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ABSTRACT   

The important usage of social media as highly interactive 

platforms of communications is bound to change the way 

companies approach marketing. Many previous studies 

conclude that social media has proven to be a key factor in 

creating brand awareness. Thus, a higher level of 

awareness will affect consumers' decisions positively. 

However, few studies focus on the role of brand awareness 

as a mediation construct in affecting purchase decisions. 

Therefore, this study aims to explore the mediation role of 

brand awareness on the relationship between social media 

marketing and purchase decisions. The study conducted is 

quantitative research based on a survey approach. 

Purposive sampling and ordinary least square regression 

were used as sampling techniques and data analysis. The 

study revealed that social media marketing has a positive 

and significant influence on both brand awareness and 

purchase decisions.  Unfortunately, this study failed to 

prove the direct and indirect effect of brand awareness on 

purchase decisions. The nature of wetsuit (sportswear) that 

can be categorized as a high involvement product was 

considered as the main reason for the insignificancy effect 

of brand awareness on purchase decision and the 

mediation role of brand awareness. In the case of high 

involvement products, consumers tend to be rational so 

that they were required more time and effort to evaluate 

specific product performances and characteristics.      
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Introduction  

Social media thrived as a new era in marketing as companies can create more effective 

interactions with customers (Gallaugher & Ransbotham, 2010; Kozinets et al., 2010). Social 

media provides an advantage for companies to reach customers or communities and to 

develop relationships with customers (Quinn, 2016). Social media has changed the way 

brands are created, distributed, and consumed to develop a brand image from producers to 

customers (Tsai & Men, 2013).  

Social media has changed the way consumers purchase (Chen et al., 2017). Several 

consumers even rely more on the information posted on their social media networks when 

they want to buy something Hinz et al. (2014). The trend of promotional activities through 

social media is a huge change in the world of marketing. Many firms used social media to 

spread out their promotional activities Hutter et al. (2013), improving the level of brand 

awareness, influence purchase decision-making, and maintain engagement with customers 

(Gallaugher & Ransbotham, 2010; Bernstein et al., 2013; Hinz et al., 2014; Godey et al., 

2016). Ahmad et al. (2018) added that many firms decide to spend more of their promotional 

budget on social media as the cost of social ads is relatively low in comparison to traditional 

methods.
 

Many previous studies conclude that social media has proven to be a key factor in 

creating brand awareness (Goodrich & de Mooij, 2014; Prasad et al., 2017; Enyioko & 

Okwandu, 2019). Thus, the higher level of awareness and the positive reviews of social 

media user interactions will affect consumers' decisions positively (Malik et al., 2013; 

Yogesh & Yesha, 2014). However, few studies focus on the role of brand awareness as a 

mediation construct in affecting purchase decisions. An initial indication on the mediation 

role of brand awareness is proposed based on Shabbir et al. (2010) study on the role of 

marketing campaigns on consumer purchase intention which has found that the relationship 

exists when there is brand awareness that plays as mediation. Macdonald & Sharp (2000) and 

Huang & Sarigöllü (2014) added that brand awareness will affect consumer decision making 

as many consumers use it as the basis for evaluation of purchase decisions. Therefore, this 

study aims to explore the mediation role of brand awareness on the relationship between 

social media marketing and purchase decisions. This study was conducted in one of the 

biggest and experienced (more than 20 years) wetsuit (sportswear) manufacturer on the island 

of Bali which relies on social media platforms to market and sell its products. 
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Literature Review 

Social Media Marketing 

Yong & Hassan (2019) defined social media marketing as a process that allows 

individuals to promote their product or services through online social channels and tap into a 

much larger community. The usage of social media marketing ranged from being not only in 

individual scope but also affecting the industry as a whole. Therefore, social media marketing 

also can be defined as a firm's marketing efforts to encourage (potential) customers' interest 

toward the brand by using various internet marketing channels such as blogs, websites, social 

media, and others (Magasic, 2016). Jin et al., (2019) stated that social media marketing is 

built upon the idea of interaction between the brand and its consumers, to listen to their 

valuable feedback so they can improve the experience. They added that the usage of social 

media platforms (such as Instagram) as one of the marketing tools can enable them to 

effectively and efficiently communicate the benefit of brands.      

The Relationship of Social Media Marketing, Brand Awareness, and Purchase Decision  

Many previous studies show that social media marketing activities had a positive 

influence on the level of brand awareness as the nature of social media users easily share the 

content with their connected friends (Bruhn et al., 2012; Hutter et al., 2013; Barreda et al., 

2015; Bilgin, 2018; Seo & Park, 2018). It also means that the more frequent the usage of 

social media, the higher level of brand awareness will be. Other findings suggest that there is 

an aftereffect of social media marketing activities on brand quality, brand equity, and 

customer value (Stojanovic et al., 2018). Therefore, Barreda et al. (2015) ended the argument 

by saying that social media activities have proved important in strengthening brand 

awareness.  

H1:  Social media marketing has a positive effect on brand awareness. 

The presence of social media is an alternative media to establish communication with 

customers. Social media has become a platform where consumers interact with a brand (Tsai 

& Men, 2013), the interaction has a significant impact on consumer purchase decisions 

(Elwalda & Lu, 2016). The use of social media will help to increase purchase decisions 

(Goodrich & de Mooij, 2014), as social media will increase active user participation and will 

influence the behavior of consumers (Seo & Park, 2018), by changing the consumer decision-

making process in purchasing (Hudson & Thal, 2013). Communication on social media will 
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increase purchase intention (Jalilvand & Samiei, 2012) which leads to purchase decisions 

(Prasad et al., 2017). 

H2:  Social media marketing has a positive effect on purchase decisions.
 

The Relationship of Brand Awareness and Purchase Decision 

Several previous studies that focus on brand awareness show that there is a positive 

relationship between brand awareness and purchase decisions (Khuong & Tram, 2015; 

Novansa & Ali, 2017). Jung & Seock (2016), Kumar & Gupta (2016), and Siali et al. (2019) 

stated that raising the level of brand awareness will enhance the likelihood to consider the 

brands when making purchase decisions. In a simple meaning, the higher the level of 

awareness on a specific brand, the higher the possibility of those brands to be purchase.  

H3:  Brand awareness has a positive effect on purchase decisions.
 

The Mediation Role of Brand Awareness 

Few studies focus on the role of brand awareness as a mediation construct in affecting 

purchase decisions. An initial indication on the mediation role of brand awareness is based on 

Shabbir et al. (2010) study on the role of marketing campaigns on consumer purchase 

intention which has found that the relationship exists when there is brand awareness that 

plays as mediation. In line with the conclusion by Shabbir et al. (2010), Sharifi (2014) also 

confirmed the mediating role of brand awareness in affecting the relationship between the 

trilogy of emotion and future purchase intentions. Macdonald & Sharp (2000) and Huang & 

Sarigöllü (2014) added that brand awareness will affect consumer decision making as many 

consumers use it as the basis for evaluation of purchase decisions.
 

H4:  The effect of social media marketing on purchase decisions is affected by brand 

awareness. 

Methods 

The study can be classified as explanatory research which used a survey (questionnaire) 

to collect data and test four proposed hypotheses (Figure 1). Purposive sampling and ordinary 

least square regression were used as sampling techniques and data analysis. This study was 

designed to focus on individuals who can be classified as social media active users (followers 

of the specific brand) and have the experience to buy specific brands/products on one of 

social media platforms. This study was conducted in one of the biggest and experienced 

(more than 20 years) wetsuit (sportswear) manufacturer on the island of Bali (namely 

SeaGods) which relies on social media platforms to market and sell its products. Instagram 
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was chosen as social media object not only because of its uniqueness and easy access feature 

(Din et al., 2018) but also is considered as the most effective marketing tool concerning 

young aged consumers (Djafarova & Bowes, 2020). A questionnaire with five-point Likert 

scales (ranged from 1 = strongly disagree to 5 = strongly agree) that consists of several items 

was distributed to 300 target respondents. After selecting all collected data by its sample 

criteria, the total respondent that involved and classified to be processed in this study is 100 

respondents.  

Figure 1. Research Framework 

. 

H1             H3

H4

H2

Social Media 
Marketing

Purchase 
Decision

Brand
Awareness

 

Table 1. Questionnaire Items 

Variable Code Item Reference 

Social Media 

Marketing 

(SMM) 

SMM1 
I often interact with other users when I’m accessing 

SeaGod 's Instagram. 

Kim & Ko, 

(2012) 

SMM2 
I would like to share the information about SeaGods 

with my friends. 

SMM3 SeaGods Instagram is very trendy.
 

SMM4 
The content that was posted on SeaGods Instagram 

was very entertaining. 

SMM5 
SeaGods Instagram offers a customized information 

search.
 

Brand 

Awareness 

(BA) 

BA1 
When I think of swimsuit sportswear, SeaGods 

comes to my mind. Hutter  et al. 

(2013) 
BA2 

I can distinguish the difference between SeaGods 

model.
 

Purchase 

Decision (PD) 

PD1 
I use Instagram to gain more information about a 

specific brand or product.
 

Prasad et al., 

(2017) 
PD2 

It is important to me that I make the right choice of 

the product based on the information that I have. 

PD3 
In making my selection of the product, the best 

alternative is chosen as the outcome of my choice. 
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In this study, social media marketing was measure by Kim et al. (2009) dimension which 

consists of entertainment, interaction, trend, customization, and word of mouth. While brand 

awareness was measure by Hutter et al., (2013) dimension that consists of easy to remember 

and easy to distinguish, purchase decisions were developed by using Prasad et al. (2017) 

dimension. The details of variable measurement can be seen in Table 1. Thus, to continue to 

analyze the proposed hypotheses, the validity and reliability measurements of research 

instruments need to be done. The results of the validity and reliability testing in Table 2 show 

that all instruments used in this study were valid and reliable.  

Table 2. Validity and Reliability Result 

Variable/Item 
Pearson 

Correlation 
Criteria 

Cronbach’s 

Alpha 
Criteria Decision 

SMM   0.886 > 0.600 Reliable 

SMM1 0.836 > 0.196   Valid 

SMM2 0.795 > 0.196   Valid 

SMM3 0.864 > 0.196   Valid 

SMM4 0.830 > 0.196   Valid 

SMM5 0.820 > 0.196   Valid 

BA   0.823 > 0.600 Reliable 

BA1 0.924 > 0.196   Valid 

BA2 0.920 > 0.196   Valid 

PD   0.816 > 0.600 Reliable 

PD1 0.822 > 0.196   Valid 

PD2 0.871 > 0.196   Valid 

PD3 0.874 > 0.196   Valid 

Result and Discussion 

The results of testing the causal relationship model between social media marketing, 

brand awareness, and purchase decision can be seen in Table 3. This study was able to 

confirm the proposed hypotheses H1 and H2 which stated that there are a positive relationship 

and significant effect of social media marketing on brand awareness, and social media 

marketing on purchase decision as the value of t-tested was 17.086 and 3.860 (which is 

higher than the value of t-statistics 1.984) with significant value of 0.000 (which is lower than 

significances criteria of 0.05). It means that the more frequent the social media marketing 

activities held by companies, the higher the level of brand awareness and the possibility to 
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purchase will be. The result of this study proved the conclusion of Hutter et al. (2013), 

Tsimonis & Dimitriadis (2014), Ismail (2017), and Barreda et al. (2015) that stated the use of 

social media has proven significantly can enhance brand awareness, increasing the number of 

sales, and influences the purchase decision-making.     

Table 3. Hypotheses Testing 

Hypotheses t-Value 
t-Table 

Criteria 
Sig. 

Sig. 

Criteria 
Decision 

H1 SMM -> BA 17.086 > 1.984 0.000 < 0.005 Accepted 

H2 SMM -> PD 3.860 > 1.984 0.000 < 0.005 Accepted 

H3 BA -> PD 1.709 > 1.984 0.090 < 0.005 Rejected 

Unlike previous studies by Novansa & Ali (2017), Hutter et al. (2013), Jung & Seock 

(2016), Kumar & Gupta (2016), and Siali et al. (2019), this study failed to prove the 

relationship between brand awareness and purchase decision (H3) as the value of t-tested was 

1.709 (which is lower than the value of t-statistics 1.984) with significant value of 0.090 

(which is higher than significances criteria of 0.05). In the beginning, SeaGods social media 

(Instagram) was built upon the idea to massively introduce the SeaGods brand to a broader 

market so consumers will remember the SeaGods brand and be able to distinguish the 

different types of SeaGods products. Barreda et al. (2015) added that the use of social media 

can help brand generates word of mouth organically as social media itself that considered as 

online information-sharing activities, circulating information, is used to get to know products, 

brands, and services (Di Pietro et al., 2012). Therefore, it can be concluded that due to the 

initial purpose of SeaGods Instagram that more focus on the activity that can increase the 

level awareness of SeaGods brand, it is understandable that there is no significant relationship 

between brand awareness and purchase decision. 

Table 4. The Mediation Role of Brand Awareness 

Hypotheses Effect BootSE BootLLCI BootULCI Decision 

H4 SMM -> BA -> PD 0.122 0.079 - 0.032 0.277 Rejected 

The result of this study also was not able to confirm H4 which stated that the effect of 

social media marketing on purchase decisions is affected by brand awareness. Hayes (2018) 

stated that when the upper and lower bounds of the 95% confidence interval do not contain 

zero, it can be concluded that the indirect effect was existed or significant. Table 4 shows that 

there is no significant proof of the mediation role of brand awareness on the relationship 
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between social media marketing and purchase decision as zero is a possible value between a 

negative number of BootLLCI (-0.032) and a positive number of BootULCI (0.277). The 

swimsuit is a type of sportswear and belongs to the category of high-involvement products 

(Radder & Huang, 2008). High involvement products will involve the subjective feelings of 

the customer, not only consumers will pay special attention, comparing product 

characteristics with several other brands before making a purchase decision (Yousaf & Malik, 

2013), they also will evaluate the image of a product (Oh & Fiorito, 2002). This finding 

revealed that there is no guarantee that when consumers feel familiar with some brand or 

product, the possibility to made purchase decisions toward those specific brands or products 

will increasing automatically. The level of involvement plays a significant role in affecting 

consumers' decision to purchase (Radder & Huang, 2008). In the case of high involvement 

products, consumers tend to be rational so that they were required more time and effort to 

evaluate specific product performances and characteristics.
 

Conclusion and Suggestion 

This study aims to explore the mediation role of brand awareness on the relationship 

between social media marketing and purchase decisions. The study revealed that social media 

marketing has a positive and significant influence on both brand awareness and purchase 

decision which means that the more frequent the social media marketing activities held by 

companies, the higher the level of brand awareness and the possibility to purchase will be.  

Unfortunately, this study failed to prove the direct and indirect effect of brand awareness on 

purchase decisions. The nature of wetsuit (sportswear) that can be categorized as a high 

involvement product was considered as the main reason for the insignificancy effect of brand 

awareness on purchase decision and the mediation role of brand awareness. In the case of 

high involvement products, consumers tend to be rational so that they were required more 

time and effort to evaluate specific product performances and characteristics. Also, the initial 

purpose of SeaGods Instagram that was built for brand awareness purpose only considered as 

another factor that caused the insignificant relationship between brand awareness and 

purchase decision. This study only focused on the high involvement product category which 

is a swimsuit (sportswear), further analysis is needed by comparing the various level of 

involvement to gain an in-depth perspective. Moreover, the dimension of brand equity used 

in this study was limited only to brand awareness. Therefore, further study should be done by 

including a brand image, brand love, and brand loyalty as a developed model. 
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