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Abstract

The purpose of this study was to examine the effect of social media marketing on
purchase decisions with brand image as a mediating variable among Sura Konveksi
consumers. The study involved 100 consumers from Bangli and Gianyar Regencies
selected through purposive sampling. Data were collected using questionnaires and
analyzed with descriptive statistics and Partial Least Squares Structural Equation
Modeling (PLS-SEM). The findings showed that social media marketing had a positive
and significant effect on both purchase decisions and brand image, while brand image
also positively and significantly influenced purchase decisions. Furthermore, brand
image partially mediated the relationship between social media marketing and purchase
decisions, indicating that effective social media activities enhance consumer purchasing
behavior by strengthening the company’s brand image. Theoretically, the study
contributes to consumer behavior literature by demonstrating the mediating role of
brand image in the relationship between social media marketing and purchase
decisions. Practically, the findings suggest that Sura Konveksi should improve its brand
identity and optimize social media marketing by creating engaging, informative, and
identity-driven content to strengthen brand image and encourage higher consumer
purchase decisions.
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INTRODUCTION

The development of digital technology has transformed the way people
communicate, obtain information, and conduct economic activities. Digital
transformation encourages businesses to adapt their business strategies to remain
competitive amidst changing consumer behavior, which increasingly relies on digital
media for information searches and product purchases (Kotler et al., 2022). These
changes have had a significant impact on the development of the creative industry, as
technology opens up opportunities for innovation, expands market reach, and improves
marketing efficiency (Agit et al., 2023). One subsector of the creative industry that is
experiencing rapid growth is the fashion industry , particularly the garment industry,
which utilizes social media as a means of promotion and communication with
consumers (Sabilla & Andriana, 2024). This situation demonstrates that the ability to
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utilize digital technology is a «crucial factor for businesses in maintaining
competitiveness and improving consumer purchasing decisions.

The garment industry in Indonesia continues to grow in line with the increasing
public demand for clothing, uniforms, and various textile products that have both
functional and aesthetic value. Increasing competition encourages businesses to not
only rely on product quality but also develop digital marketing strategies that can
attract consumer attention through various social media platforms (Ridhowati et al.,
2024). Sura Konveksi is a local garment business in Bangli Regency that utilizes social
media as a promotional medium and a means of displaying product catalogs to potential
customers. However, the presence of social media does not necessarily directly increase
purchasing decisions if the implemented marketing strategy is not optimal (Giantari et
al., 2025). Therefore, the effectiveness of social media marketing is an important aspect
that needs to be studied to determine its contribution to consumer purchasing
behavior.

The research phenomenon is evident from Sura Konveksi's sales data for the
2021-2024 period, which shows fluctuating conditions. Sales increased by 11.36% in 2022,
then decreased by 2.86% in 2023 before increasing again by 7.56% in 2024, resulting in an
average increase of only 5.35% per year. This fluctuation indicates that consumer
purchasing decisions are not yet consistent and are still influenced by various factors,
including the effectiveness of the company’s digital promotional activities (Kotler et al.,
2022). This condition is reinforced by the results of a pre-survey , which showed that of
30 respondents, only 18 stated that social media promotions influenced purchasing
decisions, while 16 respondents considered brand image to be the main reason for
making a purchase. These findings indicate that optimizing digital marketing and
building brand image remain challenges that need to be addressed to ensure more
stable sales increases (Giantari et al., 2025).

Purchasing decisions are the end result of a consumer's evaluation of various
alternatives before deciding on a product to purchase. The Consumer Behavior Model
explains that purchasing decisions are influenced by marketing stimuli and
psychological factors that develop during the decision-making process (Kotler et al.,
2022). One increasingly dominant form of marketing stimulus is social media marketing ,
a marketing strategy that utilizes social media to build communication, convey product
information, and increase consumer engagement with a brand (Giantari et al., 2025).
Consistent marketing activities through social media are believed to increase consumer
interest by providing easily accessible information and attracting the attention of
potential buyers. Thus, social media marketing is seen as a strategy with significant
potential to influence purchasing decisions, particularly in garment businesses that rely
on digital interactions with their consumers.

However, the influence of social media marketing on purchasing decisions has
not always shown consistent results in various previous studies. Ayuningtyas and
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Nuralam's (2019) study proved that social media marketing had a positive and significant
effect on purchasing decisions, while Giantari et al.'s (2025) study also found similar
results in the fashion industry . Conversely, Lubis and Sembiring's (2020) study showed
that the influence of social media marketing on purchasing decisions was positive but
not significant because content quality, consumer interaction, and the consistency of
digital promotions were not yet optimal. These differences in results indicate a research
gap , indicating that the relationship between social media marketing and purchasing
decisions still requires a more comprehensive explanation through other variables that
play a role in the process (Lubis & Sembiring, 2020). Therefore, further research is
needed to gain a deeper understanding of the mechanisms that explain the relationship
between these variables.

One variable thought to explain this relationship is brand image . Brand image is
a consumer's perception of a brand formed through experiences, information, and
impressions received during interactions with the company's products and marketing
activities (Kotler et al., 2022). Companies can build brand image through social media
marketing strategies that showcase brand identity, product characteristics, and
advantages that differentiate it from competitors, thereby increasing consumer trust
(Narayana & Rahanatha, 2020). Research by Sanjiwani and Suasana (2019) and
Soefhwan and Kurniawati (2022) demonstrates that brand image has a positive and
significant effect on purchasing decisions, making it an important factor in encouraging
consumers to choose a product. Thus, brand image is seen as having a strategic role as
a mediating variable that can strengthen the influence of social media marketing on
consumer purchasing decisions.

This study is novel because it places brand image as a mediating variable in the
relationship between social media marketing and purchasing decisions at Sura Konveksi,
a local convection business in Bangli Regency. The focus of the study is directed at
analyzing the influence of social media marketing on purchasing decisions, the influence
of social media marketing on brand image , the influence of brand image on purchasing
decisions, and the mediating role of brand image in the relationship between these two
variables. This approach is expected to provide a more comprehensive picture of the
mechanisms that influence consumer purchasing decisions in the local convection
industry. The results of the study are also expected to provide theoretical contributions
in the development of consumer behavior studies, particularly related to digital
marketing and brand image formation. In addition, this study is expected to be a
reference for business actors in designing more effective digital marketing strategies
that can increase competitiveness and consumer loyalty.

Based on this background, this study aims to examine and explain the influence
of social media marketing on purchasing decisions, the influence of social media
marketing on brand image , the influence of brand image on purchasing decisions, and
the role of brand image as a mediating variable at Sura Konveksi. This study is expected
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to provide empirical information regarding the importance of integrating digital
marketing strategies with brand image formation in improving consumer purchasing
decisions. The results of the study are expected to be a consideration for Sura Konveksi
management in developing more effective promotional strategies that are in line with
consumer behavior in the digital era. Academically, this study is expected to enrich the
literature on digital marketing, consumer behavior, and the role of brand image in
influencing purchasing decisions. Thus, this study is expected to provide benefits both
for the development of science and for marketing practices in the local convection
industry.

METHODS

This study uses a quantitative approach with an associative causality research
design that aims to examine the causal relationship between social media marketing ,
brand image , and purchasing decisions among Sura Konveksi consumers. This approach
was chosen because it is able to explain the influence of exogenous variables on
endogenous variables, both directly and through mediating variables. The research
location was carried out at Sura Konveksi located on Jalan Abimanyu, Cempaga, Bangli
Regency, Bali, because the business actively utilizes social media as a promotional tool
while facing quite tight competition in the local convection industry. The object of the
study is consumer behavior in making purchasing decisions that are influenced by social
media marketing activities and brand image . The exogenous variable in this study is
social media marketing , the mediating variable is brand image , while the endogenous
variable is purchasing decisions. Each variable is measured using indicators adapted
from previous research so that it has a strong theoretical basis and is in accordance with
the characteristics of the study.

The research population is all consumers of Sura Konveksi who live in Bangli
Regency or Gianyar Regency, with the population size not known with certainty so it is
categorized as an infinite population. The research sample was determined using a non-
probability sampling technique with a purposive sampling method , namely the selection
of respondents based on certain criteria that are in accordance with the research
objectives. The number of samples of 100 respondents was determined based on the
Partial Least Squares Structural Equation Modeling ( PLS-SEM ) analysis guidelines, which
is five to ten times the number of research indicators which amount to thirteen
indicators. Respondents were selected with the criteria of being at least 17 years old,
domiciled in Bangli Regency or Gianyar Regency, having a minimum education level of
high school or equivalent, having seen or obtained information about Sura Konveksi
through social media, and having purchased Sura Konveksi products at least once. The
data used consists of quantitative data in the form of questionnaire answer scores and
qualitative data in the form of a general description of the company and the
characteristics of the respondents. Data sources include primary data obtained directly
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from respondents' answers through questionnaires and secondary data derived from
documentation and information on Sura Konveksi's social media.

Data collection was conducted using a survey method by distributing
questionnaires online using Google Forms or directly ( offline ) to respondents who met
the research criteria. The research instrument was structured in the form of closed-
ended questions using a five-point Likert scale, ranging from a score of 1 ( strongly
disagree ) to a score of 5 ( strongly agree ), so as to measure respondents' perceptions
of each research variable indicator. Before being used in the main study, the instrument
was first tested on 30 respondents to determine its level of validity and reliability. The
results of the validity test showed that all indicators had a Pearson correlation value
above 0.30, thus being declared valid, while the results of the reliability test showed
that all variables had a Cronbach's Alpha value above 0.60, thus being declared reliable.
Thus, all statement items were deemed suitable for use as measuring tools because they
were able to measure the research constructs consistently and accurately. The data
collection stages were carried out systematically, starting from the preparation of the
instrument, distribution of the questionnaire, collection of respondents' answers, to the
process of coding and data processing.

Data analysis was conducted using descriptive statistical analysis and inferential
statistical analysis based on Structural Equation Modeling ( SEM ) with the Partial Least
Squares ( PLS ) approach using SmartPLS 4.0 software. Descriptive analysis was used to
describe the characteristics of respondents and the distribution of answers through
average values, percentages, and score classifications based on assessment intervals.
Furthermore, inferential analysis was conducted to test the relationship between
variables through evaluation of the outer model and inner model . Evaluation of the outer
model includes testing convergent validity , discriminant validity , and composite
reliability to ensure each indicator is able to represent the construct being measured.
Meanwhile, evaluation of the inner model was conducted through testing the R-square
value , predictive relevance ( Q* ), and hypothesis testing using bootstrapping techniques
with a significance level of 5%. This study also tested the mediating effect of brand image
in the relationship between social media marketing and purchasing decisions based on
the significance of direct and indirect influences, so that it can be determined whether
brand image plays a role as a full mediation , partial mediation , or non-mediation in the
research model.

RESULTS AND DISCUSSION
Respondent Characteristics

Based on the results of research conducted on Sura Konveksi consumers, the
respondents’ characteristics were identified, including gender, age, highest level of
education, and occupation. This can be seen in Table 1.
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Table 10f Research Respondents

Variables Classification Number Percentage

of people) (%)

Gender Man 56 56
Woman 44 44
Total 100 100

Domicile Bangli 61 61
Gianyar 39 39
Total 100 100

Age 17-22 54 54
23-28 30 30

29-34 1 "

35-40 5 5
Total 100 100

Last education High 60 60

School/Vocational
High School or
Equivalent

Diploma 5 5

Bachelor 32 32

Postgraduate 3 3
Total 100 100

Work Students 55 55
Private employees 27 27

Government 10 10

employees

Self-employed 8 8
Total 100 100

Table 1 shows the characteristics of the 100 research respondents. Respondent
characteristics based on gender were dominated by 56 male respondents, while 44
female respondents. Respondent characteristics based on domicile consisted of 61
respondents in Bangli Regency and 39 respondents in Gianyar Regency. Respondent
characteristics based on age were dominated by 54 respondents aged 17-22 years,
followed by 30 respondents aged 23-28 years, 11 respondents aged 29-34 years, and 5
respondents aged 35-40 years. Respondent characteristics based on their last
education were dominated by 60 high school/vocational high school graduates, 32
undergraduates, 5 diploma holders, and 3 postgraduates. Respondent characteristics
based on occupation were dominated by 55 students, 27 private employees, 10 civil
servants, and 8 self-employed.
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Description of Research Variables

1.

Social Media Marketing variable , the statement that has the highest average value is
"Content shared through Sura Konveksi's social media is able to expand information
about the product" with an average value of 4.25 which is included in the very good
category .

Social Media Marketing variable , the statement that has the lowest average value is
"Sura Konveksi provides clear information on social media" with an average value of
4.13 which is included in the good category .

the Brand Image variable , the statement that has the highest average value is
"Consumer perception of the image of Sura Konveksi products" with an average
value of 4.30 which is included in the very good category .

Brand Image variable , the statement that has the lowest average value is "Consumer
perception of the attractiveness of the visual design of Sura Konveksi products”
with an average value of 4.11 which is included in the good category .

In the Purchase Decision variable, the statement that has the highest average value
is ""Sura Konveksi products are products that consumers like" with an average value
of 4.27 which is included in the very high category .

In the Purchase Decision variable, the statement that has the lowest average value
is ""Sura Konveksi is the preferred brand compared to other convection brands" with
an average value of 4.14 which is included in the high category .

Measurement Model Evaluation Results ( outer model )

Evaluation of the measurement model (outer model) was conducted on the

indicators through Convergent Validity, Discriminant Validity, and Composite Reliability
tests to assess the overall consistency of the indicators. Figure 1 presents the results of

the evaluation of the measurement model used in this study.
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Figure 1Structural Equation Model of the Research

Convergent validity testing of indicators is conducted by examining the

relationship between the indicator score and the score of the variable it represents. An

indicator is considered reliable if it has a correlation value above 0.7. However, in
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research still in the development stage, a correlation value above 0.6 is still acceptable.
A factor weight value of 0.5 or higher is considered to have an adequate level of validity
in explaining the latent construct. The results of the convergent validity test in this study
are presented in Table 2.

Table 2. Convergent Validity Test Results

Variables Indicator Outt.er Information
Loading
Social Media Marketing (X) ~ Content Creation (X1) 0.793 valid
Content Sharing (X2) 0.875 Valid
Connecting (X3) 0.794 valid
Communication (X4) 0.756 Valid
Brand Image (M) Quality (M1) 0.887 Valid
Product Image (M2) 0.840 Valid
Strong Brand (M3) 0.912 Valid
Good Design (M4) 0.843 Valid
Purchase Decision (Y) Product Selection (Y1) 0.872 Valid
Brand Choice (Y2) 0.784 Valid
Distributor Selection 0.805 Valid
(Y3)
Deciding to Choose 0.844 Valid
(Y4)
Like the Product (Y5) 0.783 Valid

the Convergent Validity test show that all indicators in each variable have an outer
loading value above 0.7, so that all indicators have met the Convergent Validity criteria
and are declared valid.

Discriminant validity testing of the reflective measurement model is conducted by
comparing the cross-loading value of each indicator against the construct it measures.
An indicator is declared valid if the cross-loading value on the relevant variable is greater
than the cross-loading value on the other variables. The results of the discriminant
validity test in this study are presented in Table 3.

Table 3. Discriminant Validity Test Results

Variables  Brand Image (M) Purchasg(l))easmn I\;z:l'(cgtli\:gc?;(])
X1 0,586 0,530 0,793
X.2 0,621 0,576 0,875
X.3 0,472 0,499 0,794
X.4 0,489 0,496 0,756
Y.1 0,515 0,872 0,526
Y.2 0,575 0,784 0,555
Y.3 0,648 0,805 0,560
Y.4 0,578 0,844 0,563
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Y.5 0,443 0,783 0,449

M.1 0,887 0,581 0,574
M.2 0,840 0,566 0.563
M.3 0,912 0,636 0.623
M.4 0,843 0.592 0.598

A good discriminant validity value is indicated if the value is greater than 0.7, so
that the latent variable can function as an appropriate comparison in the research
model. Based on Table 4.7, it can be seen that the Discriminant Validity value in this study
is classified as very good. This is evident from the cross-loading value on each indicator
which is higher on the measured variable compared to the cross-loading value on other
variables, and has a value above 0.7. Thus, it can be concluded that the results of the
Discriminant Validity test using the cross-loading method in this study are declared valid.
In addition to using cross-loading , Discriminant Validity testing can also be done by
looking at the Average Variance Extracted (AVE) value. A research model is said to be
good if each construct has an AVE value greater than 0.5. The results of the Discriminant
Validity test based on the Average Variance Extracted (AVE) value can be seen in Table 4
below:

Table 4. Results of the Average Variance Extracted Test
Average Variance Extracted

Variables (AVE) Information
Social Media Marketing 0.649 Valid
X)
Brand Image (M) 0.758 Valid
Purchase Decision (Y) 0.670 Valid

Table 4 show output results Average Variance Extracted (AVE), where the AVE
values for the variables social media marketing, brand image , and purchasing decisions
each have values greater than o0.5. This indicates that the validity test based on the AVE
value in this study can be declared valid.

Composite reliability is an index that indicates the extent to which a measuring
instrument can be trusted to measure the same symptoms, resulting in relatively
consistent or reliable results. An indicator is considered reliable if its Composite
Reliability and Cronbach's Alpha values are greater than 0.7.

Table 5. Composite Reliability Test Results

Cronbach's Composite Reliability
Alpha

Social Media Marketing (X) 0.819 0.881

Brand Image (M) 0.893 0.926

Purchase Decision (Y) 0.877 0.910
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Table 5 explains that the value of Cronbach's Alpha and also the Composite
Reliability value in this study are greater than 0.7, which means that all indicators used
in this study are reliable.

Structural Model Evaluation Results ( inner model )

Inner model testing is carried out by looking at the R-square value which is used as
a test of the model's Goodness of Fit (GoF) . The R-square value in the PLS model can be
evaluated through the R-square predictive relevance for each variable in the model. R-
square is used to measure how well the observation values generated by the model and
its parameter estimates. In assessing a structural model using PLS, one can also look at
the Q-square value for each endogenous latent variable, which indicates the predictive
power of the structural model. If the calculation results show a Q-square value greater
than zero, then the model is declared feasible and has relevant predictive ability. The Q-
square calculation is carried out using the formula Q* =1 - [(1 - R?)(1 - R?)], so it requires
an R-square value to determine how much variable X contributes to variable Y.

Table 6. R-square Test Results

R-square Adjusted R-square
Brand Image (M) 0.460 0.454
Purchase Decision (Y) 0.534 0.524

The data presented in Table 6 shows that the R-square value for the brand image
variable (M) is 0.460. This means that the research model is included in the moderate
category, or 46.0 percent of the variation in brand image in Sura Konveksi consumers is
influenced by variables in the research model, while the remaining 54.0 percent is
influenced by other factors not included in the research model. Furthermore, the R-
square value for the purchasing decision variable (Y) is 0.534. This shows that the
research model is also included in the moderate category, where 53.4 percent of the
variation in purchasing decisions in Sura Konveksi consumers is influenced by variables
in the research model, while the remaining 46.6 percent is influenced by other factors
not included in the research model.

Then, the Q-square value is used to determine the model's predictive ability. If the
Q-square value is greater than zero, then the model has predictive relevance . Conversely,
if the Q-square value is less than zero, then the model does not have good predictive
relevance.

Calculation of the Q-square value using the following formula:

Q =1-[(1-R,)(1- RY)]

Q*=1-[(1-0.460)(1 - 0.534)]

Q?=1-(0.540 x 0.466)
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Q*=1-0.252

Q*=0.748

Q-square value is in the range 0 < Q* < 1, where the closer the number is to 1, the
better the model. Based on the calculation results, the Q-square value is 0.748, thus it
can be concluded that the model has good predictive relevance . This indicates that 74.8
percent of the purchasing decision variables are influenced by the social media
marketing and brand image variables used, while the remaining 25.2 percent are
influenced by constructs outside the model.
Hypothesis Testing

After evaluating the structural model ( inner model ) using the R-square and Q-
square values , the next stage is to test the hypothesis to determine the significance of
the direct and indirect influence between variables in the study.

Table 7. Results of the Direct Effect Test
Original  Sample  Standard
Sample Mean Deviation

T-Statistics P
(|o/STDEV|)  Values

(0) (M) (STDEV)
Social Media
Marketing (X) -> 0.353 0.357 0.110 3,199 0,001
Purchase Decision ’ ) ’ ! !
)
Social Media
Marketing (X) -> 0,678 0,682 0,059 11,566 0,000

Brand Image (M)

Brand Image (M) ->

Keputusan 0,444 0,444 0,104 4,256 0,000
Pembelian (Y)

1. Hypothesis Testing 1 ( social media marketing) — purchasing decision)
The p-value is 0.001 (<0.05), t-statistic 3.199 (>1.96), and coefficient 0.353 shows
that social media marketing has a positive and significant influence on purchasing
decisions. Thus, Hypothesis 1is accepted .

2. Hypothesis Testing 2 ( social media marketing) — brand image )
The p-value is 0.000 (<0.05), t-statistic 11.566 (>1.96), and a coefficient of 0.678
indicate that social media marketing has a positive and significant effect on brand
image . Thus, Hypothesis 2 is accepted .

3. Hypothesis Testing 3 ( brand image —  purchasing decision)
The p-value is 0.000 (<0.05), t-statistic 4.256 (>1.96), and a coefficient of 0.444
indicate that brand image has a positive and significant effect on purchasing
decisions. Thus, Hypothesis 3 is accepted .
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Table 8. Results of the Indirect Effect Test
Original Sample Standard
Type Construct Sample Mean Deviation
(0) (M)  (STDEV)
Spesific Social
Indirect Media
Effects Marketing

T-Statistics P
(|O/STDEV|) Values

Influence

(X) ->

Brand

Image (M) 0,301 0,302 0,074 4,096 0,000
->

Keputusan

Pembelian

(v)

Hypothesis 4 testing shows a p-value of 0.000 (<0.05), t-statistic 4.096 (>1.96), and
a coefficient of 0.301, thus brand image is proven to significantly mediate the influence
of social media marketing on purchasing decisions. Thus, Hypothesis 4 is accepted .

Mediation Testing
The mediation variable testing method used in this study refers to the criteria of

Hair et al . (2017: 248), namely as follows:

(1) Examining the influence of exogenous variables on mediating variables (p '). The
influence of social media marketing variables on brand image has a p-value of 0.000
which is smaller than 0.05 or is declared significant.

(2) Examining the influence of mediating variables on endogenous variables (p 2). The
influence of brand image variables on purchasing decisions has a p-value of 0.000,
which is smaller than 0.05 or is declared significant.

(3) Examining the influence of exogenous variables on endogenous variables (p 3). The
influence of social media marketing variables on purchasing decisions has a p-value
of 0.001, which is smaller than 0.05 or is declared significant.

Based on the test results, it can be concluded that the brand image variable acts as

a mediating variable in this study. This is demonstrated by the test results, where the p-

values ', %, and 3 are all significant. Thus, the type of mediation that occurred is partial

mediation .

Discussion

The influence of social media marketing on purchasing decisions

The results of the study indicate that social media marketing has a positive and
significant effect on purchasing decisions. The content sharing indicator is the aspect
with the highest value, indicating that effective content distribution can increase
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consumer attention and encourage purchasing decisions. This finding is in line with the
Consumer Behavior Model because marketing activities through social media act as a
stimulus that influences the consumer evaluation process before making a purchase.
These results are also supported by research by Ayuningtyas and Nuralam (2019),
Upadana and Pramudana (2020), and Giantari et al. (2025), which prove that effective
social media marketing can improve purchasing decisions.

The influence of social media marketing on brand image

The results of the study indicate that social media marketing has a positive and
significant effect on brand image . The content sharing indicator obtained the highest
value, indicating that widespread content distribution can shape positive brand
perceptions. This finding is in line with the Consumer Behavior Model because
marketing stimuli through social media can influence consumer perceptions of a brand.
This result is also supported by research by Narayana and Rahanatha (2020), Sahanaya
and Madiawati (2023), and Angkie et al. (2019) which show that social media marketing
activities can strengthen brand image .

The Influence of Brand Image on Purchasing Decisions

The results of the study indicate that brand image has a positive and significant effect
on purchasing decisions. The product image indicator is the highest aspect, indicating
that positive perceptions of a product increase consumer confidence in purchasing. This
finding aligns with the Consumer Behavior Model, as consumer perception of a brand is
one of the psychological factors influencing purchasing decisions. These results are also
supported by research by Sanjiwani and Suasana (2019), Soefhwan and Kurniawati
(2022), and Imamah et al. (2022), which found that a positive brand image can improve
purchasing decisions.

The role of brand image in mediating the influence of social media marketing on
purchasing decisions.

The results of the study indicate that brand image partially mediates the influence of
social media marketing on purchasing decisions. Product image, as the highest indicator,
strengthens the influence of social media marketing on consumer purchasing decisions.
This finding is in line with the Consumer Behavior Model because social media marketing
first forms a positive perception of the brand, then this perception encourages
consumers to make a purchase. This result is also supported by research by Narayana
and Rahanatha (2020), Sahanaya and Madiawati (2023), and Sucitha et al. (2026) which
proves that brand image plays a role as a mediating variable in the relationship between
social media marketing and purchasing decisions.
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CONCLUSION

Based on the research results, it can be concluded that social media
marketing has a positive and significant effect on purchasing decisions and brand image
at Sura Konveksi, while brand image also has a positive and significant effect on
purchasing decisions. In addition, brand image is proven to be able to partially mediate
the influence of social media marketing on purchasing decisions, so that an effective
marketing strategy through social media can strengthen brand image while increasing
consumer purchasing decisions. Based on these findings, Sura Konveksi is advised to
optimize the quality of communication on social media by presenting clearer, more
complete, and attractive product and service information, as well as strengthening
visual design and brand identity to make it more easily recognized. These efforts are
expected to improve brand image and encourage more optimal consumer purchasing
decisions.
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