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INTRODUCTION

This study aims to determine the relationship between social media marketing, brand awareness
and purchasing decisions for somethinc products in the city of Padang, the population in this
study was 150 with a sample of 150 respondents. Data obtained by conducting a questionnaire,
then processed and tested using SmartPLS. From the research conducted, it is known that based on
the results of hypothesis testing, it is known that directly social media marketing has a significant
effect on brand awareness and social media marketing and brand awareness has a significant effect
on purchasing decisions. And indirectly brand awareness has a role between social media
marketing and purchasing decisions. The use of social media has been proven to significantly
increase brand awareness, increase the number of sales, and influence purchasing decisions
(Ardiansyah & Sarwoko, 2020)

Social media marketing is a process that encourages a person or individuals to carry out
promotions through websites, products or services through social media channels to communicate
with greater benefits for marketing than through traditional advertising channels (Mileva & Fauzi
2018). The social media marketing approach provides new opportunities and challenges for
companies to increase their customer purchases (Ismail, 2017).

Many marketers realize that consumer experience is a significant determinant for
determining marketing strategy (Chattopadhyay and Laborie, 2005). Brand experience occurs
when customers search for brands, interact with brands, evaluate them and make decisions to buy
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(Hoch, 2002). Initially, customers will seek information about the brand before making a purchase
to make a better choice decision (Darley and Smith, 1995). The process makes customers more
familiar with the brand and also increases brand awareness and knowledge which helps customers
in quick purchase decisions (Bloch, Sherrell and Ridgway, 1986). Therefore, it is very important for
companies to understand the process of consumers in making purchase decisions, so that they can
influence these purchasing decisions

Something is a local cosmetic brand that was released in 2019 under the auspices of PT
Beaute Haul Indonesia. Has two product categories namely skin care and cosmetics. For the skin
care category, Somethinc has released various products such as various types of serum, cream, and
essence. As a local brand, Somethinc is committed to creating quality and halal beauty products at
affordable prices.The journey of the Something brand which was released in 2019, was able to get
several awards, namely becoming the top one skincare brand on tiktok, winning the female daily
award in the category of best one eye cream and best one foundation and cushion and winning
seven times in a row in one of e-commerce as the top one best-selling skincare brand (Katadata,
2020) .

Something was also able to become the best-selling cushion brand compared to other local
brand brands that were first present in the beauty world with sales volume reaching 58.1%
(compas.co.id). Somethinc's achievements from the year of launch to the following years were able
to get several achievements so that the Somethinc brand was dubbed the Pioneer Personalized
skincare. Cosmetics made by Beauty Haul have implemented social media marketing as a
promotional medium with Facebook fanpage, Twitter and Instagram Official accounts and
Youtube as options.

Anggrianto et al. (2017) product is just a means to convey this unique experience to
consumers. Therefore, the unique experience offered must be unique and not shared by other
brands. Strong promotional media can provide awareness to consumers about the existence of the
types of products offered by Somethink. Research by Rachmawati et al. (2020) One of the variables
that influence consumer decisions to make purchases is brand awareness of a product.

However, when an advertisement or marketing for a brand often appears and is seen, it is
not certain that someone immediately decides to make a purchasing decision, so that the product
or brand needs to be recognized first. Huang and Sarigollii (2014) added that brand awareness will
influence consumer decision making because many consumers use it as a basis for evaluating
purchasing decisions. Therefore, the mediating role of brand awareness can influence the
relationship between social media marketing and purchasing decisions.

Based on the background of the problems above, the authors are interested in conducting
further research with the title “The Relationship Of Social Media Marketing, Brand Awareness
And Purchase Decisions On Somethinc Products In Padang City”.

RESEARCH METHOD

The object of research explains what and who is the object of research, where, when the research is
carried out, the addition of other things needed (Umar, 2015). The object of this research is the
employees of BPJS Kesehatan Padang Branch. The type of research used is causative, which is
research with the aim of determining the causal relationship between the problem phenomena and
those affecting the research variables. The research was conducted using quantitative methods,
using statistical analysis by empirically testing the relationship between study variables (Seakaran,
2017).

The population in this study are consumers of Something's products in the city of Padang.
The sample used amounted to 150 consumers who use Something products in the city of Padang.
The number of samples in this study was determined using the model proposed by Hair et al.
(2017).
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This study uses purchase decisions as the dependent variable. There are two independent
variables as factors that affect purchase decisions, namely social media marketing, and brand
awarness. The questionnaire used uses a 5-point Likert scale and is guided by a questionnaire that
has been developed by previous researchers and modified according to research needs described in
Table 1. The questionnaire was given to respondents in the form of a Google Form by creating a
web link.

Table 1. Questionnaire References

Research Indicator Author Number of
Variable questons
Social media a) Social media marketing Hanaysha 5
Marketing is often seen. (2018)

b) Social media ads are
very attractive.

c¢) Social media ads are
performing well
compared to those in
other stores.

d) The brand offers
extensive advertising on
social media.

e) Social media ads can be
easily remembered

Brand a) Be aware of certain Sasmita & 5
Awaresness products or brands that Suki(2014)
appear on social media.
b) Recognize certain

products or  brands
compared to  other
competing products or
brands.

c¢) Knowing what this
particular product or
brand looks like.

d) Some characteristics of a
particular product or
brand that appear on
social media come to
mind quickly.

e) Can quickly remember a
particular product or
brand symbol or logo
that appears on social

media.
Purchase a) Feeling good about the Hanaysha 5
Decision decision to buy a (2018)

product from a

particular  brand  or

store.

b) Recommend a particular
brand or store positively
to others.

c¢) Frequently buys from
certain brands or stores.

d) Intend to repurchase
from a particular brand
or store in the future.

e) Overall, satisfied with
the purchase of goods
from a particular brand
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or store.

After This study will use SmartPLS 3.0 for the data analysis method starting from the
measurement model (outer model), model structure (inner model) and hypothesis testing (Ghozali,
2016). PLS according to Ghozali (2016) is an approach from covariance-based Structural Equation
Modeling (SEM) to variant-based. Covariance-based SEM generally tests causality/theory, while
PLS is more of a predictive model. PLS is the method and used as confirmation of the study
theory.The measurement model test was conducted to measure the validity and reliability tests.
While the structural model testing is carried out to test causality or to test hypotheses. Data
analysis includes outer model, convergent validity, discriminant validity, reliability. and structural
model testing (inner model) to test the hypothesis, coefficient of determination (R2), relevance of
prediction (Q2), Path Coefficient to describe the results that affect the construct and test the
mediation effect

RESULTS AND DISCUSSIONS

To analyze the data in this study, the LRA technique was used, namely the data for each variable in
this study was calculated to determine the distribution of respondents' answers to each variable
and indicator. Table 2 shows that the LRA of this research variable is in the range of the poor
category to the good category. The highest LRA score is social media marketing variable with
percentage (83.32%), purchase decisions variable (83.24%), and brand awarness (81.88%).

Table 2. Results of Descriptive Variables

Research N Mean TCR Category
Variable
1.  Social media 150 417 83.32% Well
marketing
2. Brand Awarness 150 4.09 83.24 Well
150 4.16 81.88 Well

3. Purchase decision

Convergent Validity is construct validity that measures the extent to which a construct is
positively correlated with other constructs (Hair et al., 2014). Convergent validity relates to the
principle that measures of a construct should be highly correlated. Indicators with a high loading
factor have a strong contribution to explain the latent variable and vice versa, indicators with a low
loading factor have a weak contribution to explain the latent variable. The rule of thumb used for
convergent validity is outer loading > 0.5. If the value of outer loading > 0.5 then it is said that the
indicator is valid and otherwise an indicator must be removed from the measurement model when
the value of outer loading is < 0.5 and then the model is calculated again. The outer loading value
of each research variable can be seen in the figure and table below.
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Figure 1. Outer Model

The AVE value describes the variance or diversity of the manifest variables that can be
owned by the latent variable. Thus, the greater the variance or diversity of the manifest variables
that can be contained by the latent variable, the greater the representation of the manifest variable
on the latent variable. The AVE value is acceptable if the value is above 0.5, meaning that more
than half the diversity of the indicators can explain the latent variable. The results show that all
variables have an AVE value above 0.5 which can be seen in the table below :

Table 3. Discriminat Validity

Research AVE AVE root
Variable
1.  Social media 0,557 0,746
marketing

0,543 0,737
0,705 0,839

2. Brand Awarness
3. Purchase decision

Discriminant validity refers to the extent to which certain constructs in the same model
differ from each other (Hair et al., 2014). To test discriminant validity there are three types of
analysis used: Fornell and Larcker criteria, cross loading and heterotrait-monotrait ratio (HTMT).
Based on the Fornel and Larcker criteria, cross loading and HTMT ratios have met the
requirements of discriminant validity and are considered valid.

The reliability test is intended to regulate how much a measurement can measure with a
stable or consistent instrument (Hair et al., 2014). A construct is declared reliable if the value of
Cronbanch's Alpha and Composite Reliability > 0.7 (Hair et al., 2014). The results of Cronbanch's
Alpha and Composite Reliability tests have met the criteria of greater than 0.7. Therefore, it can be
concluded that all variables are considered reliable or have good reliability to measure the
construct.

The next step in testing the structural model is to test the R-square which aims to find out
how the relationship between variables, according to Hair et al., (2014) the R-square value of 0.67 is
categorized as strong, then if the value is 0.33 it is categorized as moderate and 0.19 is said to be
weak. The results of the R-square test show that the contribution of the influence given by social
media marketing and brand awareness to purchase decision is 0.470, so it can be said that the
contribution of the influence given by social media marketing and brand awareness to purchase
decision is moderate so that shows moderate model prediction accuracy.

The path coefficient is used to determine whether the research hypothesis is accepted or
rejected. The hypothesis is accepted or rejected can be seen on the value of the t-statistical test. If
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the t statistic is above 1.96 (t-table) and the significance (p-value) is less than 0.05, the hypothesis is
accepted. The test results can be seen in Table 4.

Table 4. Direct Hypotheses Testing

ORIGINAL T Statistics

Hypotheses SAMPLE (O) (|O/STDEV ) P Values Explanation
H1 : Social media
marketing -> Purchase 0,514 4,746 0,000 Significant
decison
H2 : Social media
marketing -> Brand 0,705 6,715 0,000 Significant
Awareness
H3 : Brand Awareness ->
Purchase decison 0,278 2,170 0,030 Significant

To interpret the results or hypothesis testing on the data of the inner model stage, it can be
seen from the value of the direct influence of each independent variable on the dependent variable
is shown in Table 4. The results of hypothesis testing are as follows :

H1: Social media marketing has posisitive and significant effect on purchase decision

The results of the first hypothesis test, namely the effect of Social Media Marketing on Purchase
Decisions, obtained a T-count value of 4,746 > the T-statistic value of 1.96 and a significant value of
0,000. These results indicate that Social Media Marketing has a positive and significant effect on
Purchase Decisions. This shows that the better Social Media Marketing is done, it can be concluded
that a Purchase Decision can be achieved. The opposite happens when the value of Social Media
Marketing increases, it can be concluded that the Purchase Decision will not be obtained. In other
words, in this study, social media marketing has an influence on purchasing decisions, so the
hypothesis is supported.

H2: Social media marketing has posisitive and significant effect on brand awareness

The second hypothesis test, namely the effect of Social Media Marketing on Brand Awareness,
obtained a T-statistic value of 6,715 > the T-statistic value of 1.96 and a significant value of 0,000.
These results indicate that Social Media Marketing has a positive and significant effect on Brand
Awareness. This shows that the better Social Media Marketing is done, it can be concluded that
Brand Awarness can be achieved. The opposite happens when the value of Social Media Marketing
increases, it can be concluded that brand awareness will not be obtained. In other words, in this
study, social media marketing has an influence on brand awareness, so the hypothesis is
supported.

H3: Brand awareness has posisitive and significant effect on purchase decision

The results of the third hypothesis test, namely the effect of Brand Awarness on Purchase
Decisions, obtained a T-value of 2.170 > the T-statistic value of 1.96 and a significant value of 0.030.
These results indicate that Brand Awarness has a positive and significant effect on Purchasing
Decisions. This shows that the better Brand Awarness is carried out, it can be concluded that
Purchasing Decisions can be achieved. The opposite happens when the Brand Awarness value
increases, it can be concluded that the Purchase Decision will not be obtained. In other words, in
this study, brand awareness has an influence on purchasing decisions, so the hypothesis is
supported.

According to Ghozali (2018) path analysis is the use of regression analysis to estimate the
causal relationship between variables (casual mode) that has been previously determined based on
theory. Path analysis (path analysis) is used to examine the relationship between the independent
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variables on the dependent variable and whether the relationship between the styles of the
independent variables on the dependent variable is through intervening variables. In this study,
the hypothesis test is as follows in Table 5.

Table 5. Indirect Hypotheses Testing

ORIGINAL T Statistics
Hypotheses SAMPLE (O) (|O/STDEV]) P Values Explanation
H1 : Social media
marketing ->  Brand 0,187 2,381 0,018 Significant
Awareness -> Purchase
decison

H4: Social media marketing and brand awareness has posisitive and significant effect on
purchase decision

The results of the fourth hypothesis test, Brand awareness has mediation between social media
marketing and purchasing decisions, this is because the T-count value (2.381) > t-statistic value
(1.96) and a significant value of 0.018 <0.05. so the hypothesis is supported.

CONCLUSION

Social media marketing has a positive and significant effect on purchasing decisions for Somethinc
products in Padang city. This supports the theory of consumer behavior which explains that social
media marketing is a marketing stimulus which is a stimulus for consumers to make purchasing
decisions. So that the better social media marketing is done, the greater the level of purchasing
decisions can be achieved. This result is the same as the previous study conducted by Yogesh &
Yesha (2014) reports that social media marketing plays an important role in shaping purchasing
decisions.

Hypothesis testing analysis shows that Hypothesis 2 in this study is supported, because
social media marketing has a positive and significant effect on brand awareness of Somethinc
products in Padang city. This supports the theory of consumer behavior which explains that brand
awareness is a consumer psychology where after getting stimulation from a marketing stimulus, in
this case social media marketing, then consumers have perceptions of products or services. So that
the better Social Media Marketing is done, the greater the formation of brand awareness on this
Something product. Therefore, Barreda et al., (2015) end the argument by saying that social media
activity proves to be important in strengthening brand awareness.

The analysis of hypothesis testing shows that Hypothesis 3 in this study is supported.
Brand awareness has a positive and significant effect on purchasing decisions for Somethinc
products in the city of Padang. This supports the theory of consumer behavior which explains that
brand awareness is a consumer psychology that occurs through motivation, perception and
memory of a product so that a purchasing decision process arises which causes the purchase
decision to occur. So that the better brand awareness is formed, the higher the level of purchasing
decisions can be achieved. According to Tajudin and Mulazid (2017) brand awareness influences
customer confidence in purchasing decisions by reducing the perceived risk of a brand that is
decided to buy.

There is a significant influence of the mediating effect of brand awareness between social
media marketing and purchasing decisions, this is because brand awareness as a mediating
variable influences social media marketing and purchasing decisions as the dependent variable. So
this supports the theory of consumer behavior in which marketing stimulus can influence
consumer psychology which then enters the purchasing decision stage. The higher the level of
awareness and positive reviews from social media user interactions will positively influence
consumer decisions Malik et al., (2013).
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The limitations of this study are expected to be a lesson for further research in the future.
The variables used in this study are limited and are expected to be expanded. Future research is
expected to expand the research area because the number of respondents or samples is still
relatively small, and expand this research model and add several factors that influence consumer
purchasing decisions beyond the variables that researchers use.
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