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 This study aims to analyze the impact of social media marketing, 
influencer marketing, and consumer engagement on purchase 
intention in local cosmetic products. This study used quantitative 
methods and data collected by questionnaire technique. The 
respondent's study included as many as 226 people living in Batam 
City on the condition that they purchased local cosmetic products. 
Four hypotheses were formulated and tested using t-test analysis. 
The results showed that influencer marketing and consumer 
engagement significantly positively affected purchase intention. 
Meanwhile, the impact of social media marketing on purchase 
intentions was insignificant. 
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INTRODUCTION  
With the rapid development of the internet, providing information to the public has become more 
accessible. Likewise, the internet can help community development, especially in Indonesia. There 
has been much progress in Indonesia regarding technology or the internet. Among 15 countries in 
Asia Pacific, Indonesia ranks third after China and India. Based on a survey (Statista, 2021), the 
number of internet users in Indonesia is 202.6 billion people. From last year to this year, there has 
been an increase of 15.5 percent or 27 million internet users in Indonesia. According to  We Are 
Social (2021), it is estimated that Indonesians, on average, spend three hours and fourteen minutes 
on social media. 

As social media technology has grown in popularity over the last decade, websites 
worldwide have been able to create online communities, and sharing opinions has become more 
accessible, including user-generated content Voramontri & Klieb (2019). Several social media 
websites, such as Instagram, Facebook, and Twitter, have become popular due to this 
development, with a combined monthly active user base of more than 4 billion Tankovska (2021). 
As a result of the presence of this platform, each individual is allowed to interact with network 
users around the world to find, produce, and share images, ideas, and news related to themselves, 
topics, or products of interest to them Voramontri & Klieb (2019). Social media is not just a place 
for people to express themselves; it is also where they get information Febriana & Yulianto (2018). 

https://creativecommons.org/licenses/by-nc/4.0/
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Social media provides a broad reach for content that circulates quickly Simić & Vesna (2019). The 
social media trend has made online marketing a lot more relevant. It is becoming increasingly 
crucial for brands to put their stuff on social media Binwani & Ho, (2019). 

Based on data from the Ministry of Industry in 2016-2020, cosmetics sales in Indonesia 
have increased, reaching an average of 5.56% yearly. There is no doubt that cosmetics are an 
essential part of society beauty formulas are constantly evolving thanks to technological advances 
so that you can enhance your look Binwani & Ho (2019). As a result, cosmetics are always in 
demand worldwide Binwani & Ho (2019). Regarding global beauty and personal care 
consumption, Asia Pacific contributes 32% of the total Doan (2019). In addition, cosmetic brands 
have realized the potential of social media and are increasingly displaying their products on this 
platform Binwani & Ho (2019). According to Lu (2021), Online promotions made nearly 90% of 
respondents interested in buying cosmetics. 

Furthermore, 73% of cosmetic marketers believe that social media will significantly impact 
their businesses if they invest time and resources into promoting their products online Buffer 
(2019). According to a study conducted by Cooley & Parks  (2019), Instagram and YouTube are the 
most popular sources of information about cosmetic products among millennials. Social media 
marketing is crucial for companies because consumers are now online Bismo et al., (2019). Social 
media marketing allows companies to directly reach online consumers that aren't reachable 
through conventional advertising Herhold (2018). There are many reasons why cosmetic brands 
are represented on social media platforms, one of which is to provide good communication 
between brands and consumers Mangold & Faulds (2009). As well as building consumer 
engagement through social media, consumers' engagement also contributes to increasing their 
purchase intent. 

The presence of influencers can help companies promote products Kristiani & Pipiyanti 
(2020). The popularity of influencers and their broad reach makes it a wise business decision to 
promote their products and services via influencers who match their branding scheme, have a 
large following, and match their target market De Veirman et al., (2017). The following is data 
obtained from internal research by Compas using the online crawling method at Shopee and 
Tokopedia official stores. 

Table 1. Total Sales Revenue 
Sales Revenue January-March 2022 

Maybelline 53.2 billion 
Make Over 27.1 billion 
Luxcrime 24.3 billion 
Wardah 15.7 billion 
Focallure 14.4 billion 

 Source: Compas.co.id (2022) 

 
The data includes 1135 product listings from January to March 2022. The sales volume 

figure is the result of rounding. We can see that the Maybelline brand from the United States is in 
the top position with IDR 53.2 billion, and the local brand Make Over is in second place with a total 
of IDR 27.1 billion. Apart from Make Over, there is another local brand, Luxcrime, with total sales 
of IDR 15.7 billion. As we can see from the data above, local cosmetic brands still need to compete 
because of social media marketing, influencer marketing, and consumer engagement. This research 
is also to develop the study of Munawar et al., (2020) to add a trust variable. Therefore additional 
variables were added to expand this research, and consumer engagement variables as interaction 
variables between external consumers and organizations through various online or offline channels 
that can create trust. 

Brands are increasingly using social media for sales, customer engagement, and 
communication Aji et al., (2020). Information and opinions can be shared in two-way 
communication through this platform. Consumers regard social media as more honest because it 
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conveys a brand's identity rather than trying to control it Aji et al., (2020). As a result, the brand 
impression is enhanced, commitment is influenced, and purchase intentions are increased Aji et al., 
(2020). The research results of Aji et al., (2020) show that social media marketing is crucial in 
increasing consumer purchase intention. According to research from Rudyanto (2018), social media 
can be used as a marketing tool because it can increase consumer purchase intention. Apart from 
having a viral influence, social media can also be a place for consumers to share experiences and 
other information related to brands, products, or services Rudyanto (2018). Marketing strategies on 
social media influence consumer engagement and purchase intentions Rudyanto (2018). Research 
from Toor (2017) says that social media marketing can spread messages quickly or go viral, and 
attracting consumer attention quickly can increase purchase intention. In social media platforms 
such as Facebook, something can go viral, and this viral effect can motivate consumers to place a 
positive attitude toward purchase decisions Toor (2017). According to the results of research Sijabat 
et al., (2020), social media marketing Affects consumer purchase intentions. Providing active 
promotions through social media, email, direct messages, and chat as a means of communicating 
with consumers and answering their questions more quickly and efficiently influences consumer 
purchasing intentions, according to Sijabat et al., (2020). 
H1: Social media marketing has a positive effect on consumer engagement. 

Social media brings a change that supports customers in collecting product information 
and allows them to talk to experienced customers before making purchasing decisions Imtiaz et al., 
(2019). Nowadays, consumers check out reviews and ratings on social media Imtiaz et al., (2019). 
The main goal of marketers is to spread positive content among the community by getting people 
to share their good experiences Imtiaz et al., (2019). People can create their platforms and express 
their thoughts on social media Choedon et al., (2020). Currently, companies have the opportunity 
to use social media not only as a platform for brand promotion but also to engage with consumers 
Imtiaz et al., (2019). Through social media, brands and customers can interact in an informative 
and friendly way Choedon et al., (2020). Therefore, social media marketing positively affects 
consumer engagement as well. In a study, by Ashley & Tuten (2015), Social media engages 78% of 
marketers. A study found that the goal is to increase consumer engagement through social media. 
According to Pütter (2017), consumer engagement can be enhanced through the use of social 
media. To promote their products and brands, companies use social media as a platform  Bismo et 
al., (2019). Consumer engagement in marketing is about the interaction between buyers and 
vendors and encouraging potential customers to participate in the process Farrok & Abeysekara 
(2016). This interaction will not occur without the participation and involvement Farrok & 
Abeysekara (2016). Social media marketing directly influences consumer engagement, loyalty, and 
satisfaction as a result of eWOM Farrok & Abeysekara (2016). It is crucial not only to build and 
maintain a long-term customer relationship through direct sales but also to integrate other 
channels with customers, such as email, social media, and virtual communities, to build and 
maintain a long-term relationship with them Farrok & Abeysekara (2016). 
H2: Social media marketing has a positive effect on purchase intention. 

More than half of consumers claim they have "liked" the brand's Facebook page. 
Additionally, 73% say that social media sites influenced their current visit Imtiaz et al., (2019). 
Research from Imtiaz et al., (2019) states that consumer engagement is customers who are satisfied 
or loyal and emotionally attached to the brand. In the purchasing decision process, customer 
engagement affects the emotional bond between the brand and the customer, which allows brands 
to convince customers to buy their products Barhemmati & Ahmad (2015). If done appropriately 
and efficiently, consumer engagement can influence consumer buying behavior Toor (2017). Many 
marketing experts have studied consumer engagement, mainly through social media. A study by 
Prabowo et al., (2020) show that consumer engagement is significant to the purchase intention 
variable because the previous experience will help buy the goods and services needed. According 
to research by Tanzaretha & Rodhiah (2021), interactions between consumers and brands lead to 
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consumer engagement tactics to provide a comprehensive brand experience. Continuous 
communication by the brand can offer the main points for consumers, who will think this is a 
positive side of their experience with the brand Tanzaretha & Rodhiah (2021). 
H3: Consumer engagement has a positive effect on purchase intention. 

Influencer marketing on social media has become an essential marketing tool for 
businesses all over the world Yaacob et al., (2021). There are so many social media platforms, like 
Instagram, Facebook, and Youtube, that ordinary people can become social media influencers. The 
results of research by Yaacob et al., (2021) show that influencer marketing positively impacts 
purchase intentions. A consumer usually purchases products after being influenced by social 
media influencers  Yaacob et al., (2021). With more and more internet being used, influencer 
marketing may survive and develop as a viable alternative to traditional advertising Yaacob et al., 
(2021). Research by Dwidienawati et al., (2020) Studying other consumers' experiences online 
reduces perceived risk and enhances buyer trust, so consumers gather information before making 
decisions online. Influencers who give customer reviews and endorsements are considered reliable 
sources Dwidienawati et al., (2020). Because of the risk and uncertainties, trust is essential when 
transactions are online Dwidienawati et al., (2020). Consumers are unlikely to carry out online 
transactions if they do not trust sellers Dwidienawati et al., (2020). A study by Lisichkova & 
Othman (2017) states that whenever an influencer recommends a product that closely matches 
consumers' needs, goals, and interests, the higher the purchase intention to buy the product. The 
study by Kusuma & Santika (2017) states that the attractiveness and credibility of influencer 
marketing significantly influence consumer purchase intention to buy advertised products. 
H4: Influencer marketing has a positive effect on purchase intention. 

RESEARCH METHOD  
This research was carried out based on developing a theory, not solving problems Indriantoro & 
Supomo (2013). This research aims to improve knowledge and discover new research theories. 
Theory development is the expected goal of the results of this study. According to the 
characteristics of the problem, this study is based on two variables, the independent variable, and 
the dependent variable. The purpose of this study is to utilize the causal-comparative research of 
Indriantoro & Supomo (2013), to investigate whether variables are likely to have a relationship 
with existing problems and identify factors that could be the cause. The independent variables in 
this study are social media marketing, consumer engagement, and influencer marketing. This 
study examines purchase intention as the dependent variable. 

The population is the whole object with specific characteristics that will be used in 
research. Therefore, the sample is part of the research and study population. The population of this 
research is the people of Batam City who are female and have bought local cosmetic products. The 
purpose of a questionnaire is to collect data by asking respondents to answer a series of questions 
or to provide written responses Sugiyono (2014). According to Hair et al., (2014) the sample size 
should be 100 or greater. Therefore, samples were collected with a ratio of 1:10 based on the total 
number of research questions. The total number of questions in this study was 21 questions. Thus, 
the required sample is 21 x 10 = 210 respondents. The study will use 250 respondents to make sure 
respondents' answers aren't invalid. The data was collected by using Google Forms to send 
questionnaires online. There are two parts to the questionnaire. Firstly, the question asks for 
general data about the respondent, such as their name, age, and gender. The second part of the 
report focuses on research questions relating to the variables examined. 

Research Model 
The following is the proposed research framework based on theories and previous research: 
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Figure 1. Research Framework 

RESULTS AND DISCUSSIONS  
Validity Test  
The validity Test can be interpreted as a test of accuracy. This test aims to assess whether the tools 
used to measure a study are appropriate Sugiyono (2017). The data collected through a 
questionnaire is used to determine the suitability level of a questionnaire and whether it matches 
the concept of the research being carried out. According to Ghozali (2018), An instrument must 
achieve an Average Variance Extracted (AVE) value of 0.5 to be considered valid and meet the 
convergent validity requirements. Therefore, every instrument that has passed 0.5 can be said to 
have good validity. The output data shows that the variable correlation value is more than 0.3 and 
the significance value is less than 0.05, so the test results are declared valid. 

Reliability Test 
The reliability test determines the level of consistency of respondents in answering questionnaires 
distributed to measure variables in a study by Hair et al., (2014). The test requires at least two 
questions representing the variables being tested and that the questions have been declared valid. 
The test can only be carried out if the conditions are met. Based on Cronbach's alpha test results, 
When Cronbach's alpha > 0.7, a variable is considered reliable Ghozali (2015). The output data 
below shows that the overall value is> 0.7, so the data can be processed further. 
 

Table 2. Reliability Test Result 
 
 
 
 
 
 
 
 
     Source: Primary Data Processed (2022) 

Linearity Test 
The linearity test is a test conducted to determine whether the model's specifications are correct or 
not. The variable is declared significant if the significance level is 0.05 Ghozali (2018). A linearity 
test was carried out on social media marketing, consumer engagement, and influencer marketing 
variables. The test result indicates that the variable has a significant value of 0.000 which means 
<0.005. Thus, social media marketing variables can be concluded that consumer engagement and 
influencer marketing have a linear relationship with purchase intention. 
 

 
 
 
 

 Variable Cronbach Alpha Result 

Social media marketing 
(SMM) 

0,910 Reliable 

Consumer engagement 
(CE) 

0,966 Reliable 

Purchase intention (PI) 0,964 Reliable 

Influencer marketing (IM) 0,983  Reliable 
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Table 3. Linearity Test Result 
 
 

 
    
             source: Primary Data Processed (2022) 

Multicollinearity Test 

The multicollinearity test determines if there's a correlation between independent variables. The 
Variance Inflation Factor (VIF) can also assess multicollinearity. For example, Multicollinearity 
doesn't exist between the independent variables when the tolerance value is >0.1, and the VIF 
value is <10 Ghozali (2018).  

 

Table 4. Multicollinearity Test Result 

Model 
Collinearity Statistics 

Tolerance VIF 

(Constant)   
Social media marketing 0,480 2,084 
Consumer engagement 0,365 2,738 
Influencer marketing 0,619 1,616 

   Source: Primary Data Processed (2022) 

 
In this test, the VIF value was <10, and the tolerance value was >1. As a result, the 

independent variables don't show any multicollinearity. 

Heteroscedasticity Test 
Heteroscedasticity refers to whether the residuals of a regression model differ in variance from one 
another. It is called homoscedasticity if the variance between residuals remains the same and 
heteroscedasticity if it differs. A heteroscedasticity test can be performed using a scatter plot and a 
Glejser test. When the output correlation is greater than 0.05, there is no heteroscedasticity 
problem, while when the output correlation is less than 0.05, there is a heteroscedasticity problem 
Ghozali (2018). 

Table 5. Heteroscedasticity Test Result 
 
 
 
 
 

 
 

As a result of the Glejser test, the regression model does not exhibit heteroscedasticity. A 
scatterplot can also be used to test for heteroscedasticity. In this study, the regression model used 
does not have a problem with heteroscedasticity if there is no visible pattern and the points are 
evenly distributed. 

 
 
 
 
 
 

ANOVA 

Model 
Sum of 
Squares 

F Sig 

Regression 3752,475 172,325 ,000 
1      Residual 1602,091   
Total 5354,566   

Sample Variable Significant 

226 

Social media 
marketing 

0,131 

Influencer 
marketing 

0,722 

Consumer 
engagement 

0,164 
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Figure 2. Scatterplot Test Result 
 
As seen in the above image of the Scatterplot test results, the dots are spread above, below, 

and around the number 0. Therefore, the regression model has no heteroscedasticity based on the 
scatter plot results. 

Discussion 
The social media marketing t-value is -5.654 based on t-test results. A study of the effect of social 
media marketing on purchase intentions is insignificant. As found by Yaacob et al., (2021) and 
Binwani & Ho (2019), social media marketing alone does not affect purchase intention significantly. 
T-test results show a calculated t-value of 15.572 for social media marketing. The result is that 
social media marketing significantly impacts consumer engagement. Media and post content types 
greatly influence online customer engagement. Furthermore, the more influential social media 
marketing is, the more engaged customers are. As a result, the research results align with previous 
research by Rudyanto (2018). Using the t-test, influencer marketing has a t-value of 15.572, which 
means a significant impact of influencer marketing on purchase intentions. Therefore, influencer 
marketing is capable of increasing purchase intentions for local cosmetics. As a result, this study 
supports the findings of Watung et al., (2022). 

CONCLUSION  
This study analyze the effects of social media marketing, influencer marketing, and consumer 
engagement on purchase intentions for local cosmetic products. According to the first hypothesis, 
social media marketing does not significantly impact the purchase intention for local cosmetic 
products. Based on the second hypothesis, engagement with local cosmetic products significantly 
positively affects purchase intentions. Based on the third hypothesis, influencer marketing 
significantly impacts purchase intentions for local cosmetic products. In the fourth hypothesis, 
social media marketing contributes to a significant increase in customer engagement. It is possible 
to explain 69.7% of the purchase intention variable by the variable social media marketing, 
Customer engagement, and Influencer marketing. There are 30.3% of factors that aren't included in 
the model that explains the rest. A few variables that haven't been included are EWOM based on 
research by Dash & Piyushkant (2020), brand equity from research by Aji et al., (2020), online 
consumer reviews from research by Yaacob et al., (2021), and so on.  

Future studies can add other independent variables to understand the elements that 
influence consumer purchase intention. There are some examples of variables that aren't included, 
such as EWOM from Dash & Piyushkant (2020), brand equity from research by Aji et al., (2020), 
online consumer reviews from research by Yaacob et al., (2021), etc. Future research should also 
increase the number of respondents for maximum results. 
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