1034. 

[70] Pratama, M. P., Ramli, A. H., & Mariam, S. (2023). Customer Engagement , Customer 

Satisfaction , Customer Commitment And Customer Loyalty. Jurnal Ilmiah Manajemen 

Kesatuan, 11(3), 1437–1452. https://doi.org/10.37641/jimkes.v11i3.2309 

[71] Pratama, R. A., Prasetyo, W. B., & Ramli, A. H. (2023). E-Service Quality, E-Trust, 

E-Satisfaction And E-Loyalty In Online Shopping. Jurnal Ilmiah Manajemen Kesatuan, 

11(3), 1377–1388. https://doi.org/10.37641/jimkes.v11i3.2313 

[72] Purba, J. T., Joo, E., & Budino, S. (2021). Brand Trust, Price, Perceived Value and 

Brand Image as Mediation toward Purchase Intention of Aircraft Tickets in Traveloka 

in the era of Pandemic Covid-19. Proceedings of the International Conference on Industrial 

Engineering and Operations Management, 2544–2565. 

[73] Puspitarini, I., Indra, R., Mani, L., Larasati, F., & Arief, A. A. (2024). The Distribution 

of Cosmetics Products, Brand Trust and Promotion Impact on Purchase Decision 

during Live Streaming. Journal of Distribution Science, 22(7), 1–11. 

https://doi.org/10.15722/jds.22.07.2024.07.1 

[74] Rahmawati, A., & Ramli, A. H. (2024). E-Trust , Perceived Ease Of Use , E-

Satisfaction And E-Loyalty For Users Of The Tiktok Shop Application. Jurnal Ilmiah 

Developing Brand 

through Social 
Media Marketing 

 
 
 
 
 

______927 



Manajemen Kesatuan, 12(1), 279–294. https://doi.org/10.37641/jimkes.v12i1.2209 

[75] Rumaidlany, D., Mariam, S., & Ramli, A. H. (2022). Pengaruh Brand Image Dan 

Brand Awareness Terhadap Keputusan Pembelian Pada Mc Donald’S Di Palmerah 

Jakarta Barat. Jurnal Lentera Bisnis, 11(2), 102. 

https://doi.org/10.34127/jrlab.v11i2.567 

[76] Salhab, H. A., Al-Amarneh, A., Aljabaly, S. M., Al Zoubi, M. M., & Othman, M. D. 

(2023). The impact of social media marketing on purchase intention: The mediating 

role of brand trust and image. International Journal of Data and Network Science, 7(2), 591–

600. https://doi.org/10.5267/j.ijdns.2023.3.012 

[77] Salirrosas, E., Farfán, M., González, I., Perez, J., Canales, R., Andia, R., Daza, V., & 

Davila, R. (2024). Purchase Intention of Healthy Foods: The Determinant Role of 

Brand Image in the Market of a Developing Country. Foods, 13(20), 3242. 

https://doi.org/10.3390/foods13203242 

[78] Sanny, L., Arina, A. N., Maulidya, R. T., & Pertiwi, R. P. (2020). Purchase intention 

on Indonesia male’s skin care by social media marketing effect towards brand image 

and brand trust. Management Science Letters, 10, 2139–2146. 

https://doi.org/10.5267/j.msl.2020.3.023 

[79] Saputra, R. H., Mariam, S., & Ramli, A. H. (2024). The Effect Of Service Quality And 

Customer Satisfaction On Customer Loyalty In Coffee Shop. Jurnal Ilmiah Manajemen 

Kesatuan, 12(5), 1697–1714. https://doi.org/10.37641/jimkes.v12i5.2824 

[80] Sari, S., & Hayuningtias, K. (2024). The Influence Of Social Media Marketing, Brand 

Awareness, And Brand Trust On Purchase Intention. Management Studies and 

Entrepreneurship Journal, 5(1), 862–870. 

[81] Shafa, K. A., & Hidayat, A. (2022). Social Media Marketing Activities, Brand 

Awareness, and Brand Image of Commitment on Somethinc Product Tiktok Account. 

Enrichment: Journal of …, 12(3), 1613–1619. 

[82] Sharma, S., Singh, S., Kujur, F., & Das, G. (2021). Social media activities and its 

influence on customer-brand relationship: An empirical study of apparel retailers’ 

activity in india. Journal of Theoretical and Applied Electronic Commerce Research, 16(4), 

602–617. https://doi.org/10.3390/jtaer16040036 

[83] Shukla, M., Misra, R., & Singh, D. (2023). Exploring relationship among semiotic 

product packaging, brand experience dimensions, brand trust and purchase intentions 

in an Asian emerging market. Asia Pacific Journal of Marketing and Logistics, 35(2), 249–

265. https://doi.org/10.1108/APJML-10-2021-0718 

[84] Sidharta, M. W., Syah, T. Y. R., & Saptaningsih, A. B. (2021). The Relationship 

Between Social Media Communication and Word of Mouth Inside Brand Image and 

Purchase Intention. Journal of Multidisciplinary Academic, 05(01), 61–66. 

[85] Sinurat, A. E. T., Ramli, A. H., & Purnomo, S. H. (2024). Pengaruh E-Service Quality 

, E-Trust , E-Customer Satisfaction Terhadap E-Customer Loyalty Pada Marketplace 

Shopee. Jurnal Bisnisman: Riset Bisnis Dan Manajemen, 5(3), 80–102. 

https://doi.org/https://doi.org/10.52005/bisnisman.v5i03 

[86] Sohail, M. S., Hasan, M., & Sohail, A. F. (2020). The Impact of Social Media 

Marketing on Brand Trust and Brand Loyalty. International Journal of Online Marketing, 

10(1), 15–31. https://doi.org/10.4018/ijom.2020010102 

[87] Steven, J., Ramli, A. H., & Mariam, S. (2023). E-Service Quality , E-Wallet Dan 

Kepercayaan Terhadap Minat Beli Pada Pengguna Pembayaran Non Tunai Aplikasi 

Shopee. Jurnal Ilmiah Manajemen Kesatuan, 11(2), 267–278. 

https://doi.org/10.37641/jimkes.v11i2.1997 

[88] Stiawan, I. G. B. H., & Jatra, I. M. (2022). The Role of Brand Image Mediate the 

Influence of Price Fairness on Purchase Decisions for Local Fashion Brand Products. 

European Journal of Business and Management Research, 7(3), 114–117. 

https://doi.org/10.24018/ejbmr.2022.7.3.1244 

[89] Sudirgo, G., & Cahyadi, L. (2024). Measuring the Role of Social Media and E-word of Mouth 

on Purchase Intention of Secondate Make-up Products. 28(1), 74–90. 

https://doi.org/10.24002/kinerja.v28i1.8338 

[90] Suhud, U., Allan, M., Rahayu, S., & Prihandono, D. (2022). When Brand Image, 

Perceived Price, and Perceived Quality Interplay in Predicting Purchase Intention: 

Developing a Rhombus Model. Academic Journal of Interdisciplinary Studies, 11(1), 232–

245. https://doi.org/10.36941/ajis-2022-0021 

[91] Sun, Y., Huang, Y., Fang, X., & Yan, F. (2022). The Purchase Intention for 

Developing Brand 
through Social 
Media Marketing 

 
 
 
 
 
 

928______ 



Agricultural Products of Regional Public Brands: Examining the Influences of 

Awareness, Perceived Quality, and Brand Trust. Mathematical Problems in Engineering, 

2022. https://doi.org/10.1155/2022/4991059 

[92] Suwarsih, N., Gunawan, T., & Istiharini, I. (2021). Pengaruh Media Sosial Terhadap 

Citra Merek Dan Niat Beli. Journal of Economic, Bussines and Accounting (COSTING), 

4(2), 712–730. https://doi.org/10.31539/costing.v4i2.2043 

[93] Sylvia, S., & Ramli, A. H. (2023). The Influence Of E-WOM On Purchase Intention 

With Brand Image As A Mediator Variable. Jurnal Ilmiah Manajemen Kesatuan, 11(3), 

1535–1544. https://doi.org/10.37641/jimkes.v11i3.2307 

[94] Sylvia, S., & Ramli, A. H. (2024). The Influence Of E-Wom On Purchase Intention 

With Brand Image As A Mediation Variable. Jurnal Ilmiah Manajemen Kesatuan, 11(3), 

1535–1544. https://doi.org/10.37641/jimkes.v11i3.2307 

[95] Takaya, R., Ramli, A. H., & Lukito, N. (2019). The effect of advertisement value and 

context awareness value on purchase intention through attitude brands and advertising 

attitude in smartphone advertising. International Journal of Creative Research and Studies, 

3(3), 106–118. http://www.ijcrs.org/issue-details/191 

[96] Tan, Z., Sadiq, B., Bashir, T., Mahmood, H., & Rasool, Y. (2022). Investigating the 

Impact of Green Marketing Components on Purchase Intention: The Mediating Role 

of Brand Image and Brand Trust. Sustainability (Switzerland), 14(10). 

https://doi.org/10.3390/su14105939 

[97] Tanprajna, R., & Ellyawati, J. (2021). Effect of E-Referral and E-Wom on Purchase 

Intention: An Empirical Study in Indonesia. 124–137. 

https://doi.org/10.33422/11th.meaconf.2020.12.83 

[98] Tariq, M., Abbas, T., Abrar, M., & Iqbal, A. (2017). EWOM and Brand Awareness 

Impact on Consumer Purchase Intention: Mediating Role of Brand Image. Pakistan 

Administrative Review, 1(1), 84–102. 

[99] Thamanda, D. R., Mariam, S., & Ramli, A. H. (2024). The Influence of Promotion 

and Perceived Trust on Purchase Intention in Beauty Product E-Commerce. Jurnal 

Ilmiah Manajemen Kesatuan, 12(4), 1295–1316. 

https://doi.org/10.37641/jimkes.v12i4.2641 

[100] Utama, R., Basri, Y. Z., & Ramli, A. H. (2020). The Influence of Service Quality And 

Product Quality on Customer Loyalty with Customer Satisfaction as Mediating on The 

Purchase Of Indonesian Navy Ships. International Journal of Creative Research and Studies, 

4(6), 56–67. 

[101] Utami, R. N., Muslikh, & Oktavia, D. (2024). The Effect of Product Quality, Price 

Perception on Purchasing Decisions with Purchase Intention as Mediating. Marketing 

and Business Strategy, 1(2), 80–92. https://doi.org/10.58777/mbs.v1i2.228 

[102] Verina, E., Yulianto, E., & Latief, W. A. (2014). FAKTOR-FAKTOR YANG 

MEMPENGARUHI KEPUTUSAN PEMBELIAN PADA TOKO FASHION DI 

JEJARING SOSIAL FACEBOOK (Survei pada Konsumen Toko Fashion di Jejaring 

Sosial Facebook yang berlokasi di Indonesia). Jurnal Administrasi Bisnis, 10(1), 1–10. 

[103] Wasik, Z., & Mahjudin. (2022). Predicting the Mediation Impact of Brand Image on 

the Correlational Relationship between Price Perception, Product Quality, Promotion 

and Purchasing Decision. International Journal of Economics, Business and Management 

Research, 06(12), 144–157. https://doi.org/10.51505/ijebmr.2022.61211 

[104] Waskito, J. P. H., & Hwihanus, H. (2023). The Effect Of SMMA And Brand Image 

On Price Premium In Building Material Supermarket. Equilibrium: Jurnal Ekonomi-

Manajemen-Akuntansi, 19(2), 87. https://doi.org/10.30742/equilibrium.v19i2.3023 

[105] Wibowo, A., Chen, S. C., Wiangin, U., Ma, Y., & Ruangkanjanases, A. (2021). 

Customer behavior as an outcome of social media marketing: The role of social media 

marketing activity and customer experience. Sustainability (Switzerland), 13(1), 1–18. 

https://doi.org/10.3390/su13010189 

[106] Wijaya, P. (2015). Pengaruh pesan iklan, keterlibatan iklan, kredibilitas, dan 

kecocokan endorser pada minat beli melalui sikap konsumen. Journal Siasat Bisnis, 

19(1), 36–55. 

[107] Wulandari, N. P. A. A. W., & Respati, N. N. R. R. (2024). PERAN BRAND IMAGE 

DALAM MEMEDIASI PENGARUH SOCIAL MEDIA MARKETING 

TERHADAP PURCHASE INTENTION PRODUK SKINCARE SOMETHINC. 

New Scientist, 13(6), 913–934. 

https://doi.org/10.24843/EJMUNUD.2024.v13.i06.p01 ISSN 

Developing Brand 

through Social 
Media Marketing 

 
 
 
 
 

______929 



[108] Wydyanto, W., & Yandi, A. (2020). Model of Brand Image and Purchasing: Price 

Perception and Product Quality (Literature Review of Marketing Management). 

Journal of Accounting and Finance Management, 1(5), 262–271. 

https://doi.org/10.38035/jafm.v1i2.31 

[109] Yulianingsih, R., Syah, T. Y. R., & Anindita, R. (2019). How Packaging, Product 

Quality and Promotion Affect the Purchase Intention? Russian Journal of Agricultural 

and Socio-Economic Sciences, 92(8), 46–55. https://doi.org/10.18551/rjoas.2019-08.06 

[110] Yuliastuti, H., Mulyono, S., Krisprimandoyo, D. A., & Jusman, I. A. (2024). Analysis 

of the Influence of Brand Image, Price, and Product Quality on Consumer Buying 

Intentions in the Indonesian Retail Market: Mediation by the Level of Consumer Trust. 

International Journal of Business, Law, and Education, 5(1), 657–667. 

https://doi.org/10.56442/ijble.v5i1.453 

[111] Yunus, R. R. S., Septyanto, D., & Ramli, A. H. (2023). Analysis of Factors Affecting 

Customer Satisfaction and Customer Loyalty in the Shopee Marketplace. Majalah 

Ilmiah Bijak, 20(2), 293–310. 

https://doi.org/https://doi.org/10.31334/bijak.v20i2.3427 

[112] Zhou, S., Barnes, L., McCormick, H., & Blazquez Cano, M. (2021). Social media 

influencers’ narrative strategies to create eWOM: A theoretical contribution. 

International Journal of Information Management, 59(October 2019), 102293. 

https://doi.org/10.1016/j.ijinfomgt.2020.102293 

 

Developing Brand 
through Social 
Media Marketing 

 
 
 
 
 
 

930______ 


