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ABSTRACT

Background: The rapid growth of the beauty industry and the increasing number of luxury goods consumers
in Indonesia have made social media marketing a crucial tool for brands in the beauty sector. Understanding the
relationship between social media marketing activities and consumer-based brand equity can provide valuable
insights for businesses looking to maximize their brand's presence and engagement on social media platforms.
Methods: This study examines the impact of social media marketing activities on consumer-based brand equity,
with social media benefits and brand experience as mediating variables. Data was collected through a 5-point
Likert scale questionnaire distributed to 471 respondents, aged 25-44 years, who purchase and follow luxury
beauty brands on social media. The data was analyzed using the Structural Equation Modeling-Partial Least
Squares (SEM-PLS) technique to evaluate direct and mediating effects. Findings: The study reveals a significant
direct and mediating effect of social media marketing activities on consumer-based brand equity. Additionally,
it finds a direct and mediating effect of social media marketing activities on social media benefits, indicating that
effective marketing strategies can enhance both brand equity and the perceived benefits consumers derive from
social media interactions with brands. Conclusion: This research demonstrates the importance of social media
marketing activities in strengthening brand equity and enhancing social media benefits. The findings suggest
that luxury beauty brands can improve their consumer relationships and brand perceptions by optimizing their
social media strategies, with a focus on brand experience and benefits. Novelty/Originality of this article: This
study contributes to the literature by highlighting the mediating role of social media benefits and brand
experience in the relationship between social media marketing and consumer-based brand equity, particularly
in the context of luxury beauty brands in Indonesia. The use of SEM-PLS provides a robust framework for
understanding the complex dynamics of social media marketing in the beauty industry.

KEYWORDS: brand equity; brand experience; luxury beauty brands; online brand
community; social media marketing.

1. Introduction

The growth of social media has reflected people’s need for interpersonal interaction;
social networking sites have successfully brought conventional communication activities to
the virtual world. This phenomenon pushes companies to use social media as a crucial part
in their marketing strategy (Chen & Lin, 2019). Social media marketing efforts consist of
five principal dimensions: entertainment, interaction, trendiness, customization, and word
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of mouth (WOM) (Godey et al,, 2016; Kim & Ko, 2012). Prahalad & Ramaswamy (2004)
stated that consumers aren’t just interested in buying products, but also in creating an
experience with other consumers as a collective. In its advancement, consumer
communities on social media are considered to be increasingly important, whereas not only
is it used to promote the brand among consumers but also to maintain the relationship
between the brand and consumers (Hollebeek et al.,, 2014). Users, or said consumers,
participate in community activities through social media platforms and exchange their
knowledge with one another.

The theory of Uses and Gratifications (U&G) (2018) explains that consumers are
interested in social media marketing activities or in joining online communities to satisfy or
gain cognitive, social and personal integrative, as well as hedonic benefits from doing so
(Dholakia et al, 2009; Nambisan & Baron, 2009; Verhagen et al, 2015). Moreover,
consumer’s interest in social media marketing activities also serves as a way for them to
gain sensory, affective, behavioral, and intellectual experiences (Hamzah et al., 2014;
Zarantonello & Schmitt, 2010). Social media gratification and consumer’s experience
significantly influence how one uses and behaves towards a brand on social media. Hence,
it is essential to understand consumer’s experience and gratification to better influence
brand perception in the minds of consumers through social media marketing activity (Gao
& Feng, 2016). In accordance with Kamakura & Russel (1991), consumer-based brand
equity occurs when consumers know the brand well and are able to memorize strong brand
characteristics in their minds. Consumer-based brand equity (CBBE) can be measured
through brand awareness, perceived quality, brand associations, and future purchase
intentions (Aaker, 1991).

In the previous study about luxury fashion, Zollo et al. (2020) expressed that social
media benefits and brand experience positively influence the relationship between social
media marketing and consumer-based brand equity. Nevertheless, the study had its own
limits where the scope of research only examines luxury fashion and uses college and
university students aged 18-20 as its sample, therefore deemed as unsuccessful to represent
the population of social media activity and luxury goods consumers. In contrast with the
previous study, this study focuses on the context of luxury beauty with second-order
techniques and a more in-depth path variable. Luxury beauty as a topic was chosen in
accordance with the recommendation of Zollo et al. (2020); to expand the context of study
to the category of fast-moving consumer goods. In addition, this study examines
respondents who are regular treaters of luxury goods which are people aged 25-44 years
who make up 64% of the total luxury goods consumers (Buckle, 2019).

Middle upper households in Indonesia have significantly grown over the last few years
(World Bank, 2020) and have succeeded to push the demand growth of the luxury goods
market in Indonesia. On the other hand, the beauty and personal care industry is considered
to be resistant towards the economic recession due to a lipstick effect, akin to what we’ve
seen during the global economic recession in 2008. During the pandemic, people’s
awareness towards their own health and welfare has swelled. Selfcare products, specifically
skincare, has now become a primary need for the majority of Indonesian citizens, especially
for women. If skincare was considered to be a luxury good before, it has become a lifestyle
now due to urbanization growth. The pandemic has also caused a shutdown in brick-and-
mortar retailers which then accelerated the uprising and rapid use of e-commerce. As stated
by L’Oreal, e-commerce has increased more than 60% in Thailand and Indonesiain Q1 2020.
Tokopedia as a popular e-commerce platform in Indonesia also reported a threefold rise in
sales for the health and personal care category in March 2020 (Wang, 2020). Furthermore,
as reported by Hootsuite Indonesian Digital Report 2020, active social media users in
Indonesia have reached 160 million users with an average usage time of 3 hours 26 minutes
each day. As 99% of active users are engaging through their mobile phones and are
dominated by women, social media platforms are an ideal marketing channel for luxury
beauty brands in Indonesia (Kemp, 2020).

Based on the apprehensions mentioned above, including the adoption of the research
model used by Zollo et al. (2020), the researcher is interested in investigating the
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relationship between social media marketing activities and consumer-based brand equity.
Thereafter examine mediation impacts of consumer experience of the brand and
gratifications gained from the brand’s social media account on the relationship between
social media marketing activities and brand equity in the industry of luxury beauty. This
study is aimed to analyze the influence of social media marketing activities on consumer-
based brand equity on luxury beauty, identify mediation impacts of brand experience on the
relationship between social media marketing activities and consumer-based brand equity
on luxury beauty, identify mediation impacts of social media benefits on the relationship
between social media marketing activities and consumer-based brand equity on luxury
beauty, analyze the influence of social media marketing activities on social media benefits
on luxury beauty, identify mediation impacts of brand experience on the relationship
between social media marketing activities and social media benefits on luxury beauty.

1.1 Consumer and social media

The Internet has changed human values and lifestyles, for instance the way an
individual interacts with its social environment, read news, listen to music, and buy film
tickets through online channels as opposed to a movie theater (Doury, 2011). Even so, a
study shows that individuals who buy online and offline have different values and lifestyles
that affect their behavior as well as having different intentions (Swinyard & Smith, 2003).
Online channels are relatively newer and more accessible thus making it easy for consumers
to compare products and prices, meanwhile offline channels allow consumers to explore a
product physically and directly meet sales agents (Grewal et al,, 2004). Degeratu et al.
(2000) refers to information theory which explains that consumers give greater importance
to knowledge attributes or information about a product that had been obtained at the time
of purchase. As several aspects of product information are more accessible online, some
attributes are deemed to be of greater importance for online channels than for offline
channels, and vice versa. Online and offline consumer behaviors are different even though
consumers are generally more interested in the internet, the progressively increasing
popularity of online channels and consumer behavior still make up the foundation of each
individual’s lifestyle and values (Diaz et al., 2017).

The theory of Uses and Gratification reviews the influence of media on humans and
explains how the audience uses media to fulfill their personal needs and gain gratifications
once their needs are fulfilled (Ruggiero, 2000). Once users acknowledge the gratifications
gained from media, they will develop a positive behavior which reinforces said media, which
then affects the behavior that facilitates a continual use of said media (Lo & Leung, 2009).
The acquired social media gratifications could affect consumer’s social participation in
terms of attitude towards social media, which in turn results in behavioral outcomes such
as confidence in the brand, commitment, and WOM (Kamboj, 2020). User gratification of
social media could be categorized into five needs; (1) cognitive needs, where users consume
media to reap knowledge, information, and facts, (2) affective needs, which are comprised
of all types of emotions, joys, and moods, (3) personal integrative needs, which are a need
for self-worth where users consume media to reassure and stabilize their self-status as well
as to achieve credibility within their own circle, (4) social integrative needs, which are
comprised of their need to socialize with family, friends, and public relations through which
they could achieve from social networking sites such as Facebook Twitter, and Instagram,
(5) hedonic needs, where users consume media as a way to escape from reality (escapism)
and to release the self of tension and stress.

Social media marketing activity, which is a way to communicate with consumers, have
a power to enhance the brand’s image (Tsai & Men, 2013), brand equity, consumer feedback
(Godey et al., 2016), consumer equity (Kim & Ko, 2012), and the brand’s success (Phan et
al,, 2011). The study of Kim & Ko (2012) shows that marketing campaigns for luxury brand
communities include five main dimensions; entertainment, interaction, trendiness,
customization, and word of mouth. Five of these dimensions result in a significant impact to
brand equity, purchase intention, et cetera (Chen & Lin, 2019). Quoted from Algarabat
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(2017), entertainment is one of the main consumer stimuli that motivates users to explore
social media for the sake of obtaining relaxation and escapism (Courtois et al., 2009;
Manthiou et al., 2013; Park et al,, 2009). Godey et al. (2016) defines interaction through
social media as an activity to share information and exchange opinions with other people.
Godey etal. (2016) defines trendiness as the newest information-spreading process and the
trendiest in terms of brand. Godey et al. (2016) also characterizes customization as how far
social media channels provide information queries and services that can be customized by
consumers. Godey et al. (2016) defines WOM as how far consumers pass information and
upload brand-related contents on social media.

1.2 Consumer and brand

Pine & Gilmore (1999) defines experience as consumer activity or involvement with a
company that they deem meaningful and fun. Consumer experience can be good, indifferent,
or even bad (Berry et al.,, 2002). Brand experiences as defined by Brakus et al. (2009) is
“subjective, consumer’s internal response, sensation, feeling, cognition, and behavioral
reaction that is emitted from stimuli out of parts of the brand such as brand identity,
packaging, and how the brand communicates with its environment”. Therefore Brakus et al.
(2009) states that brand experience occurs when a consumer makes contact or is exposed
to the brand. Furthermore, Beig & Nika (2019) summarizes the four dimensions of
experience; (1) sensory dimension, comprised of sensory and aesthetic attributes, (2)
affective dimension, comprised of emotions generated from the brand, (3) behavioral
dimension, focused on behaviors related to brand experience such as consumer lifestyle, (4)
intellectual dimension, comprised of analytical and imaginative thinking as a result of
consumer interaction and experience with the brand.

As defined by Aaker (1991), brand equity is “an abundance of brand asset categories
which are related with the name or symbol of a brand that could increase or decrease the
value given from a product or service”. From a marketing perspective, brand equity is
consumer’s perception and knowledge related to the brand and are generated from
company marketing activities (Aaker, 1991; Keller, 1993; Pappu et al,, 2005). Quoted from
Beig & Nika (2019), brand equity has two definitions which are; company-based brand
equity - focused on financial values which can be created by the brand for the company
(Farquhar et al, 1991), and consumer-based brand equity - focused on consumer
perception towards the brand (Aaker, 1991; Keller, 1993; Pappu et al.,, 2005; Yoo & Donthu,
2001). Quoted from Aaker (1991), consumer-based brand equity has four dimensions,
which are (1) brand awareness/association; (2) perceived quality; (3) brand loyalty.

In the economy, luxury goods have a demand that grows faster compared to potential
buyer’s income. Luxury goods are the opposite of necessity goods where its demand grows
much slower compared to potential buyer’s income (Beierlein, 2014). The elasticity of
luxury goods income always has a value bigger than one, which means relative changes in
demand is usually greater than relative changes in income hence factually, luxury goods
demand is quite flexible (Kasztalska, 2017). The difference between luxury goods and non-
luxury goods lies in three dimensions; functionalism, experientialism, and symbolic
interactionism (Vickers & Renand, 2003). Luxury brands are associated with consumer
perception towards price, quality, aesthetic, scarcity, uniqueness, and association with a
high non-functional aspect (Heine, 2012). Furthermore, beauty is generally considered to
be a characteristic of individuals, objects, and places deemed as pleasant (Yin & Pryor,
2012). Consumers, normally women, use cosmetic products to improve their appearance
and create “a positive statement about themselves” (Craik, 1993), and promote their self-
worth (Creekmore, 1974). Nowadays, luxury goods consumers are dominated by young
millennials (25-36 year olds) and older millennials (35-44 year olds) that have entered
their career stages and entered the peak of their spending age in shopping. The generation
that dominates luxury goods market grew up in a digital era, likes to be trendsetters, and is
the generation who rearranged the value of particular goods and services in a new form of
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consumerism, and is also the generation who gives new perspective to the relationship
between brands and consumers (Buckle, 2019).

2. Methods

This study is a quantitative study with descriptive conclusive design in a non-contrived
setting, where design for marketing phenomena can be measured and defined evidently
(Boru, 2018) and solely focuses on occurrence and actual environment. This study aims to
describe the influence of social media marketing activities felt by consumers, which is
mediated by brand experience and social media benefits, on the brand equity of luxury
beauty brands. A quantitative study method is applied to examine said relationship using
self-administered questionnaires comprised of 46 indicators and employing Likert 1-5 scale
as a measurement tool, which was dispersed online in a cross-sectional data gathering
technique, where the survey is done once for many subjects (Malhotra, 2012).

In data gathering, this study uses a non-probability sampling with purposive or
judgmental sampling technique which is a strategy where respondents are intentionally
selected corresponding to the study criteria to provide information (Maxwell, 1996). The
respondent criteria applied for this study are aged 25 - 44 years old (early adulthood) or
born between 1977 to 1996, avid social media user - spends 2 hours per day minimum to
explore social media, have bought a luxury beauty product, follows luxury beauty brand
account(s) on social media. In data analyzing and processing, this study uses a Structural
Equation Model (SEM) approach based on Partial Least Square (PLS) using the SmartPLS
v.3.2.9 application to test the study’s hypotheses.

3. Results and Discussion

According to the pre-test (Table 1) studies with 34 respondents, it can be concluded
that all study variables are reliable as the Cronbach’s Alpha values are greater than 0.6.
Moreover, this study’s 46 indicators have qualified for the validity standard. However, 4
study indicators do not meet the minimum value of factor loadings - greater than 0.5 -
where three indicators (BE1, BE2, and SMB9) are important variables to examine in this
study. Therefore, the researcher decides to review the questions on the three indicators,
confident in increasing the validity indicator and reducing ambiguity experienced by
respondents in the next stage (main test).

Table 1. Pre-test studies

Latent Variable Indicator Validity Reliability
KMO Bartlett Factor Status  Cron Status
Loading bach
Alpha
SMMA SMM1 0.587 0.000 0.802 Valid 0.877 Reliable
Entertainment SMM?2 0.792 Valid
Dimension
SMMA SMM3 0.573 Valid
Interaction SMM4 0.621 Valid
Dimension SMM5 0.613 Valid
SMMA SMM6 0.595 Valid
Trendiness SMM7 0.577 Valid
Dimension
SMMA SMM8 0.587 0.000 0.583 Valid 0.877 Reliable
Customization SMM9 0.818 Valid
Dimension
SMMA SMM 10 0.753 Valid
WOM SMM 0.709 Valid
Dimension 11
SMB SMB1 0.806 0.000 0.655 Valid 0.936 Reliable
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Cognitive SMB2 0.743 Valid
Dimension SMB3 0.732 Valid
SMB SMB4 0.882 Valid
Social SMB5 0.859 Valid
Integrative SMB6 0.890 Valid
Dimension
SMB SMB7 0.837 Valid
Personal SMB8 0.809 Valid
Integrative SMB9 0.414 Invalid
Dimension SMB10 0.553 Valid
SMB SMB11 0.806 0.000 0.745 Valid 0.936 Reliable
Hedonic SMB12 0.839 Valid
Dimension SMB13 0.789 Valid
BE BE1 0.820 0.000 0.479 Invalid 0.891 Reliable
Sensory BE2 0.342 Invalid
Dimension BE3 0.725 Valid
BE BE4 0.775 Valid
Affective BE5 0.645 Valid
Dimension BE6 0.848 Valid
BE BE7 0.730 Valid
Behavioral BES8 0.761 Valid
Dimension BE9 0.691 Valid
BE BE10 0.726 Valid
Intellectual BE11 0.727 Valid
Dimension BE12 0.677 Valid
CBBE CBBE1 0.744  0.000 0.696 Valid 0.810 Reliable
Brand Loyalty CBBE2 0.654 Valid
Dimension CBBE3 0.645 Valid
CBBE CBBE4 0.744 0.000 0.799 Valid 0.810 Reliable
Perceived CBBES 0.793 Valid
Quality
Dimension
CBBE CBBE6 0.760 Valid
Brand CBBE7 0.749 Valid
Awareness / CBBES8 0.730 Valid
Association CBBE9 0.740 Valid
Dimension CBBE 0.035 Invalid
10

In this study, there are 471 respondents in total who meet the study criteria. Out of 471
respondents, 86.72% or 405 respondents identify as female, meanwhile 13.27% or 62
respondents identify as male. The majority of respondents are aged 25 to 34 years old with
a statistic of 76.85% or 362 respondents, whereas respondents aged 34 to 44 years old
amount to 109 respondents or 23.14%. The majority of respondents domicile in the
Jabodetabek area (Jakarta-Bogor-Depok-Tangerang-Bekasi) with a total of 241 respondents
or 51.16%. Occupying second place are respondents who live in Java outside of Jabodetabek
with 141 respondents or 29.93%. Next, the majority of respondents amounting to 202
respondents or 42.88% are employees of the private sector. 94 respondents or 19.95% take
care of household affairs and 77 respondents or 16.34% are students. The study of Putri et
al. (2017) analyzes luxury beauty consumers and found that the majority of its consumers
- respondents on the study who are students - have cosmetic expense per month of less
than IDR 500,000 (64.58%); IDR 500,001-IDR 1,000,000 (30%); IDR 1,000,001-IDR
1,500,001 (5%). In their social media preference, Instagram occupies first place with 443
users in total or 32.38%, followed by Youtube with 237 users or 17.32% in second place.
Lastly, the brand preferred by respondents is SKII which sits in first place with 136
respondents or 8.99% who buy its products. Overtaking in second place is Dior with 108
respondents or 7.14%, followed by Kiehls with 103 respondents or 6.18%.
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In the outer model analysis, the researcher found that all variables in this study are
reliable which could be seen in the value of composite reliability and a composite reliability
value greater than 0.7. Next, it can be acknowledged that 45 indicators in this study have
qualified the requirements for a minimum AVE value and outer loading value, both of which
are greater than 0.50 which beckons all variables as valid.

In the inner model, data processing using a bootstrapping technique is done to analyze
the significance value on every variable in this study, where a linking path could be
considered as a significant influence if the value of T is greater than 1.645 and value of P is
less than 0.05. The significance test of path coefficients in this study shows that: (1) The BE
variable significantly influences all dimensions in CBBE and SMB variables with the
exception of SMBCog, (2) The SMBCog, SMBHdn, and SMBPrs variables significantly impacts
BE, CBBE, and SMB variables. This study also analyzes indirect effects on all study variables
where its results are shown in detail in Table 2. This study’s hypotheses are tested using a
significance level of 0.05 and is classified as one-tailed, where hypotheses items are deemed
as positive influence and significant if the value of T on linking path is greater 1.645. The
SmartPLS application is used to process path coefficients in a structural model, the following
table show the results of path diagram in this study:

This study highlights the strong influence of social media marketing on luxury beauty
brands, particularly when it provides entertainment, interaction opportunities, trends, and
customization options. These features significantly contribute to enhancing consumer
loyalty, perceived quality, and brand awareness. The findings align with previous research,
such as Godey et al. (2016) and Kim & Ko (2012), which emphasized the importance of
social media activities in strengthening brand equity. Consumers who engage with these
interactive and entertaining platforms are more likely to develop a positive perception of
the brand. Therefore, social media plays a critical role in fostering stronger relationships
between luxury beauty brands and their customers.

Table 2. Hypotheses findings

Hypotheses Hypothesis Statement TVal Result
Hla Social Media Marketing Activities felt by consumers 1.679 Data
positively influences Brand Loyalty dimension in supports
Consumer-Based Brand Equity. hypothesis
H1b Social Media Marketing Activities felt by consumers 1.871

positively influences Perceived Quality dimension in
Consumer-Based Brand Equity.

Hilc Social Media Marketing Activities felt by consumers 2.041
positively influences Brand Awareness/Association
dimension in Consumer-Based Brand Equity.

H2a Brand Experience mediates the relationship between 2.058
Social Media Marketing Activities perceived by
consumers with Brand Loyalty dimension in Brand
Equity.

H2b Brand Experience mediates the relationship between 1.717
social Media Marketing Activities perceived by
consumers with Perceived Quality dimension in Brand
Equity.

H2c Brand Experience mediates the relationship between 1.921
Social Media Marketing Activities perceived by
consumers with Brand Awareness/Association
dimension in Brand Equity.

H3.al Cognitive dimension in Social Media Benefits mediate 0.288 Data does not
the relationship between Social Media Marketing support
Activities perceived by consumers with Brand Loyalty hypothesis
dimension in Brand Equity.

H3.all Cognitive dimension in Social Media Benefits mediate 4.446

the relationship between Social Media Marketing

JEKOP. 2025, VOLUME 2, ISSUE 1 https://doi.org/10.61511 /jekop.v2i1.2025.1328


https://doi.org/10.61511/jekop.v2i1.2025.1328

Hediana & Astuti (2025)

36

H3. alll

H3.bl

H3.bll

H3. blll

H3.cl

H3.cll

H3. cllI

H3.dI

H3.dII

H3. dIII

H4a

H4b

H4c

H4d

H5a

Activities perceived by consumers with Perceived
Quality dimension in Brand Equity.

Cognitive dimension in Social Media Benefits mediate
the relationship between Social Media Marketing
Activities perceived by consumers with Brand
Awareness/Association dimension in Brand Equity.
Social Integrative dimension in Social Media Benefits
mediate the relationship between Social Media
Marketing Activities perceived by consumers with
Brand Loyalty dimension in Brand Equity.

Social Integrative dimension in Social Media Benefits
mediate the relationship between Social Media
Marketing Activities perceived by consumers with
Perceived Quality dimension in Brand Equity.

Social Integrative dimension in Social Media Benefits
mediate the relationship between Social Media
Marketing Activities perceived by consumers with
Brand Awareness/Association dimension in Brand
Equity.

Personal Integrative dimension in Social Media Benefits
mediate the relationship between social media
marketing activities perceived by consumers with brand
loyalty dimension in brand equity.

Personal integrative dimension in Social Media Benefits
mediate the relationship between Social Media
Marketing Activities perceived by consumer with
Perceived Quality dimension in Brand Equity.

Personal Integrative dimension in Social Media Benefits
mediate the relationship between Social Media
Marketing Activities perceived by consumers with
Brand Awareness/Association dimension in Brand
Equity.

Hedonic dimension in Social Media Benefits mediate the
relationship between Social Media Marketing Activities
perceived by consumers with Brand Loyalty dimension
in Brand Equity.

Hedonic dimension in Social Media Benefits mediate the
relationship between Social Media Marketing Activities
perceived by consumers with Perceived Quality
dimension in Brand Equity.

Hedonic dimension in Social Media Benefits mediate the
relationship between Social Media Marketing Activities
perceived by consumers with Brand
Awareness/Association dimension in Brand Equity.
Social Media Marketing Activities felt by consumers
positively influence Cognitive dimension in Social Media
Benefits.

Social Media Marketing Activities felt by consumers
positively influence Social Integrative dimension in
Social Media Benefits.

Social Media Marketing Activities felt by consumers
positively influence Personal Integrative dimension in
Social Media Benefits.

Social Media Marketing Activities felt by consumers
positively influence Hedonic dimension in Social Media
Benefits.

Brand Experience mediates the relationship between
Social Media Marketing Activities perceived by
consumers with Cognitive dimension in Social Media
Benefits.

3.059

1.589

1.783

0.500

0.476

2.815

2.200

1.094

4.446

2.613

8.167

6.885

8.813

6.786

0.955

Data
supports
hypothesis

Data does not
support
hypothesis

Data
supports
hypothesis

Data does not
support
hypothesis

Data
supports
hypothesis

Data does not
support
hypothesis

Data
supports
hypothesis

Data does not
support
hypothesis
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H5b Brand Experience mediates the relationship between 2.170 Data
Social Media Marketing Activities perceived by supports
consumers with Social Integrative dimension in Social hypothesis
Media Benefits.

H5c Brand Experience mediates the relationship between 2.248

Social Media Marketing Activities perceived by
consumers with Personal Integrative dimension in
Social Media Benefits.
H5d Brand Experience mediates the relationship between 2.127
Social Media Marketing Activities perceived by
consumers with Hedonic dimension in Social Media
Benefits.

With positive experience felt by consumers, effective social media marketing activities
can increase brand equity in consumers’ minds. The study done by Koay et al. (2020) which
examines the perception of social media marketing activities and consumer-based brand
equity, asserted that positive consumer perception towards a brand’s social media
marketing activity can generate a prospect in forming experience and a positive internal
subjective feedback (such as sensation, feelings, and cognition) towards the brand. Beig &
Nika (2019) who examines brand experience and brand equity, found a direct and indirect
effect present in the relationship between brand experience and consumer-based brand
equity. This suggests that positive brand experience can significantly increase consumer-
based brand equity. Therefore, brand experience has a complimentary mediation effect that
can bridge social media marketing activities and consumer-based brand equity.

Table 3. Summary of hypotheses results

Hypothesis Hypothesis Result

H1 All hypotheses valid - Hla H1b H1c

H2 All hypotheses valid - H2a H2b H2c

H3 7 of 12 hypotheses valid - H3all-alll, H3bll, H3cII-clIl, H3dII-dIII
H4 All hypotheses valid - H4a H4b H4c H4d

H5 3 of 4 hypotheses valid - H5b H5c H5d

The study findings reveal that online marketing activities that offer entertainment,
interaction opportunities, Word-of-Mouth (WOM) sharing, a trendy impression, and
customization options effectively enhance consumer participation in social media
communities. These activities fulfill consumers' social, personal integrative, and hedonic
needs, leading to greater engagement with the brand. However, despite these positive
effects on participation, the study found that three of these dimensions - entertainment,
interaction, and WOM - did not significantly improve consumer loyalty and brand
awareness. This suggests that while consumers are more involved with the brand through
these activities, it does not necessarily translate to a stronger connection or recognition of
the brand. Consequently, the findings indicate that additional factors beyond these
dimensions may be necessary to foster greater loyalty and brand awareness in consumers.

This is a result of a psychographic behavior of modern luxury shoppers who are the
respondents in this study, which, (1) luxury goods shopping is usually impulsive or are
intended for gift-giving - in a study by Deloitte (2017) about the cause of greater expense
in millennials, 20.5% millennials buy high-end luxury goods for special occasions only, thus
being a part of an online brand community in social media does not guarantee an increase
in brand loyalty (Wintermeier, 2021), (2) a change in luxury consumers’ preference, where
consumers insist a brand to be ‘woke’ on current issues. Consumers are more concerned
with the environment as well as social and political issues, thus they expect brands to show
their stance in sustainability, racial, and gender issues, (3) purchase of luxury goods helps
consumers to build a narrative of themselves relating to status, wealth, and personal quirks,
where the purchase of luxury goods becomes a symbol that could lead consumers closer to
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an ideal version of themselves. However, when a product could not bring consumers closer
to an ideal version of themselves, consumers feel powerless of that narrative and become
reluctant to repeat their interaction with the brand (Wintermeier, 2021), (4) millennials
prefer to buy and consume products from luxury brands instead of directly participating in
social media communities (Zollo et al.,, 2020) and such is related to different consumer
behaviors in online and offline channels. Therefore, it can be concluded that social media
marketing activities cannot stand alone in building consumer-based brand equity, where
the role of brand experience in offline channels are necessary due to a strong influence in
increasing brand equity. Moreover, the linking in this hypothesis is classified as no effect
non-mediation.

This finding perpetuates that when online marketing activities done by the brand
provides informational content related to its products and how-to - simultaneously
providing entertainment, a tool to interact directly, and other social media marketing
activity dimensions, consumers can directly gain cognitive gratifications that satisfy their
curiosity and three other dimensions, therefore contributing in increasing perceived quality
and awareness in the consumer’s mind. Hence, marketers must understand the motivation
or personal encouragement of consumers to get involved in online brand communities. The
study of Choi et al. (2016) about the application of Uses and Gratification theory also
supports the significance in this hypothesis, where findings showed that consumers are
prompted to engage or get involved with a brand to reap gratifications and information
about products and newly developed products. Thus, this hypothesis shows that social
media benefits have a complimentary mediation effect on the relationship between social
media marketing and consumer-based brand equity.

4. Conclusions

This study is carried out by using Partial Least Squares - Structural Equation Modeling
as data processing technique, using SmartPLS v.3.2.9 application with a total of 471
respondents aged 25-44 years old who domicile in Indonesia and are buyers and followers
of luxury beauty brands’ social media account. Modifications were done to the case subject
and respondent criteria, where the researcher shifts the study context to the fast-moving
consumer goods category - to luxury beauty brands and encloses respondents who are
regular treaters of the luxury goods market, the age group of 25-44 years old. A significant
difference towards the study method begets several study findings which makes this study
different from the referred study (Zollo et al., 2020).

This study finds that social media marketing activities (SMMA) directly and indirectly,
through consumer’s experience towards the brand (BE), is able to influence consumer-
based brand equity (CBBE) and its three dimensions which are loyalty to the brand (CBBE
Loyal), perceived quality (CBBE Quality), and awareness of the brand (CBBE Awareness).
Benefits or gratifications reaped through social media (SMB) is also found to be able to
mediate the SMMA-CBBE relationship, where Cognitive (SMBCog), Social Integrative
(SMBSoc), Personal Integrative (SMBPrs), and Hedonic (SMBHdn) dimensions mediate
SMMA with the Perceived Quality dimension in CBBE, and three dimensions of SMB
(SMBCog, SMBPrs, and SMBHdn) mediate SMMA with the Brand Awareness/Association
dimension in CBBE. This study also shows that social media marketing activities (SMMA)
directly influences benefits or gratifications in social media for consumers (SMB) and its
four dimensions which are Cognitive (SMBCog), Social Integrative (SMBSoc), Personal
Integrative (SMBPrs), and Hedonic (SMBHdn). Furthermore, consumers’ experience
towards the brand (BE) is found to be able to mediate the relationship between SMMA and
the three dimensions of SMB; Social Integrative, Personal Integrative, and Hedonic.

This study has several limitations that should be acknowledged. Firstly, the research
focuses solely on luxury beauty brands, which means that the findings may not be applicable
to other sectors or industries. Additionally, the beauty industry encompasses a wide variety
of product categories, which could further limit the generalizability of the results. Secondly,
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the respondents in this study were not fully representative of different geographic locations,
genders, or demographic backgrounds, which may impact the diversity of the findings.
Lastly, this study is based on the work of Zollo et al. (2020) and did not alter their study
model, but rather adapted it by changing the research context and the scope of respondents.

To enhance future research, several recommendations are suggested. Future studies
could explore different contexts outside the beauty and fashion industries, particularly
focusing on luxury goods in other categories. Specifically, research could delve deeper into
distinct product categories within the beauty industry, such as skincare or cosmetics. It is
also recommended to examine Generation Z respondents, as they are beginning to gain
purchasing power and engage with luxury goods. Furthermore, future research should
ensure a more varied frequency distribution of respondents across demographics.
Following Zollo et al. (2020), future studies are encouraged to test their hypotheses using
alternative methods, such as experimental designs, and to incorporate multi-group analysis
to explore cross-generational or cross-cultural effects. Finally, researchers could expand the
study model by incorporating other factors that may influence luxury goods purchasing
behavior, such as social media usage, skepticism toward advertisements, or ethical
consumption. Exploring the role of brand communities and how members perceive their
connection to the brand could also offer valuable insights and provide a fresh perspective
to the research model.
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Appendix 1. Validity test

Item AVE BE CBBE Awr  CBBELyl CBBE Qual SMBCog SMBHdn SMBPrsn SMBSoc SMMA
BE BE1 0.500 0.531 0.379 0.204 0.336 0.398 0.114 0.245 0.194 0.342
BE 10 0.748 0.318 0.477 0.181 0.247 0.442 0.450 0.432 0.449
BE 11 0.656 0.044 0.336 0.008 0.060 0.483 0.346 0.382 0.340
BE12 0.699 0.283 0.452 0.211 0.230 0.447 0.464 0.488 0.442
BE2 0.392 0.462 0.225 0.409 0.391 0.120 0.279 0.232 0.291
BE3 0.725 0.110 0.378 0.033 0.099 0.523 0.393 0.379 0.372
BE4 0.676 0.390 0.332 0.278 0.344 0.362 0.414 0.440 0.380
BE5 0.601 0.020 0.295 0.006 0.095 0.423 0.280 0.290 0.300
BE6 0.768 0.356 0.467 0.270 0.263 0.461 0.438 0.457 0.439
BE7 0.720 0.256 0.395 0.152 0.208 0.432 0.460 0.429 0.428
BES 0.718 0.330 0.384 0.278 0.251 0.375 0.405 0.428 0.437
BE9 0.635 0.114 0.387 0.102 0.146 0.444 0.314 0.363 0.333
CB BE Lyl CBBE1 0.719 0.462 0.404 0.847 0.292 0.221 0.366 0.362 0.387 0.374
CBBE2 0.446 0.451 0.838 0.357 0.239 0.335 0.312 0.357 0.357
CBBE3 0.527 0.361 0.858 0.260 0.264 0.437 0.405 0.429 0.420
CB BE Qual CBBE4 0.742 0.247 0.560 0.315 0.845 0.299 0.126 0.269 0.209 0.315
CBBE5S 0.239 0.549 0.296 0.878 0.361 0.099 0.261 0.183 0.304
CB BE Awr CBBE6 0.580 0.389 0.788 0.532 0.482 0.384 0.310 0.385 0.420 0.399
CBBE7 0.223 0.734 0.273 0.503 0.268 0.118 0.231 0.191 0.254
CBBES 0.342 0.788 0.334 0.494 0.339 0.191 0.347 0.293 0.291
CBBE9 0.193 0.734 0.256 0.490 0.337 0.114 0.247 0.224 0.323
SMB Hdn SMB11 0.802 0.537 0.220 0.388 0.095 0.267 0.898 0.609 0.599 0.526
SMB12 0.540 0.240 0.395 0.143 0.357 0.901 0.606 0.619 0.513
SMB13 0.553 0.222 0.428 0.110 0.303 0.888 0.651 0.621 0.521
SMB Cog SMB1 0.656 0.270 0.340 0.246 0.278 0.811 0.282 0.366 0.382 0.418
SMB2 0.293 0.362 0.231 0.306 0.822 0.311 0.415 0.444 0.409
SMB3 0.260 0.370 0.218 0.350 0.797 0.247 0.394 0.438 0.398
SMB Soc SMB4 0.711 0.492 0.380 0.404 0.257 0.513 0.553 0.645 0.849 0.516
SMB5 0.485 0.332 0.382 0.132 0.417 0.554 0.642 0.851 0.461
SMB6 0.519 0.257 0.384 0.176 0.379 0.626 0.639 0.829 0.504
SMB Prsn SMB7 0.625 0.437 0.241 0.270 0.193 0.364 0.573 0.794 0.664 0.507
SMB8 0.516 0.300 0.363 0.210 0.386 0.644 0.826 0.694 0.540
SMB9 0.401 0.369 0.352 0.266 0.377 0.460 0.744 0.515 0.453
SMB10 0.486 0.368 0.354 0.293 0.398 0.519 0.795 0.541 0.501
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SMMA SMM1 0.500 0.246 0.306 0.240 0.325 0.304 0.213 0.281 0.206 0.579
SMM10 0.430 0.338 0.328 0.280 0.364 0.395 0.506 0.447 0.717
SMM11 0.491 0.169 0.360 0.072 0.202 0.549 0.528 0.460 0.675
SMM2 0.285 0.333 0.205 0.355 0.368 0.221 0.284 0.235 0.567
SMM3 0.391 0.250 0.298 0.199 0.356 0.351 0.384 0.416 0.659
SMM4 0.359 0.210 0.315 0.147 0.361 0.479 0.417 0.481 0.668
SMM5 0.398 0.223 0.309 0.150 0.328 0.520 0.462 0.463 0.690
SMM6 0.265 0.367 0.200 0.320 0.414 0.142 0.290 0.258 0.570
SMM7 0.443 0.342 0.296 0.297 0.290 0.393 0.491 0.397 0.660
SMM8 0.447 0.295 0.357 0.266 0.360 0.404 0.428 0.403 0.713
SMM9 0.441 0.292 0.347 0.275 0.360 0.440 0.458 0.412 0.746
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