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ABSTRACT: This research aims to analyze the influence of social media 

marketing and online customer reviews on purchase decisions via 
Instagram Reels, with brand awareness as a mediating variable. The 
research adopts a quantitative approach with a population of Pinkflash 
Instagram followers who have previously purchased its products. The 
number of samples used in this research was 100 respondents using 
techniques purposive sampling. Data was collected using an online 
questionnaire. The data analysis method used is a range of scales and 
Structural Equation Model (SEM) with software SmartPLS 4.0. The results 
indicate that brand awareness significantly influences purchase decisions. 
Online customer reviews have a significant positive influence on brand 
awareness but do not directly impact purchase decisions. Social media 
marketing positively influences both brand awareness and purchase 
decisions. Furthermore, both online customer reviews and social media 
marketing have indirect positive effects on purchase decisions through 

brand awareness. 
Keyword: social media marketing, online customer review, purchase 
decision, brand awareness 

 
INTRODUCTION  

In the digital era, purchasing decisions are increasingly shaped by consumers' online interactions, 
particularly on social media platforms. These decisions are not merely influenced by traditional marketing 
efforts but are also driven by peer-generated content such as online reviews. Social media marketing and 
online customer reviews, therefore, have emerged as crucial components of the consumer decision-making 
process. According to Ul Huda et al. (2021), purchasing decisions are a reflection of consumer awareness, 
shaped by both internal desires and external stimuli, including brand visibility and information availability.  

The rise of social media has redefined marketing strategies across industries. Social media marketing 
leverages platforms like Instagram to engage customers, promote products, and enhance brand visibility 
(Pamungkas and Pramesti, 2021). Simultaneously, online customer reviews, considered a form of electronic 
word of mouth, provide prospective buyers with authentic insights, shaping their perception of product 
quality and credibility (Almana and Mirza, 2013; Rahmayanti and Dermawan, 2023). While both social media 
marketing and online customer reviews are known to influence consumer behavior, their interrelationship 
with brand awareness, defined as a consumer’s ability to recognize and recall a brand, remains an area of 
continued investigation (Purwaningsih and Susanto, 2020). 

https://journal.gpp.or.id/index.php/grtss/index
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In Indonesia, the rapid growth of internet penetration has accelerated digital engagement. As of 
January 2023, 213 million Indonesians, approximately 77 percent of the population, are internet users (BPS, 
2023). Instagram stands out as one of the most popular platforms, ranking fourth globally with over 89 
million users in the country. Features like Instagram Reels allow brands to create short, engaging videos, 
which can significantly impact both brand awareness and purchase intentions (Elvina et al., 2024). 

This study focuses on the case of Pinkflash, a Chinese beauty brand that has successfully leveraged 
Instagram Reels for marketing its products in Indonesia. Launched in 2020 and certified by BPOM, 
Pinkflash has rapidly gained traction among Indonesian consumers, reaching IDR 1.5 billion in lipstick sales 
within a two-week period. By analyzing how social media marketing and online customer reviews influence 
purchasing decisions through brand awareness, this study provides insights into how brands can optimize 
their digital strategies. 

Although the importance of digital platforms in marketing continues to grow, limited empirical 
research has explored the indirect effects of online engagement, especially through Instagram Reels, on 
brand awareness and purchase decisions. Therefore, this research aims to fill that gap by examining the 
direct and mediating effects of social media marketing and online customer reviews on consumer behavior, 
using Pinkflash as the case context. 

 
LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT 
Brand Awareness and Purchase Decision 

Brand awareness refers to the degree to which consumers are able to recognize or recall a brand as 
part of a particular product category (Keller, 1993). It encompasses various levels, including brand 
recognition (the ability to confirm prior exposure to the brand), brand recall (the ability to retrieve the brand 
from memory when prompted by a product category), and top-of-mind awareness (the first brand recalled 
when a product class is mentioned) (Aaker, 1996). These components form the cognitive foundation upon 
which consumers build their evaluation and decision-making processes. 

In marketing literature, brand awareness is acknowledged as a key factor in reducing perceived risk 
and simplifying purchase decisions, especially in low-involvement or first-time buying contexts. When 
consumers are aware of a brand, they are more likely to associate it with previously held positive experiences 
or social proof, thereby decreasing the uncertainty typically associated with trying a new product (Esch et 
al., 2006). This is particularly relevant in the context of online purchases, where physical inspection is limited, 
and consumers rely on brand cues for assurance. 

From a theoretical perspective, the Hierarchy of Effects Model and the AIDA Model both support 
the centrality of brand awareness in driving purchasing behavior. The Hierarchy of Effects Model suggests 
that consumer response to marketing follows a sequence from cognitive (awareness and knowledge) to 
affective (liking and preference) to conative (conviction and purchase) stages (Lavidge & Steiner, 1961). 
Similarly, the AIDA Model (Attention, Interest, Desire, and Action) places brand awareness as the initial 
step in capturing consumer attention before higher-order processes like interest and desire take place (Strong, 
1925). These models underscore that without awareness; subsequent consumer responses are unlikely to 
occur. 

Empirical research consistently supports the notion that higher levels of brand awareness are 
associated with greater purchase intention and decision outcomes. For instance, Hutter et al. (2013) found 
that brand awareness significantly predicted consumer engagement and purchase intention in social media 
contexts. Likewise, Huang and Sarigöllü (2012), through a cross-national study, demonstrated that brand 
awareness positively affects brand choice likelihood across product categories and cultural settings. In 
another study, Kwon and Lennon (2009) found that brand awareness increased consumers' perception of 
product quality, which in turn influenced their decision to purchase fashion items online. 

Given conceptual clarity and empirical support, it is proposed that: 
 
H1: Brand awareness positively influences purchase decisions. 

 
Online Customer Review and Brand Awareness 

Online customer reviews (OCRs) refer to user-generated evaluations, ratings, or written feedback 
posted on digital platforms regarding products or services that consumers have used or purchased (Chevalier 
& Mayzlin, 2006). These reviews are a subset of electronic word of mouth (e-WOM), but unlike private 
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recommendations, OCRs are publicly accessible and persist over time. Their asynchronous and scalable 
nature allows them to reach a wider audience, thereby influencing perceptions even before direct brand 
engagement occurs (Duan et al., 2008). 

OCRs play a pivotal role in shaping brand awareness, particularly in online shopping contexts where 
consumers cannot physically evaluate products. When potential consumers encounter product reviews 
during their browsing journey, those reviews often serve as early touchpoints with the brand. Positive and 
consistent reviews contribute to higher exposure and recognition, while also providing informational value 
that strengthens recall and understanding of the brand (Baek et al., 2012). Thus, OCRs act as a de facto 
advertising mechanism that raises brand visibility in digital spaces. 

The influence of OCRs on brand awareness is supported by the Information Adoption Model 
(Sussman & Siegal, 2003), which posits that information quality and source credibility affect an individual’s 
likelihood of internalizing that information. Reviews perceived as useful and credible enhance cognitive 
processing and brand learning, leading to increased familiarity with the brand. Moreover, the Two-Process 
Model of Brand Awareness suggests that consumer familiarity is reinforced through repeated exposures to 
relevant cues, such as product mentions, logos, or user experiences in reviews (MacInnis et al., 1991). 

Empirical research supports the link between OCRs and brand awareness. For example, Bruhn et al. 
(2012) found that user-generated content significantly impacts brand perception and brand awareness more 
than firm-generated content. Similarly, Akbar et al. (2023) demonstrated that online customer reviews 
contribute positively to brand awareness and subsequently influence online purchase intention. In the 
cosmetics industry specifically, Park and Lee (2009) observed that product reviews enhanced brand 
recognition and recall among young consumers. These studies suggest that the visibility and trust associated 
with OCRs are instrumental in enhancing consumer familiarity with a brand, especially in crowded or 
competitive markets. 

Based on this theoretical and empirical foundation, the following hypothesis is proposed: 
 
H2: Online customer reviews positively influence brand awareness. 

 
Online Customer Review and Purchase Decision 

Online customer reviews (OCRs) have emerged as a central factor influencing consumer purchase 
decisions in digital marketplaces. Defined as publicly accessible evaluations or feedback provided by 
previous buyers, OCRs serve as a form of electronic word of mouth that influences prospective consumers’ 
evaluations of product quality, credibility, and risk (Mudambi & Schuff, 2010). These reviews provide social 
proof and experiential insights that substitute for the lack of physical interaction with products in online 
settings. 

The decision-making process in online purchases is typically more information-driven, especially 
given the uncertainty and perceived risk associated with buying intangible or unfamiliar goods. OCRs 
function as risk-reducing tools by offering third-party validation and detailed product experiences, which 
consumers use to form judgments about the likelihood of satisfaction (Park & Lee, 2009). This mechanism 
is particularly influential in high-involvement categories such as beauty, fashion, and electronics, where 
perceived performance and satisfaction are heavily dependent on social consensus. 

The Elaboration Likelihood Model (ELM) provides a theoretical foundation to understand the 
differential impact of OCRs on consumer behavior. According to this model, consumers process persuasive 
information through either a central route (careful consideration of message content) or a peripheral route 
(reliance on heuristics like source credibility or volume of reviews) (Petty & Cacioppo, 1986). In the context 
of OCRs, detailed and credible reviews processed through the central route may influence actual purchase 
intentions, whereas brief or inconsistent reviews may be processed peripherally and fail to generate a 
meaningful behavioral impact. 

Despite these theoretical foundations, empirical findings on the direct effect of OCRs on purchase 
decisions remain mixed. Some studies, such as those by Senecal and Nantel (2004), report that OCRs 
significantly influence product choice, especially when consumers are undecided. However, other research 
notes that the direct effect may diminish when reviews are perceived as excessive, contradictory, or lacking 
relevance to the consumer’s personal needs (Lee et al., 2008). Additionally, when mediated by brand 
awareness or product involvement, the direct path from OCRs to purchase behavior may become 
statistically insignificant (Zhang et al., 2014). 
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In contexts where consumers already have established brand familiarity or other dominant cues, the 

influence of OCRs on purchase decisions may be indirect or even negligible. This suggests that OCRs may 
not always independently drive consumer behavior unless accompanied by reinforcing factors such as strong 
brand recognition or emotional connection with the reviewer content. 

Based on this nuanced understanding, the following hypothesis is formulated: 
 
H3: Online customer reviews do not significantly influence purchase decisions. 

 
Social Media Marketing and Brand Awareness 

Social media marketing (SMM) refers to the strategic use of social media platforms to promote 
products or services through content creation, user engagement, and brand interaction (Godey et al., 2016). 
It incorporates activities such as posting visual content, engaging with audiences through comments or 
direct messaging, running targeted advertising campaigns, and utilising platform-specific features like 
Instagram Reels, Stories, and Live videos. As digital environments evolve, SMM has become a central 
avenue for building brand presence and equity. 

Brand awareness, defined as the ability of consumers to recognize or recall a brand under different 
conditions (Keller, 1993), is one of the primary objectives of SMM. Social media platforms provide repeated 
exposure to branded content, which enhances memory encoding and recall. This mechanism is reinforced 
through interactive elements such as likes, shares, tags, and comments that allow consumers to actively 
participate in brand conversations, increasing both visibility and familiarity (Ashley & Tuten, 2015). As a 
result, brand awareness grows not only through passive observation but also through social validation and 
peer reinforcement. 

The theoretical basis for this relationship is grounded in the Mere Exposure Effect (Zajonc, 1968), 
which posits that repeated exposure to a stimulus increases an individual’s preference for it. In the context 
of social media, the frequent display of brand logos, hashtags, and influencer endorsements can lead to 
increased cognitive accessibility of the brand. Additionally, the Integrated Marketing Communication (IMC) 
framework supports the idea that consistent and engaging messages across platforms enhance brand recall 
and recognition (Kliatchko, 2005). Social media, as a multi-modal and interactive IMC tool, is especially 
effective in achieving this outcome. 

Empirical studies support the positive impact of SMM on brand awareness. Hutter et al. (2013) found 
that user engagement with brand content on Facebook significantly improved brand awareness and 
purchase intention. Similarly, Bilgin (2018) reported that SMM activities on Instagram and Facebook had a 
statistically significant effect on brand awareness and customer loyalty. In the cosmetics sector, Jing (2024) 
demonstrated that visual storytelling and influencer-based SMM practices strengthened brand awareness 
and perceived brand uniqueness among Gen Z consumers. 

Furthermore, platform-specific features such as Instagram Reels enable brands to create dynamic, 
short-form video content that captures attention quickly and promotes brand memorability. These features 
are particularly suited for younger audiences, who tend to consume content in fast-paced formats and rely 
on visual branding cues (Sheldon & Bryant, 2016). 

Given conceptual and empirical evidence, this study posits the following hypothesis: 
 
H4: Social media marketing positively influences brand awareness. 

 
Social Media Marketing and Purchase Decision 

Social media marketing (SMM) plays a critical role in influencing consumer purchase decisions by 
providing interactive, engaging, and visually appealing content that guides customers through the decision-
making process. Through platforms like Instagram, brands are able to communicate directly with consumers, 
deliver product information, and build emotional connections that contribute to purchasing behavior 
(Godey et al., 2016). 

The consumer decision process in digital settings often begins with exposure to brand content. SMM 
allows for real-time engagement, enabling consumers to access product reviews, influencer endorsements, 
and branded storytelling that enhance trust and stimulate buying interest. According to the Technology 
Acceptance Model, perceived usefulness and perceived ease of access to information can drive behavioral 
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intentions, including purchase decisions (Davis, 1989). SMM contributes to this by reducing information 
search costs and increasing convenience, particularly through features like Instagram Reels that deliver 
short-form content quickly and accessibly. 

Empirical studies affirm the positive relationship between SMM and purchase decisions. For instance, 
Yadav and Rahman (2018) found that SMM activities significantly impact purchase intention, especially 
when content is perceived as authentic and visually engaging. Similarly, Kim and Ko (2012) showed that 
SMM enhances not only brand equity but also leads to actual buying behavior, particularly in lifestyle and 
fashion segments. 

Given the literature and theoretical grounding, the following hypothesis is proposed: 
 
H5: Social media marketing positively influences purchase decisions. 

 
Online Customer Review, Brand Awareness, and Purchase Decision 

The influence of online customer reviews (OCRs) on purchase decisions often occurs indirectly 
through the development of brand awareness. While some OCRs may not immediately drive purchase 
behavior, they play a crucial role in building familiarity, recognition, and perceived credibility of a brand. 
This cognitive foundation, in turn, supports later stages of the consumer decision-making process (Park & 
Lee, 2009). 

The Hierarchical Model of Advertising Effects provides a framework for understanding this mediated 
relationship. The model posits that cognitive responses such as awareness precede affective responses and 
conative actions like purchasing (Lavidge & Steiner, 1961). OCRs contribute to the cognitive stage by 
offering product information and user experiences that help form brand knowledge. As consumers 
repeatedly encounter consistent and positive reviews, their ability to recall and recognize the brand increases, 
establishing brand awareness (Baek et al., 2012). 

Once brand awareness is developed, it reduces uncertainty and builds trust, which are essential for 
purchase decisions, especially in digital retail environments where physical inspection is not possible. 
Empirical findings support this pathway. For example, Akbar et al. (2023) found that OCRs significantly 
enhanced brand awareness, which subsequently led to stronger online purchase intentions. Similarly, El-
Said (2020) demonstrated that review-based brand knowledge served as a mediating factor between online 
information and hotel booking intentions. 

Based on literature and theoretical support, the following hypothesis is proposed: 
 
H6: Online customer reviews positively influence purchase decision through brand awareness. 

 
Social Media Marketing, Brand Awareness, and Purchase Decision 

Social media marketing (SMM) influences purchase decisions not only through direct engagement 
but also indirectly through the development of brand awareness. In the digital environment, repeated and 
meaningful exposure to brand content on platforms such as Instagram, Facebook, or TikTok increases 
brand salience and cognitive accessibility. Once brand awareness is established, it serves as a crucial 
psychological step toward shaping purchase intention (Keller, 1993). 

This mediated relationship is supported by the Hierarchy of Effects Model, which outlines a 
progression from awareness to knowledge, liking, preference, conviction, and finally to purchase (Lavidge 
& Steiner, 1961). SMM operates at the initial levels of this hierarchy by attracting attention and generating 
brand knowledge through engaging visual and interactive content. When brand awareness is successfully 
built, it reduces uncertainty and facilitates easier decision-making, particularly in competitive product 
categories. 

Empirical studies confirm the indirect role of brand awareness in linking SMM to purchasing 
behavior. Godey et al. (2016) showed that social media marketing efforts significantly improved brand equity, 
and this enhancement positively affected consumer behavior. Similarly, Bilgin (2018) demonstrated that 
brand awareness acts as a significant mediator between SMM activities and consumer loyalty and purchase 
outcomes. These findings suggest that SMM can be more effective when it builds strong brand recognition, 
which in turn influences final purchasing decisions. 

In light of this evidence, the following hypothesis is proposed: 
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H7: Social media marketing positively influences purchase decision through brand awareness. 

 
Figure 2. Research Framework 

 

METHODS  

This study employs a quantitative explanatory research design to investigate the relationships among 
social media marketing, online customer reviews, brand awareness, and purchase decisions. Explanatory 
research is appropriate for testing hypotheses and understanding causal relationships between variables 
using statistical methods (Creswell, 2014). The research aims to determine both the direct and indirect 
effects of social media marketing and online customer reviews on purchase decisions, with brand awareness 
as a mediating variable. 

The population of this study includes Instagram users who follow the official account of 
@Pinkflashcosmetics and have previously purchased Pinkflash products. To obtain data from relevant 
respondents, the study applied a non-probability sampling technique using purposive sampling. This method 
ensured that only individuals who had both viewed Pinkflash content through Instagram Reels and made a 
purchasing decision were included. A total of 100 valid responses were collected and analysed. 

Primary data were obtained through a self-administered online questionnaire distributed via Google 
Forms. Respondents were asked to confirm that they had watched Pinkflash Instagram Reels and purchased 
a product from the brand. Secondary data related to the brand profile and market engagement were gathered 
from the official Pinkflash Instagram page and relevant marketing reports. 

All variables in the study were measured using multiple items adapted from established scales in 
previous research, with minor modifications to suit the context of cosmetic product marketing on Instagram. 
A five-point Likert scale was used for all items, where 1 indicated “strongly disagree” and 5 indicated 
“strongly agree.” Social media marketing was measured using indicators adapted from Godey et al. (2016), 
while online customer review items were adapted from Park and Lee (2009). Brand awareness was measured 
based on Keller’s (1993) brand equity framework, and purchase decision items were drawn from Kotler and 
Keller (2012). 

Data analysis was conducted using Partial Least Squares Structural Equation Modeling (PLS-SEM) 
through SmartPLS version 4.0. This method was selected due to its suitability for models with multiple 
constructs, small to medium sample sizes, and predictive analysis (Hair et al., 2019). The analysis involved 
two main stages. First, the measurement model was assessed by evaluating indicator reliability, internal 
consistency reliability, convergent validity, and discriminant validity. Second, the structural model was tested 
to examine the significance of hypothesised relationships using path coefficients, R-square values, and 
bootstrapping to assess the significance of both direct and indirect effects. 

 
RESULTS AND DISCUSSION  
Descriptive Statistics 

Table 1 presents the distribution of respondents based on their last level of education. It shows that 
the majority of respondents had completed undergraduate or postgraduate education (S1/S2/S3), 
accounting for 45 percent of the sample. This is closely followed by respondents whose highest qualification 
was high school or equivalent, also at 44 percent. A smaller portion, 11 percent, reported holding a diploma-
level education (Diploma I/II/III). Notably, there were no respondents whose last education level was 
middle school or below, suggesting that the sample consisted of individuals with relatively higher educational 
attainment, which may influence their digital literacy and responsiveness to social media marketing. 

Social Media 

Marketing 

Online Customer 

Review 

Brand 

Awareness 

Purchase 

Decision 
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Table 1. Characteristics of Respondents Based on Last Education 

No Last education Amount Percentage 

1. Middle School Equivalent 0 0% 

2. High School Equivalent 44 44% 

3. Diploma I/II/III 11 11% 

4. S1/S2/S3 45 45% 

Amount 100 100% 

Source: data tabulation, 2024 
 

Table 2 outlines the occupational backgrounds of the respondents. The largest segment of 
participants were students, making up 45 percent of the total. This is followed by private sector employees, 
who comprised 40 percent. A smaller portion of respondents identified as civil servants (ASN) at 5 percent, 
while entrepreneurs or businessmen accounted for only 1 percent. An additional 9 percent fell into the 
“other” category, indicating diverse professional roles that do not fall within the predefined categories. The 
predominance of students and private employees suggests that the majority of respondents are active on 
social media platforms and familiar with digital content, particularly Instagram Reels, which is relevant to 
the context of this study. 

Overall, the demographic profile reflects a sample that is relatively young, educated, and digitally 
engaged, which aligns with the characteristics of typical social media users targeted by brands like Pinkflash. 

 
Table 2. Characteristics of Respondents Based on Occupation 

No Work Amount Percentage 

1. Student/Students 45 45% 

2. Civil servants/ASN 5 5% 

3. Private sector employee 40 40% 

4. Businessman 1 1% 

5. Other 9 9% 

Amount 100 100% 

Source: data tabulation, 2024 
 
Measurement Model 

Table 3 presents the results of the convergent validity test, which assesses whether the indicators of 
each construct are highly correlated and measure the same underlying concept. Convergent validity is 
established when the outer loadings of the indicators exceed 0.70, and the Average Variance Extracted 
(AVE) for each construct is greater than 0.50 (Hair et al., 2019). 

 
Table 3. Convergent Validity 

Variable 
Indicator 
Question 

Results Outer Loading AVE 

Social Media Marketing 

SMM1 0.865 

0.644 
SMM2 0.710 

SMM3 0.844 

SMM4 0.746 

Online Customer Review 

OCR1 0.816 

0.651 

OCR2 0.808 

OCR3 0.765 

OCR4 0.824 

OCR5 0.820 

Purchase Decision 
KP1 0.734 

0.675 
KP2 0.849 
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KP3 0.875 

Brand 
Awareness 

BA1 0.709 

0.734 
BA2 0.926 

BA3 0.885 

BA4 0.890 

Source: primary data processed, 2024 
 

As shown in the table, most indicator loadings are above the recommended threshold of 0.70, with 
only one item (SMM2 = 0.710) marginally meeting the minimum standard. The AVE values for all four 
constructs are satisfactory: Social Media Marketing (0.644), Online Customer Review (0.651), Purchase 
Decision (0.675), and Brand Awareness (0.734). These results indicate that each construct captures a 
sufficient portion of variance from its respective indicators, thus confirming acceptable convergent validity. 

Table 4 reports the results of discriminant validity using the cross-loading criterion, which tests 
whether each item loads more strongly on its associated construct than on other constructs. According to 
the Fornell-Larcker criterion and cross-loading assessment, discriminant validity is achieved when an 
indicator's loading on its corresponding construct is higher than its loadings on any other latent variables 
(Hair et al., 2019). 

Table 4. Discriminant Validity - Cross Loadings 

Question 
Items 

Brand 
Awareness 

Purchase 
Decision 

Online Customer 
Review 

Social Media 
Marketing 

BA1 0.709 0.510 0.545 0.555 

BA2 0.926 0.779 0.741 0.896 

BA3 0.885 0.737 0.695 0.769 

BA4 0.890 0.674 0.692 0.725 

KP1 0.656 0.734 0.661 0.627 

KP2 0.622 0.849 0.432 0.596 

KP3 0.685 0.875 0.425 0.673 

OCR1 0.603 0.473 0.816 0.579 

OCR2 0.642 0.472 0.808 0.577 

OCR3 0.694 0.623 0.765 0.669 

OCR4 0.615 0.381 0.824 0.578 

OCR5 0.592 0.490 0.820 0.556 

SMM1 0.924 0.771 0.736 0.895 

SMM2 0.581 0.474 0.576 0.710 

SMM3 0.662 0.615 0.575 0.844 

SMM4 0.555 0.565 0.446 0.746 

Source: primary data processed, 2024 
 

In this study, all indicators satisfy this condition. For example, item BA2 has a loading of 0.926 on 
Brand Awareness, which is higher than its loadings on Purchase Decision (0.779), Online Customer Review 
(0.741), and Social Media Marketing (0.896). Similarly, each indicator for Online Customer Review, Social 
Media Marketing, and Purchase Decision loads more strongly on its respective construct than on the others. 
These results support the conclusion that the constructs in the model are empirically distinct, establishing 
discriminant validity. 
 

Tabel 5.  Composite Reliability 

Variable Cronbach’s alpha Rho_a Rho_c 

Brand Awareness 0.876 0.901 0.916 

Purchase Decision 0.756 0.760 0.861 

Online Customer Review 0.867 0.869 0.903 

Social Media Marketing 0.813 0.856 0.878 
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Source: primary data processed, 2024 
 

Table 5 provides composite reliability results, including Cronbach’s alpha, rho_A, and rho_C values 
for each construct. Composite reliability evaluates the internal consistency of items within a construct and 
is considered acceptable when values are above 0.70 (Hair et al., 2019). 

In this study, all constructs meet or exceed the recommended thresholds. Brand Awareness exhibits 
high reliability with a Cronbach’s alpha of 0.876 and a rho_C of 0.916. Purchase Decision also demonstrates 
good reliability (alpha = 0.756, rho_C = 0.861). Similarly, Online Customer Review and Social Media 
Marketing show strong reliability with composite reliability scores of 0.903 and 0.878, respectively. These 
values confirm that the measurement items are consistently representing their respective constructs. 
 
Structural Measurement 

The structural model was assessed to test the direct effects between constructs. The results of the 
hypothesis testing are summarized in Table 6 and illustrated in Figure 2. Each hypothesis was evaluated 
using path coefficients, t-statistics, and p-values obtained through a bootstrapping procedure in SmartPLS. 

 

 
 

Figure 2. Hypothesis Test Results 
 

The first hypothesis (H1), which proposed that Brand Awareness positively influences Purchase 
Decision, is supported with a path coefficient of 0.572, a t-statistic of 3.934, and a p-value of 0.000, indicating 
a statistically significant relationship at the 1 percent level. This suggests that consumers with higher brand 
awareness of Pinkflash are more likely to proceed with a purchase. 

For the second hypothesis (H2), Online Customer Review was hypothesised to influence Brand 
Awareness. The results support this relationship with a path coefficient of 0.310, t-statistic of 3.859, and p-
value of 0.000, confirming a significant effect. This implies that consumer-generated reviews contribute to 
brand recognition and familiarity among Instagram users. 

The third hypothesis (H3), which examined the direct influence of Online Customer Review on 
Purchase Decision, is not supported. The path coefficient is negative (-0.081) and statistically insignificant 
(t-statistic = 0.646; p-value = 0.518). This finding suggests that customer reviews alone do not directly drive 
purchasing behaviour, potentially due to other mediating variables such as brand trust or involvement. 

Hypothesis four (H4) tested the effect of Social Media Marketing on Brand Awareness. This 
relationship is strongly supported, with a path coefficient of 0.643, a t-statistic of 9.503, and a p-value of 
0.000. This highlights the effectiveness of social media content, particularly Instagram Reels, in 
strengthening consumer awareness of Pinkflash. 

Finally, the fifth hypothesis (H5), which proposed a direct effect of Social Media Marketing on 
Purchase Decision, is also supported. The path coefficient is 0.333, with a t-statistic of 2.709 and a p-value 
of 0.007, indicating a statistically significant influence. This shows that marketing campaigns conducted 
through Instagram not only build awareness but also lead to increased purchase likelihood. 

The R-square (R²) values in Figure 3 further support the model’s explanatory power. The R² for 
Brand Awareness is 0.653, indicating that 65.3 percent of its variance is explained by Social Media Marketing 

Social Media 

Marketing 

Online Customer 

Review 

Brand 

Awareness 

Purchase 

Decision 

R2 = 0.653 R2 = 0.653 
0.643 (0.000) 

0.310 (0.000) 

-0.081 (0.518) 

0.333 (0.007) 

0.572 (0.000) 
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and Online Customer Review. Similarly, the R² for Purchase Decision is also 0.653, suggesting that Brand 
Awareness and Social Media Marketing together explain 65.3 percent of the variance in consumers’ 
purchasing decisions. These values reflect a substantial level of predictive accuracy according to guidelines 
by Hair et al. (2019). 
 

Table 6. Path Coefficients (Direct Influence) 

Hypothesis Variable Coefficient t-statistic p-values Information 

1 BA → PD 0.572 3.934 0.000 Significant 

2 OCR → BA 0.310 3.859 0.000 Significant 

3 OCR → PD -0.081 0.646 0.518 Insignificant 

4 SMM → BA 0.643 9.503 0.000 Significant 

5 BA → PD 0.333 2.709 0.007 Significant 

Source: primary data processed, 2024 
 

Table 7 presents the results of the mediation analysis, examining the indirect effects of online 
customer reviews and social media marketing on purchase decisions through the mediating variable brand 
awareness. The findings indicate that both mediation pathways are statistically significant. Specifically, the 
indirect effect of online customer reviews on purchase decisions via brand awareness yields a path 
coefficient of 0.177 with a t-statistic of 2.896 and a p-value of 0.004, supporting Hypothesis 6. This implies 
that while online customer reviews do not directly influence purchase decisions, they do so indirectly by 
enhancing brand awareness, which subsequently leads to purchase intention. Similarly, the indirect effect of 
social media marketing on purchase decisions through brand awareness is also significant, with a coefficient 
of 0.368, t-statistic of 3.525, and p-value of 0.000, supporting Hypothesis 7. These results confirm that brand 
awareness plays a key mediating role in translating marketing efforts and consumer-generated content into 
actual purchase behavior, highlighting its strategic importance in digital marketing contexts. 

 
Table 7. Mediation Analysis 

Hypothesis Path Coefficient T-Statistic P-Value Conclusion 

H6 OCR → BA → PD 0.177 2.896 0.004 Significant 

H7 SMM → BA → PD 0.368 3.525 0.000 Significant 

Source: primary data processed, 2024 
 

Discussion 
This study examined how social media marketing and online customer reviews influence consumer 

purchase decisions in the cosmetics industry, with brand awareness serving as a mediating variable. The 
findings contribute to a deeper understanding of the mechanisms through which digital engagement 
strategies affect consumer behavior, particularly in the context of Instagram Reels and the Pinkflash 
cosmetics brand. 

The results affirm that brand awareness plays a crucial role in shaping consumer purchasing decisions. 
This finding aligns with Keller's (1993) conceptualization of brand awareness as a key dimension of 
customer-based brand equity. Consumers who are aware of a brand are more likely to consider it during the 
decision-making process. This is especially important in product categories such as cosmetics, where 
perceived familiarity and trust are critical to purchase intent. Supporting this, Huang and Sarigöllü (2012) 
found that brand awareness significantly influences consumer preference and brand choice across diverse 
markets. 

Online customer reviews were found to enhance brand awareness, consistent with previous research 
that emphasizes the role of electronic word of mouth in brand perception. Studies by Bruhn, Schoenmueller, 
and Schäfer (2012) and Baek, Ahn, and Choi (2012) suggest that customer-generated content contributes to 
brand recognition by increasing visibility and offering social proof. However, the direct effect of online 
customer reviews on purchase decisions was not supported. This contrasts with findings by Park and Lee 
(2009) and Senecal and Nantel (2004), who found that reviews have a direct influence on consumer decisions. 
The discrepancy may be attributed to the context of cosmetics, where other factors such as brand familiarity, 
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aesthetic presentation, and influencer endorsements may play a more dominant role in driving action than 
textual reviews alone. 

On the other hand, social media marketing has shown to have a significant influence on both brand 
awareness and purchase decision. These findings support prior research by Godey et al. (2016) and Bilgin 
(2018), who demonstrated that strategic use of social media platforms enhances consumer engagement and 
positively affects brand outcomes. In particular, Instagram Reels appears to be an effective tool for engaging 
consumers with visually rich and emotionally resonant content. This is particularly relevant in the beauty 
and fashion industries, where visual storytelling is central to consumer engagement. Jing (2024) highlighted 
that platforms offering immersive content help brands build a unique identity that enhances both 
recognition and desire. 

Furthermore, the mediating role of brand awareness was confirmed in the relationships between 
online customer reviews and purchase decision, as well as between social media marketing and purchase 
decision. This is consistent with the Hierarchy of Effects Model proposed by Lavidge and Steiner (1961), 
which asserts that awareness is a prerequisite for subsequent stages in the consumer journey, including 
preference and action. Similar mediation effects have been identified in studies such as Akbar et al. (2023) 
and Bilgin (2018), which showed that brand awareness is a critical intermediate variable that translates 
exposure to digital content into actual purchase intention. 

Overall, this study contributes to the literature by clarifying how both user-generated and firm-
generated digital content influence consumer behavior. The findings suggest that while customer reviews 
are valuable for building brand familiarity, social media marketing is more consistently effective in shaping 
both awareness and behavior. For marketers, the implications are clear. Brands should integrate social media 
strategies that not only deliver engaging content but also amplify positive customer feedback in ways that 
enhance brand cognition. Such integrated approaches are likely to produce stronger consumer responses 
and lead to more effective digital campaigns. 

 
Implications 

The findings of this study offer meaningful implications for both theory and practice. From a 
theoretical perspective, the study contributes to the growing body of knowledge on digital consumer 
behavior by confirming the role of brand awareness as a critical mediating construct in the relationship 
between social media marketing, online customer reviews, and purchase decision. This supports and extends 
the Hierarchy of Effects Model, suggesting that consumer exposure to marketing stimuli, whether brand-
generated or user-generated, must first translate into cognitive awareness before affecting behavioral 
outcomes. The results also nuance the understanding of electronic word of mouth by demonstrating that 
online customer reviews do not always lead directly to action, particularly in categories such as cosmetics 
where visual and emotional brand associations are more influential. This highlights the need for future 
theoretical models to incorporate the contextual effectiveness of different digital stimuli across industries 
and product types. 

From a practical standpoint, the study offers actionable insights for marketers and brand managers 
in the beauty and lifestyle sectors. The significant impact of social media marketing on both brand awareness 
and purchase decision underlines the importance of investing in creative and consistent content strategies, 
especially on platforms like Instagram that are visually driven and widely used by younger audiences. 
Features such as Instagram Reels, which offer dynamic short-form content, should be leveraged to showcase 
product use, customer testimonials, and influencer collaborations. Additionally, while online customer 
reviews may not independently drive purchases, they should not be neglected, as they contribute 
meaningfully to brand exposure and credibility. Brands should actively encourage satisfied customers to 
share their experiences and consider integrating reviews into marketing content to reinforce brand messages. 
By strategically combining user-generated content with professional marketing efforts, companies can 
strengthen brand presence and guide consumers more effectively through the decision-making process. 

 
CONCLUSION 

This study provides empirical evidence on how social media marketing and online customer reviews 

influence purchase decisions in the cosmetics sector, specifically through the mediating role of brand 

awareness. The results highlight that brand awareness is a critical factor that significantly affects consumer 

purchase behavior. Social media marketing demonstrated a strong positive effect on both brand awareness 
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and purchase decisions, confirming the strategic importance of visually engaging platforms such as 

Instagram Reels in shaping consumer perceptions and driving sales. While online customer reviews did not 

directly influence purchase decisions, they significantly contributed to brand awareness, which in turn 

positively impacted purchasing behavior. These findings reinforce the notion that digital consumer behavior 

is shaped more effectively through integrated approaches where brand-generated and user-generated 

content work synergistically. The mediating role of brand awareness aligns with classical advertising theories 

like the Hierarchy of Effects Model, emphasizing that awareness is a foundational step toward action. For 

practitioners, this implies that investments in creative content and customer engagement on social media 

are essential, especially when supported by authentic customer testimonials. Future research may explore 

other mediators such as trust or influencer credibility to further understand the dynamics of digital 

purchasing decisions in competitive consumer markets. 
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