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Abstract. 
 
Along with the development of information technology, consumers' need to 
seek information is increasingly greater. Consumers in the architectural 

services sector also look for information about aesthetic and functional 
housing via social media. Using Instagram, companies like Nomaden 
leverage social media marketing to drive consumer purchase intent. This 
research analyzes how social media marketing influences the architectural 
services sector to increase purchasing intentions.This research also uses 
independent variables, namely social media marketing and distribution 
intensity, which are mediated by the variables brand awareness, quality 
perception, brand association, brand trust, consumer brand involvement 

(CBE), and the dependent variable, namely purchase intention. This variable 
refers to a research titled The Impact of Social Media Marketing on Brand 
Awareness, Brand Involvement and Purchase Intention in Developing 
Countries and The Impact of Social Media Communication on Consumer-
based Brand Equity and Purchase Intention during the Pandemic. The 
population in this research is followers of the Nomaden Architect's 
Instagram account (@nomaden.designstudio). The sample that will be 
studied is a minimum of 385 respondents using non-probability sampling. 

This research instrument uses a validity test based on the Product Moment 
Correlation or Pearson Correlation formula, reliability using the Cronbach 
alpha technique, descriptive analysis using a continuum line, and verification 
analysis using a structural equation model with the help of SMART-PLS 4.0. 
 
Keywords:   Social Media Marketing; Customer-based Brand Equity;  

Consumer Brand Engagement, and  Purchase Intention. 
 

 

I.  INTRODUCTION 

 Digital technology has changed the landscape of companies in terms of marketing products, 

especially in utilizing social media platforms [1]. Digital technologies help companies identify products and 

services that can contribute to society [2]. Implementing digital technology services by companies can also 

increase productivity by up to 15% and cost efficiency by more than 5% [3]. Companies that carry out digital 

transformation can increase business growth and change how they market products and services. In addition, 

companies can also improve customer experience and work process efficiency, and create new ways of 

working [4]. Digital technology allows companies to communicate effectively with consumers, so marketed 

products can increase significantly [3].  Social media is part of the development of digital technology that 

can facilitate interaction with consumers, such as the presence of Facebook, Twitter, Instagram, TikTok, 

WhatsApp, and Snapchat platforms [5]. Companies that use social media to market their products will 

significantly positively influence consumers on brand equity [6]. The level of consumer involvement in 

social media can influence consumer perception when purchasing products or services the company offers 

[6]. This social media is a communication tool for companies to engage directly with consumers, enabling 

companies to create a positive image [7]. Digital technology and social media development have been 

utilized well by a company engaged in architectural services (PT. Nomaden Cipta Mahardika/Nomaden) by 

utilizing Instagram social media in marketing products and services. Although Instagram promises great 

potential to benefit Nomaden’s business, the main challenge faced is the lack of implementation of sound 

marketing strategies on Instagram carried out by Nomaden.  
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The content produced also did not get many impressions from followers @nomaden.designstudio; 

this indicates that no interaction or communication was created on Nomaden’s Instagram. Instagram has 

become one of the fastest-growing social media platforms with high user engagement. High engagement 

refers to users who actively interact on social media, such as posting, liking, and commenting on posts. 

[8].  Social media marketing in Nomaden has not met the company's expectations. Sales data shows a 

significant increase in sales made by Nomaden. The achievement of sales figures that have been unable to 

reach the company's target is caused by several factors influencing people's purchasing intentions for 

Nomaden's service products. These factors are that Instagram does not influence Nomaden's sales increase 

but is also influenced by other offline marketing activities, such as participating in architect exhibitions and 

recommending products from consumers who have used it. In addition, many old consumers reuse the 

services of this architect, so the increase cannot be interpreted as the presence of new consumers. Analytics 

from the Instagram account @nomaden.designstudio shows 13,401 followers with an engagement rate of 

0.52% and one weekly post. This shows that the conditions are insufficient to convince consumers of 

Nomaden's service product marketing strategy. Consumers often find brands through information, watching 

videos used by companies through features available on Instagram, such as QnA features, hashtags, tags, 

voting, Instagram Adsense, and educational and fun content, so that it can increase consumer memory of the 

company's service products [9].  

The use of the Instagram Adsense feature by Nomaden helps introduce service products to a broader 

range of consumers. Still, its implementation is considered less effective due to interactions from consumers, 

such ad comments on posts. On the other hand, the use of Instagram Adsense supports consumers to ask 

questions directly via direct message regarding content uploaded by Nomaden. Based on the achievement of 

these data, the marketing strategy on Instagram @nomaden.designstudio is not yet effective. This shows that 

there is still room to increase the effectiveness of marketing through social media to encourage consumers 

purchasing intentions. Previous research identified that marketing through social media can influence 

consumer purchase intention[9]. However, other studies also show that marketing on social media does not 

influence consumer purchase intention[10]. Creating effective and relevant content for consumers can 

encourage purchase intention because the content produced by the company can bring consumers closer to 

their emotions, increase trust, and strengthen the company’s brand awareness [11]. In previous research, 

brand awareness and consumer brand engagement can increase consumer purchase intention [9]. Then, 

previous research also stated that brand awareness, perceived quality, brand associations, and brand trust, 

which are intervening variables, can increase consumer purchase intention [11].  

 

II.  BASIC THEORY 

1.1 Social Media Marketing 

Social media marketing is a strategy carried out on a digital platform, where someone can build 

interactions and reach a wide audience to share information [12]. The use of social media marketing 

encourages consumers to be actively involved with brands online for marketing activities, such as creating 

content [13]. The importance of implementing social media marketing in companies can create positive 

relationships with consumers and ultimately create consumer loyalty [14]. Social media marketing has five 

key elements that can influence consumer purchasing intentions. First, entertainment creates a valuable 

consumer experience and can build emotional closeness to the brand. Second, customization of services and 

messages that suit consumer preferences to strengthen trust and increase consumer satisfaction. Third, two-

way interactions are carried out on social media to encourage consumers to create a positive impression of 

the brand. Fourth, e-WOM (electronic Word of Mouth) involves communication between consumers about 

brands on social media to create a positive perception. Fifth, the current (current) importance of delivering 

updated and relevant information through social media [15].  

 1.2 Distribution Intensity 

Distribution intensity is the reach chosen for a particular product by a company in the context of how 

the content produced can engage on various social media platforms chosen by the company [16].  The 

number of products in each store will help reduce the time consumers spend searching for the product [17]. 
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1.3 Brand Theory 

A brand is a name, term, sign, symbol, design, or a combination of these things that are intended to 

identify goods or services so that consumers can distinguish them from competitors' products [18]. 

Implementing a strategy to improve a product's brand, the company must focus on efforts to maintain good 

relations with consumers, so that consumers can voluntarily remember the brand [19].  

1.4 Brand Equity 

 Brand equity is a collection of brand assets and liabilities related to the brand, name, and symbol that 

can add or reduce the value given by the company to consumers [20]. This can also reflect the added value 

given to consumers, which is reflected in subsequent actions towards the company. Brand equity can help 

companies in creating a brand identity that has a unique value from competing brands. Positive brand equity 

also plays an important role in shaping consumer behaviour, thus having an impact on increasing purchase 

intention [21]. 

1.5 Brand Awareness 

 Brand awareness refers to how easily consumers can remember the brand, especially on social media 

[22]. Brand awareness is a primary step in building a brand, so that it can create brand equity and the 

opportunity for consumer involvement in purchasing products from the company [23]. 

1.6 Perceived Quality 

 Perceived quality is highly influenced by individual factors because the assessment varies depending 

on the perception ability and level of experience possessed by the consumer [24]. Quality is a characteristic 

and feature of a company's product or service that can affect its ability to meet needs [25]. In the field of 

marketing, perceived quality is a customer's perception of the general quality of a product, with the goal that 

the product can be assessed by users and is different from products on the market [26]. 

1.7 Brand Associations 

Brand associations are consumer perceptions and experiences that aim to help process and collect 

information, differentiate or position one brand from another, and create a positive perception of the brand 

[27]. The main indicator of brand associations is brand equity, where a series of brand obligations are related 

to the name or logo to increase or decrease the value given by the brand to consumers [28]. The stronger the 

association is formed, the more the brand identity will stick in the eyes of consumers [29].  

1.8 Brand Trust 

Brand trust is a consumer attitude that shows that the consumer relies on a particular brand based on 

the belief and hope that the brand can meet their needs [14]. Brand trust plays an important role in reducing 

the risk felt by consumers and can increase consumer trust, so that consumer loyalty can be formed [30].  

1.8 Consumer Brand Engagement 

Consumer brand engagement (CBE) is a form of consumer behaviour regarding the brand as the 

main object in their involvement in making purchases. CBE is driven by motivational factors such as 

consumer satisfaction [31]. CBE is a dynamic relationship and can form interactions between consumers and 

brands, so that there is emotional involvement with consumers [32]. In CBE, there are three stages, namely 

how consumers consume content on social media, share content, and create content to form relationships 

with brands [33].  

1.9 Purchase Intention 

Purchase intention is the level of consumer desire to buy a product after making careful 

considerations of all the information obtained. This information includes product quality, price, reviews, 

experiences, and comparisons with competing products [14]. In the context of social media marketing, 

purchase intention refers to the level of consumer probability to plan and buy a product or service in the 

future that is recommended when using social media [33]. Purchase intention occurs when there is a positive 

interaction between consumers and brands on social media that contributes to consumer satisfaction [34]. 

Purchase intention occurs after consumers evaluate various brand choices based on the information they have 

received. After that, consumers can make their level of preference for each brand based on an assessment of 

the quality, benefits, and value of the brand [35]. 
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III. RESEARCH HYPOTHESIS AND FRAMEWORK 

Social media marketing has an important role in determining consumer purchasing intentions, so that 

the implementation of social media marketing can also create positive relationships with consumers and 

ultimately create consumer loyalty [14]. Previous research identified that marketing through social media can 

influence consumer purchasing intentions [9]. Previous research also stated that brand awareness, perceived 

quality, brand association, and brand trust as intervening variables can increase consumer purchasing 

intentions [11]. Therefore, the researcher proposed the following hypothesis: 

H1: There is positive and significant influence between Social Media Marketing and Brand Awareness 

Social media contributes to the formation of brand awareness, where this platform can connect 

directly with a wider audience. In social media marketing, social media can help companies introduce brands 

to a wider range of consumers  [33]. Social media marketing can produce firm-generated content (FGC) and 

user-generated content (UGC) to strengthen consumer interaction on various platforms such as Facebook, 

Instagram, TikTok, and so on, so that it can increase brand awareness [14]. This is supported by previous 

research, that social media marketing has a positive and significant influence on brand awareness [36].  

H2: There is positive and significant influence between Social Media Marketing and Perceived Quality 

The creation of content on social media carried out by companies that is relevant and tailored to the 

needs of consumers has the potential to increase their perception of product quality, which, in the end, 

enables the brand can be recognized and trusted by consumers for the quality offered [37]. The influence of 

social media marketing on perceived quality is also seen through the authenticity of the content delivered, so 

that it can increase the clarity of a form of communication on social media. This can be a basic element in 

strengthening the content produced and can increase perceived quality in the eyes of consumers [38]. 

Research shows that the influence of social media not only gives a positive impression but can also affect the 

quality of the content produced by the company [39].  

H3: There is positive and significant influence between Social Media Marketing and Brand 

Associations  

Brand associations are the strength of a brand in the eyes of consumers, which includes information 

about the product and is obtained through social media marketing [40]. According to Zhang & Hung, (2020) 

that brands with high relationships with consumers from content creation can produce positive brand 

associations. Therefore, social media platforms can make consumers participate in the company so that 

positive interactions are also formed on social media [14].  

H4: There is positive and significant influence between Social Media Marketing and Brand Trust 

Brand trust is built on the basis of customer interaction with the brand through social media 

marketing, thus creating a positive relationship [37] Content created from social media marketing can 

increase in-depth knowledge about the product through specifications, policies, and usage guides, which can 

ultimately affect brand trust [42].  

H5: There is positive and significant influence between Social Media Marketing and Consumer Brand 

Engagement  

Effective social media marketing can increase consumer brand engagement, so trends on the 

company's social media need to be updated to motivate consumers [33]. A study by Gomez, et al (2019) also 

stated that social media marketing can encourage consumers to get involved in the brand through likes, 

shares, posts, and interesting content to establish an emotional relationship between consumers and the 

brand. 

H6: There is positive and significant influence between Distribution Intensity and Brand Awareness 

Distribution intensity has a direct impact on consumers regarding the brand, so the more brands 

available, the easier it will be for consumers to access and try the brand directly [15]. Companies that have 

many distribution channels can increase brand awareness among potential consumers. In the context of social 

media, product information distributed through social media platforms is an important source for consumers 

to find information and easily get information from the social media marketing strategy implemented by the 

company [43]. 
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H7: There is positive and significant influence between Distribution Intensity and Perceived Quality 

Perceived quality is an important factor in choosing a brand or product from a company, where 

consumers tend to judge the quality of a product from various information obtained [45]. Previous research 

found that distribution intensity has a positive impact on perceived quality [44].  

H8: There is positive and significant influence between Distribution Intensity and Brand Associations 

Brand associations show that brands can depend on the information in consumers' minds. Thus, the 

more content is distributed, the stronger the consumer's memory will be [14]. If there is interaction between 

the company and consumers, continuously, it will positively affect the impact of the brand [45]. 

H9: There is positive and significant influence between Distribution Intensity and Brand Trust 

Brand trust can come from consumer interaction with the company through social media 

communication. Thus, consumers can consider whether the brand can benefit them or not when they use or 

buy [46]. When a company uses a lot of social media platforms, the information content from the company 

can be disseminated to consumers appropriately and easily in various formats [47]. This can build two-way 

communication, and a positive relationship can be established between customers and brands regarding 

content that has been distributed through various social media platforms [14].  

H10: There is positive and significant influence between Distribution Intensity and Consumer Brand 

Engagement 

Distribution intensity has a significant influence on brand image and perceived quality. In the 

context of consumer brand engagement, it can be seen as an indicator of improving the brand image, so that 

distribution intensity can be said to have a positive relationship with consumer brand engagement [48] 

Consumer brand engagement also reflects how consumers can interact with companies that are able to 

involve consumers [49]. 

H11: There is positive and significant influence between Brand Awareness and Purchase Intention 

Brand awareness and purchase intention have a positive relationship that is built on social media on 

sales in physical stores. Brand awareness can influence consumer purchase intention through the consumer 

experience process. This means that the higher the level of consumer awareness of a brand, the more positive 

the perception of the brand, and ultimately influences purchase intention [33]. Companies that use social 

media platforms as a medium to promote their sales can create consumer awareness and lead to consumer 

purchasing behaviour [50].  

H12: There is positive and significant influence between Perceived Quality and Purchase Intention 

Perceived quality is a consumer assessment that is formed when consumers assess the quality of the 

brand, where if the quality is assessed as high, it can increase competitive advantage, preference, and brand 

profitability [51]. Brands with high equity dimensions will also have high purchase intentions when using 

social media platforms [51] Brands that use a lot of social media platforms also make them think about 

buying or using the product. This can be done by creating positive content so that it can influence the quality 

perceived by consumers and ultimately influence purchase intentions [14]. 

H13: There is positive and significant influence between Brand Associations and Purchase Intention 

Brand associations are seen as one of the important strategies in encouraging consumer purchase 

intentions, where this can also play a significant role in influencing purchasing decisions [52]. According to 

Sedianingish, et al (2019) various attributes in brand associations such as price, marketing strategy, location, 

reputation, quality, and service can form perceptions in the minds of consumers and ultimately influence 

purchase intentions. Previous research found that brand associations have a positive impact on purchase 

intentions. Previous research found that brand associations have a positive impact on purchase intentions 

[14].  

H14: There is positive and significant influence between Brand Trust and Purchase Intention 

Trust is defined as how willing consumers are to return to a brand. So, this is a positive view of the 

brand psychologically [54]. Previous research found that brand trust influences purchase intention [14].  
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H15: There is positive and significant influence between Consumer Brand Engagement and Purchase 

Intention 

Consumer brand engagement is related to how consumers' minds can be directly connected to the brand, 

so that consumers can spend their time on information from the brand [33]. Consumer brand engagement has 

a positive impact on purchase intention  [55]. In addition, consumer engagement is also positively related to 

repurchase intentions from a brand [56].  

Referring to the results of previous research and the hypotheses that have been developed, then a 

research model is created as depicted in the following. 

 
Fig 1. Framework 

IV.  METHODS 

 1.10 Research Object and Analysis 

  This study took the population of followers of the Instagram account @nomaden.designstudio, 

which amounted to 12,900 (as of October 2024). The population refers to all analyses and has identical 

characteristics and is related to the research to be conducted [57]. In determining the number of samples, the 

population of this study is unlimited, so the researcher uses the Cochran formula, which helps determine the 

sample size needed to produce a population estimate that has a certain level of confidence with a certain 

margin of error [58]. Then, this study requires a minimum sample of 385 respondents from Instagram 

followers @nomaden.designstudio. 

  Data collection was carried out using a questionnaire distributed through Instagram followers 

@nomaden.designstudio by attaching an online questionnaire link that can be accessed via Google Forms. 

This study has been calibrated in advance to 50 respondents who have met the criteria as respondents. Then, 

the researcher obtained the results of the validity test through the variable statement items in the research 

framework, so that the calculated r> r table and all variables were declared valid. The reliability test found 

that the Cronbach's Alpha value of each variable was> 0.70, so that the existing data was declared reliable 

and could be continued for proper research. 

 1.11 Variable Operationalization 

In this study, operating variables are defined as follows: 

Tabel 1. Variable Operationalization 

No Variabel Indicator 

1 

Social Media Marketing 

 

I share content that I like about the architectural and interior design results 

of the Nomaden brand. 

I feel that Nomaden's Instagram content suits my wishes, so I share it. 

The content on Nomaden's Instagram makes me interested in sharing 
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information about architectural and interior design. 

I get information about architectural and interior design through Nomaden's 

Instagram. 

Sharing architectural and interior design content on Nomaden is something I 

like. 

Nomaden's Adsense appears on my Instagram account. 

I know Nomaden from Instagram Adsense 

I like Nomaden's Instagram AdSense content 

I often share Nomaden's content with friends. 

2 

Distribution Intensity 

I found out about Nomaden from the architect exhibition post. 

Nomaden is more active on Instagram compared to other companies. 

I found out about Nomaden because of its activity on Instagram. 

Nomaden uses many social media platforms. 

Nomaden uses more than one social media platform, so it is easier for me to 

find out. 

I can easily find information about architectural and interior design results 

on Nomaden's Instagram. 

I am interested in sharing Nomaden's Instagram content on my social media. 

3 

Brand Awareness 

I am familiar with the Nomaden brand among other brands. 

I am familiar with the symbol or logo of the Nomaden brand. 

I am familiar with the design of the Nomaden brand. 

I am familiar with the designs made by the Nomaden brand. 

4 

Perceived Quality 

I trust the quality of the architectural and interior design done by Nomaden. 

The design and quality of Nomaden's workmanship are good. 

Nomaden provides good architectural and interior designs. 

The architectural and interior designs at Nomaden are according to my 

wishes. 

5 

Brand Associations 

Nomaden's social media has its characteristics. 

The quality of Nomaden's work is better than other companies. 

I know Nomaden's design because I often see it on Instagram. 

Nomaden's Instagram content inspired me to look for architectural services. 

The reason I chose Nomaden was that the architectural and interior designs 

were according to my wishes. 

6 

Brand Trust 

I believe in the quality of Nomaden's architectural and interior design 

results. 

I believe in the promises given by Nomaden regarding the completion time 
of the work. 

I get good quality service from Nomaden. 

Nomaden is very responsive to my needs. 

The results of Nomaden's architectural and interior designs are in 

accordance with the initial agreement. 

7 

Consumer Brand 

Engagement 

I am interested in Nomaden's social media content. 

Nomaden's design work posts on social media are my reference in 

determining the design. 

I actively share content activities on Nomaden's Instagram social media. 

I interact with Nomaden on Instagram. 

8 

Purchase Intention 

The content created by Nomaden makes me interested in commenting. 

I intend to use Nomaden's services, which I have seen on social media 

I plan to use Nomaden's architectural and interior design services, which I 

saw promoted on social media. 

I prefer to use Nomaden's services, which I saw on social media from other 

brands. 

Seeing Nomaden's content on social media increases my intention to use 

their services. 

Seeing Nomaden's work on social media makes me interested in using them. 

 1.12 Model Analysis and Test Techniques  

The data analysis method uses the Structural Equation Modelling (SEM-PLS) analysis technique 

processed using Smar-PLS 4.0 with a total of 390 respondents. Structural Equation Modelling (SEM) is a 

statistical methodology with a hypothesis testing approach to structural theory analysis, containing several 

phenomena. In this model, researchers also want to test the truth of the theory by conducting research in the 
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field. The SEM model has two main parts in the research model, namely, confirmatory factor analysis and 

structural model [59]. Then, Partial Least Squares (PLS) is an effective method where a research subject is 

an exploration or hypothesis model. PLS is considered a decomposition method because there is a low level 

of sharpness in analysing minor causes of causal functions. PLS-SEM can provide the ability to model 

variables and higher levels of significance, resulting in stronger hypotheses [60]. 

 

V.  RESULTS AND DISCUSSION 

This study involved 390 respondents who were followers of Instagram @nomaden.designstudio. The 

characteristics of most respondents were aged 30-40 years, with a total percentage of 52.8%, and continued 

with the age of 24-30 years, with a percentage of 35.1%. At the same time, the age of 40-50 years is with a 

percentage of 12.1%. Most of the respondents' gender was male, with a percentage of 66.7%, and 33.3% 

were female. Based on the location of the respondents, it was dominated by respondents from Jabodetabek 

with a percentage of 98.2% and respondents from outside Jabodetabek with 1.8%. 

 1.13 Evaluation of Measurement (Outer) Model 

  Following are the results of the outer model of this study: 

 
Fig 2. Model Partial Las Square 

Tabel 2. Convergent Validity Result 

Variable Indicator Factor Loading AVE (0,5) Informatin 

Social Media 

Marketing 

X1.1 0,709 

0,536 

Valid 

X1.2 0,755 Valid 

X1.3 0,705 Valid 

X1.4 0,707 Valid 

X1.5 0,741 Valid 

X1.6 0,765 Valid 

X1.7 0,718 Valid 

X1.8 0,733 Valid 

X1.9 0,754 Valid 

Distribution X2.1 0,714 0,635 Valid 
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Intensity X2.2 0,780 Valid 

X2.3 0,829 Valid 

X2.4 0,800 Valid 

X2.5 0,840 Valid 

X2.6 0,808 Valid 

X2.7 0,799 Valid 

Brand 

Awareness 

X3.1 0,843 

0,749 

Valid 

X3.2 0,905 Valid 

X3.3 0,869 Valid 

X3.4 0,843 Valid 

Perceived 

Qualiy 

X4.1 0,818 

0,718 

Valid 

X4.2 0,853 Valid 

X4.3 0,868 Valid 

X4.3 0,851 Valid 

Brand 

Associations 

X5.1 0,726 

0,634 

Valid 

X5.2 0,807 Valid 

X5.3 0,805 Valid 

X5.4 0,834 Valid 

X5.5 0.805 Valid 

Brand Trust 

X6.1 0,779 

0,649 

Valid 

X6.2 0,814 Valid 

X6.3 0,826 Valid 

X6.4 0,833 Valid 

X6.5 0,776 Valid 

Consumer 

Brand 

Engagement 

X7.1 0,796 

0,644 

Valid 

X7.2 0,819 Valid 

X7.3 0,841 Valid 

X7.4 0,810 Valid 

X7.5 0,744 Valid 

Purchase 

Intention 

Y1 0,931 

0,860 

Valid 

Y2 0,919 Valid 

Y3 0,951 Valid 

Y4 0,908 Valid 

 The table above shows the results of factor analysis for the variables in this study, namely social 

media marketing (X1), distribution intensity (X2), brand awareness (X3), perceived quality (X4), brand 

associations (X5), brand trust (X6), consumer brand engagement (X7), and purchase intention (Y). The 

results show that it describes the strength of the relationship between the variables and their respective 

indicators. The indicator values obtained from the Smartpls results and showing 43 indicators studied, are 

declared valid. This can be seen from the loading factor value above 0.70.The results of the social media 

marketing variable indicators show that the loading factor value ranges from 0.705 to 0.765, with an Average 

Variance Extracted (AVE) value of 0.536. This indicates that the variable is valid because it is above 0.5. 

The distribution intensity variable shows that the loading factor value ranges from 0.714 to 0.840, with an 

average variance extracted (AVE) value of 0.635. This indicates that this variable is valid. The brand 

awareness variable has a loading factor ranging from 0.843 to 0.905. Then Average Variance Extracted 

(AVE) is 0.749. This shows that each statement indicator is considered a good and valid representation of the 

construct measured in the brand awareness variable. The perceived quality variable has a loading factor 

value of 0.818 to 0.868. Where the Average Variance Extracted (AVE) is above 0.5, with a value of 0.718, 

this indicates that each construct can explain the variation of each statement indicator. These results indicate 

that the perceived quality variable has good convergent validity. 

  The brand associations variable has a loading factor value ranging from 0.726 to 0.834. Then, the 

Average Variance Extracted (AVE) on the brand associations variable got a result of 0.634. This AVE 

indicates that with adequate values on each statement indicator, it has good convergent validity. The brand 

trust variable has a loading factor value ranging from 0.776 to 0.833. Then the Average Variance Extracted 

(AVE) is 0.649. This shows that each of the statement indicators is considered a good and valid 

representation of the construct measured in the brand trust variable. The consumer brand engagement 
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variable has a loading factor value of 0.744 to 0.841. Then, the Average Variance Extracted (AVE) value is 

0.644. This shows that each statement indicator is considered a good representation of the construct 

measured in the consumer brand engagement variable and is declared valid. The purchase intention variable 

has a loading factor value ranging from 0.908 to 0.951. Then, the Average Variance Extracted (AVE) is 

0.860, which indicates that each statement indicator is considered a good and valid representation of the 

construct measured in the purchase intention variable. 

Tabel 3. Discriminant Validity Result 

Indikator BA  BAS  BT  CBE  DI  PI  PQ  SMM  

X1.1  0.422  0.465  0.375  0.369  0.467  0.337  0.428  0.709  

X1.2  0.481  0.461  0.377  0.374  0.450  0.225  0.460  0.755  

X1.3  0.372  0.373  0.320  0.296  0.404  0.123  0.396  0.705  

X1.4  0.362  0.384  0.311  0.262  0.400  0.078  0.395  0.707  

X1.5  0.377  0.423  0.350  0.334  0.374  0.140  0.372  0.741  

X1.6  0.407  0.458  0.346  0.386  0.285  0.219  0.386  0.765  

X1.7  0.377  0.380  0.323  0.363  0.269  0.191  0.358  0.718  

X1.8  0.411  0.405  0.353  0.406  0.287  0.165  0.418  0.733  

X1.9  0.405  0.440  0.428  0.434  0.357  0.222  0.374  0.754  

X2.1  0.334  0.269  0.298  0.206  0.714  0.202  0.328  0.360  

X2.2  0.225  0.276  0.341  0.196  0.780  0.203  0.334  0.282  

X2.3  0.229  0.312  0.289  0.188  0.829  0.135  0.347  0.422  

X2.4  0.181  0.224  0.308  0.120  0.800  0.059  0.277  0.352  

X2.5  0.225  0.266  0.303  0.138  0.840  0.073  0.276  0.401  

X2.6  0.215  0.326  0.295  0.202  0.808  0.088  0.340  0.452  

X2.7  0.244  0.337  0.339  0.248  0.799  0.081  0.395  0.497  

X3.1  0.843  0.541  0.450  0.433  0.317  0.319  0.495  0.448  

X3.2  0.905  0.527  0.419  0.449  0.264  0.261  0.462  0.504  

X3.3  0.869  0.517  0.376  0.465  0.226  0.335  0.428  0.460  

X3.4  0.843  0.528  0.387  0.471  0.233  0.281  0.455  0.495  

X4.1  0.520  0.494  0.511  0.427  0.374  0.414  0.818  0.395  

X4.2  0.461  0.515  0.497  0.467  0.375  0.351  0.853  0.440  

X4.3  0.404  0.565  0.475  0.473  0.330  0.370  0.868  0.494  

X4.4  0.420  0.534  0.450  0.496  0.338  0.351  0.851  0.517  

X5.1  0.391  0.726  0.459  0.386  0.293  0.375  0.411  0.298  

X5.2  0.469  0.807  0.539  0.468  0.335  0.335  0.431  0.473  

X5.3  0.537  0.805  0.479  0.463  0.283  0.340  0.456  0.506  

X5.4  0.504  0.834  0.483  0.527  0.294  0.388  0.577  0.491  

X5.5  0.515  0.805  0.472  0.553  0.256  0.408  0.584  0.503  

X6.1  0.405  0.514  0.779  0.556  0.239  0.502  0.469  0.356  

X6.2  0.409  0.441  0.814  0.520  0.307  0.365  0.465  0.344  

X6.3  0.374  0.497  0.826  0.479  0.324  0.384  0.475  0.400  

X6.4  0.348  0.518  0.833  0.414  0.358  0.344  0.458  0.414  

X6.5  0.360  0.479  0.776  0.400  0.353  0.309  0.424  0.439  

X7.1  0.413  0.481  0.501  0.796  0.172  0.450  0.453  0.342  

X7.2  0.424  0.492  0.479  0.819  0.171  0.354  0.478  0.373  

X7.3  0.441  0.505  0.506  0.841  0.227  0.434  0.448  0.411  

X7.4  0.383  0.469  0.437  0.810  0.152  0.367  0.378  0.364  

X7.5  0.443  0.485  0.436  0.744  0.227  0.292  0.447  0.483  

Y1  0.367  0.443  0.442  0.448  0.109  0.931  0.408  0.245  

Y2  0.294  0.421  0.432  0.400  0.200  0.919  0.395  0.199  

Y3  0.343  0.438  0.457  0.465  0.162  0.951  0.422  0.296  

Y4  0.276  0.416  0.433  0.447  0.102  0.908  0.398  0.232  

The table above illustrates that the construction loading is greater than the cross-loading and the 

value of the latent variable is greater than the correlation with other latent variables, so it has good 

discriminant validity, and all values are > 0.7. 
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Tabel 4. Heterotrait-Monotrait Ratio Result 

 
BA  BAS  BT  CBE  DI  PI  PQ  SMM  

BAS  0.696  
       

BT  0.538  0.708  
      

CBE  0.600  0.701  0.680  
     

DI  0.332  0.413  0.442  0.262  
    

PI  0.377  0.515  0.523  0.524  0.164  
   

PQ  0.607  0.716  0.657  0.635  0.466  0.483  
  

SMM  0.616  0.650  0.550  0.557  0.552  0.280  0.617  
 

Tabel di atas menunjukan perhitungan HTMT dari variabel distribution intensity, brand awareness, 

perceived quality, brand associations, brand trust, consumer brand engagement, dan purchase inention di 

bawah 0,9. Artinya, HTMT dari variabel penelitian ini sudah dinyatakan valid. 

Tabel 5. Forner Larcker Result 

 
BA  BAS  BT  CBE  DI  PI  PQ  SMM  

BA  0.865  
       

BAS  0.610  0.796  
      

BT  0.471  0.609  0.806  
     

CBE  0.525  0.607  0.589  0.803  
    

DI  0.300  0.365  0.391  0.238  0.797  
   

PI  0.346  0.463  0.476  0.475  0.154  0.927  
  

PQ  0.532  0.622  0.570  0.550  0.418  0.438  0.847  
 

SMM  0.551  0.578  0.485  0.493  0.501  0.263  0.546  0.732  

 The table above shows the calculation of HTMT from the variables of distribution intensity, brand 

awareness, perceived quality, brand associations, brand trust, consumer brand engagement, and purchase 

intention below 0.9. This means that the HTMT of this research variable has been declared valid. 

Tabel 6. Cronbach’s Alpha and Composite Reability Test 

Konstruk Cronbach's Alpha (>0,7) Composite Reliability (>0,7) Kesimpulan 

SMM  0.892  0.912 Reliabel 

DI  0,904 0,924 Reliabel 

BA  0,888 0,923 Reliabel 

PQ  0,869 0,911 Reliabel 

BAS  0,859 0,896 Reliabel 

BT  0,865 0,902 Reliabel 

CBE  0,861 0,900 Reliabel 

PI  0,946 0,947 Reliabel 

 The table above shows that the Cronbach's Alpha value on all variables is >0.7, and the Composite 

Reliability value is also >0.7, so it can be concluded that all variables are stated as reliable. High Cronbach's 

alpha and Composite reliability values also indicate that each indicator can consistently measure the 

constructs in all variables, namely with values above 0.7. 

1.14 Structural Model Evaluation (Inner Model) 

Tabel 7 R-Square Result 

Variabel R-square Keterangan 

BA 0.305 Lemah 

BAS 0.341 Moderate 

BT 0.265 Lemah 

CBE 0.243 Lemah 

PQ 0.325 Lemah 

PI 0.311 Lemah 

The table above shows that the value of the Determination Coefficient of the purchase intention 

variable is 0.311. This indicates that other variables can explain 31% of the variability in purchase intention.  
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1.15 Hypothesis Test Result and Significance 

Tabel 8. Hypothesis Test Result and Significance 

Hipotesa  
Original 

sample (O)  

T statistics 

(|O/STDEV|)  
P values  Keterngan 

H1 SMM -> BA  0.535  10.351  0.000  Accepted 

H2 SMM -> PQ  0.449  8.969  0.000  Accepted 

H3 SMM -> BAS  0.527  10.774  0.000  Accepted 

H4 SMM -> BT  0.386  6.312  0.000  Accepted 

H5 SMM -> CBE  0.499  8.796  0.000  Accepted 

H6 DI -> BA  0.032  0.423  0.673  Rejected 

H7 DI -> PQ  0.193  3.151  0.002  Accepted 

H8 DI -> BAS  0.101  1.695  0.090  Rejected 

H9 DI -> BT  0.198  3.677  0.000  Accepted 

H10 DI -> CBE  -0.012  0.172  0.863  Rejected 

H11 BA -> PI  -0.013  0.225  0.822  Rejected 

H12 PQ -> PI  0.128  2.087  0.037  Accepted 

H13 BAS -> PI  0.145  2.209  0.027  Accepted 

H14 BT -> PI  0.199  3.679  0.000  Accepted 

H15 CBE -> PI  0.206  3.238  0.001  Accepted 

Discussion 

1.16 The influence of Social Media Marketing on Brand Awareness 

The results of the hypothesis test indicate that there is a significant positive influence between social 

media marketing and brand awareness on PT Nomaden Cipta Mahardika (Nomaden). This reflects that the 

higher and more active the marketing strategy carried out by Nomaden on social media, the greater the 

impact on brand awareness among consumers regarding the company's products. Nomaden actively uses 

Instagram to disseminate its content so that it impacts followers' awareness. Instagram allows users to create 

creative, informative, and interesting content about architectural services [61]. This is in line with previous 

research showing that social media marketing has a positive and significant influence on brand awareness 

[36].  

1.17 The Influence of Social Media Marketing on Perceived Quality 

The results of the hypothesis test indicate that there is a significant positive influence between social 

media marketing and perceived quality on PT Nomaden Cipta Mahardika (Nomaden). Nomaden success in 

implementing marketing strategies through Instagram has an important role in shaping the perception of 

Nomaden quality, both for users who have used the product and those who have not used it. Indicators that 

show a significant positive influence on perceived quality are the number of respondents who believe that the 

architectural and interior designs carried out by Nomaden are of good quality. Content shared on Instagram 

serves to build awareness and interest in Nomaden services. Instagram Adsense and content that is relevant 

to the needs of followers can have a positive impact on their interest in trying to use the services of a product 

or service at a company [62]. Previous research says that social media marketing activities have a significant 

positive influence on perceived quality [63]. 

1.18 The Influence of Social Media Marketing on Brand Associations 

The results of the hypothesis test indicate that there is a significant positive influence between social 

media marketing and brand associations on PT Nomaden Cipta Mahardika (Nomaden). These brand 

associations are included in the components of brand equity, where, according to Wardhana (2024), the main 

components of brand equity include brand awareness, brand loyalty, perceived quality, and brand 

associations. Thus, the brand associations felt by consumers start from the thoughts, feelings and experiences 

that are attached to them. Brand associations can influence purchasing decisions, and when consumers have a 

positive association with a brand, consumers are more likely to buy the product [64].   
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1.19 The Influence of Social Media Marketing on Brand Trust 

The results of the hypothesis test indicate that there is a significant positive influence between social 

media marketing and brand trust on PT Nomaden Cipta Mahardika (Nomaden). Brand trust plays an 

important role in influencing consumers towards purchasing intentions and decisions [65]. There is an 

influence between trust in the brand and purchase intention, which means that if trust in the brand increases, 

the value of purchase intention will also increase. Consumers can strengthen their high trust in the quality of 

this design towards Nomaden's commitment to fulfilling the promises that have been made. Previous 

research also revealed that brand trust has a positive influence on purchase intentions and gives trust to 

Nomaden [65]. 

1.20 The Influence of Social Media Marketing on Consumer Brand Engagement 

The results of the hypothesis test indicate that there is a significant positive influence between social 

media marketing and consumer brand engagement on PT Nomaden Cipta Mahardika (Nomaden). Consumer 

brand engagement (CBE) is an interaction between consumers and brands to make a purchase. This CBE can 

form an emotional relationship with consumers, thus impacting purchase intentions and creating customer 

loyalty [66]. Consumers are interested in the content uploaded by Nomaden on Instagram. The post is a 

reference for them in making decisions, consumer activities that share content and interact via direct 

messages on Instagram can strengthen emotional relationships with Nomaden. Supported by previous 

research also that there is a positive influence on social media marketing activities with consumer brand 

engagement [67].  

1.21 No Influence of Distribution Intensity on Brand Awareness 

The results of the hypothesis test indicate that the intensity of Nomaden distribution on social media 

does not have a significant positive effect on brand awareness. Based on the facts in the field, consumers are 

more familiar with Nomaden through digital media, compared to their involvement in participating in 

architectural exhibitions or other matters in physical distribution. Nomaden followers are more influenced by 

ideal visuals that show the results of designs, concepts, and projects being worked on, so that they can reach 

a wider audience. Nomaden routinely shares content that can be a reference for consumers, so that 

consumers find it easier to access the information they are looking for through Instagram than they do to 

come to architectural exhibitions. Therefore, further research is also needed related to brands that display 

diversity to reach a wider audience, so that it does not always increase engagement on social media [68]. 

1.22 The Influence of Distribution Intensity on Brand Perceived Quality 

Distribution intensity has a significant positive effect on perceived quality. Consumers who receive 

too much information from content on various social media platforms will shape their experience of the 

brand and significantly affect the perception of the quality of the brand [69]. Nomaden continues to commit 

to presenting the information that consumers need. This information can be in the form of interior design 

results for projects that are being worked on by Nomaden. This can also make consumers interact with 

Nomaden often; the more often they interact, the more likely consumers are to have the perception that the 

quality produced by Nomaden meets their expectations. Previous research says that distribution intensity has 

a positive impact on perceived quality [15]. 

1.23 No Influence of Distribution Intensity on Brand Associations 

The results of the hypothesis test indicate that distribution intensity does not have a significant 

positive effect on brand associations at PT Nomaden Cipta Mahardika (Nomaden). Facts in the field show 

that distribution only focuses on the availability of services without direct interaction with consumers, so 

consumers do not have a meaningful experience. Nomaden only focuses on digital media distribution 

without thinking about offline distribution. This is in line with previous research [70] that distribution 

intensity does not have a positive effect on the distribution of a store through stores, distributors, and retail to 

the public. So, the eighth hypothesis is rejected and is not relevant to Nomadic architectural services. 

1.24 The Influence of Distribution Intensity on Brand Trust 

The results of the hypothesis test indicate that distribution intensity does not have a significant 

positive effect on brand trust at PT Nomaden Cipta Mahardika (Nomaden). Nomaden active presence on 

social media makes it easier for consumers to access information and build trust in Nomaden. Thus, this can 
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have an impact on the quality of architectural and interior design services offered. Facts in the field also 

reveal that consumers know Nomaden through activities on social media, which can create consumer trust in 

Nomaden. Nomaden use of Instagram as a means to introduce its architectural and interior designs makes it 

easier for potential consumers to see the portfolio of the quality of the work. This is also reinforced by 

previous research [71] that distribution intensity has a positive effect on brand trust, where when a company 

uses a lot of social media platforms, the information content from the company can be disseminated to 

consumers appropriately and easily in various formats.  

1.25 No Influence of Distribution Intensity on Consumer Brand Engagement 

 The results of the hypothesis test showed no significant positive effect between distribution intensity 

and consumer brand engagement at PT Nomaden Cipta Mahardika (Nomaden). Various distribution channels 

allow companies to increase brand awareness among potential consumers. When product information is 

distributed through many social media platforms, this repetition and exposure increase brand awareness 

among consumers and can create consumer engagement. However, in this study, the theory is not relevant, 

because based on the results of the study, distribution intensity does not have a significant positive effect on 

consumer brand engagement at Nomaden. 

1.26 No Influence of Brand Awareness on Purchase Intention 

 The results of the hypothesis test showed no significant positive effect between brand awareness and 

purchase intention at PT Nomaden Cipta Mahardika (Nomaden). Although respondents have a good level of 

knowledge about Nomaden, this is not their main factor in driving purchase intention. Based on the facts in 

the field, most respondents are familiar with the Nomaden brand compared to other brands, such as symbols 

and logos. However, this is not a sufficient factor to drive purchasing decisions. When consumers know or 

have awareness of a brand, it is not a determining factor in purchasing decisions. This brand awareness only 

reflects the level of consumer awareness of the Nomaden brand. Still, it does not have a strong emotional 

attachment, so it cannot have an impact on purchase intention. The results of this study are in line with 

previous research byAli & Cuandra (2023) that brand awareness does not have a significant positive effect 

on purchase intention. 

1.27 The Influence of Perceived Quality on Purchase Intention 

The results of the hypothesis test show a significant positive influence between perceived quality and 

purchase intention at PT Nomaden Cipta Mahardika (Nomaden). Consumer assessment of the quality of the 

design displayed by Nomaden on Instagram reflects a positive influence on the brand so that that purchase 

intention can be created. Nomaden's success in showing the results of his work on social media makes it easy 

for them to access and strengthen their intention to use the service. The projects displayed by Nomaden 

visually on social media can increase their preferences and increase the possibility of making a purchase. 

This is also reinforced by research [73] that perceived quality has a significant positive influence on purchase 

intention. 

1.28 The Influence of Brand Associations on Purchase Intention 

The results of the hypothesis test show a significant positive influence between brand associations 

and purchase intention at PT Nomaden Cipta Mahardika (Nomaden). Consumers consider that Nomaden 

social media, especially Instagram, has characteristics that are different from its competitors' Instagram, as 

seen from the content produced that can attract consumer attention and have an impact on purchase intention. 

The majority of consumers also feel that Nomaden design is according to their wishes compared to other 

brands they see on Instagram. This shows the fact that brand associations formed through social media have 

a direct impact on purchase intention. The results of the study regarding the significant positive impact of 

brand associations on purchase intention at Nomaden are also supported by previous research [74] in which 

brand associations also have a significant influence on purchase intention. 

1.29 The Influence of Brand Trust on Purchase Intention 

The results of the hypothesis test show a significant positive influence between brand trust and 

purchase intention at PT Nomaden Cipta Mahardika (Nomaden). Trust is an important key in this study, and 

researchers have analysed it from various perspectives. Trust in a brand can also increase purchase intention. 

When consumers have trusted a brand, they will have a positive image of the brand. This positive image will 
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make consumers more likely to choose products from the brand and then create a long-term relationship [75]. 

Consistency in good service quality and responsiveness to consumer needs make consumers believe that 

Nomaden can provide the best. This finding is in line with previous research [76] which states that when 

consumers trust a brand, especially a brand that has created a positive image, it can have a positive effect on 

purchase intention. 

1.30 The Influence of Consumer Brand Engagement on Purchase Intention 

The results of the hypothesis test show a significant positive influence between consumer brand 

engagement and purchase intention at PT Nomaden Cipta Mahardika (Nomaden). Based on the facts in the 

field, Nomaden's intense interaction on social media with consumers, such as sharing uploads, comments, 

and liking posts, has been proven to increase consumer engagement with Nomaden, which ultimately has an 

impact on purchase intention. This finding also confirms that consumers who are actively involved in social 

media tend to compare with other brands, and consumers prefer content uploaded on Instagram 

@nomaden.designstudio, which has an impact on positive perceptions in the minds of consumers. This 

finding is also supported by research [56] that consumer engagement is positively related to purchase 

intention from a brand. 

 

VI.  CONCLUSIONS AND RECOMMENDATIONS 

  The results of the study indicate that there is a positive and significant influence between social 

media marketing and brand awareness, perceived quality, brand associations, brand trust, and consumer 

brand engagement. In the distribution intensity variable, there is a significant positive influence on perceived 

quality and brand trust. Then, in the intervening variable, there is a positive influence between brand 

awareness, perceived quality, brand associations, brand trust, and consumer brand engagement on purchase 

intention. In addition, this study also found that there was no positive influence between distribution intensity 

and brand associations, distribution intensity and consumer brand engagement, and brand associations and 

purchase intention. 

 Suggestions from the academic aspect, this study does not only focus on the variables studied in this 

study, but the researcher also recommends conducting research on the social media influencer experience 

variable as an independent variable. In addition, in further research, it does not only focus on companies 

engaged in architectural services but can be expanded to various other company fields. It is also hoped that 

the tools used are not only limited to SEM-PLS but can also use AMOS. In terms of practice, the 

management of social media marketing activities can be carried out actively, especially to inform a wide 

audience about the services of the Nomaden company. By implementing an effective social media marketing 

strategy, companies can increase consumer purchasing interest and ultimately achieve sustainable business 

growth. 

 

REFERENCES 

[1] H. Haryanto, D. Delfina, J. Jessica, J. Chang, and F. Quinn, “Pemasaran Digital untuk Meningkatkan 

Produktivitas, Efisiensi dan Pendapatan UMKM JHN Shop Batam,” Jurnal Pengabdian Masyarakat 

Indonesia, vol. 2, no. 2, pp. 181–186, Apr. 2022, doi: 10.52436/1.jpmi.494. 

[2] R. Martínez-Peláez et al., “Role of Digital Transformation for Achieving Sustainability: Mediated Role of 

Stakeholders, Key Capabilities, and Technology,” Sustainability (Switzerland), vol. 15, no. 14, Jul. 2023, doi: 

10.3390/su151411221. 

[3] R. J. Tumpa and L. Naeni, “Improving decision-making and stakeholder engagement at project governance 

using digital technology for sustainable infrastructure projects,” Smart and Sustainable Built Environment, 

2025, doi: 10.1108/SASBE-10-2024-0451. 

[4] J. Konopik, C. Jahn, T. Schuster, N. Hoßbach, and A. Pflaum, “Mastering the digital transformation through 

organizational capabilities: A conceptual framework,” Digital Business, vol. 2, no. 2, Jan. 2022, doi: 

10.1016/j.digbus.2021.100019. 

[5] P. Clark, C. Chapleo, and K. Suomi, “Branding higher education: an exploration of the role of internal branding 

on middle management in a university rebrand,” Tertiary Education and Management, vol. 26, no. 2, pp. 131–

149, Jun. 2020, doi: 10.1007/s11233-019-09054-9. 

http://ijstm.inarah.co.id/index.php/ijstm/about/submissions


International Journal of Science, Technology & Management                                                                                     ISSN: 2722 - 4015 

http://ijstm.inarah.co.id 
  474 

 

[6] M. I. Buzohera, “Unlocking the mediating dynamics of social media marketing on Tanzanian university brands: 

beyond the hashtag era,” Journal of Money and Business, Mar. 2025, doi: 10.1108/JMB-09-2024-0059. 

[7] Y. Sun, G. Wang, and H. Feng, “Linguistic Studies on Social Media: A Bibliometric Analysis,” Sage Open, vol. 

11, no. 3, 2021, doi: 10.1177/21582440211047572. 

[8] H. K. A. Wahab, F. Alam, and E. Lahuerta-Otero, “Social media stars: how influencers shape consumer’s 

behavior on Instagram,” Spanish Journal of Marketing - ESIC, Mar. 2024, doi: 10.1108/SJME-09-2023-0257. 

[9] J. Zeqiri, P. S. Koku, C. Dobre, A. M. Milovan, V. V. Hasani, and T. Paientko, “The impact of social media 

marketing on brand awareness, brand engagement and purchase intention in emerging economies,” Marketing 

Intelligence and Planning, 2024, doi: 10.1108/MIP-06-2023-0248. 

[10] A. Emini and J. Zeqiri, “SOCIAL MEDIA MARKETING AND PURCHASE INTENTION: EVIDENCE 

FROM KOSOVO,” Economic Thought and Practice, vol. 30, no. 2, pp. 475–492, 2021, doi: 

10.17818/EMIP/2021/2.8. 

[11] L. H. Wei, O. C. Huat, and R. Thurasamy, “The impact of social media communication on consumer-based 

brand equity and purchasing intent in a pandemic,” International Marketing Review, vol. 40, no. 5, pp. 1213–

1244, Dec. 2023, doi: 10.1108/IMR-12-2021-0353. 

[12] A. O. Demirchoglu, F. Bhatti, and B. Ababneh, “Improving Student Satisfaction Through Social Media 

Marketing Activities: The Mediating Role of Perceived Qualitya,” International Journal of Data and Network 

Science, pp. 143–150, 2021. 

[13] F. Li, J. Larimo, and L. C. Leonidou, “Social Media Marketing Strategy: Definition, Conceptualization, 

Taxonomy, Validation, and Future Agenda,” J Acad Mark Sci, pp. 51–70, Jun. 2021. 

[14] L. H. Wei, O. C. Huat, and R. Thurasamy, “The Impact of Social Media Communication on Consumer-based 

Brand Equity and Purchasing Intent in a Pandemic,” Journal of International Marketing, vol. 40, Apr. 2023. 

[15] M. L. Cheung, G. Pires, and P. J. Rosenberger, “The influence of perceived social media marketing elements on 

consumer–brand engagement and brand knowledge,” Asia Pacific Journal of Marketing and Logistics, vol. 32, 

no. 3, pp. 695–720, Apr. 2020, doi: 10.1108/APJML-04-2019-0262. 

[16] G. K. Amoako, “Distribution Intensity and Purchase Behavior-mediating Role of Brand Equity in Oil 

Marketing Companies (OMCs): An Emerging Markets Perspective,” Business Perspectives and Research, vol. 

10, no. 1, pp. 46–64, Jan. 2022, doi: 10.1177/2278533720987022. 

[17] L. D. Lang, A. Behl, F. Guzmán, V. Pereira, and M. Del Giudice, “The role of Advertising, Distribution 

Intensity and Store Image in Achieving Global Brand Loyalty in an Emerging Market,” International Marketing 

Review, vol. 40, no. 1, pp. 127–154, Feb. 2023, doi: 10.1108/IMR-06-2021-0200. 

[18] D. E. Putri et al., Brand Marketing, 1st ed. Bandung: CV Widina Media Utama, 2021. 

[19] T. Sudrartono et al., Manajemen Pemasaran Jasa, 1st ed. Bandung: CV. Widina Media Utama, 2022. 

[20] B. Francioni, I. Curina, S. M. Hegner, M. Cioppi, and T. Pencarelli, “Managing brand equity in the brewing 

sector,” British Food Journal, vol. 124, no. 13, pp. 501–519, 2022, doi: 10.1108/BFJ-10-2021-1160. 

[21] A. Wardhana, Brand Management in The Digital Era, 1st ed. Purbalingga,: CV Eureka Media Aksara, 2024. 

[22] D. Ghorbanzade, R. R. Zakieva, M. Kuznetsova, A. M. Ismael, and A. A. A. Ahmed, “Generating Destination 

Brand Awareness and Image Through the Firm’s Social Media,” Kybernetes, vol. 52, pp.3292–3314, Feb. 2022. 

[23] A. Kahra, O. S. Itami, and A. Rostami, “Can Salespeople Use Social Media to Enhance Brand Awareness and 

Sales Performance? The Role of Manager Empowerment and Creativity,” Journal of Business & Industrial 

Marketing, pp. 1738–1753, Jan. 2023. 

[24] F. H. Halicioglu and K. Gurel, “The Perceived Quality of Green Buildings: From a Review of Occupant 

Satisfaction Towards a Conceptual Framework,” International Journal of Quality & Reliability Management, 

vol. 41, pp. 757–777, Jul. 2024. 

[25] R. Kurketi and M. Yadav, “The Influence of Brand Personality on Brand Love, Perceived Quality and Purchase 

Intention: a Study of E-Retailing Sites,” Global Knowledge, Memory and Communication, Nov. 2023. 

[26] A. Cammarano, V. Varriale, F. Michelino, and M. Caputo, “Employing Online Big Data and Patent Statistics to 

Examine the Relationship Between end Product’s Perceived Quality and Component’s Technological Features,” 

Technol Soc, vol. 73, May 2023. 

[27] R. T. Ratnasari, A. C. Prajasari, and S. Kassim, “Does Religious Knowledge Level Affect Brand Association 

and Purchase Intention of Luxury Cars? Case of the Lexus Cars in Indonesia,” Journal of Islamic Marketing, 

vol. 14, pp. 988–1006, Jan. 2023. 

[28] A. S. Williams, Y. Heo, J. W. Choi, Z. P. Pedersen, and K. K. Byon, “Online Consumer Reviews of a Sport 

Product: An Alternative Path to Understanding Brand Associations,” Sport, Business and Management: An 

International Journal, vol. 13, pp. 530–547, Mar. 2023. 

http://ijstm.inarah.co.id/index.php/ijstm/about/submissions


International Journal of Science, Technology & Management                                                                                     ISSN: 2722 - 4015 

http://ijstm.inarah.co.id 
  475 

 

[29] C. H. Jin, M. S. Yoon, and J. Y. Lee, “The Influence of Brand Color Identity on Brand Association and 

Loyalty,” Journal of Product & Brand Management, vol. 28, pp. 50–62, Mar. 2019. 

[30] Y. Deng, X. Wang, and D. Li, “How Does Brand Authenticity Influence Brand Loyalty? Exploring the Roles of 

Brand Attachment and Brand Trust,” Asia Pacific Journal of Marketing and Logistic, vol. 5, Oct. 2024. 

[31] R. Roopak and S. Chakrabarti, “Framing Knowledge Structure of Customer Engagement: a Multimethod 

Review,” VINE Journal of Information and Knowledge Management Systems, Jun. 2024. 

[32] R. Algharabat, N. P. Rana, A. A. Alalwan, and A. Baabdullah, “Investigating the Antecedents of Customer 

Brand Engagement and Consumer-based Brand Equity in Social Media,” Journal of Retailing and Consumer 

Service, vol. 53, 2020. 

[33] J. Zeqiri, P. S. Koku, C. Dobre, A.-M. Milovan, V. V. Hasani, and T. Paientko, “The impact of social media 

marketing on brand awareness, brand engagement and purchase intention in emerging economies,” Marketing 

Intelligence & Planning, May 2024. 

[34] A. Dabbous and K. A. Barakat, “Bridging the online offline gap: Assessing the impact of brands’ social 

network content quality on brand awareness and purchase intention ,” Journal of Retailing and Consumer 

Services, vol. 53, Mar. 2020, Accessed: Nov. 01, 2024. [Online]. Available: https://sci-

hub.se/10.1016/j.jretconser.2019.101966 

[35] Indrawati, P. C. Putri Yones, and S. Muthaiyah, “eWOM via the TikTok application and its influence on the 

purchase intention of somethinc products,” Asia Pacific Management Review, vol. 28, no. 2, pp. 174–184, Jun. 

2023, doi: 10.1016/j.apmrv.2022.07.007. 

[36] H. M. Utami and M. A. Sugiat, “Pengaruh Social Media Marketing Activities terhadap Purchase Intention 

Dengan Brand Image, Brand Awareness, Brand Equity Sebagai Variabel Intervening Pada Produk Skincare 

Avoskin,” SEIKO : Journal of Management & Business, vol. 6, no. 1, pp. 6–11, 2023, doi: 

10.37531/sejaman.v6i1.3743. 

[37] L. Heng Wei, O. Chuan Huat, and P. V. Arumugam, “Social Media Communication with Intensified Pandemic 

Fears: Evaluating the Relative Impact of User- and Firm-Generated Content on Brand Loyalty,” Asia-Pacific 

Journal of Business Administration, vol. 15, no. 2, pp. 161–187, Feb. 2023, doi: 10.1108/APJBA-07-2021-

0319. 

[38] E. E. Vazquez, “Effect of an E-retailer’s Product Category and Social Media Platform Selection on Perceived 

Quality of E-retail Products,” Electronic Markets, vol. 31, no. 1, pp. 139–157, Jan. 2020. 

[39] V. Arumugam, “A STUDY ON THE IMPACT OF SOCIAL MEDIA ON MARKETING A BRAND A 

STUDY ON THE IMPACT OF SOCIAL MEDIA ON MARKETING A BRAND Introduction,” 

IJRAR23B1526 International Journal of Research and Analytical Reviews (IJRAR), vol. 327, p. 328, 2023, 

[Online]. Available: https://www.researchgate.net/publication/370103726 

[40] Y. Bilgin, “THE EFFECT OF SOCIAL MEDIA MARKETING ACTIVITIES ON BRAND AWARENESS, 

BRAND IMAGE AND BRAND LOYALTY,” Business & Management Studies: An International Journal, 

vol. 6, no. 1, Apr. 2018, doi: 10.15295/v6i1.229. 

[41] K. Zhang and K. Hung, “The Effect of Natural Celebrity–Brand Association and Para-Social Interaction in 

Advertising Endorsement for Sustainable Marketing,” Sustainability, vol. 12, pp. 1–20, Aug. 2020. 

[42] M. Z. Hoque and M. N. Alam, “What Determines the Purchase Intention of Liquid Milk During a Food Security 

Crisis? The Role of Perceived Trust, Knowledge, and Risk,” Sustainability, vol. 10, no. 10, pp. 1–22, Oct. 2018. 

[43] A. S. W. Langga, T. Alhabsji, S. Notosubroto, and A. Kusumawati, “EFFECTS OF INTENSIVE 

DISTRIBUTION AND SALES PROMOTION ON CORPORATE IMAGE AND CONSUMER-BASED 

BRAND EQUITY: A STUDY ON SUZUKI CAR CONSUMERS OF PT. SURYA BATARA MAHKOTA, 

EAST NUSA TENGGARA, INDONESIA,” Russ J Agric Socioecon Sci, vol. 81, no. 9, pp. 172–184, Sep. 

2018, doi: 10.18551/rjoas.2018-09.20. 

[44] M. L. Cheung, G. D. Pires, and P. J. Rosenberger III, “Exploring Synergetic Effects of Social-Media 

Communication and Distribution Strategy on ConsumerBased Brand Equity,” Asian Journal of Business 

Research, vol. 10, no. 1, pp. 126–149, Apr. 2020. 

[45] E.-J. Seo and J.-W. Park, “A Study on The Effects of Social Media Marketing Activities on Brand Equity and 

Customer Response in The Airline Industry,” J Air Transp Manag, vol. 66, pp. 36–41, 2018, Accessed: Nov. 

13, 2024. [Online]. Available: https://www.sciencedirect.com/science/article/abs/pii/S0969699717303472 

[46] K. Prastowo, “The Roles of Community Engagement and Brand Community Types in Building Brand Trust on 

Social Media Based Brand Communities,” International Journal Of Business Studies, vol. 4, no. 1, Feb. 2020, 

[Online]. Available: www.techinasia.com 

http://ijstm.inarah.co.id/index.php/ijstm/about/submissions


International Journal of Science, Technology & Management                                                                                     ISSN: 2722 - 4015 

http://ijstm.inarah.co.id 
  476 

 

[47] Z. F. Chen and Y. Cheng, “Consumer Response to Fake News About Brands on Social Media: The Effects of 

Self-efficacy, Media Trust, and Persuasion Knowledge on Brand Trust,” Journal of Product and Brand 

Management, vol. 29, no. 2, pp. 188–198, Mar. 2020, doi: 10.1108/JPBM-12-2018-2145. 

[48] A. I. Christian and D. Dharmayanti, “Pengaruh Distribution Intensity Terhadap Customer Loyalty Melalui 

Brand Image, dan Perceived Quality Sebagai Variabel Intervening Pada Semen Tiga Roda di Surabaya,” 

Surabaya, Jun. 2016. [Online]. Available: www.setkab.go.id/14/8/2015 

[49] S. F. M. Beckers, J. Van Doorn, and P. C. Verhoef, “Good, better, engaged? The effect of company-initiated 

customer engagement behavior on shareholder value,” J Acad Mark Sci, vol. 46, no. 3, pp. 366–383, May 

2018, doi: 10.1007/s11747-017-0539-4. 

[50] X. Chen, X. Shen, X. Huang, and Y. Li, “Research on Social Media Content Marketing: An Empirical Analysis 

Based on China’s 10 Metropolis for Korean Brands,” Sage Open, vol. 11, no. 4, Oct. 2021, doi: 

10.1177/21582440211052951. 

[51] U. Chakraborty, “The impact of source credible Online Reviews on Purchase Intention: The Mediating Roles of 

Brand Equity Dimensions,” Journal of Research in Interactive Marketing, vol. 13, no. 2, pp. 142–161, Jun. 

2019, doi: 10.1108/JRIM-06-2018-0080. 

[52] R. T. Ratnasari, A. C. Prajasari, and S. Kassim, “Does religious Knowledge Level Affect Brand Association and 

Purchase Intention of Luxury Cars? Case of the Lexus Cars in Indonesia,” Journal of Islamic Marketing, vol. 

14, no. 4, pp. 988–1006, Mar. 2023, doi: 10.1108/JIMA-01-2020-0004. 

[53] R. T. Sedianingsih, A. Ratnasari, and H. Prasetyo, “Antecedents of recommendation and repurchase intention 

on medical tourism,” Año, vol. 35, no. 23, pp. 1277–1300, Jun. 2019. 

[54] M. S. Sohail, M. Hasan, and A. F. Sohail, “The Impact of Social Media Marketing on Brand Trust and Brand 

Loyalty,” International Journal of Online Marketing, vol. 10, no. 1, pp. 15–31, Nov. 2019, doi: 

10.4018/ijom.2020010102. 

[55] J. R. Hanaysha, “An Examination of Social Media Advertising Features, Brand Engagement and Purchase 

Intention in The Fast Food Industry,” British Food Journal, vol. 124, no. 11, pp. 4143–4160, Dec. 2022, 

Accessed: Nov. 14, 2024. [Online]. Available: https://www.scribd.com/document/633750157/10-1108-BFJ-08-

2021-0907 

[56] Z. Kedan, F. Wenpei, L. Biao, and W. Liang, “New Product Launching: The effect of Firm-Generated Content 

on Purchase Intention,” Dec. 2021. 

[57] P. C. Susanto, D. U. Arini, L. Yuntina, J. P. Soehaditama, and Nuraeni, “Konsep Penelitian Kuantitatif: 

Populasi, Sampel, dan Analisis Data (Sebuah Tinjauan Pustaka_,” Jurnal Ilmu Multidisiplin, vol. 3, pp. 1–10, 

Apr. 2024. 

[58] Z. Iba and A. Wardhana, Metode Penelitian, 1st ed. Purbalingga: Eureka Media Aksara, 2023. 

[59] Z. M. E. Siregar, A. Parlauangan, Y. N. Supriadi, Ende, and Pristiyono, Structural Equation Modeling: Konsep 

dan Impementasinya pada Kajian Ilmu Manajemen dengan Menggunakan AMOS. Yogyakarta: CV Budi 

Utama, 2021. 

[60] D. R. Rahadi, Pengantar Partial Least Square Structural Equation Modeling (PLS-SEM). Taskimalaya: CV. 

Lentera Ilmu Madani, 2023. 

[61] Y. Tsai and B. Dewancker, “Architectural Design Process Combined with Social Media Technology A Case 

Study on Urban Creativity and Placemaking Strategy in Taiwan,” 2021. 

[62] A. Rani, R. University, and A. Roy, “Determinants of Influencer Credibility and Platform Credibility to 

Understand the Effectiveness of Indian Fashion Influencers,” International Journal of Online Marketing, vol. 

12, no. 1, 2022, doi: 10.4018/IJMO.299399. 

[63] B. Susanto and E. Ruswanti, “The Influence Of Social Media Marketing Activities On Brand Loyalty In Mobile 

Phone Products,” Journal Eduvest, vol. 4, no. 1, pp. 93–1945, Jan. 2024, [Online]. Available: 

http://eduvest.greenvest.co.id 

[64] X. Lou and Y. Xu, “Consumption of Sustainable Denim Products: The Contribution of Blockchain Certified 

Eco-Labels,” Journal of Theoretical and Applied Electronic Commerce Research, vol. 19, no. 1, pp. 396–411, 

Mar. 2024, doi: 10.3390/jtaer19010021. 

[65] L. Fagundes, C. Gomes-e-Souza Munaier, and E. Crescitelli, “The influence of social media and brand equity 

on business-to-business marketing,” Revista de Gestao, vol. 30, no. 3, pp. 299–313, Jul. 2023, doi: 

10.1108/REGE-07-2021-0114. 

[66] P. Bryła, S. Chatterjee, and B. Ciabiada-Bryła, “The Impact of Social Media Marketing on Consumer 

Engagement in Sustainable Consumption: A Systematic Literature Review,” Dec. 01, 2022, MDPI. doi: 

10.3390/ijerph192416637. 

http://ijstm.inarah.co.id/index.php/ijstm/about/submissions


International Journal of Science, Technology & Management                                                                                     ISSN: 2722 - 4015 

http://ijstm.inarah.co.id 
  477 

 

[67] A. Revaliana and L. Susilawaty, “PENGARUH SOCIAL MEDIA MARKETING TERHADAP CONSUMER 

BRAND ENGAGEMENT DAN BRAND KNOWLEDGE: STUDI EMPIRIS PADA AKUN INSTAGRAM 

MENANTEA,” Ultima Management : Jurnal Ilmu Manajemen, pp. 25–39, Jun. 2023, doi: 

10.31937/manajemen.v15i1.3018. 

[68] H. Shoenberger, E. Kim, and E. K. Johnson, “Role of Perceived Authenticity of Digital Enhancement of Model 

Advertising Images on Brand Attitudes, Social Media Engagement,” Journal of Interactive Advertising, vol. 

20, no. 3, pp. 181–195, 2020, doi: 10.1080/15252019.2020.1840459. 

[69] H. E. Akoglu and O. Özbek, “The Effect of Brand Experiences on Brand Loyalty Through Perceived Quality 

and Brand Trust: a Study on Sports Consumers,” Asia Pacific Journal of Marketing and Logistics, vol. 34, no. 

10, pp. 2130–2148, Nov. 2022, doi: 10.1108/APJML-05-2021-0333. 

[70] M. B. E. Putri, “Analisis Anteseden Brand Equity Merek Teh Gardoe,” Skripsi, Universitas Sebelas Maret, 

Surakarta, 2010. 

[71] Y. Cheng and Z. F. Chen, “The Influence of Presumed Fake News Influence: Examining Public Support for 

Corporate Corrective Response, Media Literacy Interventions, and Governmental Regulation,” Mass Commun 

Soc, vol. 23, no. 5, pp. 705–729, Sep. 2020, doi: 10.1080/15205436.2020.1750656. 

[72] L. S. W. H. Ali and F. Cuandra, “Pengaruh Digital Marketing Dan Brand Awareness Terhadap Purchase 

Intention Brand Fashion Erigo Apparel Dimediasi Brand Image,” Jurnal Ekuilnomi, vol. 5, no. 2, pp. 292–304, 

Nov. 2023, doi: 10.36985/ekuilnomi.v5i2.791. 

[73] F. Hanslim, H. P. Jaya, and Y. R. Prasetyawati, “The Influence of Perceived Quality on Product Purchase 

Intention Through Event,” Communicare : Journal of Communication Studies, vol. 7, no. 2, p. 121, Dec. 

2020, doi: 10.37535/101007220202. 

[74] E. Susilowati and A. Novita Sari, “The Influence of Brand Awareness, Brand Association, and Perceived 

Quality Toward Consumers’ Purchase Intention: a case of Richeese Factory, Jakarta,” Independent Journal of 

Management & Production, vol. 11, no. 1, pp. 039–053, Feb. 2020, doi: 10.14807/ijmp.v11i1.981. 

[75] Mercius and L. S. S. Utami, “Pengaruh Konten Instagram @ridistaonline terhadap Minat Beli Konsumen,” pp. 

83–90, Jan. 2022. 

[76] F. Koc, B. Ozkan, M. Komodromos, I. Halil Efendioglu, and T. Baran, “The effects of trust and religiosity on 

halal products purchase intention: indirect effect of attitude,” EuroMed Journal of Business, 2024, doi: 

10.1108/EMJB-01-2024-0004. 

  

http://ijstm.inarah.co.id/index.php/ijstm/about/submissions

	I.  INTRODUCTION
	II.  BASIC THEORY
	1.1 Social Media Marketing

	III. RESEARCH HYPOTHESIS AND FRAMEWORK
	IV.  METHODS
	V.  RESULTS AND DISCUSSION
	VI.  CONCLUSIONS AND RECOMMENDATIONS

