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2024). Indonesia is known fs diverse cultures and ethmcltles, and one reflection of Indonesia’s wealth is
the culinary delights that come from each region in Indonesia. According to (Harsana & Triwidayati, 2020) ,
traditional food is used as an identity for a community group of food origin and can also be used as a means of
uniting the nation and building a sense of love for the homeland. Added by (Arwachyntia & Sijabat, 2022) that
every region in Indonesia has a culinary wealth that is characteristic or becomes an identity of the region.

XYZ Restaurant is a restaurant that serves Indonesian cuisine. XYZ restaurant sales from 2022 to 2023
decreased by 22.7%. This can be influenced by several factors, one of which is the low purchase intention at XYZ
restaurant. Purchase intention is very important to pay attention to in the midst of business competition (Ong &
Firdausy, 2023), because a high purchase intention for a product can also increase the level of purchases for that
product (Laksana & Ekawati, 2020). Purchase intention is one of the most important aspects in increasing sales
levels in a business (Selly & Purba, 2021).

Branding is one of the important things in shaping the perspective of consumers (Arwachyntia & Sijabat,
2022) and to help the firms’ success (Perera, Nayak, & Nguyen, 2022). The creation of a brand involves a
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personality and image value that articulates an emotional potential in the ability to develop a statement that is
reciprocal between the product and the consumer (Nevarez, 2021). One way to increase purchase intention is to
have a strong brand image (Ong & Firdausy, 2023). Brand Image is an important part of a product in helping to
differentiate the product from competitors (Harijanto, 2023), the better the brand image of a product, the more
interested consumers are in buying and trying it because consumers will feel safe if the product has a good brand
image.

In order for consumers to know and recognize a product, proper marketing is needed. One way of marketing
in communicating a product is by using social media marketing. According to (Narottama & Moniaga, 2022),
social media marketing is a process that can encourage each individual to promote products or services through
social media and they also use social media as a communication tool by utilizing a larger community to carry
out more efficient promotions. Social media is a marketing tool that has an influence on marketing activities
regardless of time, boundaries, and also region (Damayanti, Chan, & Barkah, 2021). Therefore, if applied properly,
social media marketing can be a means for business people to carry out marketing efficiently, and can also help
increase awareness of products or services, so that it can also increase purchase intention for products or services
(Narottama & Moniaga, 2022). According to (Oktriyanto, Budiarto, Siahaan,4& Saany, 2021) that social media

has become an important tool in online marketing activities to reach a wideztarget \\ et that cannot be reached
with traditional marketing.

The high use of social media has resulted in a new ecosystem, namedi social media influencers, who
have a role in providing references to marketed products (Arwaghyntia & Sdfabat, 2022). They Wse social media
platforms in the form of videos to convey product informatigh & reviews ers (Faandy & Arafah,
2023). Furthermore, influencer marketing is defined as a fopfh of soci ng invplving endorsements
and product placements from influencers, people and grganization s€Ss a pupported expert level of
knowledge and/or social influence in their respecti elds (Glomis urrent)y, Instagram is one of the
platforms widely used by influencers to share vid€o reviews a progdact (Purwanto & Purwanto,
2019). XYZ Restaurant actively collaborates ,/ influe t its products on Instagram. This is one
i asing i est in the product. Carrying out
promotions with food bloggers can certaiply 3

Based on the explanation ab, th @ a st entitled “The Influence of Social Media
Marketing, Brand Image and Influéncer Mark@bing on Purchase Ingention at XYZ Restaurant” with the research
mode as described in Figure 1 Previous studiesN@idicated severgl factors that can influence brand image. In the
study of (Yanti & Muzammi}/2023) stated that soct4
study was conducted in th¢ skincareg4 try, therefore th udy will be conducted in a different industry, namely

ed by (Fahpfl, Arif, Farisi, & Purnama, 2020), also stated that social
ere thelr study was conducted in the fast food sector, while in this
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Figure 1. Research Model
Hypothesis 1 (H1):
Social media marketing has a significant influence on brand image

Based on the results of research conducted by (Waworuntu, Mandagi, & Pangemanan, 2022) which showed
positive results between social media marketing and brand image. This is in line with research conducted by
(Yanti & Muzammil, 2023) which showed positive results between social media marketing and brand image. It
can be concluded that social media marketing can be the right marketing tool to improve brand image.

168 JURNAL BECOSS (Business Economic, Communication, and Social Sciences), Vol.6 No.3 September 2024: 167-175



Hypothesis 2 (H2):
Brand image has a significant influence on purchase intention

Based on research conducted by (Benhardy, Hardiyansyah, Putranto, & Ronadi, 2020) which shows positive
results between brand image and purchase intention. This is in line with research conducted by (Sanny, Arina,
Maulidya, & Pertiwi, 2020) which shows positive results between brand image and purchase intention. It can be
concluded that brand image can influence purchase intention on a product.

Hypothesis 3 (H3):
Social media marketing has a significant influence on purchase intention which is mediated by brand image

Based on research conducted by (Yanti & Muzammil, 2023), which shows positive results on social media
marketing towards purchase intention mediated by brand image. This is also in line with research conducted
by (Waworuntu, Mandagi, & Pangemanan, 2022) which states that there are positive results on social media
marketing towards purchase intention through brand image. It can be concluded that social media marketing can
increase brand image towards purchase intention on a product.

Hypothesis 4 (H4):
Influencer marketing has a significant influence on purchase intentiph.

RESULT AND DISCUSSION

The initial test will be evaluating the outer model, where at this stage the researcher should ensure that the
data can met the validity and reliability criteria. The following stage is the inner model evaluation which is done
to analyze the impact of independent variables towards the others by looking at at the R-square and T-statistic
tests or P Value.

First stage will be the outer model testi which is done through convergent validity, discriminant validity and
composite reliability test.

Outer Model - Convergent Validity Test
Convergent validity is a test carried out to test the magnitude of the correlation between indicators and other

latent variables. According to (Hair Jr, Hult, Ringle, Sarstedt, Danks, & Ray, 2021), the criteria in order to pass the
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convergent validity test is the loading factor should be higher than 0.7 and the average variance extracted (AVE)
should be higher than 0.5.

Table 1. Loading Factor Analysis

Variable Code Outer Loading Value Result

SM1 0,803 Valid

SM2 0,845 Valid

Social Media Marketing SM3 0,849 Valid
SM4 0,802 Valid

SM5 0,798 Valid

M1 0,826 Valid

Influencer Marketing M2 0,815 Valid
M3 0,878 Valid

BI1 0,874 Valid

Brand Image BI2 0,900 Yalid
BI3 0,845 i
PI1
PI2
PI3
PI4

Purchase Intention

0.7, it means that all indicators are valid. The next
can be seen that the AVE value of all indicators 1

P ametel/ Result

>0,5/ Valid
A5 Valid
/>0, Valid
>0,5 Valid

by looking at the root value of AVE or the correlation of the indicator with the

variable itself must be higher thah the correlation of the indicator with the other variables.

d

Table 3. Discriminant Validity Test: Fornell-Larcker Criterion

BI M PI SM
BI 0.873
IM 0.444 0.840
PI 0.653 0.522 0.791
SM 0.614 0.649 0.527 0.820

In Table 3, the square root values of average variance extracted (AVE) is higher than the correlation between
variables, this means that the variables are valid. Then the cross loading test will be done. Based on Table 4, no
indicators were found that had lower loading values than other variables. So it can be concluded that the indicators
used in this study are valid and can measure the variables, so that the next test stage can be carried out, namely
the reliability test.
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Table 4. Discriminant Validity Test: Outer Loading Analysis

Brand Image Inﬂuen?er Purch?se Social bedia
Marketing Intention Marketing
SM1 0,551 0,466 0,390 0,803
SM2 0,514 0,565 0,465 0,845
SM3 0,446 0,543 0,319 0,849
SM4 0,412 0,471 0,428 0,802
SM5 0,556 0,602 0,537 0,798
M1 0,374 0,826 0,414 0,534
M2 0,332 0,815 0,437 0,571
M3 0,411 0,878 0,462 0,532
BI1 0,874 0,395 0,554 0,544
BI2 0,900 0,403 0,578 /\538
BI3 0,845 0,364 0,579 0,535
PI1 0,614 0,377 0,818 0,426
PI2 0,373 0,450 0,763 M 0312
PI3 0,528 0,354 0,790 408 B

P14 0,522 0,479

Outer Model - Composite Reliability Test

Variable Result

Social Mew/larkeﬁng Reliable
Inﬂueypér Marketi Reliable
Reliable

0.7 Reliable

Table 6. Cronbach’s Alpha Analysis

Cronbach’s

Variables Alpha Parameter Result
SM 0,878 >0.7 Reliable
IM 0,791 >(.7 Reliable
BI 0,844 >0.7 Reliable
PI 0,802 >0.7 Reliable

Inner Model - Significance Test

The significance test is processed with the T statistics value which should have a value greater than 1.96
with a tolerance level of 5% in order to have a significant effect, but if the T statistics value is less than 1.96, it
means the effect is not significant (Sanny, Arina, Maulidya, & Pertiwi, 2020). After testing using SmartPLS in
Table 7, it can be analyzed that SM against BI has a T Statistics value of 9.601 which has a value greater than
1.96, so it can be concluded that SM has a significant effect on BI. Then BI against PI has a T Statistics value of
7.419 which has a value greater than 1.96, so it can be concluded that BI has a significant effect on PI. Then SM
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against PI mediated by BI which has a T Statistics value of 6.013 which has a value greater than 1.96, so it can be
concluded that SM mediated by BI has a significant influence on PI. Last, IM against PI has a T Statistics value of
4.120 which has a value greater than 1.96, so it can be concluded that IM has a significant effect on PI.

Table 7. Significance Test

Hypothesis Variables T Statistics Parameter Result
H1 SM - BI 9.601 >1.96 Accepted
H2 BI > PI 7.419 >1.96 Accepted
H3 SM > BI > PI 6.013 >1.96 Accepted
H4 IM - PI 4.120 >1.96 Accepted

Inner Model - Path Coefficient Analysis

The path coefficient test is done by using the path coefficients value which if it has a value greater than
0, then it can be concluded to have a positive influence, but conversely, if the path coefficients value is less than

which is greater than 0, it can be concluded that IM has a : Ve infl on PL.
Table 8. Path Céefficient Te
Hypothesis Variables Pyd( Coeffici Parameger /Kesult

HI SM>BI /0614 Positive
H2 BI > PI / 0. >0 / Positive
Positive
Positive

Tgble 9. R-Square Test Results
Adjusted R-Square

Brand Image 0.372

/ Purchase Intention 0.487

H3
Significant

Purchase
Intention

Social Media
Marketing

Brand Image
H2

Significant

Influencer
Marketing

H4
Significant

Figure 2. Research Findings
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In this study, the influence of social media marketing on brand image at XYZ restaurant shown by H1
in Figure 2, produced a positive and significant influence. The results of this study support previous research
conducted by (Yanti & Muzammil, 2023) which found that social media marketing can influence a company’s
brand image. This is also in line with research conducted by (Saima & Khan, 2020) which also stated that the
effective use of social media marketing can improve a company’s brand image.

Then, the influence of brand image on purchase intention, as stated in Figure 2, produce a positive and
significant influence. This also supports previous research conducted by (Anita & Ardiansyah, 2019) which stated
that a company’s brand image can increase purchase intention on the products or services it sells. This is also
supported by (Benhardy, Hardiyansyah, Putranto, & Ronadi, 2020) which also stated that there is a significant
influence of brand image on purchase intention, because if a company’s brand image is good, consumers will have
confidence in the products it produces.

Based on the discussion of hypothesis 1 and hypothesis 2 which were found significant and positive effect
from social media marketing towards brand image and from brand image towards purchase intention, then the
researchers studied hypothesis 3, regarding the mediation role of brand image towards the 1nﬂuence from s0c1a1
media marketing towards purchase intention, and the result is brand image i (n ha
effect to be the mediator of the influence from social media marketing te

Zr

supports preV10us research conducted by (Yantl & Muzamm11 2023) which stated that social media marketmg has

The last hypothesis which studied the influence fr
is found to have positive and significant effect. This sf
& Albari, 2023) which stated that there is a signifa
on consumer purchasing interest in a product. s is also r searc onducted by (Dwidienawati,

Tjahjana, Abdinagoro, Gandasari, & Munawaypéh, 2020) fo d that ipfluencer marketing can influence
purchase intention.
i 2 C l>’<

studied using Stru ctural Equation Modeling with the help of SmartPLS,
significant impact of social media marketing on brand
fa marketing on purchase intention mediated by brand image

Based on the resultg’that hav

so on, with the hope of attra diences with other criteria. This study is limited to variables of social media
marketing, influencer marketing, purchase intention, and brand image as mediating variables, meanwhile, there
are still a lot of variables that can predict purchase intention, thus the researcher suggests that further researchers
add other variables that can influence purchase intention.

REFERENCES

Anita, T. L., & Ardiansyah, 1. (2019). The Effect of Brand Awareness, Brand Image, and Media Communication
on Purchase Decision in The Context of Urban Area Restaurant. Journal of Business and Entrepreneur-
ship, 7 (2), 40-50.

Arwachyntia, S. S., & Sijabat, R. (2022). Analisa Pengaruh Social Media Influencer Dan Social Media Marketing
Terhadap Brand Image Serta Dampaknya Pada Purchase Intention (Studi Kasus Pada Perawatan Wajah
Pria). Jurnal Perilaku Dan Strategi Bisnis , 10 (1), 1-20.

The Influence of Social Media Marketing, Brand Image.... (Shelvy Kurniawan & Fina Fauzi Setiadi) 173



Benhardy, K. A., Hardiyansyah, Putranto, A., & Ronadi, M. (2020). Brand Image and Price Perceptions Impact on
Purchase Intentions: Mediating Brand Trust. Management Science Letters , 10, 3425-3432.

Bizhare. (2024, January 6). Diambil kembali dari https://www.bizhare.id/media/bisnis/potensi-industri-fnb-di-in-
donesia

Damayanti, S., Chan, A., & Barkah, C. S. (2021). Pengaruh Social Media Marketing terhadap Brand Image My
Pangandaran Tour and Travel. Jurnal llmu Manajemen , 9 (3), 852-862.

Dwidienawati, D., Tjahjana, D., Abdinagoro, S. B., Gandasari, D., & Munawaroh. (2020). Customer Review or
Influencer Endorsement: Which One Influences Purchase Intention More? Heliyon , 6.

Fahmi, M., Arif, M., Farisi, S., & Purnama, N. L. (2020). Peran Brand Image dalam Memediasi Pengaruh Social
Media Marketing terhadap Repeat Purchase pada Fast-Food Restaurant di Kota Medan. Jurnal Samudra
Ekonomi Dan Bisnis , 11 (1), 53-68.

Farasandy, A. N., & Arafah, W. (2023). Pengaruh Influencer Terhadap Purchase Intention Pada Platform Media

Sosial. Jurnal Ekonomi Trisakti, 3 (2), 2819-2830. /\
Giovanni, V. F., & le, M. (2022). Pengaruh Lingkungan Kerja dan Kepua Kerja Terhadap Loyalitas Karyawan
A1), 232-242.

Glenister, G. (2024). Influencer Marketing Strategy: How Influencgfs Can H, row Your Business. Great Brit-

di Industri Kreatif. Jurnal Manajerial dan Kewirausahaan ,

ain and the United States: KoganPage. )
Hair Jr, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. ¢ . 1 %5 (8 ed.). Cengage.
Hair Jr, J. F., Hult, G. T., Ringle, C. M., Sarstedt, M., D3 “Q021). Pargtal Least Squares Struc-

tural Equation Modeling (PLS-SEM) Using

1 K sumen da Produk Evolene Whey Pro-
ervenigg. Jurnal Manajemen Pemasaran

ResearchN4 (9), 19-28.

Narottama, N., & Momaga, N. E. (2022). Pengaruh Social Media Marketing Terhadap Keputusan Pembelian

4 . .
Konsumen Pada\QestinasiWisata Kuliner di Kota Denpasar. Jurnal Master Pariwisata , 8 (2), 741-773.
Nevarez, J. (2021). The Urban

Oktriyanto, B., Budiarto, G. L., Siahaan, S. O., & Sanny, L. (2021). Effects of Social Media Marketing Activities
Toward Purchase Intention Healthy Food in Indonesia. Turkish Journal of Computer and Mathematics
Education , 6815-6822.

ibrary: Creative City Branding in Spaces for All. Switzerland: Springer.

Ong, S. R., & Firdausy, C. M. (2023). Faktor yang Mempengaruhi Purchase Intention Pelanggan Somethinc di
Jakarta Barat. Jurnal Manajerial Dan Kewirausahaan , 94-103.

Perera, C. H., Nayak, R., & Nguyen, L. V. (2022). Social Media Marketing and Customer-Based Brand Equity
for Higher Educational Institutions: Case of Vietnam and Sri Lanka. Singapore: Springer.

Pop, R.-A., Saplacan, Z., Dabija, D.-C., & Alt, M.-A. (2021). The impact of Social Media Influencers on Travel
Decisions: The Role of Trust in Consumer Decision Journey. Current Issues in Tourism , 1-21.

Purwanto, A. S., & Purwanto, T. (2019). Pengaruh Social Media Influencer Terhadap Purchase Intention Yang
Dimediasi Oleh Trustworthiness (Studi Pada Akun Instagram @XKulinersby). Majalah Ekonomi , XXIV

174 JURNAL BECOSS (Business Economic, Communication, and Social Sciences), Vol.6 No.3 September 2024: 167-175



(2), 219-231.

Saima, & Khan, M. A. (2020). Effect of Social Media Influencer Marketing on Consumers’ Purchase Intention and
the Mediating Role of Credibility. Journal of Promotion Management , 1-21.

Sanny, L., Arina, A. N., Maulidya, R. T., & Pertiwi, R. P. (2020). Purchase Intention on Indonesia Male’s Skin
Care by Social Media Marketing Effect Towards Brand Image and Brand Trust. Management Science
Letters , 10, 2139-2146.

Selly, & Purba, T. (2021). Faktor-Faktor Yang Mempengaruhi Purchase Intention Pada Brand Man Man Tang Di
Batam. Scientia Journal , 3 (3).

Wardah, F., & Albari. (2023). Analisis Pengaruh Influencer terhadap Minat Beli Konsumen pada Perusahaan Ja-
vaMifi. Selekta Manajemen: Jurnal Mahasiswa Bisnis & Manajemen , 2 (3), 188-205.

Waworuntu, E. C., Mandagi, D. W., & Pangemanan, A. S. (2022). ‘I See It, [ Want It, I Buy It’: The Role of Social
Media Marketing in Shaping Brand Image and Gen Z’s Intention to Purchase Local Product. Society ,

10 (2), 351-369. /\

Yanti, A. C., & Muzammil, O. M. (2023). The Influence of Social Media Mdrketing and Brand Image on Purchase
Intention of Skincare Skintific in Generation Z. Dinasti Intey tional Journal okDigital Business and
Management , 5 (1), 12-21.

The Influence of Social Media Marketing, Brand Image.... (Shelvy Kurniawan & Fina Fauzi Setiadi) 175



