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to study the three variables, namely social media marketing, purchase intention, and brand aware-
ness. In this research, the needed number of samples are 270 respondents and data are processed
using SPSS to conduct validity, reliability, normality, classic assumption, single, and multiple linear

regression. Results from SPSS are also used in the Sobel Test. Complemented with secondary data

Igf(),},‘:); Zﬁ‘areness from literature studies, the hypothesis is tested. From the test, every hypothesis has significant pos-
Fashion Industry itive influences. In conclusion, a brand can influence purchase intention significantly by utilizing
Purchase Intention social media marketing. This works by stimulating brand awareness to consumers to influence pur-
Social Media chase intention.

Social Media Marketing
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1. Introduction

In this era, many aspects have been affected by technological development, enabling everything to be done online. This in-
cludes marketing especially in the fashion industry. All this time, the way marketers advertise their product is through con-
ventional ways, such as advertisement slots in magazines, television, billboards, and radio (Tudor, 2016). But now develop-
ment has innovated the way of marketing to digital marketing. Among many, social media, deemed to be one of the most used
platforms according to The Indonesian Agency for Creative Economy (Bekraf, 2017). The reason behind it is because most
of the society in Indonesia nowadays spent much of their time on social media. This can be viewed from the 10% increase of
internet users in Indonesia in 2019 according to the Indonesian Internet Service Provider Association or APJII (The Jakarta
Post, 2019). Around 64.8% or 171 million of the Indonesian population are active internet users and most have social media.
On average, Indonesian internet users spend around 3 hour and 26 minutes a day on the net, specifically social media (KOM-
INFO, 2017). This put the country on the fourth highest social media in the world. Furthermore, UNESCO research (KOM-
INFO, 2018) shows around 4 out of 10 of the average Indonesian are active on Facebook (3.3. million users) and WhatsApp
(2.9 million users). Moreover, Indonesia ranked fourth (56 million accounts) on most Instagram users, behind the United
States, Brazil, and India (Wardani et al., 2019).

Fashion’s brand presence on social media aims to effectively communicate to the masses, sharing the most up-to-date infor-
mation of products. This information is displayed on the social media page of the said marketer. Paid features such as paid
adverts enable marketers to further their reach by utilizing the concept of eWOM or electronic word-of-mouth. Here, the
marketer invites users and public figures alike to share their experience with the product, thus cooperating in the promotion
of the product (Nash, 2018).
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Social media marketing is utilized to increase consumer purchase intention towards a product. It is deemed more honest
because of its ability to create space for open discussions and sharing of the brand rather than controlling the perceived image.
Therefore, it increases positivity towards the brand, influences stronger commitment, and influences the purchase intention
process because consumers felt a good relationship with the said brand (Laksamana, 2018).

The presence of social media also influences brand awareness. This is because the media serves as an effective two-way
communication platform, ideal for increasing customers’ value, achieved by sharing information on relevant events or activity
(Laksamana, 2018). Product exposure enables consumers to remember or recall the said brand memory wise, because of its
descriptive and evaluative nature (Foroudi, 2018).

2. Related works

In this research, three variables will be discussed, which are social media marketing, purchase intention, and brand awareness.
Social media marketing is the usage of online platforms, specifically social media to increase consumer’s brand recognition
using eWOM (Farook et al., 2016). Purchase intention is the consumer's behavior of purchasing that tends to emerge after
gathering information and evaluating a product (Tariq et al., 2017). Brand awareness is the consumer’s ability to recognize
and identify a brand in any circumstances, based on the level of familiarity through continuous exposure (Foroudi, 2018).

Social media marketing is more honest towards consumers because of how it works; conveys what the brand has to offer
rather than controlling the image perceived by the consumer. Thus, it increases positive attitude towards brand, influences
stronger commitment as well as purchase intention (Laksamana, 2018). EWOM ability as informant and giver of recommen-
dation also influences purchase intention (Kudeshia et al., 2016).

Hypothesis 1 (H1): There is an influence between social media marketing and purchase intention.

Prior research states that social media marketing has an effective influence towards brand awareness. Social media is consid-
ered an ideal two-way interaction platform to increase customers’ value through information sharing and interaction with
consumers (Laksamana, 2018). Product exposure of a brand helps increase the consumer’s recall and recognition of a brand
because of its descriptive and evaluative nature (Foroudi, 2018).

Hypothesis 2 (H2): There is an influence between social media marketing and brand awareness.

Brand awareness helps consumers identify a brand in certain product categories, able to influence consumers to prompt a
decision in purchasing, therefore influencing purchase intention (Tariq et al., 2017). A high-level brand awareness is a condi-
tion where it positively motivates consumer’s purchase intention. However, the level of brand awareness is also influenced
by product reviews by other consumers with prior experience. Higher reviewer’s credibility leads to consumer trust, which
eventually influences purchase intention (Chakraborty, 2019).

Hypothesis 3 (H3): There is an influence between brand awareness and purchase intention.

Social media is a platform to present a brand’s proposition and its offering to attract consumers. According to Dehghani and
Tumer, social media is effective for increasing consumer’s brand identification. Purchase intention is also affected by recent
technological development. As stated by Daeun Kim, consumers very often gather information through social media before
concluding to a decision to purchase a product, either by reading or watching reviews by influencer, public figure, or an expert
(Ansari et al,, 2019).

The use of social media is one of the alternatives for branding. Muntinga, Moorman, and Smith argue that social media has
become a platform for a brand to share product offering, including new product entry and developing a brand awareness that
will influence response towards it. But not all consumers give a positive response. According to Hutter, Hautz, and Fuller
after consumer’s brand awareness developed, there will be a positive or negative response towards a product that will even-
tually lead to the decision to purchase and use or not to purchase and use a brand’s product (Piitter, 2017).

Based on research stated in the previous hypothesis, it can be assumed that there are certain factors, including brand awareness,
that can strengthen the influence between social media marketing and purchase intention.

Hypothesis 4 (H4): There is an influence between social media marketing and purchase intention mediated by brand aware-
ness.

Brand awareness
H2 3

Social media marketing Purchase intention

Fig. 1. The proposed study
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3. Method

As quantitative research, all necessary data are gathered from two sources. Data that is collected right from the original re-
source called primary data and data that collected by other researchers before current study that will be used as a source or
guideline for this current study called secondary data (Sekaran et al., 2016). Primary data is gathered by utilizing digital
questionnaire tools from Google Form, in which a questionnaire link is spread to respondents that have social media, tend to
do online shopping, and live in Jakarta and Tangerang, Indonesia. Questions listed in the questionnaire will be answered by
using the Likert scale. Of the five-scale listed, one indicates strongly disagree and five strongly agree. According to Sugiyono
(2017), data gathering will be effective if a certain number of samples is satisfied or achieved and spread over a large area. In
this research the needed number of samples is 270 respondents. The number is derived from the number of indicators with a
five to ten times the minimum assumption. Because this research has 27 indicators to measure the three variables, the mini-
mum sample needed is 270 respondents or ten times the number of indicators (Hair et al., 2014). Meanwhile, to satisfy the
need for theories, secondary data collected from books, scientific journals, and relevant articles to the research topic.

This research utilizes IBM SPSS STATISTICS 2.0. SPSS (Statistical product and Service Solution), well-suited for data
processing and analysis and its flexibility for research on a variety of topics, such as social sciences, natural sciences, as well
as business research (George et al., 2019). Gathered data is then processed by utilizing several testing methodologies: validity
testing, reliability testing, normality testing, classic assumption testing (linearity, multicollinearity, heteroskedasticity), also
simple and multiple linear regression testing. To test the significance of the mediator variable, a Sobel Test conducted, of
which the calculation process uses Calculation for The Sobel Test made by Preacher and Leonardelli, in which it only needs
to input the a and b coefficient and both coefficient’s standard error (Sa and Sb).

4. Results
4.1 Descriptive analytics

Fig. 1 is the profile of the respondents based on gender, age, level of education, occupation, domicile, and average monthly
income. Out of the 287 samples gathered, 270 samples were used to take as per prior calculation.
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Fig. 2. Personal characteristics of the participants

Fig. 2 presents the summary of the personal characteristics of the participants in this survey. As we can observe from the
results of the figure, most participants were female in this survey. In addition, about 74% of them aged 21 to 30, 20% of the
participants aged less than 21 years. Nearly half of the participants had only high school education and the rest of them mostly
had some bachelor science degree. Moreover, more than 60% of the participants in our survey were college students. Finally,
in terms of income, two third of the participants has average monthly income.

Table 1 also presents the summary of the validity test. Indicators are reliable if the o is 0.7 or greater (George et al., 2019).
Same as the result of the validity test, all 27 indicators are reliable after testing.
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Table 1
Result of Validity Test

Variable Indicator Corrected Item-Total Correlation R Table Decision

SMM1 .576 1194 Valid

SMM2 .630 1194 Valid

SMM3 439 1194 Valid

SMM4 401 1194 Valid

Social Media Marketing SMM5 467 1194 Valid

SMM6 521 1194 Valid

SMM7 465 1194 Valid

SMMS8 .520 1194 Valid

SMM9 575 1194 Valid

SMM10 .546 1194 Valid

BA1 .528 1194 Valid

BA2 .545 1194 Valid

Brand Awareness BA3 473 1194 Valid

BA4 426 1194 Valid

BAS 343 1194 Valid

BA6 368 1194 Valid

PI1 574 1194 Valid

P12 .634 1194 Valid

PI3 .604 1194 Valid

P4 495 1194 Valid

PIS .547 1194 Valid

Purchase Intention PI6 477 1194 Valid

P17 .549 1194 Valid

PI8 463 1194 Valid

PI9 483 1194 Valid

PI10 485 1194 Valid

PI11 469 1194 Valid

Table 2 also shows the results of the Cronbach alpha for three variables of the survey. As we can observe from the results, all
variables maintain reliable values.

Table 2
Result of Reliability Test
Variable Cronbach's Alpha N of Items Decision
Social Media Marketing .826 10 Valid
Brand Awareness 713 6 Valid
Purchase Intention .843 11 Valid
4.2 Normality test

In this research, normality testing is conducted by using the Kolmogorov-Smirnov methodology, aimed for research with a
large sample number or more than fifty respondents. Data is normally distributed if Sig. in the SPSS table is not significant or
more than 0.05 (Field, 2013). After testing, the Sig. is 0.391, bigger than 0.05, therefore it can be determined that the data are
normally distributed.

Table 3
The results of Kolmogorov-Smirnov

Unstandardized Residual

N 270
b Mean OE-7
Normal Parameters™ Std. Deviation 33110573
Absolute .055
Most Extreme Differences Positive .044
Negative -.055
Kolmogorov-Smirnov Z 901
Asymp. Sig. (2-tailed) 391

a. Test distribution is Normal.
b. Calculated from data.

4.3 Classic assumption test

A classic assumption testing is a statistical requirement in regression analysis. In this research, the testing utilizes simple
regression and multiple regression testing, therefore it is necessary to conduct linearity, multicollinearity, and
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heteroskedasticity testing. All three classic assumption testing has been conducted and the result is fulfilled, therefore the
research can move on to regression.

4.4 Linear regression test

In simple linear regression and multiple regression tests, if the Sig. the value in the ANOVA table is lower than 0.05, it means
that there is a cause-and-effect relationship. Subsequently, in the unstandardized coefficients table, positive B value indicates
positive relationship between two variables or between independent and dependent variables. The B value and Std. Error is
used as a coefficient to conduct path analysis and Sobel Test.

The simple linear regression testing is conducted twice, substructure 1 for testing path c (total effect) and substructure 2 for
testing path a, needed for finding the indirect effect coefficient. From the simple linear regression test result, it indicates that
there is a positive cause and effect relationship between social media marketing and purchase intention (¢) and between social
media marketing and brand awareness (@). After conducting the simple linear regression test, the multiple regression testing
is conducted to find the cause-and-effect relationship between social media marketing and purchase intention (¢ ), identified
as direct effect. A test is also conducted to identify the cause-and-effect relationship between brand awareness and purchase
intention (b), needed for completing the indirect effect coefficient. From the multiple linear regression test result, it indicates
that there is a positive cause and effect relationship on path ¢’ and path .

Table 4
Result of Simple and Multiple Linear Regression Test
Model Unstandardized Coefficients Standardized Coefficients t Sig.
B Std. Error Beta
| (Constant) 1.264 .180 7.011 .000
meanSMM .693 .044 .692 15.676 .000
a. Dependent Variable: meanPI
Model Unstandardized Coefficients Standardized Coefficients t Sig.
B Std. Error Beta
1 (Constant) 1.641 219 7.476 .000
meanSMM .596 .054 .560 11.077 .000
a. Dependent Variable: meanBA
Model Unstandardized Coefficients Standardized Coefficients t Sig.
B Std. Error Beta
(Constant) 766 185 4.152 .000
1 meanSMM 512 .050 511 10.306 .000
meanBA 303 .047 322 6.493 .000

a. Dependent Variable: meanPI

According to Barron and Kenny (1986) a variable succeeds as a mediator between two variables if the basic relationship
values decrease where a mediator is included in the relationship (Jose, 2013). Based on the below figure, it can be inferred
that the coefficient value changes. Its basic relationship coefficient is reduced from ¢ = 0.693 (total effect) to ¢’ = 0.512 (direct
effect) when brand awareness mediates the relationship between social media marketing and purchase intention. This change
indicates that brand awareness is an able mediator variable for the independent and dependent variable relationship.

) ) ) 0.693 . .
Social media marketing Purchase intention

Fig. 3. The Model and Result of Total Effect

2=0.596 Brand awareness 0303

. . . c'=0.512 ) )
Social media marketing Purchase intention

Fig. 4. The Model and Result of Direct Effect and Indirect Effect



360

However, the reduction of coefficient does not indicate whether the mediator variable has a significant effect. Therefore, the
Sobel Test is conducted. By using the Website Calculation for The Sobel Test, it is discovered that the p-value is lower than
the probability (0.05), which is 0.00000003. This means that the mediator variable is significant, therefore effective.

Input: Test statistic: Std. Error: p-value:
a |0.596 Sobel test: 5.56674224 0.03244052 3e-8
b |0.303 Aroian test: 5.54978361 0.03253965 3e-8
5,(0.054 Goodman test: 5.58385728 0.03234108 2e-8
5y 0.047 Reset all Calculate

Fig. 5. The Result of Sobel Test

5. Discussion

The Sig. value of H1 is 0.000 < 0.05, means that the influence of social media marketing to purchase intention is significant,
therefore in line with research results conducted by Laksamana, in which states that social media marketing in fashion indus-
try affects the purchase intention (Laksamana, 2018). Furthermore, Kudeshia and Kumar also state that social media market-
ing’s eWOM 1in a form of online reviews can significantly affect the purchase intention (Kudeshia et al., 2016). Therefore,
HI is acceptable.

The Sig. the value of H2 is 0.000 < 0.05 signifies that social media marketing significantly affects brand awareness. It is
consistent with the research result from Alnsour and Tayeh, which states that social media marketing has a positive impact on
brand awareness. Foroudi also states that a brand’s product exposure enables consumers to identify and recognize the brand
because of its descriptive and evaluative information nature (Foroudi, 2018). Therefore, H2 is acceptable.

The H3 Sig. value is 0.000 < 0.05. This means that brand awareness has a significant positive influence on purchase intention,
in line with the research conducted by Tariq, Abbas, and Abrar, where brand awareness helps consumers recognize and un-
derstand the brand’s product, eventually influencing the decision to purchase (Tariq et al., 2017). Therefore, H3 is acceptable.

Table 5
Conclusion of Hypotheses Test
Hypotheses Sig. B p-value Prob. Description
SMM — PI 0.000 0.693 - 0.05 Positive, Significant
SMM — BA 0.000 0.596 - 0.05 Positive, Significant
BA — PI 0.000 0.303 - 0.05 Positive, Significant
SMM — BA — PI 0.000 - 3e-8 0.05 Positive, Significant

The path analysis result from regression indicates that the mediator variable (brand awareness) has mediated the relationship
between social media marketing and purchase intention. Its significance in the relationship is shown from Sobel’s Test p-
value of 0.00000003 < 0.05, which indicates the presence of a mediator variable is significant. This result is in line with the
literature review from Kim, in which a consumer will decide his or her purchase intention after finding a significant amount
of knowledge regarding the said brand’s product. One of it is from reviews on social media (Ansari et al., 2019) or other
available sources. Another study confirms that social media marketing is the right tool to conduct branding, in order to develop
brand awareness that will, in the end, influence consumer’s response to the brand (Piitter, 2017). Therefore, H4 is acceptable.

6. Conclusion

Based on the research that has been done, a consumer’s purchase intention in Jakarta and Tangerang is influenced by social
media marketing. Social media has become a favorite for fellow marketers in the fashion industry to market their products.
And many, nowadays spend time on social media. With the high usage of social media, reaching consumers from this platform
became one the primary reasons for product marketing. Social media marketing, including the utilization of social media’s
built-in ads management and endorsement system that is interactive and attractive to gather more audience and encourage the
consumers to purchase. Furthermore, using the right combination of photo, caption, model, and or endorser will encourage
prospective consumers to purchase, even though the brand is new in the market.

After thorough research, we have found that a mediator variable is imperative in the increase of relationship quality between
social media marketing and purchase intention, in which is brand awareness. The right utilization of social media as a mar-
keting tool will foster an awareness to a brand-also known as brand awareness. The presence of brand awareness will famil-
iarize the consumers in Jakarta and Tangerang towards a brand, where the higher the awareness level means higher possibility
for consumers to quickly remember and recognize a certain brand. Fostering or developing a brand awareness in a consumer
takes time. But if done correctly and hits embedded in the consumer’s mind, the probability for loyalty to be formed is high,
leading to a repeat order in the future.
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