BAB YV

PENUTUP

5.1. Kesimpulan

Penelitian ini menggunakan teknik purposive sampling dalam pengumpulan
data dengan jumlah responden sebanyak 265 orang yang telah memenuhi kriteria
yang ditetapkan dan layak untuk dianalisis. Kuesioner yang digunakan mencakup
pertanyaan filter sebelumnya agar dapat membantu peneliti menyaring responden
yang sesuai dengan kriteria. Berdasarkan demografi responden, sebagian besar
responden yang aktif di media sosial, mengenal merek fashion COLORBOX, serta
memiliki minat untuk membeli produknya yaitu mayoritas perempuan sebanyak
206 orang dan berada pada usia 20 hingga 30 tahun sejumlah 159 orang. Penelitian
ini berjenis complete mediation. Data yang diperoleh kemudian dianalisis
menggunakan metode Structural Equation Modeling (SEM) melalui perangkat

lunak SmartPLS versi 4.1.1.2.
Dari hasil analisis tersebut, diperoleh kesimpulan sebagai berikut:

1.  Pengawasan (surveillance) berpengaruh positif dan signifikan terhadap
ekuitas merek COLORBOX. Hal ini menunjukkan bahwa pengelolaan konten
yang baik di media sosial dapat membentuk pengalaman positif konsumen,
meningkatkan kepercayaan, dan memperkuat persepsi mereka terhadap
merek.

2. Interaksi sosial (social interaction) juga berpengaruh positif dan signifikan

terhadap ekuitas merek COLORBOX. Semakin sering dan aktif konsumen
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berinteraksi dengan konten maupun sesama pengguna di media sosial
COLORBOX, maka semakin kuat pula hubungan emosional mereka terhadap
merek.

Berbagi informasi (information sharing) berpengaruh positif dan signifikan
terhadap ekuitas merek COLORBOX. Konsumen yang berbagi pengalaman
dan ulasan positif membantu meningkatkan persepsi merek di kalangan
pengguna lain, serta memperkuat kepercayaan terhadap COLORBOX.
Remunerasi (remuneration) berpengaruh positif dan signifikan terhadap
ekuitas merek COLORBOX. Hal ini menunjukkan bahwa pemberian insentif
atau hadiah di media sosial, seperti giveaway atau voucher diskon, mampu
meningkatkan persepsi positif konsumen terhadap merek. Strategi ini
membuat konsumen merasa dihargai dan lebih terlibat, sehingga memperkuat
citra dan loyalitas terhadap merek COLORBOX.

Hiburan (entertainment) juga terbukti memiliki pengaruh positif dan
signifikan terhadap ekuitas merek COLORBOX. Konten yang menyenangkan
dan menarik di media sosial mampu menciptakan keterlibatan emosional dan
meningkatkan citra merek.

Ekuitas merek berpengaruh positif dan signifikan terhadap niat beli. Artinya,
semakin tinggi persepsi positif terhadap merek COLORBOX, maka semakin
besar pula kemungkinan konsumen untuk membeli produknya.

Ekuitas merek berperan sebagai variabel mediasi dalam hubungan antara
beberapa elemen media sosial (pengawasan, interaksi sosial, berbagi

informasi, remunerasi, dan hiburan) terhadap niat beli. Ini berarti bahwa
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elemen — elemen media sosial tersebut tidak langsung memengaruhi niat beli,
tetapi melalui pembentukan persepsi konsumen terhadap merek terlebih

dahulu.

5.2. Implikasi Manajerial

Berdasarkan hasil penelitian, beberapa elemen media sosial seperti
pengawasan, interaksi, hiburan, dan berbagi informasi terbukti berpengaruh positif
terhadap ekuitas merek COLORBOX. Maka dari itu, tim manajemen COLORBOX
perlu memfokuskan strategi kontennya di TikTok dan Instagram, dua platform
utama yang menjadi sumber informasi dominan bagi konsumen. Konten yang

dibuat harus menggabungkan kelima elemen media sosial berikut:

Dari sisi pengawasan, COLORBOX perlu memperkuat kemampuan
memantau tren dan percakapan konsumen di 7ikTok dan Instagram. Menggunakan
fitur analisis atau hashtag akan membantu perusahaan memahami pengguna
terhadap brand. Pengawasan ini juga penting untuk merespons cepat komentar
negatif atau konten yang berpotensi merusak citra merek, serta memastikan

pengalaman digital yang aman dan menyenangkan bagi kalangan muda.

Dari sisi interaksi sosial, COLORBOX disarankan untuk secara konsisten me
manfaatkan fitur live streaming, komentar, Q&A, dan polling di TikTok dan
Instagram. Keterlibatan dua arah ini akan memperkuat kedekatan emosional antara

merek dan pengikutnya, serta meningkatkan loyalitas konsumen.

Dari sisi berbagi informasi, informasi produk harus disampaikan secara

menarik dan informatif melalui konten singkat seperti “styling tips”, “OOTD
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ideas”, atau “product review” yang mudah dibagikan ulang. Karena YouTube dan
Facebook kurang dominan digunakan, fokus penyebaran informasi sebaiknya
dikonsentrasikan pada TikTok dan Instagram Stories/Reels dengan gaya

komunikasi yang cepat, ringan, dan relevan dengan gaya hidup Gen Z dan milenial.

Dari sisi remunerasi dalam bentuk diskon, giveaway, atau loyalty points
masih penting untuk meningkatkan niat beli, asalkan tidak terasa memaksa atau
manipulatif. TikTok dan Instagram bisa dimanfaatkan untuk menjalankan
kampanye seperti flash sale eksklusif untuk followers, atau program ‘“bagi
pengalamanmu & dapatkan hadiah”, yang mendorong interaksi organik sekaligus

apresiasi terhadap partisipasi konsumen.

Dari sisi hiburan, mengingat TikTok adalah platform berbasis hiburan,
COLORBOX perlu membuat konten kreatif yang menghibur dan selaras dengan
karakteristik audiens muda. Contohnya, tren TikTok challenge yang berhubungan
dengan fashion (misalnya challenge mix and match dalam 15 detik), kolaborasi
dengan fashion creator, atau sketsa lucu dengan tema gaya hidup remaja.
Sementara di Instagram, konten hiburan bisa berbentuk reels bergaya cinematic

yang menonjolkan koleksi terbaru secara estetik.

Selain itu, untuk platform dengan tingkat penggunaan lebih rendah seperti
Twitter/X, Facebook, dan YouTube, COLORBOX cukup mempertahankan
keperluan pencarian di internet, penyimpanan konten, atau membagikan info
penting secara umum. Sementara itu, fokus utama baik dari sisi anggaran maupun
strategi sebaiknya diarahkan ke TikTok dan Instagram sebagai platform utama

dalam membangun citra dan kedekatan merek dengan konsumen.

81



Dengan menggabungkan lima elemen media sosial ke dalam strategi konten
yang terfokus pada TikTok dan Instagram, COLORBOX dapat memperkuat ekuitas
merek dan mendorong niat beli yang lebih tinggi, terutama di kalangan remaja dan

dewasa muda sebagai target pasar utama.

5.3. Keterbatasan Penelitian
Penelitian ini memiliki beberapa keterbatasan yang perlu diperhatikan dalam

menginterpretasikan hasil dan generalisasi temuan sebagai berikut:

1. Penelitian ini hanya berfokus pada pengaruh media sosial secara umum tanpa
membedakan platform yang digunakan, seperti Instagram, TikTok, atau
YouTube. Padahal, setiap platform memiliki karakteristik konten dan
demografi pengguna yang berbeda, yang dapat memengaruhi efektivitas
dalam membangun ekuitas merek dan niat beli.

2. Penelitian ini belum memasukkan variabel lain yang berpotensi berpengaruh
terhadap niat beli, seperti kepercayaan terhadap merek (brand trust),
pengalaman merek (brand experience), dan komunikasi antar konsumen di
media sosial (electronic word of mouth/E-WOM). Keterbatasan ini
menyebabkan analisis menjadi kurang menyeluruh dalam menangkap

berbagai faktor psikologis dan sosial yang memengaruhi perilaku konsumen.
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5.4. Saran untuk Penelitian Selanjutnya

Berdasarkan keterbatasan penelitian yang terdapat dalam penelitian ini,
peneliti mengajukan beberapa saran yang dapat dijadikan sebagai acuan dan
pertimbangan bagi penelitian selanjutnya agar memperoleh hasil yang lebih

komprehensif dan mendalam sebagai berikut:

1.  Penelitian selanjutnya disarankan untuk membedakan dan membandingkan
pengaruh beberapa platform media sosial, seperti YouTube, Instagram, dan
TikTok. Perbandingan ini dapat membantu melihat platform mana yang paling
efektif dalam membangun persepsi konsumen terhadap merek dan
mendorong niat beli, mengingat setiap platform memiliki karakteristik

pengguna dan bentuk konten yang berbeda.

2.  Penelitian selanjutnya sisarankan juga untuk menambahkan variabel lain
seperti kepercayaan terhadap merek (brand trust), pengalaman merek (brand
experience), dan komunikasi antar konsumen di media sosial (electronic word
of mouth/E-WOM). Penambahan variabel ini bertujuan agar analisis menjadi
lebih komprehensif dan dapat mencerminkan berbagai faktor yang

memengaruhi keputusan pembelian secara lebih utuh.
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LAMPIRAN

Lampiran 1 Kuesioner Penelitian

[2COLORBOX

Pengaruh Media Sosial Terhadap Niat
Beli pada Industri Fashion: Ekuitas Merek
sebagai Variabel Mediasi

Halo teman-teman semua -’

Perkenalkan, saya Mitzi Diva Meliana Setyobudi mahasiswi Universitas Atma Jaya
Yogyakarta. Saat ini, saya sedang menyusun skripsi sebagai salah satu syarat kelulusan
S1 dengan judul "Pengaruh Media Sosial Terhadap Niat Beli pada Industri Fashion: Ekuitas
Merek sebagai Variabel Mediasi"

Pada penelitian ini, saya membutuhkan responden dengan kriteria sebagai berikut:
1. Menggunakan media sosial

2. Mengetahui brand fashion COLORBOX

3. Berniat membeli produk COLORBOX
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Oleh karena itu, saya mohon kesediaan teman-teman dengan kriteria di atas untuk mengisi
kuesioner berikut.

Bagi teman-teman yang ingin memberikan pertanyaan seputar kuesioner dapat
menghubungi saya melalui:

Email: divamelianaO3@gmail.com

Mohon mengisi dengan jujur dan teliti ya teman-teman.

Sebelumnya, jawaban teman-teman bersifat rahasia dan hanya digunakan sebagai
penelitian. Terima kasih banyak atas kesediaannya dalam mengisi kuesioner saya dan
sukses selalu! 7

Tuhan Memberkati. 4

divameliana03@gmail.com Ganti akun )
g Tidak dibagikan

* Menunjukkan pertanyaan yang wajib diisi

Jenis Kelamin *
O Laki-Laki

O Perempuan

Usia *

(O <20tahun
(O 20-30tahun
(O 31-40tahun

(O >40tahun
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Pekerjaan *

O Pelajar

(O Mahasiswari
O Karyawan

O Yang lain:

Apakah Anda menggunakan media sosial? *

OYa
(O Tidak

Berikutnya Kosongkan formulir

Seberapa sering Anda menggunakan media sosial dalam sehari? *

O Kurang dari 1 jam
O 1-3jam
O 3-5jam

O Lebih dari 5 jam

Apakah Anda mengetahui brand fashion COLORBOX? *

OYa
O Tidak

Kembali Berikutnya Kosongkan formulir
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Apa media sosial yang sering Anda gunakan untuk mencari informasi mengenai *
produk fashion COLORBOX?

O Instagram

TikTok
Facebook

Twitter/X

O O OO

YouTube

Seberapa besar kemungkinan Anda akan membeli produk COLORBOX dalam 1 *
tahun ke depan?

(O Tidak pernah

O 1-2kali
O 3-5kali

(O Lebih dari 5 kali

Kembali Berikutnya Kosongkan formulir
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Media Sosial

Silakan menjawab pernyataan di bawah ini dengan jujur dan teliti.
Skala perhitungan 1-5 sebagai berikut:

1 = Sangat Tidak Setuju

2 =Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

Saya mendapatkan informasi yang baik tentang COLORBOX. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Media sosial COLORBOX selalu memberi saya informasi terbaru. *
Sangat Tidak Setuju O O O O O Sangat Setuju

COLORBOX memberikan informasi promosi produk yang up to date kepada *
pelanggannya.

Sangat Tidak Setuju O O O O O Sangat Setuju

COLORBOX membantu saya memahami nilai dari produk yang ditawarkan. *

Sangat Tidak Setuju O O O O O Sangat Setuju
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COLORBOX menanggapi masukan atau pertanyaan yang diajukan oleh pelanggan. *

Sangat Tidak Setuju O O O O O Sangat Setuju

COLORBOX menggunakan media sosial untuk memudahkan saya berinteraksi *

dengan pelanggan lain.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Media sosial memberikan informasi mengenai promosi terbaru dari COLORBOX  *

untuk penawaran terbaik bagi pelanggannya.

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya dapat dengan mudah mengakses informasi tentang COLORBOX melalui *

ponsel saya.

Sangat Tidak Setuju O O O O O Sangat Setuju

Konten halaman media sosial COLORBOX bermanfaat bagi saya. *

Sangat Tidak Setuju O O O O O Sangat Setuju
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Media sosial membangkitkan keinginan pribadi saya untuk membeli produk *
COLORBOX.

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya menggunakan media sosial secara rutin dalam kehidupan sehari-hari. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya menggunakan media sosial untuk mengisi waktu luang saya. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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Ekuitas Merek

Silakan menjawab pernyataan di bawah ini dengan jujur dan teliti.
Skala perhitungan 1-5 sebagai berikut:

1 = Sangat Tidak Setuju

2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

Saya dapat dengan mudah mengenali COLORBOX di antara pesaingnya. *

Sangat Tidak Setuju O O O O O Sangat Setuju
Saya percaya terhadap perusahaan yang memproduksi COLORBOX. *

Sangat Tidak Setuju O O O O O Sangat Setuju

COLORBOX adalah pilihan utama saya. *

Sangat Tidak Setuju O O O O O Sangat Setuju
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Saya yakin COLORBOX memiliki kualitas yang sangat baik dibandingkan dengan  *
merek lain.

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir

Niat Beli

Silakan menjawab pernyataan di bawah ini dengan jujur dan teliti.
Skala perhitungan 1-5 sebagai berikut:

1 = Sangat Tidak Setuju

2 =Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

Saya cenderung memilih COLORBOX dibandingkan dengan merek lainnya. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya bersedia menyarankan COLORBOX kepada orang lain untuk membelinya. *

Sangat Tidak Setuju O O O O O Sangat Setuju
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Saya berencana untuk membeli COLORBOX di kemudian hari. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya akan tetap membeli COLORBOX, apa pun kondisinya. *

Sangat Tidak Setuju O O O O O Sangat Setuju

COLORBOX sangat menarik perhatian saya saat melihatnya. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Ketika saya ingin berbelanja produk fashion, COLORBOX adalah merek yang *
pertama kali saya pikirkan.

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir
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Terima kasih banyak untuk teman-teman yang sudah meluangkan waktu untuk mengisi
kuesioner ini. Jawaban kalian sangat berarti untuk membantu penelitian saya.

Have a great day! God bless you! (@*v*a)

Mitzi Diva Meliana Setyobudi.

Kosongkan formulir
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Lampiran 2 Data dan Jawaban Responden

) ) . B Seberapa besar
Seberapa sering Apakah Anda Apa media sosial yang sering
Jeni . . - Apakah Anda Anda menggunakan | mengetahui brand | Anda gunakan untuk mencari Kemungkman Anda akan
enis Kelamin Usia Pekerjaan menggunakan N " . N n membeli produk
media sosial? media sus@I dalam fashion |nf0rme!5| mengenai produk COLORBOX dalam 4
sehari? COLORBOX? fashion COLORBOX?

; tahun ke depan?
2 | Perempuan | 20-30tahun | Mahasiswalii Ya Lebih dari 5 jam Ya Instagram 3-5kal

3 Perempuan 20-30tahun | Mahasiswal Ya Lebih dari 5 jam Ya TikTok Lebih dari 5 kali

4 Perempuan 20-30tahun | Mahasiswal Ya Lebih dari 5 jam Ya TikTok Lebih dari 5 kali
5 Laki- Laki 20-30tahun | MWahasiswai Ya 3-5jam Ya TikTok 1-2 kali
§ | Perempuan | 20-30tahun | Mahasiswaii Ya Lebih dari 5 jam Ya Instagram 1-2 kali
7 Perempuan 20-30tahun | Wahasiswalii Ya Lebih dari 5 jam Ya TikTok 3-5kali
8 Perempuan 20-30tahun | Mahasiswali Ya Lebih dari 5 jam Ya TikTok 3-5kali
9 Perempuan 20-30tahun | Wahasiswal Ya 3-5jam Ya TikTok 3-5kali
10 | Perempuan =20 tahun WMahasiswali Ya 3-5jam Ya TikTok 1-2kali
11 Perempuan 20-30tahun | Wahasiswal Ya Lebih dari 5 jam Ya TikTok 1-2kali
12 | Perempuan | 20-30tahun | Mahasiswall Ya 3-5jam Ya TikTok 1-2kali
13| Perempuan | 20-30tahun | Mahasiswall Ya 3-5jam Ya Instagram 1-2kali
14 | Perempuan | 20-30tahun | Mahasiswall Ya Lebih dari 5 Jam Ya Instagram 3-5kall
15| Perempuan | 20-30tahun | Mahasiswall Ya 3-5jam Ya Instagram 1-2kali
16 |__Perempuan | 20-30tahun | Mahasiswall Ya Lebih dari 5 Jam Ya Instagram 1-2kali
17 |_Perempuan | 31-40tahun Karyawan Ya 1-3jam Ya TikTok 3-5kali

18 | Laki-Laki 20 -30tahun | Mahasiswal Ya Lebih dari 5 Jam Ya Instagram Lebih dari 5 kali
19 Laki- Laki 20 - 30 tahun Karyawan Ya 3-5jam Ya TikTok 3-5kali
20 | Laki-Laki 20 -30tahun | Mahasiswal Ya Lebih dari 5 Jam Ya Twitter/. 3-5kali
21 Laki- Laki 31-40tahun Karyawan Ya 3-5jam Ya TikTok 3-5kali
22 | Perempuan =20 tahun Pelajar Ya Lebih dari 5 Jam Ya YouTube 1-2kali
23| Laki-Laki 20-30tahun | Mahasiswal Ya Lebih dari 5 jam Ya Facebook 3-5kali

24 | Laki-Laki 20-30tahun | Mahasiswal Ya 3-5jam Ya Twitter/i. Lebih dari 5 kali

25 | Perempuan =20 tahun Pelajar Ya Lebih dari 5 jam Ya Instagram Lebih dari 5 kali
26 | Laki-Laki 20-30tahun | Mahasiswal Ya 3-5jam Ya Twitter/i. 3-5kali
27 |_Perempuan | 20-30tahun | Mahasiswai Ya Lebih dari 5 jJam Ya Twitter/} 3-5kali
28 Laki- Laki =40 tahun Karyawan Ya 1-3jam Ya Facebook 3-5kali
20 | Perempuan 31-40tahun Karyawan Ya 1-3jam Ya TikTok 3-5kali
30 |__Perempuan | 31-40tahun Karyawan Ya 1-3jam Ya YouTube 1-2kali
k3| Perempuan 31-401tahun Karyawan Ya 1-3jam Ya TikTok 3-5kali

32 Perempuan 20-301ahun | Mahasiswali Ya Lebih dari 5§ jam Ya TikTak Lebih dari 5 kali

33 Laki - Laki 20-30tahun | Mahasiswali Ya 3-5jam Ya Instagram Lebih dari 5 kali
34 Laki - Laki 20-30tahun Karyawan Ya 3-5jam Ya TikTok 3-5kali
35 Perempuan 20-301ahun | Mahasiswali Ya Lebih dari 5 jam Ya Instagram 3-5kali
36 _ Perempuan = 40 tahun Karyawan Ya Kurang dari 1jam Ya TikTok 1-2kali
kT Laki-Laki 31-401ahun Karyawan Ya 1-3jam Ya Facebook 3-5kali

38| Laki-Laki 20-30tahun | Wahasiswall Ya 3-5jam Ya Twitterl Lebih dari 5 kali
39 | Perempuan [ 20-30tahun Karyawan Ya 3-5jam Ya Instagram 1-2kali
40 Laki - Laki 20-301ahun Karyawan Ya 1-3jam Ya Instagram 3-5kali
41 Laki- Laki 31-401ahun Karyawan Ya 1-3jam Ya TikTak 3-5kali
42 Perempuan [ 20-30tahun | Mahasiswal Ya 3-5jam Ya Instagram 1-2kali
43 Perempuan [ 31-40tahun Karyawan Ya 1-3jam Ya TikTok 3-5kali
44 Laki - Laki = 40 tahun Karyawan Ya 1-3jam Ya Facebook 1-2 kali
5 Perempuan 20-301ahun Karyawan Ya 3-5jam Ya TikTok 3-5kali
46 Laki - Laki 20-301ahun Karyawan Ya 3-8jam Ya Instagram 3-5kali
47 Perempuan 20-301tahun | Mahasiswali Ya Lebih dari 5§ jam Ya TikTok 1-2 kali
438 Laki - Laki 20-30tahun Karyawan Ya 1-3jam Ya Instagram 1-2kali
49 | Perempuan 20-301ahun Karyawan Ya 3-5jam Ya Instagram 1-2 kali
50 _ Perempuan 20-301ahun | Mahasiswali Ya 1-3jam Ya Instagram 1-2 kali
51 __Perempuan [ 20-30tahun | Wahasiswall Ya 1-3jam Ya Instagram 1-2kali
52 Perempuan 20-301ahun Karyawan Ya 3-5jam Ya TikTak 1-2 kali
53 Perempuan [ 20-30tahun Karyawan Ya 3-5jam Ya Twitterf( 1-2kali
54 Perempuan 20 -301ahun Karyawan Ya 1-3jam Ya TikTok 1-2kali
55 Perempuan | 31-40tahun Karyawan Ya Lebih dari 5 jam Ya Instagram 1-2kali
56 Laki - Laki 20-30tahun | Mahasiswali Ya Lebih dari § jam Ya Instagram 3-5kali
57 Laki - Laki 20-301ahun | Mahasiswali Ya 1-3jam Ya TwitterX 1-2kali
58 Laki - Laki 20-301ahun Karyawan Ya Lebih dari 5 jam Ya Instagram 3-5kali
59 Laki- Laki 20-301ahun Karyawan Ya Lebih dari 5 jam Ya Instagram 1-2kali
60 Perempuan 20-301ahun | Mahasiswali Ya Lebih dari 5§ jam Ya TikTak 3-5kali
61 Perempuan 31-401tahun Karyawan Ya 3-5jam Ya Instagram 3-5kali
62 Perempuan 20-301tahun | Mahasiswali Ya Lebih dari 5§ jam Ya TikTak 3-5kali
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Laki- Laki 20 - 30 tahun Karyawan Ya 3-5jam Ya Instagram 3-5kali
Laki - Laki 31-40tahun Karyawan Ya 3-5jam Ya TikTok 3-5kali
Laki- Laki 20-30tahun | Mahasiswali Ya Lebih dari 5 jam Ya Twitter/. 3-5kali
Perempuan | 20-30tahun | Mahasiswal Ya 1-3jam Ya Twitter/. 3-5kali
Laki- Laki 31-40tahun Karyawan Ya 3-5jam Ya TikTok 3-5kali
Perempuan | 20-30tahun | Mahasiswal Ya Lebih dari 5 jam Ya Instagram 1-2kali
Laki- Laki <20 tahun Pelajar Ya Lebih dari 5 jam Ya YouTube 1-2kali
Perempuan | 20-30tahun | Mahasiswal Ya 3-5jam Ya Twitter/i. 3-5kali
Laki- Laki 31-40tahun Karyawan Ya 1-3jam Ya Facebook Lebih dari 5 kali
Perempuan =40 tahun Karyawan Ya Kurang dari 1jam Ya TikTok 1-2kali
Laki- Laki =40 tahun Karyawan Ya 3-5jam Ya Instagram 3-5kali
Perempuan | 20-30tahun | Mahasiswai Ya Lebih dari 5 jam Ya Instagram Lebih dari 5 kali
Laki- Laki = 20 tahun Pelajar Ya 3-5jam Ya Instagram 3-5kali
Laki- Laki 20-30tahun | Mahasiswai Ya Lebih dari 5 jam Ya Facebook Lebih dari 5 kali
Laki - Laki 20 - 30 tahun Karyawan Ya Lebih dari 5 jam Ya Instagram 3-5kali
Laki - Laki 20 -30tahun Karyawan Ya Lebih dari & jam Ya YouTube Lebih dari 5 kali
Laki- Laki 20-30tahun | Mahasiswali Ya 3-5jam Ya Twitter/} 3-5kali
Laki - Laki 31 -40tahun Karyawan Ya 3-5jam Ya TikTok 3-5kali
Laki - Laki 31 - 40 tahun Karyawan Ya 1-3jam Ya YouTube 1 -2 kali
Perempuan 20-30tahun | Mahasiswal Ya 3-5jam Ya Facebook 3-5 kali
Laki - Laki 20 - 30 tahun Karyawan Ya 3-5jam Ya Instagram 1 -2 kali
Laki - Laki 20-30tahun | Mahasiswal Ya 3-5jam Ya Instagram 3-5 kali
Laki - Laki 31 - 40 tahun Karyawan Ya 1-3jam Ya Facebook 3-5 kali
Perempuan 20-30tahun | Mahasiswal Ya Lebih dari 5 jam Ya Instagram Lebih dari 5 kali
Perempuan 20 - 30 tahun Karyawan Ya 3-5jam Ya TikTok 3-5 kali
Laki - Laki 31 -40tahun Karyawan Ya 3-5jam Ya Twitter/i Lebih dari 5 kali
Laki - Laki 20-30tahun | Mahasiswal Ya Lebih dari 5 jam Ya Twitter/i 1 -2 kali
Perempuan 31 -40tahun Karyawan Ya 3-5jam Ya YouTube 1 -2 kali
Perempuan 20-30tahun | Mahasiswal Ya 3-5jam Ya TikTok 3-5 kali
Perempuan 20-30tahun | Mahasiswal Ya 1-3jam Ya TikTok Lebih dari 5 kali
Perempuan 31-40tahun Karyawan Ya 3-5jam Ya Twitter/} Lebih dari 5 kali
Perempuan 20-30tahun | Mahasiswal Ya 1-3jam Ya Twitter/x 3-5 kali
Perempuan 20-301tahun | Mahasiswali Ya 1-3jam Ya Instagram 1-2 kali
Laki - Laki =40 tahun Karyawan Ya 1-3jam Ya Facebook Lebih dari 5 kali
Laki - Laki 31 - 40 tahun Karyawan Ya 1-3jam Ya TikTok 3-5kali
Perempuan 20-30tahun | Mahasiswali Ya 3-5jam Ya Instagram 1-2kali
Laki - Laki 20 -30tahun Karyawan Ya 3-5jam Ya Instagram 1-2kali
Laki - Laki 20-301tahun Karyawan Ya 1-3jam Ya TikTaok 1-2kali
Laki - Laki 20 -30tahun Karyawan Ya 3-5jam Ya Facebook 3-5kali
Laki - Laki 20-301tahun Karyawan Ya 1-3jam Ya Twitter/X 1-2kali
Laki - Laki 20-301ahun | Mahasiswali fa 3-5jam Ya YouTube 1-2kali
Perempuan 20-30tahun | Mahasiswali Ya 3-5jam Ya Instagram 1-2kali
Perempuan 20-301ahun | Mahasiswall Ya 3-5jam Ya TikTok 3-5kali
Perempuan | 20-30 tahun Karyawan Ya 1-3jam Ya Facebook 1-2kali
Perempuan | 20-30 tahun Karyawan Ya 3-5jam Ya TwitterX 3-5kali
Perempuan | 31-40tahun Karyawan Ya 3-5jam Ya YouTube 1-2kali
Laki - Laki 20-301ahun | Mahasiswali Ya Lebih dari 5 jam Ya TikTak 3-5kali
Perempuan 20 -301ahun Karyawan Ya 3-5jam Ya TikTak Lebih dari 5 kali
Laki - Laki 31-40tahun Karyawan Ya Lebih dari 5 jam Ya Instagram Lebih dari 5 kali
Perempuan | 20-30tahun | Mahasiswali Ya Lebih dari 5 jam Ya TikTok Lebih dari 5 kali
Perempuan | 31-40 tahun Karyawan Ya Lebih dari 5 jam Ya TikTok Lebih dari 5 kali
Laki - Laki 31-40tahun Karyawan Ya 3-5jam Ya TikTok Lebih dari 5 kali
Perempuan | 20-30tahun | Mahasiswali Ya Lebih dari 5 jam Ya TikTok Lebih dari 5 kali
Laki - Laki 31-40tahun Karyawan Ya Lebih dari 5 jam Ya Instagram Lebih dari 5 kali
Perempuan 20-301tahun | Mahasiswali Ya Lebih dari 5 jam Ya TikTok Lebih dari 5 kali
Laki - Laki 31 - 40 tahun Karyawan Ya 3-5jam Ya TikTok Lebih dari 5 kali
Perempuan 20-30tahun | Mahasiswali Ya Lebih dari 5 jam Ya TikTok Lebih dari 5 kali
Perempuan 20 - 30 tahun Karyawan Ya Lebih dari 5 jam Ya TikTok Lebih dari 5 kali
Perempuan 20-30tahun | Mahasiswali Ya 1-3jam Ya Facebook 1-2kali
Perempuan 20-301tahun | Mahasiswali Ya Lebih dari & jam Ya YouTube 3-5kali
Perempuan 31-401tahun Karyawan Ya Lebih dari & jam Ya TikTok Lebih dari 5 kali
Perempuan 31-401ahun Karyawan Ya 3-8jam Ya Instagram 3-5kali
Perempuan 31-401tahun Karyawan Ya 3-5jam Ya TikTok Lebih dari 5 kali
Perempuan 20-30tahun | Mahasiswali Ya Lebih dari & jam Ya TikTak Lebih dari 5 kali
Perempuan = 20 tahun Pelajar Ya 1-3jam Ya TikTok 1-2 kali
Perempuan 20-30tahun | Mahasiswali Ya 3-5jam Ya Facebook 3-5kali
Perempuan 31-40tahun Karyawan Ya Lebih dari 5 jam Ya TikTok Lebih dari 5 kali
Perempuan | 31-40tahun Karyawan Ya 3-5jam Ya Twitter/x 1-2kali
Perempuan = 20tahun Pelajar Ya 1-3jam Ya TikTok 1-2kali
Perempuan | 20-30tahun | Mahasiswali Ya Kurang dari 1jam Ya TikTok 1-2kali
Perempuan | 20 - 30 tahun Karyawan Ya Lebih dari 5 jam Ya TikTok Lebih dari 5 kali
Perempuan | 31-40tahun Karyawan Ya 3-5jam Ya Instagram 3-5kali
Perempuan | 20 - 30 tahun Karyawan Ya Lebih dari 5 jam Ya TikTok Lebih dari 5 kali
Perempuan | 20-30tahun | Mahasiswal Ya Lebih dari 5 jam Ya Instagram Lebih dari 5 kali
Perempuan | 31-40tahun Karyawan Ya Lebih dari 5 jam Ya TikTok Lebih dari 5 kali
Perempuan 20-30tahun | Wahasiswalii Ya Lebih dari 5§ jam Ya TikTok Lebih dari 5 kali
Perempuan | 20-30tahun | Mahasiswaii Ya Lebih dari 5 jam Ya Instagram Lebih dari 5 kali
Perempuan | 20-30tahun | Mahasiswai Ya 1-3jam Ya Instagram 3-5kali
Perempuan | 20 - 30 tahun Karyawan Ya 3-5jam Ya Facebook 3-5kali
Perempuan 20-30tahun | Wahasiswal Ya 3-5jam Ya Twitter/x Lebih dari 5 kali
Perempuan <20 tahun Pelajar Ya Lebih dari 5 jam Ya Twitter/i Lebih dari 5 kali
Perempuan 20-30tahun | Wahasiswal Ya Lebih dari 5 jam Ya TikTok Lebih dari 5 kali
Perempuan | 20 - 30 tahun Karyawan Ya 3-5jam Ya Instagram 1-2kali
Perempuan | 20-30tahun | Mahasiswali Ya 3-5]jam Ya TikTok 3-5kall
Perempuan | 20-30tahun | Mahasiswal Ya Lebih dari 5 jam Ya TikTok Lebih dari 5 kali
Perempuan <20 tahun Pelajar Ya 3-5]jam Ya TikTok Lebih dari 5 kali
Perempuan | 20-30tahun | Mahasiswal Ya 3-5jam Ya Twitter/i. 3-5kali
Laki- Laki <20 tahun Pelajar Ya Lebih dari 5 jam Ya TikTok 1-2kali
Perempuan | 20-30tahun | Mahasiswali Ya 3-5jam Ya TikTok 1-2kali
Perempuan | 31-40tahun Karyawan Ya 3-5]jam Ya Twitter/. 3-5kali
Perempuan | 31-40tahun Karyawan Ya 3-5jam Ya YouTube 3-5kali
Perempuan <20 tahun Pelajar Ya Lebih dari 5 jam Ya Instagram 1-2kali
Perempuan | 20 - 30 tahun Karyawan Ya 3-5jam Ya TikTok 1-2kali
Perempuan <20 tahun Wahasiswali Ya 3-5jam Ya Instagram 3-5kali
Perempuan | 20 - 30 tahun Karyawan Ya 3-5jam Ya TikTok 3-5kali
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Perempuan | 20-30tahun Karyawan Ya 1-3jam Ya TikTok 3-5kali
Perempuan | 20 - 30 tahun Karyawan Ya 1-3jam Ya Instagram 1-2kali
Perempuan | 20-30tahun Karyawan Ya 3-5jam Ya Instagram 3-5kali
Perempuan =20 tahun Pelajar Ya 1-3jam Ya Instagram 3-5kali
Perempuan <20 tahun Wahasiswal Ya 3-5jam Ya Instagram 3-5kali
Perempuan | 20 - 30 tahun Karyawan Ya 1-3jam Ya TikTok 1-2kali
Perempuan <20 tahun Pelajar Ya Lebih dari 5 jam Ya TikTok 3-5kali
Perempuan | 31-40tahun Karyawan Ya 3-5jam Ya Facebook 3-5kali
Perempuan <20 tahun Karyawan Ya 1-3jam Ya Instagram 1-2kali
Perempuan | 31-40tahun Karyawan Ya 3-5jam Ya TikTok 1-2kali
Perempuan | 31-40tahun Karyawan Ya 3-5]am Ya TikTok 1-2kali
Perempuan | 20-30tahun | Mahasiswai Ya 3-5jam Ya Instagram 1-2kali
Perempuan | 20-30tahun | Mahasiswali Ya Lebih dari 5 jam Ya TikTok 3-5kall
Perempuan | 20-30tahun | Mahasiswal Ya 1-3jam Ya Instagram 1-2kali
Perempuan | 20-30tahun | Mahasiswali Ya Lebih dari 5 jam Ya Instagram 1-2kali
Perempuan | 20-30tahun | Mahasiswal Ya 3-5jam Ya Instagram 1-2kali
Perempuan | 20-30tahun | Mahasiswal Ya Lebih dari 5 jam Ya Instagram 3-5kali
Perempuan | 20-30tahun | Mahasiswali Ya Lebih dari 5 jam Ya Instagram 1-2kali
Perempuan | 20 - 30 tahun Karyawan Ya 1-3jam Ya TikTok 3-5kali
Perempuan <20 tahun Pelajar Ya Kurang dari 1jam Ya Twitter/. 1-2kali
Perempuan | 20-30tahun | Mahasiswal Ya 3-5jam Ya YouTube 3-5kali
Perempuan =40 tahun Karyawan Ya Kurang dari 1jam Ya Instagram 1-2kali
Perempuan <20 tahun Pelajar Ya 3-5jam Ya Twitter/i. 3-5kali
Perempuan | 31-40tahun Karyawan Ya Lebih dari 5 jam Ya YouTube Lebih dari 5 kali
Perempuan = 20 tahun Karyawan Ya 1-3jam Ya Twitter/} 1-2kali
Perempuan = 20 tahun Pelajar Ya 1-3jam Ya Instagram 1-2kali
Perempuan = 20 tahun Pelajar Ya 1-3jam Ya YouTube 1-2kali
Perempuan | 20 - 30 tahun Karyawan Ya 3-5jam Ya Instagram 3-5kali
Perempuan =40 tahun Karyawan Ya Kurang dari 1 jam Ya TikTok 1-2kali
Perempuan 31 -40tahun Karyawan Ya Lebih dari 5 jam Ya TikTok Lebih dari 5 kali
Perempuan 31 -40tahun Karyawan Ya 3-5jam Ya Instagram 3-5kali
Perempuan = 20 tahun Pelajar Ya 3-5jam Ya Twitter/ 3-5 kali
Perempuan 20-30tahun | Wahasiswal Ya Lebih dari & jam Ya TikTok 1-2kali
Perempuan 20 - 30 tahun Karyawan Ya 1-3jam Ya Facebook Lebih dari 5 kali
Perempuan 20-30tahun | Mahasiswal Ya Lebih dari 5 jam Ya Instagram Lebih dari 5 kali
Perempuan 31 - 40 tahun Karyawan Ya 1-3jam Ya TikTok Lebih dari 5 kali
Perempuan 31 - 40 tahun Karyawan Ya 3-5jam Ya TikTok Lebih dari 5 kali
Perempuan 20-30tahun | Mahasiswal Ya Lebih dari 5 jam Ya TikTok 1 -2 kali
Perempuan =40 tahun Karyawan Ya 3-5jam Ya Instagram 3-5 kali
Perempuan 31 -40tahun Karyawan Ya 3-5jam Ya Twitter/i Lebih dari 5 kali
Perempuan 20-30tahun | Mahasiswal Ya 3-5jam Ya Facebook 1 -2 kali
Perempuan = 20 tahun Pelajar Ya Lebih dari 5 jam Ya Twitter/i Lebih dari 5 kali
Laki - Laki 31 -40tahun Karyawan Ya 3-5jam Ya Facebook Lebih dari 5 kali
Perempuan 20-30tahun | Mahasiswal Ya Lebih dari 5 jam Ya Instagram Lebih dari 5 kali
Perempuan 20 -30tahun Karyawan Ya 1-3jam Ya Instagram 3-5 kali
Perempuan 31-40tahun Karyawan Ya Lebih dari & jam Ya Instagram Lebih dari 5 kali
Perempuan 31-40tahun Karyawan Ya 1-3jam Ya TikTok 3-5 kali
Perempuan 20-30tahun | Mahasiswal Ya Lebih dari & jam Ya TikTok 3-5 kali
Perempuan 31-40tahun Karyawan Ya 3-5jam Ya Instagram Lebih dari 5 kali
Perempuan 20 -30tahun Karyawan Ya 3-5jam Ya TikTok 3-5 kali
Perempuan 31-40tahun Karyawan Ya 1-3jam Ya Instagram 1-2 kali
Perempuan 20-30tahun | Mahasiswal Ya 3-5jam Ya TikTok 3-5 kali
Perempuan 20-30tahun | Mahasiswal Ya Lebih dari & jam Ya Instagram 1-2 kali
Perempuan 20 -30tahun Karyawan Ya 3-5jam Ya TikTok 3-5 kali
Perempuan 31-40tahun Karyawan Ya 3-5jam Ya Instagram 3-5 kali
Perempuan 20-30tahun | Mahasiswal Ya Lebih dari & jam Ya Twitter/} 3-5 kali
Perempuan 31-40tahun Karyawan Ya 1-3jam Ya TikTok 1-2 kali
Perempuan 20-30tahun | Mahasiswal Ya 3-5jam Ya TikTok 1-2 kali
Perempuan 20 -30tahun Karyawan Ya 3-5jam Ya Instagram 3-5 kali
Perempuan 20-30tahun | Mahasiswal Ya 1-3jam Ya Facebook 1-2 kali
Perempuan = 20 tahun Iahasiswali Ya 1-3jam Ya Instagram 1-2 kali
Perempuan 31-40tahun | Mahasiswali Ya 3-5jam Ya TikTok Lebih dari 5 kali
Perempuan 20-30tahun | Mahasiswali Ya 3-5jam Ya TikTok 1-2 kali
Perempuan 31-40tahun Karyawan Ya Lebih dari 5 jam Ya YouTube 3-5kali
Perempuan 20- 30 tahun Karyawan Ya 1-3jam Ya TikTok 3-8 kali
Perempuan =40 tahun Karyawan Ya 3-5jam Ya TikTok 3-5kali
Perempuan 20- 30 tahun Karyawan Ya 3-5jam Ya TikTok 3-5kali
Perempuan 31-40tahun Karyawan Ya 3-5jam Ya Instagram 3-5kali
Perempuan 31-40tahun Karyawan Ya 3-5jam Ya TwitterX 3-5kali
Perempuan 20-301tahun | Mahasiswal Ya 1-3jam Ya Instagram 1-2 kali
Perempuan 20-301ahun | Mahasiswal Ya 3-5jam Ya TikTok 1-2 kali
Perempuan 20-301tahun | Mahasiswal Ya Lebih dari & jam Ya Instagram 3-5kali
Laki-Laki 20- 30 tahun Karyawan Ya 1-3jam Ya Instagram 1-2 kali
Perempuan 20- 30 tahun Karyawan Ya 3-5jam Ya TwitterX 1-2 kali
Perempuan 20-301ahun | Mahasiswal Ya 1-3jam Ya Instagram 3-5kali
Perempuan = 20 tahun Mahasiswali Ya Lebih dari & jam Ya TikTok 1-2 kali
Perempuan 31-40tahun Karyawan Ya Lebih dari & jam Ya Facebook Lebih dari § kali
Perempuan = 20 tahun Mahasiswali Ya 1-3jam Ya TikTok 1-2 kali
Perempuan 20-301ahun | Mahasiswal Ya Lebih dari & jam Ya Instagram 3-5kali
Perempuan 31-40tahun Karyawan Ya 1-3jam Ya TikTok Lebih dari 5 kali
Perempuan =40 tahun Karyawan Ya 1-3jam Ya YouTube 1-2 kali
Perempuan = 20 tahun Pelajar Ya Lebih dari 5 jam Ya TikTok 3-5kali
Perempuan 20-30tahun | Mahasiswal Ya 1-3jam Ya TwitterX Lebih dari 5 kali
Perempuan = 20 tahun Pelajar Ya Lebih dari 5 jam Ya Facebook 1-2 kali
Perempuan 20-30tahun | Mahasiswal Ya 3-5jam Ya TwitterX Lebih dari 5 kali
Perempuan 20- 30 tahun Pelajar Ya 3-5jam Ya Instagram 1-2 kali
Perempuan 31 - 40 tahun Karyawan Ya 3-5jam Ya Instagram Lebih dari 5 kali
Perempuan 20-30tahun | Mahasiswal Ya 3-5jam Ya Instagram 3-5kali
Perempuan 20- 30 tahun Karyawan Ya 3-5jam Ya TikTok 3-5kali
Laki-Laki 20-30tahun | Mahasiswali Ya 1-3jam ‘Ya Facebook 3-5kali
Laki-Laki 20-30tahun | Mahasiswali Ya 1-3jam ‘fa TikTok 1-2kali
Laki-Laki < 20 tahun Mahasiswali Ya 1-3jam ‘Ya Facebook 1-2kali
Perempuan 20- 30 tahun Karyawan Ya 3-5jam Ya TikTok 3-5kali
Perempuan 31 - 40 tahun Karyawan Ya 3-5jam Ya TwitterX 3-5kali
Perempuan 20-30tahun | Mahasiswal Ya 3-5jam Ya TikTok 3-5kali
Perempuan 20- 30 tahun Karyawan Ya 3-5jam Ya TikTok 3-5kali
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Perempuan = 20 tahun IMahasiswali Ya 3-8jam Ya Instagram 3-5kali
Perempuan 31-401tahun | Mahasiswali Ya Lebih dari 5 jam Ya YouTube Lebih dari 5 kali
Perempuan =20 tahun Mahasiswai Ya 1-3jam Ya TikTok 3-5kali
Perempuan = 20 tahun Pelajar Ya 3-5jam Ya TikTok 1-2kali
Perempuan | 31- 40 tahun Karyawan Ya 3-5jam Ya Instagram 3-5kali
Perempuan <20 tahun Pelajar Ya 3-5jam Ya Twitter/ 3-5kali
Perempuan | 31- 40 tahun Bos Ya 3-5jam Ya YouTube 3-5kali
Perempuan | 20- 30 tahun Karyawan Ya 3-5jam Ya Instagram 1-2kali
Perempuan | 20- 30 tahun Karyawan Ya 1-3jam Ya TikTok 1-2kali
Perempuan 20-30tahun | Mahasiswal Ya 3-5jam Ya Instagram 1-2kali
Perempuan 20- 30 tahun Karyawan Ya 3-5jam Ya Instagram 3-5kali
Perempuan 20-30tahun | Mahasiswal Ya 3-5jam Ya TikTok 3-5kali
Perempuan 20- 30 tahun Karyawan Ya Lebih dari 5§ jam Ya YouTube 1-2 kali
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Lampiran 3 Data Jawaban (Skala Likert)
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Lampiran 4 Hasil SmartPLS

Indicator data (original) - MV descriptives
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Outer loadings - Matrix
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Discriminant validity - Heterotrait-monotrait ratio (HTMT) - Matrix
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Original sample (0) Sample mean (M) Standard deviation (STDEV) T statistics (|O/STDEV]) P values
Bl -> EM 0.107 0.109 0.045 2403 0.016
EM -> NB 0.708 0712 0.042 16.662 0.000
H-> EM 0.371 0376 0.081 4592 0.000
IS-= EM 0.168 0.162 0.077 2.183 0.029
P-> EM 0400 0404 0.059 6.787 0.000
RM -> EM 0.104 0.099 0.046 2231 0.026

Original sample (0) Sample mean (M) | Standard deviation (STDEV) T statistics (|O/STDEV]) P values
Bl -> EM -> NB 0.076 0.077 0.032 2.388 0.017
H-> EM -> NB 0.263 0.268 0.058 4425 0.000
IS-> EM -> NB 0.119 0.116 0.057 2.083 0.037
P-> EM -> NB 0.283 0.287 0.043 6.529 0.000
RM -> EM -> NB 0.073 0.071 0.033 2.197 0.028
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1. Introduction

The history of Ghanolan fashion Is troced back to the pre-colonlol erowhen Indigenous Ghonalans
used borks of trees and hides of animals to dothe themseives (Adu-Akeoboo, 1334) Today,
Ghanalan Fashion has undergene o complete overiaul because of globalzotion. In order to remoin
competitive, IT based of oworeness creotion and sales are necessary. As 0 means of getting the
ottention and meeting spedfic needs of customers, experts In advertising hove begun the use of
soclal medio website appeols In crofting odvertisement In order to mothwate wsars to share brand
Image (Woters, Confleld, Foster & Hardy, 2011; Gallaugher & Ransbotham, 2000; Dickey & Lewls,
2010} In acdition, research by Cligafrica and Avante {2016) postulate that the presence aof fashion
bronds In Ghona Is Incregsingly growing on social medio platforms. According to Kemp (2020),
Ghaong had about 6.00 milen soclol medio users as of Jonuary 2020. The total numiber of sociol
medio users In the counfry Incregsed by 629 thousand {+12%) bDetwesn Aprll 2019 and
Januory 2020. Soclal medlo penetrotion In Ghona stood ot 209 In Jonuary 2020. This s therefore
on Indication that Ghanalon foshlon bronds are also embrocing soclol medla (Aseldu, 2017}
Foshion Includes any market or product which contoins o stylist slement and will possily exist
within o period of ime (Aseldu, 2017). The worldwide web was Invented 28 years ago (Zhung,
2017 According to Korman (2005 the revolution of the Intemet hos transformed the way daoto
ond information are gathered, woy of communicating and how businesses are conducted giobally.
Accardingly, Stojanovic, Andreu and Curros-Perer (2018) indicated that In the lost two decodes
sodlal media Intensity hos triggered a morketing communication revolution providing different
opportunities for interfoce betwesn bronds ond users. The web 2.0 technology makes It simple for
firms ond customers to eote ond disploy content, share information, and recommend products
to other users (Hutagalung, Dalimunthe, Pambudl, Hutogolungé & Muda, 2017). The subsequent
oevelopment of the soclol media hos tronsformed the way people interact and share Information
with eoch other. This study focuses on Instegram {sociol medio). Instagrom ks @ modile request
ond applicdtion that enables Users o Crock thelr meblle photos INto images, ond then snared on
the Instogram applicotion (Treftel, 2020). Those imoges caon os well be shored on other sociol
medlo network sttes such os Foceboak, Twitter, Tumblr ond foursquore. According to Ershod and
Aghojanl (2017], Instagrom ks seen to be the fostest rising worldwide network site. It has over
£00 millizn continuing monthly users and 80 million shared pictures with 3.5 millon Bkes on dally
basls (How! & Samaha, 2016k Treftel (2020) opined thot Instogram has become widespraod and
mare papular In peaple’s way of Iife, which can have odverse psychologlcal effect. Today, people
spend so much time on sockal medla such os Instogram.

Acoording to Agninotrl et ol (2016); Heang, Roth & Maodden (2016); Zhan, 5un, Wong & Fhang
[2016), businesses could make wse of sociol media as a tool for creating and sustalning relotion-
sNips WIth CUStOIMErs, IMProving brand equity and increase firm's performance.

Brond equity Is an impartant concept for understanding the objectives, machanisms and the net
Impact of marketing efforts (Reynold & Phlllps, 2005). Aaker (1991) defines brand equity os a sat of
brand assets and liobilitles Inked to a brand, its nome ond symbol thot odd to o subtroct from the
volue provided by @ product of service to o firm andrfor to that firm's customers. According to Yoo
ond Donthu (2001}, brand equity marks the difference in consumer cholce between the focol
bronded product and an unbranded product ghven the same level of product features. Hence,
brand equity generctes wilue for consumers ond helps bronds create defensible competitive
positions thot connot be egslly tronsferred to other bronds (Pitto & Kastsonds, 1995). Brands
hove resorted to severol strotegles Including odwertlsing, sales force, public relgtions, sipgans
ond symibols in the attempt to develop brond equity (Aoker, 1531) Yoxdanparast et gl (20135}
opine that soclol medic-tased morksting octhvitles tend to be an effective morketing strategy to
bulld brand equity in this digital era. Consequently, brands hove Incorporated sockal medkn market-
Ing Into thelr marketing strategies to bulld Ixsting relotionships and connections with consumers
[Erdogmus & Cicek, 201Z).
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The function of soclal meda os o forebearer of brand equity In the fashion Industry ks o scorcety
regeorched theme (Kelier, 2016). The INteroction between USers and bronds Nas greater impor-
tonce for brands since sodal medio wsers depends on the oavice of other user (Stojonavic et ol,
2018}, ond this Interaction omongst them stimuluses consumer declsion-moking process (Chon,
2019; Hinz et al, 2011). Recently, firms have become oware of the need to recognize the Impoct of
soClal media communication ond brand perception (Kummar et al, 2016 Stojanowic et ol, 2018).
Incontrovertibly, post studles howe demonstroted o deeper and good understanding of sockal
medio communicotion (Seominothan, 2016), yet very few studies hove been conducted on Inter-
foce of users with fashlon brands (Stojonavic et al., 2018), nefther have combined sociol medio,
brand equity and purchase intention In o single study. Again studles thot have been conducted In
oreas of soclal medla howe used theorles such os soclol presence theary (SPT] (Korikarl, Osel-
Frimpong & Cwusu-Frimpong, 2017 ), theory of plonned behowviour {TPE), theory of reasoned action
(TRA} and technology dccaptonce model (TAM) (AJJan & Horstsnorne, 2008; Chang et oL, 2015) to
nigNiigt INtention to use Sool media of TS gdoption.

Therefore, scholars hove resegrched sockal medla communications In varled spheres for
Instance, the effect of sodal media and brond equity Zahoor & Qureshl, 2017), predictors of sociol
medio anofysis (Guede, Curlel & Antonowiaca, 2017], ontecedents of socal medla marketing
opplication (Brech, Messer, Sches, Rouschnabel & Wens, 2017, effectiveness of sodal media In
Imgroving purchase Intentions [Dehghanl & Tumer, 2015), creative strategles In soclol medio
marketing (Ashley & Tuten, 2015], user Interoction on soclol media ond purchase Intention
[Hutter, Houiz, & Dennhordt, 2013}, foundation of sodal media communication (Constontinkdes,
2014), Impact of sociol media communication on brand |oyolty (Balakrishman, Dohnll & Y1, 201&),
ond effect of sodal marketing on brand koyalty (Erdogmus & Clcek, 2013).

Even though there ks huge number of studles also on sodal media ond brond equity (Gurhon-
Canll et ol, 2016; Keller, 2016; Schivinskl & Dobroskl, 2015), there Is Inodeguate research Investl-
pating sociol media, brond equity and purchose Intention of Instagrom usars. Again, o study s yet
to be sited comprehensively researching Into sockal media, brand equity ond purchase Intention of
fashlon products In developing morkets llke Ghano. Consequently, the focus of this study Is to
Imvestigote the assockation amongst sockol medio, ond consumer purchose Intentions mediated by
brand equity In the context of fashion product categorles In Ghano. The maln problem of the
resaorch kst study whether soclol medio Is posively Contributing to Drand percaption with
specific reference to Ghonalan sociol media (INstagram) users.

The rest of the sections are os follows: Section 2 Iooks ot comprehensive review of Bterature on
sockal media (and uses and gratification theory], followed by conceptual model. The next section
focuses on reseorch methodology, followed by summory of findings. Finally, we present discus-
shons, concluskons, Implication for proctice and theory and Imitotions ond suggestions for future
studies.

2. Literature review and development of hypothesis
The theorles underpinning this ressorch ore the uses and grotification theory and theory of
planned behaviour.

2.1. Theory of planned behaviour

TPE was developed by Ajzen (19E5), which is an extension of the theory of reasoned action (TRA)
by Fishbeln & Azjen (1975). Bojel ond Abu (2016) refemed to TPE as the degree to which on
Individual has efther positive or negotive ossessment of o spedfic behoviour. TPE says thot,
many humon behaviour con be predicted from behaviour Intention and that consumers con
behove In g plonned manner and dellberately (King, 2013). In this study, the gutput voriable
[purchase intentlon] Is anchored on the fromewori of theory of plonned behoviour (TPE), because
purchase Intention Is Incorparated under the concept of behovioural Intention (Ahmed, 2014) In
TPB, Intention Is percetved as o direct forebear of genuine behoviowr (LIn & Chen, 2010). Since most
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of the existing 5M research hos been conducted In Asla (Lee & Ma, 2012) ond the United States
(Chal, 2016), there Is stll o lock of emerging perspective. This study focuses on Ghonalan sociol
medin users who, compared to the developed morkets sockal medla users, ore still very conflned
when It redates to using soclol media to promote brands [Newrnon, Fletcher, Levy, & Nietsen, 2016).
Study In the Ghonalon context con therefore help to shed more light on the Importonce and
universolity of previously recogrizned Interrelotions. The TPE models the Influence of motes and
ottitudas on intention and, subsequently, intention on Denoviour.

2.2, Gratification Theory [UGT)

The LAGT wos developed (Kotz, Blumler & Gurevitch, 1973) to assess user Inspirations and gratifico-
tions of o particulor media (Musal, Azmi & Ismoll, 2016). UGT wos one of the first opprooches to
study the dynamic role of the gudlence In medio cholce, recommending that people octively
search for, Identify with and emplay medla to fulfll spectfic gratification needs (Ku, Chu, & Tseng,
2011 3). This perspective recognizes that consumers are active soclal media (on Instagram), rather
thon passive, reciplents of medio. Consldered one of the most effective fromew oris, schalars have
used U&G theory to explore a vorlety of soclal media sharing behoviour, Including sharing lnks
(Baek et ol, 2011}, news (Honson & Horkdakls 2008; Lee & Ma, 2012) and photos (Mallk et al, 2015
Sung et al, 2016). In portioular, this study explores the oim of use of Instogram users through the
LAGT though with some mediator varloble In the bedkground. Limited research works have been
conducted to study the continuous use of SNS Intention by following vorious theorles, such as
mativation theory, expectations-confirmotion theary, sodal capital theory, ond so on. Recently,
most SN studles hove Implementad the UGT to gssess the Intention to continue using SMS (Al-
Japrl et oL, 2015; Hsloo et al., 2015).

2.3. Social media

Sociol media ore the different online platform ond communities that encouroge sodal Interaction
where users can exchange thelr views, experience and observations [Schroeder, 2017 Sociol
medio come In multiple form ke Focebook, weblogs, wikis, LinkIn, Twitter, podoast and others
(Yazdanporast, Joseph & Muniz, 2016). Sockal medio offers significant opportunities for firms to
engoge buyers individuclly (Harrigan & Miles, 201&). Pena [2015] sald, soclal media ks an engage-
ment platfiorm that enoble trust bullding thot |s Important to the formation of brand equity. Sociol
medio has been regorded os a real mechonism thet contributes to the organizotion’s marketing
goals ond strategles in respect of customer communicotion, customer refatlonship monagemeant
[CRM and customer involvwernent [Alalwan, Rana, Dwivend| & Algharobat, 2017 ).

2.4, Instogram as social media

From WiGT perspective, thers mony motives for using Instagram including medium oppeal, survel-
lonce, sociol INtergction, entertainment, cooiness, doCumentation, creotivity, seif-expression and
convenience (Alhabash & Ma, 2017; Sheldon & Bryant, 2016), tme passing, task management, setf-
populority mothes (Kircoburun et al, 2018). Instogram ks found to make people close to the
fomllies ond friends from educational and Informaotional, selfpromotion and possing time
matives/gratificotions (Manasljevic et al., 2016 Sendurur et al, 2015) as well as posting seifles
ond photos (Kim & Chock, 2017} hence, UGT fits well In this study. Khon (2017] showed that users
gain gratificotions through viewing, commentoting, lking ond sharing of wideos on Instagram. This
current study considersd entertolnment, swrvelllance, socal interoction, remunerotive and Infor-
miation sharing.

2.5. Brand equity

In the 13905, brand equity emerged. The development of brand equity Is o complex process ([Couto
& Ferreing, 2017). Sasmifta and Sukl {2015) noted thot a brond |s the maost waluable strength and
ossets of all firms. Regardiess of the Intanginility of brond equity, it provides value to the firm,
Ieading to customer loyalty, creating and exponding opportunities, cCompetitve advantoge, nego-
tioting power and nigher margins (Perern, Wijesakera, Priyagaorshan, Komppill & layasunyo, 2019).
sociol media oppears os 0 significant predictor of brond equity for generol brond and high
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Involvernent products ond services (Collcev et ol, 2018). The conswmer brand equity dimensions of
this research are anchored on Schivinskl and Debrowskl (2015) cotegorzotion Including Drand
guallty, loyalty, awarenass and assoclation.

2.6. Purchase intentions (PI)

Furchase Intention Is Indicated as buying behaviour (Martins, Costo, Olvelro, Goncalves, & Branco,
2019). A conslderoble amount of popers has published on purchase Intention on inine plotform
(Rahim, Safin, Kheng, Abos & All, 2016]. Purchose intention |s o mixture of consumers® Interests In
ond Ilkesinood of purchasing the product (KIM & Ko, 2012). Determining P1 adopts buyer future
behoviour based on thelr attftudes (Kim & Ko, 2010.). On sociol medla platform, there Is exchonge
of Information, ratings ond responses that enobles people to hove trust ond overcome the
Insacuritles, which result in wilingness to buy firms product {Bong, 2017 ). Consumers will usually
undertoke o process of appreciating the intended product or service to purchose, research, and
onalsis of the product before pledging to buy It (UM &t ol, 2016). OnBne buying INtentions
become key element thot can Influence the usefulness of online stimull (Shaoouf, Lu & LI, 2016
Etwolda, Lu & All, 2016; Lu, Fan & Zhou, 2016). PI Is the basls of demonstroting buying behaviour
[Martins et al., 2013).

2.6.1. Sociol media and brond equity

SMIC COMrises Marketing-related actvities such 4s sharing onling and bicgging (Yazdanparost et oL,
2016) ond consists of opplications, plotforms ond tools that allow customers to connect and com-
municote with one anather (Pinto & Yagnik, 2017 ). Marketing manogers arewell aware of the need to
understand the Impact of sodal media communication on brond perceptionfequity (Kumar et ol,
2016). SMC I5 0 type of comtent that 1s shored on sockl media networks with gool of Increosing
OwWareness ond persuading Customens (Handysha, 2016). It 1s sid the gool of Javertsing IS to create
prand equiy I Mony woy's INCluding customer satisfaction, perceived quality, brand Image, brana
oworeness ond brand equity (Kumar et al., 2016). Advertising In 500l media helps to recall o brand
ond Brond recognition particulaory during purchase (Roza, Bokar & Maohamod, 20170

2.6.2. Surveillance ond brand equity

survedlionce refers to the need for Informotion and evidence about influencers, which cam assist
people (Dovis, 2009). Achleved via o possive soclal media use mode oimed at increcsing one's
knowledge of the immediote soclal environment or Just knowing what's hoppening within the
social network. It includes searching for specific types of people using odvanced search character-
Istics; soclal network surfing, browsing stotuses and profiles (including photos) of friends and
friends of friends ofternatively as those of other total strangers (Rugglero, 2000). Asmah (2011)
Inmicated thot people use some type of Media to Monitor whot IS Going on Within and outskle thair
reglm. Hence soClal medio ks whot Individuals use to monitor what others are doing (Whiting &
Willlams, (2013). The troditional media Is unable to repart the whaole shebong due to vastness of
space, fear and censorship, whilst in seclal media people can upload wideos, Images and comment
on such platforms (Musal et al, 216). This Is what culminates Into gorlla journallsm (Popoolo,
Z0r1&). From the discussions obove, it IS mypothesized that

H1: Survellance has o signficant positve relationship with brand equity.

2.6.3. Sodiol interoction and brand equity

UGET soclal Interoction the context denotes Do the need to bulld and dewvelop relotionshilp s and
connect with others. The fundomental nature of sociol medio Is particpotony, vio which the sharing
of content Is both o form of expression ond means of relotionship buliding (van House et ol Z005L.
Soclol Interactivity Is widely regarded as on essential foctor In determining o voriety of affective
ond behovioural outoomes such os sotisfoction, ottftude, decislon-making and encompassment
[Coyle & Thorson, 2001; Fortin & Dhodoida, 2005; Stewort & Poviou, 2002). When o user has higher
Ievel of Interaction In o sodal netwarking community, he or she will be more Indined to recom-
mend the brond community, becouse of the benefit from engagement (Wolsetschidger et ol,
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2008). Ayeh et al {2013) enumeroted common Interest, wolue, and passion os the basls for
consumer Interaction. Cheng and Guo (2015) stated that posts of remark or pralse, would entice
more replies. Hence, number of replies might be viewed as mork of personal achleverment [Dolon,
2016} In Dessoert {2017), people’s Interest In Interacting online was the maln factor Influencing
social medio engagement. Therefore, It hypothestzed that

Hy Sociol Intaroction hos o SMnfficant positive  relgtonship  with brand  equity

264, Remunergtive and brand agquity

The level of remuneration offered to the consumer via socal medio content has been studled as
o driver of consumer decidons to confribute to online communities (Muntinga et al, 2011}
Consumers engage In socal medla use os they expect to goin some kind of reward such as on
economic Incentive, job-reloted benefit or personal wonts (Muntinga et ol., 2011). Socal medio
content that offers o reward or remunerotion Includes monetary INCentives, giveoways, prize
drowings or manetary compensations (Flller, 2006). This type of content |s onticipated to grotiy
users' nesds for remuneration and rewards within soclal media. Scholors hive recommended thot
social medio communicotion thot IS rewording may couse lower levels of engogement, compared
to Informotive content (Cvijlk] & Michaohelles, 2013; Dolan et al, 2016). In contrast, Cwijik] &
Michahelles (2013) opined that sodal media content that ks remunerotive 1s a significant predictor
of commenting behoviour of users. From the above description, It Is hypothesized that

Hy Remunergtion hos 0 signficont  posive  refgtionship  with  brand  equity

2.6.5. Information sharing and brand equity

Ltz for Infarmaation Is the third “consumser motvotions™ for using sockal medio that were [dentified oy
o researcher (Mylond & Meor, 2007). This dimension desoribes the Information resource use of sociol
media. That Is to soy, how users can find information they want or need on sodal media. These uses
were complied and adopted from dverse studles on general Internet uses and sodkl network Lses
[(Shoo, 2009; Nylond & Meor, 2007; Rugglero, 2000; Recchiutl, 2003). Further, achleving numenous
forms of information has besn recommended s the most significont motive consumers uss the
Internet (Modoax, 1958) ond levels of Information and ottfude to the webske hove been found to be
positively refated (Chen et al, 2002). Whilst the Importance of delivering Information via advertise-
ments hos been recognized for troditional medio (Rubln, 2002}, the role of Informational content In
the oniine, secial domaoin has only kotety recelved ottention. Probing for and receiving Information
oout a brand Is one of the main grotifications of consumer participation Inonline brand CoMMunitiss
[Muntingo &t ol, 2011; Roocke & Bonds-Roocke, 2008). Hence, the resegrchers hypothesized thot

Hs: Infownation  sharimg hos @ signflocont  positive  relotionship with  orang  equity.

2.6.6. Entertoinment and brond eguity

Entertolnment Is the feeling of being sodable, cheerful, and happy, and referred to the way sociol
medln serves os a meons for entertalning and escoping pressure [Lee, 2012; KIm, 2004). Lee and
Ma (20132) beleved the volue of madia entertalnment was attributed to the abliity to satisfy usars'
needs for escaplsm, enjoyment, emotional release, ond anxlety reief, Ducoffe (1936) found thot
entertolnment directly offects user ottitudes towords advertising: A fovourable advertising mes-
5092 not onty positvely affects user ottitude towords the advertising but olso Increases user brand
ottitude. Users seeing odvertising to be socloble show more engagement behoviour and display
positive attfudes towards the brand {Mir, 2011; Onol et ol, 2011). Hence, It hypothesized that

Hy Entertpinment hos o significont  positive  relgtionship  with  brond  equity.
2.7. Brand equity and purchase intention
Communications on sodial medio contribute to ennoncing customer attitude toward the brand,

brand equity ond Increase WoM (Combrio et al, 2012). Ol ¥eh ond Yang {2009] snowed thot
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perceived brond quollty mediates between percelved value ond consumer purchase Intention.
Products that are gssoclated with o fomous brand nome hove Influence of consumers viewing
the brond os high quality, hence relating volue oitogether, which Impacts on purchose Intentions
[Chl &t ol., 2003]). In Hollm ond Homeed (2005, It was observed that consumers’ walue perception
will affect thelr purchose Intention, indicating that, the higher the value, the higher the purchase
gecision. In onother study, purchose decisions are influsnced by brand Invoement, brand Image,
product quality, brand loyolty, product attributes, brond owareness, and product quollty (Chen &
Change, 2010). Finally, using sodal media platforms to design, Incregse past and managing
different sites to engoge customers leods to Incredse oworeness, product Interest and Bely
Influence purchose Intention (Batro & Keller, 2016) Figure 1 ond 2. From the discussions ohave it
Is hypothesized thot

Hy Brond equity haos a signfficant positive relotionship on  purchase  intention

2.8. Social media, brond equity ond purchase intention

Ashley and Tuten (2015) sald bronded soclol compalgns offer more touchpolnts to Influence
ongoing communicotion between the brand story ond consumers during the doy which con
Increase brand relotionship, persupde online customers to engage on sockal medla content and
ossists manogers 1o UNCOVer Ccommon themes within customers' feedbock. Both UEE and FOC vio
soCial media have positve relotionship with behavlour Intentions. For Instance, sevanal researchers
hirve found social media communication to be a positve influencer of consumer purchase Inten-
tlons (Agker. 1991, ; Goodrich, 2011; Keller & Lehmann, 2003; sartin et ol, 2003; Snvinskl &
Dabrowskl, 2013, 2015, 2016; ¥oo et al, 2001). Khodim, Zofor, Younis and Modeem (201&)
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postulated that FCC and WGEC ond positive feedbock obout the brand on network sites positively
Influence the perception of consumers and Intention to buy. Hence, It hypatheszed that

H,: Sociol medio has a significant positive influence on purchase intention through brand equity

3. Methodology

3.1. Research strategy

According to Prelbusch (2013), Investigator uses a survey as d tool to collect dato from Institutions
of Indhiduals. The survey Is sultoble for o study thot measures both the Independent varlables and
the dependent variobles and Is o helpful woy to collect participants” information ropldty (Amin &
Ahmad, 2012; Lee et ol, 20140; Mogengast et al, 2014). A survey Is a method of gathering dato
obout people to describe, compore, or explaln thelr knowledge, attitudes, and behavior. Survey Is
0 tota collection strotegy where doto ore collected from Individeals, colled respondents, by having
them respond to guestions (Monette et gl, Z005). The approach enobles the establishment of
extensive opinions under notural situations (Auka, Bosire & Maotern, 2013). Chandra (2004} noted
thot sureeys are comparotively economical (especially sel-administered surveysl; surveys are
woluable In describing the choracteristics of on outsized population ond no other method of
DbserwItion can give this univarsal copatility. In agartion, when conskiering the IMited time period
of doto collecting ond the cost It Is reasonable to apply the survey method for o study (Sekaron,
2000; Malhotrg, Z007; Sekoroné Bougle, 2016).

3.2. Research design and research choice

This study used quantitotive design. The goal of this research entalls testing of hypothesis and Is
0 systematic and scentific approach to quantify data (Sorma, 2015). The regson for using quontl-
totive |5 bosed on research gool and resegrch precedence. The study intended to establish the
relationship between soclol media, brond equity ond purchase intentions via regression onalysis. It
oiso provided avenue for testing the sk hypotheses. We used quantitotive correlationol design to
getermine the relationship betwesn soclal media, brond equity (CB8E) to In the cumrent study.
Cross-sectional wos used In study by collecting dota ones off (Sexoran & Bougle, 2016]. Survey
data will be collected from one orgonization ot one point In time. Cross-sectional research typloally
uses diversa survey technlgues to gather dota and olso wses warlous guantitotive or multiple
methods [Sounders, Lewls & Thonnhill, 2012).

3.3, Popul ation, sampling and somple sire

The participants of this study were both men ond women wha foliow, llke and share Information
obout brands on Instagram (onlne). These respondents took part In the study by completing
onfine question via Qualtrics (quattrics.com). The population was imited to only sociol media users
on Instogrom and those who foliow foshion and reloted brands. Respondents must have the
strotegies ond knowledge required provide odequote responses to the reseorch questions
[Marshall & Rossman, 2016; Yin, 2018). After all, the gool of selecting respondents s to poguire
on In-depth understanding of the study phenomenaon [¥in, 2018). A somple size greater than 30
ond less than 500 s sultoble for mony studles (Abronovic, 1997; Ahmod, 2017; Rosooe, 1975;
Sekoran, 2003). We used convenience sampling. Consequently, to improve generollzation, the
study was Conducted In o notural suation, where the respondeants may be honest In thelr answers
[Pollt & Beck, 2019). The reseorcner found corvenlent sompling technigue useful In this study In
order to Increase the passibility of number of respondents. Finally, It was selected because af Its
ohjective of exsy oooessibility of 500 partidponts whilst owercoming time constroins and cost
reduction Zlkmund, 2013].

24, Data collection

Structured online questions were used for this guantitative reseorch, since [t is o preferred method
for finding out the different ospect of participonts® behaviour. Questionnoire method INdenses
speed of dota collection, cost effectiveness, and higher levels of objectivity compaored to other doto
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collection methods [Dudowskly, 2013). The researcher used Internet-based (online) guestionnaire
by distriputing It through short messoge service (SMS) orfand over the emall In the farm nypering
[weblink) [Sounders et al., 2016, Mony research POpers ond reseorches have stressad the Increns-
Ing populartty of online questionnoire (DIIMoN et L, 2014; Squnoers, 2012), whilst most of tem
howe used It (Schivinskl & Dabrowsid, 2016; Schivinsid et al, 2019} The varipus iterature reviews
became the foundation for developing the Instrument (Al & Wu, 2018; Moore, 2016; Newton &
Sundin, 2016} It provides adequaote time to the respondents (1-3 weeks) and enobles respondents
to respond to the questionnalres with thelr eose ond comfort. All tems In the Instrument using
Llkart, nominol, ordinal and ratle scales were considered closed. Close-ended questions help the
ressonch to code eoslly and oliow the porticipants to moke guick cholce decislons amongst the
citernative provided (Sekaron & Bougle, 2016). The Instrument used sought behaviourol questions
thot check purchase Imtentions ond reason for using sodkal media. The questionnalre was divided
Into twao sections. Section A sought cemography doto such os sex, age, education ond oooupation.
Section B sought Information pertolning to the research matter (uses ond grotificotion variobles,
brand equity and purchase Intentlons), where closed-ended questions were used. Likert scaling
was adopted In studies becowss it hos been commonly used by Irvestigotors as o tool for
meosuring bellefs, opinions, ond ottftudes. It also makes easy the anolysls of dato {(Coleman,

2011)

Taple L pro of responaents

Group Indicotor Frequency %

Gender Molc: 190 E]
Femala 310 &2

Hga 20-19 17 3
30-38 190 k]
&0-59 120 Fo
50-53 Fij 4
60 and over 5 1

Deocupation A studant 155 e
Ratired 5 10
Employed for wages 95 580
Salf-employed 24 45
Ot of work but not & B
currarttly |ooking for wark
Out of work and locking 18 1B
for work

Education SHE 7 14
Diploma 5 S0
DegraawHND pEe] A
Mosters 190 JED
Pl &5 &0

Marital Sofus Single, never marriad 151 1E3
leprried 347 L4
Widowad 11 13
Separcted 1 2

Total 00 100
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3.5 Megsurement instrument

Survellionce ond sodal Interaction Items were pdapted from Sung et ol (2016}, Information
sharing (Klm and Johnson, 2012), remunerction and entertalnment {Fuller, 2006). The dependent
voriable (P1) was measured using three Items adapted from Yoo, Donthu and Lee (2001 In this
study, the mediator Is brand equity comprising brond owarenass, brand loyolty, brand assodation
ond perceved guality. It 15 measured by adopting four tems from (Schivinskl et ol., 2016). We used
S-point Likert scale: strongly disagree = 1 to strongly agree = 5 (Meyer, Gracey, Irbeck & Akers,
2015)

3.6. Dato anolysis

As o requirement for SEM, confirmatory foctor onalysis wos conducted, discriminant walldity
onatyses were done. Rellobility test was done via Cronbach’s aipha to understand the internol
consistency of the Instrument. In this study, result estimotion will be produced by testing hypoth-
eses. The mediator (brand equity] provides more evldence ohout why or how soclal ond purchase
Intentions are Intesrelgted. The reseorch tested brond equity mediation impoct by following Baron
ond Kanny (1986) In ordar to |ustry the link etwesen the INdependant vorkibles and the dependant
voriable. o) sockol media (V) should skgnificontly offect brand equity (mediating varioble), (b
brand equity snould significantly affect purcnose INtention (sependant wariabde), (c) social medio
should significantly offect purchase Intention ond (d) the effect of sodal medla on purchase
Intentions should na longer be significant (full mediation) or weoken (partiol mediation) after the
resemncher contrals for brand equity.

L. Results

4£.1. Demographic profile of respondents

According to Pollont (2011), It's advisoble to Indlude such demogrophic InMioators such as age,
pender, educotional level and Income when conducting studies involving humaon respondents. The
gemographic profile of respondents required for the study Is outlined In Table 1. Respondents were
profiled nocording to gender, maritol stotuws, age, soodemic quolifications ond state of jobs. Table 1
Includes the demographic profile of those respondents engoged In the study. Amaongst the
respondents, 310 females representing 62% and 190 males of 35% were engaged In the study
WIth respect o the gender distribution of the respondents.And the totol number of respondents
was 190 [35%) were between the ages of 30-39. This ws followed by the oge range of 20-29with
170 respanses tatoling 34%. The oge ranges from 40 to £9, ond the study reveoled that, there were
120 responses resulting in 24% ond at least 20 people representing 4% of the respondents were
between the ages of 50 and 59. Five respondents were 60 and above yeors of oge distribution,
totoling 1%. The last damographic Indicotor to be Identifled hos been the respondent’s job status.
There were 295 constituting 59% respondents were empioyed with wages and salarles, whilst 154
(30.8%) were student who use Instagrom. Those Instogram users who ore out of work but not
currently Iooking for work were & {0.8%) respondents, whilst those who are out of work ond looking
for wark were 18 respondents representing 3.8%. Eventually, 24 respondents representing 4.8%
were seff-employed.

The respondents’ marital status wos equally well coptured and at foce value, it s evident thot
[141) 28.2% singles wera Involved In the study belonged to the youthful group, In other words,
they are referred to os the “Genenation ¥,” the working class and mostly urban dwellers who
usually spend o great deol of ime ond resources on soclal media for new Items Including
clothing, and this hos o positive thesls reflection. The findings were In consistent with the
research by Kemp (2020), who observed an upwards Incregse of users In Ghona to have
Incregsed by 629 tNOUSON—rEQresenting 12% between APl 2019 ond January 2020. Three
hundred forty-seven (347] were morried, cOmprising G5.4%. Whereos 11 respondents were
widows, totoling 2.2% ond finally, 1 person representing 0.2% wos separated from the spouse.
As regards the respondents” educational level, those with SHS os thelr highest level of educotion
were 7, representing 1.4%. The educotionol averoge of the Diploma was 25, 5%. Holders of HNDV
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degree combined were 233 respondents totaling 46.6%. Postgroducte stoge hod 190 master's
holders, representing 38%, and finally &5 respondents representing 2% halds Phi.

4.2. Assessing modd fit

The confirmataory foctor anotysts wos utlized In measuring the Goodness-of-fit (S0F) Indices. The
megsurement model was ghven os “0%af = 2, CF1 = 0942, TLI = 0.972, RAMSEA = 0.001"
Furthermore, the structural model wos estimated ond hos been captured In table £.B. This clearly
posit thot the GOF of the model met the stated cut-off polmts. That Is, the foctors of the
Independent variabies fit for predictions on the dependent vorable.

£.3. Reliobility ond validity test
Reliobilty test wos performed to ensure acouracy leved for measuring the intended Lotent oulld. The
Crontach's olpha technigue wos utiized In testing the rellability of the Instruments. To enhonce the
statistical leved of confidence In quantitotive study, reflobility testing for answering of the formuloted
Eses Is necessory. Cronboch’s olpha of reliobiiity of the foctors should exceed the minimum
required level of 0.70 (George & Mollery, 2016) and this con be found In Toble 2. Additionally, the
factors Loadings and comipasite rellabliy values provide evidence of convergent volidity (Bopar & ¥,
1988). Further, ¥ the oweroge varionce extracted [AVE) of the factors Is greater than 0.5 then, thus, the
revelotion of corwergent volidity (Sabin & Zikmund, 2016). Hence, this applied this analysls to show
the present of corvergent volidity ond rellobility which con be found In Toble 3.

Motes: 5V, soclal medio survellonce; 51, sechal Interaction; IFO, Information shoring; REM, remu-
neration; ENT, entertainment; BQ, brond equity; PI, purchase Intention.

Inferable from Table 2 shows the rellabiity of the Cronbach's alpho of the Instruments and
factor loadings. The walues ronge from 0.911 to 0.917 indicating Intemnal consistency within the
data set. Alsg, this show's that all the variobles hove met the mindmum threshold of 0.70 and obove
[Halr, Babin, Anderson, & Tothom, 2010). It Is olso evident from Toble 2 that the Ipadings of the
AVE wera abowe the threshold 0.5, which fell between QU525 and 0.B59. That Is an evidence af
comvergent valldity (Formell & Larcker, 1981). Additionally, the foctors recorded o compasite relio-
bility of 0.92-0.96 which exceeded the minimum cut-off point of 0.7 (Halr et al,, 2010).

Several studles hove Indicated thit foctor looding should be greater than 005 for batter results
(Truong & MoColl, 2011; Hulland, 1999), whilst Chen & Tsal (2007) were oltso consliderad as a cut-off
for appropriote lgadings In the tourlsm context. Furthermare, Ertz, Karakas & Sorigollu (3016}
found the factor loadings of 0.4 ond obove for thelr Confirmatory factor analysls when investigat-
Ing pro-environmentol consumer behoviour. 50, we howe not only chasen this criterlon on the
ohove ground but olso os 06 ks higher thon the cut-offs for foctor looding studles. In line with this,
the stondordized foctor looding of ofl ronges of tems waos above the threshold Bmit of 0.6 and
obove also suggestad by Chin, Gopal & Salisbury (1597) and Hoir et al. (2006). Gen these
orguments, the lomibdo values (Foctor Loadings) have exceaded all the threshalds.

&4, Discriminant validity
To fulfil the requirement of discriminont valldity, the sguare root of the foctors of AVE should be
greater that inter-foctor corelation (Formell & Locker, 1981).

Notes: 5v, soclal medio survellloncs; 51, sechal Interaction; IFO, Information shoring; REM, remu-
neratior; ENT, entertainment; BQ, brond equity; P, purchase Intention.

The result in Toble 3 shows thot the result of the sguare root of AVE wos more than the
comrelation numbers. Hence, discriminant volldity 15 evidentiol witnin the constructs of the study

which shows thot the factors are distinct from each other. Agaln, the volues of the correlationwere
not akove 0L80, Indicating no mutticollineartty within the dota set (Halr et al., 20105
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Tobde 2. Relloh
Items AVE CR Cronbach's alpha
Survedlonoe 058 093
an 815
s a11
k] 812
e 913
U 912
Social interaction 0EL 045
31 a11
512 977
1 112
a11
510
0353 092
111
a7l
Q52
912
T&T 913
060 0398
913
912
957
912
059 0494
ENT1 752 913
ENTZ E1B 918
ENT3 731 91
ENT4 705 17
ENTS 767 a17
Brond « guity 059 028
801 915
B2 918
803 912
304 17
Purchass intention 062 0.35
Pl BSB a17
P12 TG 911
P T 951
1 912
Pl a4
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Constructs AVE 1 2 3 b 5 13 7
2 S0 J35

5l 610 SEa T8l

1¥0 530 AT a5 T28

REM 500 285" ST 453 T

ENT 590 77 011 036 A& Te&

a3 580 e o AT SOE™ -.003 TEE

Pl 590 3a0 A3 ATE™ h55* - 00 Je _TEE

Table & prowides the summary of Mypotheses tested In study. The beta values, ¢ and p walues,
ond the hypotheses decislons were all coptured. Alsa, the threshold of accepting or rejecting
hypotheses was provided o footnote.

The measurement model obtained throwgh CFA shows the GOF of the meagsurement and
structunal model. All the Indices met threshold as Indicated In the Tables 4 ond 5. This makes
the data usable for further onalysls. The results revealed thot SV has o significant positive effect on
BG (f=0116,p<005) supported H,, SI negaively and Insignificonty offect BQ
(f— —0.072,p=0.05) rejacted Hz, IFO Nas a ggnificont positve effect on BO (F — 0.268, p<0.05)
supported Hy, ond REM [F = 0304, p0.05) has a significant positive effect on B0 supported Hs,
ENT (= —0.054, p<0.05] has g Insignificont negative effect on BQ rejected H.. Finally, BQ Is
stotistically significant to P1 (conflrmed H,.

4.5. The indirect effect

The AMOS software wos applied to estimate direct ond Indirect effects with Involved mediator In
order to understond the mediotion effect. The model was used to investigate the mediating effects
of gratificotion dimensions on output warlable. As llustroted In Table &, the Indirect effect of
grotfication of socal medio through brand equity to purchose intention were evaluoted.

Survelllance and purchase Intention throwgh brond eguity: The effect of survellionce an purchase
Intention through brond eguity wos significantly positive (5 = 0.844 and p = .00D).

Social Interaction ond purchase intertion through brand equity: The effect of sociol Interaction
ond purchase Intention through brond equity was insignificont ond os well os pose o negative
relationsnip (8= —0U035 and p = 0.265).

Information ond purchase intentlon throwgh brand equity: The effect of information and pur-
chose Intention through brond equity wos significant and as well as pase a positive relotionship
(8= 0.93% and p - 0.010).

Remuneration and purchase Intention through brand equity: The effect of entertoinment and
purchase Intention through brond equity was significant and os well as pose o positve relotionship
(6= 0,031 and p = 0.001).

Entertalnment and purchose intention through brand equity: The effect of remuneration and
purchase Intention throwgh brand equity was Insignificant and os well o5 pose o negative relation-
ship (&= —0.021 and p - 0.060).

4.6. Discussions of study

The purpose of this guantitotive, cross-sectional ond survey study was to Investigate the Influence
of socal media communication on purchase Intention of consumers In Ghona through brand
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Table 4. Hypotheses test
Hypotheses Beto t Values P Volue Decision
path
H1 ERYT] L 7510 GIR hoopted
iz S BQ 0072 1550 ozl Tjected
7] TF0= B0 (¥ 5340 000 Aeepted
HE REM = B [ET 62D 0000 hoopted
HS ENT - B 005% 1150 0754 Tjected
HG B = FI [ [ 11620 000 Aeepted
Indimct paths

ERLEL [ 5580 0000

5[~ B0 =« PI 0035 0057 0765
7 1FD = B = PI 0939 12.620 0010

REM = B0+ B a1 11110 0001

ENT = B0 < B 0021 011 0050

Mote Sockdl medlr suresllionces = 5 Sockl intarectlon = 5I: Informotion Sharing = IFD; Remunoration = BEM;:
Entertoginment = ENT; Brond Equity = BOQ; Furchasa Intention = P < 001, "*F < 005, *F < 0.1

GOF Me-gsured Structural Accepted Vaolue ReTerences
Level

RMSER 0001 004 =010 Bartler (1950

CFI 0.94 0.942 =090 Byrma (20100

GF1 0955 D954 >090 Hu & Boreler (1995)

HFI D960 0958 =090 Hu & Bertler {1395

RFI 0.952 0.952

TLI 0472 D582 >090 Bentlor (19500

ordf i E] =005 Schumaker & Lomax (2001}

equity. Whereas many of the previous reseorch examined these constructs os single indlcations,
this study compared all the gratifioation component and brond equity on the Intention to buy. The
study made use of st assumptions by way of hypotheses. Out of the five ontecedence of the uses
ond graotificotion model {soclal media], only three have positive and significant effects on brand

equity.

The study findings revenied that survelllance hos a significant and posttive effect on brond equity
[ = D.116, p<D.05] supported H,. This finding ks in line with the works of Majeed et ol (2020), who
found a positive and significant ossociotion between survelliance and customer engagement with
the brand. Also, the relotionship betwesn soclol interoction ond brond equity |s negotively and
Insignificontly (§ = ~0.072, p=0.05), hence, rejected H,. However, Abu-Rumman and Alhadid
[2014] found pasitive effect of sodal medio sodal Interoction on brand value In an empidcol
resaorch on mobile service providers In Jordon

Information sharing has a significant posttive effect on brond equity (f = 0.263, p<0.05), which
supported H,. Tresna ond Wijaya's (2015) study conforms with the curent study, since they also
found corwersation and Informaotion sharing to hove bath positive and sigrificant relationsnip with
brand equity In an orgonizaticn In the retall INgustry. The relationsnip betweaen remuneration and
brand equity Is sigrificontly positive (= 0304, p<0.05] ond hence supported H&. This study Is
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contrary to Cijik] & Michahalles (2013), wha found that remunerction Nas positve but Insignificont
relgtionsnip  with cContrbution  to  Duyer Intentions. Sockal  media  entertolnment
[f— -0.054, p<0.05) hos on Insignificont negotive effect on brond eguity rejected Hs. This s
contrary to the study of Angeln, Kim and Ko (201&), who found thot sedal media marketing
potivitles such as entertolnment ond sodal interoction ond brand egquity are positve and
significant.

Finally, the relationship between brand equity ond purchase intention Is stotistically positive and
significant to | — 0.1652, p<0.05) confirmed H,. This study Is in Bne with Holm and Homeed
[2005), who observed thot consumers value perception will affect thelr purchase Intention, Indl-
Eﬂ'ﬂl’ﬂ that, the hlgher the valus, the |1|th the PLITEhBSﬂE decision. In another research, brand
IMVOIVEMENE, brand identity, product quality, brond (oyolty, product attrioutes, brand recognition,
ond product guality Influence purchasing dedkslons (Chen & Altar, 2010).

In soclal medla, govertsing oppedal leads to positve brond gssodation, which eventuolly leads to
fovourable behoviour Imtention (Adetun|l et al, 2018 Abu-Rummon and Alnodid (2014) and Godey
et al. {2016) found o significant relationship between sockal media entertainment ond sociol Interoc-
tlom on brand equity ond buyer purchase Intention. This the reverss case for this study, where bath
social media entertalnment and socal Interoction have negotive ond Insignificont relotionship with
brand equity and buyer purchose Intention. Overall, not all the components of social medla commu-
nication l2od to brond equity but brond equity definttety leods to customer purchase Intention.

4&.7. Conclusion

In this quontitotive survey study, the researcher inwestipoted the effect of sodal medlo on buyer
purchase Intention through brand equity to participote In soclol media octivity at the different
lewvels of sociol media porticipation for users. The current reseorch established hypotheses from
Kotz (1959) bosed on the “LGT and TRE. In the present study, too, the theory has helped exploin
the rode of soclal medio marketing strotegles ond tendency to online Interoction os motivators for
user engagement on sacial media with brond-reloted content. Bullding on the results of numernous
studies bosed on the UGT system, the present study found o significant and positive impoct af
50kl media marketing strategles and tendency to onling INteraction on sockal mama engagement
of users. As o result, 0 strong empnosis on how DusINEsses connect thelr customers online
produces positive of negative Interactions that further offect their brand equity. Domestic brands
must also express thelr princlples cleorly to conswmers In order to achleve a falr return on thelr
Investment. Gen that It has never been edsler to meet the torget qudiences at lower cost levels,
domestic marketers need to particdpote in sodal media contact and embrace It as part of thelr
marketing strategy. This can be done by talloring digital promation activites to motch and meet
the heart of thelr torget oudlence, to which they con express thelr bellefs In order to boost sales
ond move up the marketing funnel. The ottitude towords buying by CUStHMErs Con never be
overlooked. Whether positive or negative, It impocts thelr Intention to buy. The results showed
thot remuneration-to-brond equity was the best of all.

5. Implication for monaegement

The findings of this reseorch undersoore the degree to which the socikal medio behavior outcome
Indicators contribute to brond equity. In addition, the findings show that companies need to target
refated soclal medla network octivity outcomes and then bulld tallored strategles that can Incregse
brand equity. Results can help comganies realize thot Instagram's sociol media civity outcomes
fowor thelr bronds more and can be wsed more efficientty in manoging sociol medio by consklering
the essence and direction of the influence of different sociol media network octivity outcomes.
soclol networking 1s on essential sowrce of knowledge that affects customer decislon-making.
Companles can use sacial medio ond ather oniine applicotions to provide customers with up-to-
date, oppropriate ond fresh Informotion. Monagement of soclal media marketing would promate
the brond community on which consumers rely os a significant source of knowledge In declsion-
making. In the end, this motivationol system would establish the engagement between users.
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&. Theoretical and manageriol implicotions

A number of research In the previous |iterature voll@ating the five dimensions of sodal media have
oooepted the used soale of measures of SMC behoviors enshrined In usage ond gratification theorny.
The holistic effect of these dimensions determines the behaviors that Inspire people to use soclol
miedlo. From a customer point of view, consumers engoge on-line sites to access personalized
resources ond to recefve the Iotest knowledge when sharing thelr Insights and other tips. Second,
SMC ennances brond equity, whilst the five estonished attributes of SMC ore omongst the dnvers
of brond equity In the online context (Srintvasan et al, 2002L

our results offer honds-on Inslghts to proctitioners. First, the greatest vital kxury foshion
marketing strategy Is to ensure thot sociol media offer Informotion ond leaming opportunities to
customers. The study underscores the importance of providing up-to-date and pertinent Informo-
tion about the brond and Its products In sociol media octivities (SMA] to sotisfy customer needs.
Sociol media octivitles should be Judiclously planned to provide mental ond knowledge experi-
ences, soCiol communicotions, and personal integrotive Qssistonces that ks kely to Improve sociol
stotus and reputation. By positioning SMA actiities with visuols, thoughts, bodily experiences,
problem-sotving, and Inquisitivensss, managers could rely on them by bullding and mointalning
strong brond-consumer assoclations in soclal media environments (Brakus et al, 200%; Morgon-
Thomas & Veloutsou, 2013).

7. Limitotions and future studies

The first weokness wos that, the reseorcher used relotively, o smaoll number of items to calculate
each of the structurol model Constructs discussed In this artice. When replicoting this study,
reseprchers should conslder the Inclusion of cojects In the measuring model. & potential Investl-
gator may conslder conducting o mbked-method study to collect Informotion-rich ata through
Interviews whilst checking the meaning of wariables through guantitative analysis. Finolly, this
study used o Ghanolon sample, making It Impossiole to genenalize the findings to other countries.
The mojority of sociol mMedia Users In Ghana are still young peaple; thus, when replicoting this
research, one should take into conskderotion sochal, economic and cultural differences. A stronger
confirmaotion ond generalzotien of the results should be performed in different countries In future
reseonch In this ared.

Section B: Questionnaire
SOCIAL MEDIA

Surveillance (SV)
1 recetve good Infommotion on brand X producers

Brond X producers Keep me-up-1 oote with Iatest Information.
Brond X producers offer customized information ssorch.
Knowledge on the lotest promotional Information |s oiways meallable

Brond X producers help me to leomn about valuoble products.

Sociol Interoction (SI)
Brand X producers gve me opportunity to know other customers.

Pro-ducers reply to customer posted feedbock/inguires.
Producers use sociol media to allow me to Interoct easily WIth other CUStOMmEers.

Preferred brand sociol media ollow me to shore my opinion with others obout products.
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T use brand X producers Sockal media platform to easlty connect to friendsfothers.

Information Sharing (I5)
1 con ensily shore Informaotion with athers via Brand X makers Sockal media page.

Prowided latest Brand X promotional Informotion.
1 atways pet quick access to Infarmation on the brond X phane.

Remuneration (RM)
Brand X mokers Soclol madia page content Is wseful.

Social medio offers me economic Incentive (monetary Incentives, gvesw oys)
Sodal medio offer me prize drowings

Sodal medio offer me job-reloted benefit

Soclal medlo offer me personal wants

Entertoinment (ENT)
To pass timewhen [ om bored

To entertoin my seif
Because 15 o habit Just something to do
To oocupy my free time

BRAND EQUITY
1 con eqslly recognize this brand Omongst oier COMpeting brands.

1 trust the compony who maoke this particulor brand.
This brand would be my first chalce.
In comparison to alternotive bronds, the lkely qualtty of this brond ks extremety high.

BRAND PURCHASE INTENTION
I'would buy this productforand rather than ary other brands avallable

1 amwilling to recommend that brand to others to buy
1 INtend ta purchose this proguctibrond In the future
MO Mmotter wiat I will buy this brond

This brand attracts my attention quickly

This guickly comes to mind when I howve to make purchose
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