BABYV
PENUTUP

5.1. Kesimpulan

Mayoritas pengisi kuesioner dalam penelitian ini berjenis kelamin laki-laki,
dengan jumlah yang lebih banyak dibandingkan perempuan. Sebagian besar
responden berada pada rentang usia remaja hingga dewasa muda, dengan kelompok
usia terbanyak berasal dari kalangan muda, yaitu berusia antara 19 hingga 22 tahun.
Sebagian besar responden juga berstatus sebagai mahasiswa S1, sementara sisanya
merupakan pelajar SMA/SMK, mahasiswa pascasarjana, serta mahasiswa diploma.
Berdasarkan penghasilan bulanan, mayoritas responden memiliki penghasilan pada
kisaran menengah, diikuti oleh kelompok dengan penghasilan lebih tinggi maupun
lebih rendah. Dalam hal frekuensi pembelian produk di kedai kopi Janji Jiwa selama
satu bulan terakhir, sebagian besar responden tercatat melakukan pembelian
sebanyak tiga hingga lima kali, disusul oleh mereka yang membeli satu hingga dua
kali, dan hanya sebagian kecil yang melakukan pembelian lebih dari lima kali.
Selain itu, menu yang paling banyak disukai oleh responden adalah jenis kopi,
diikuti oleh menu toast, menu non-kopi, dan menu teh. Berdasarkan hasil analisis
data dan pembahasan pada bab sebelumnya, peneliti merumuskan beberapa
kesimpulan dari penelitian ini. Dengan demikian, dapat disimpulkan bahwa:

1) Pemasaran media sosial mempengaruhi kesadaran merek secara signifikan dan
positif (H1 diterima). Hal ini menunjukkan bahwa pemasaran melalui media
sosial terbukti mampu meningkatkan kesadaran konsumen terhadap suatu

merek. Hal ini menjukkan bahwa Information & Procecing Theory masih dapat
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2)

3)

4)

digunakan untuk menjelaskan bagaimana pemasaran media sosial
mempengaruhi kesadaran merek.

Pemasaran media sosial mempengaruhi niat beli secara signifikan dan positif
(H2 diterima). Pada kopi Janji Jiwa, pemasaran media sosial dapat mendorong
konsumen memiliki keinginan membeli produk kopi Janji Jiwa. Sesuai dengan
Information & Procesing Theory (1989), informasi yang didapatkan oleh
konsumen di Instagram Janji jiwa, membuat konsumen berniat untuk membeli.
Hal ini menunjukkan bahwa dengan adanya konten yang menarik dan relevan
melalui media sosial, serta interaksi yang lebih kuat dengan konsumen, ada
kemungkinan akan terjadi peningkatan minat beli terhadap produk.

Kesadaran merek mempengaruhi niat beli secara signifikan dan positif (H3
diterima). Hal ini menunjukkan bahwa kesadaran merek memiliki dampak
yang besar terhadap niat beli, jika pelanggan menyadari merek dengan baik, hal
tersebut akan berdampak sangat tinggi pada niat beli.

Kesadaran merek berpengaruh signifikan dan positif memediasi pemasaran
media sosial terhadap niat beli (H4 diterima). Hal ini menunjukkan bahwa
ketika konsumen terlibat dalam aktivitas media sosial terkait merek seperti
memberikan ulasan atau membagikan konten terkait suatu produk, hal ini akan
meningkatkan kesadaran mereka terhadap merek, yang pada gilirannya
mendorong niat mereka untuk membeli produk dari merek tersebut. Hal
tersebut juga relevan dengan Information and Processing Theory yang
menjelaskan bahwa informasi yang diterima konsumen melalui media tidak

langsung menghasilkan perilaku, tetapi diproses terlebih dahulu di dalam
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pikiran mereka. Dalam konteks ini, media sosial berperan sebagai saluran
informasi, dan kesadaran merek adalah hasil dari proses mental konsumen
dalam menerima, memahami, dan menyaring informasi promosi tersebut.
Artinya, promosi di Instagram tidak langsung mendorong niat beli, tetapi perlu
melalui tahap pemrosesan informasi yang membentuk kesadaran merek terlebih
dahulu. Setelah kesadaran itu terbentuk, barulah konsumen cenderung
terdorong untuk membeli. Inilah mengapa brand awareness menjadi mediator
yang penting dalam hubungan antara pemasaran media sosial dan niat beli

(Entman, 1989).

5.2. Implikasi Manajerial

Merujuk pada hasil penelitian yang telah dilakukan, peneliti menyampaikan
beberapa implikasi manajerial sebagai berikut:

1) Berdasarkan hasil dari uji hipotesis pertama, pemasaran media sosial memiliki
pengaruh signifikan terhadap kesadaran merek. Hal ini juga dapat dilihat dari
nilai mean tertinggi pada indikator kedua yang membuktikan bahwa responden
menunjukkan kecenderungan untuk merekomendasikan merek kopi kepada
teman-teman mereka di Instagram, baik melalui fitur story, postingan, maupun
tag akun merek tersebut, sebagai bentuk kepuasan terhadap pengalaman
menikmati produk tersebut dan keinginan untuk membagikan hal positif kepada
lingkungan pertemanan mereka. Dengan adanya hal tersebut diharapkan
JanjiJiwa akan terus konsisten mempertahankan strategi pemasaran digital yang

berfokus pada media sosial instagram.
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2)

3)

4)

Berdasarkan hasil dari uji hipotesis kedua, pemasaran media sosial memiliki
pengaruh signifikan terhadap niat beli. Maka dari itu, pemasaran media sosial
melalui instagram tidak hanya sekadar alat promosi, tetapi harus menjadi bagian
utama dalam strategi pemasaran Janji Jiwa. Dengan pendekatan yang tepat,
diharapkan media sosial dapat menjadi kekuatan utama untuk memperluas
jangkauan pasar, membangun hubungan dengan konsumen, dan meningkatkan
penjualan secara berkelanjutan bagi Kedai Kopi Janji Jiwa.

Berdasarkan hasil uji hipotesis ketiga, kesadaran merek memiliki pengaruh
signifikan terhadap niat beli. Hal ini Juga dapat dilihat dari nilai mean tertinggi
pada item indikator pertama yang membuktikan bahwa pemasaran media sosial
melalui instagram terbukti dapat meningkatkan kesadaran konsumen terhadap
kedai kopi Janji Jiwa dan membuat mereka akan merek tersebut. Maka dari itu,
peneliti menyarankan agar Janji Jiwa perlu secara konsisten menyajikan konten
visual yang menarik, informatif, dan sesuai dengan identitas merek untuk
memperkuat pengenalan merek di benak konsumen.

Berdasarkan hasil uji hipotesis keempat, kesadaran merek terbukti berpengaruh
signifikan dan positif memediasi pemasaran media sosial terhadap niat beli.
Dengan membangun kesadaran merek Janji Jiwa melalui strategi pemasaran
media sosial instagram yang informatif serta melibatkan konsumen tentunya
menjadi langkah kunci untuk mendorong niat beli. Maka, diharapkan kedai kopi
seperti Janji Jiwa dapat melakukan pemasaran melalui media sosial instagram

dengan menampilkan elemen visual khas seperti logo, warna, slogan, serta
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menyajikan cerita atau nilai-nilai merek yang konsisten di setiap konten agar

dapat meningkatkan niat beli.

5.3.

Keterbatasan Penelitian

Penelitian ini memiliki beberapa keterbatasan yang perlu diperhatikan

dalam menginterpretasikan hasilnya.

1.

Penelitian ini hanya berfokus pada satu merek kedai kopi, yaitu Janji Jiwa,
sehingga hasil penelitian mungkin belum dapat digeneralisasikan untuk
seluruh industri kedai kopi di Indonesia atau merek kopi lainnya dengan
karakteristik yang berbeda.

Penelitian ini menggunakan media sosial Instagram sebagai satu-satunya
platform pemasaran yang dianalisis, padahal terdapat platform lain seperti
TikTok, Facebook, atau X yang juga banyak digunakan oleh pelaku bisnis
kopi.

Data yang dikumpulkan berasal dari responden yang mayoritas merupakan
pengguna aktif Instagram, sehingga hasil penelitian ini lebih
merepresentasikan perilaku konsumen yang aktif di platform tersebut dan
belum tentu berlaku untuk konsumen yang lebih aktif di media sosial lain.
Penelitian ini memiliki Q-Square yang moderat. Hal ini menunjukkan
bahwa model belum sepenuhnya dapat diprediksi oleh variabel independen.
Masih menggunakan beberapa sumber dari artikel populer sebagai
pendukung data dalam menjelaskan fenomena yang terjadi di lapangan,
khususnya untuk menggambarkan perilaku konsumen Gen Z dan aktivitas

promosi brand melalui Instagram.
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6. Dalam penelitian ini, variabel dependen yang digunakan adalah niat beli,
yaitu sejauh mana responden menunjukkan keinginan untuk melakukan
pembelian terhadap produk Janji Jiwa. Namun, kriteria responden yang
digunakan adalah mereka yang sudah pernah melakukan pembelian dalam
tiga bulan terakhir. Hal ini menimbulkan keterbatasan dalam konsistensi
data, karena niat beli idealnya diukur pada konsumen yang belum membeli,
untuk melihat potensi perilaku masa depan, bukan yang sudah pernah

melakukan pembelian.

5.4. Saran Penelitian Selanjutnya

Berdasarkan hasil penelitian yang telah dilakukan, peneliti memberikan
beberapa masukan untuk penelitian selanjutnya yang mengangkat topik serupa.
Adapun saran-saran yang dapat disampaikan adalah sebagai berikut:

1. Disarankan agar penelitian berikutnya tidak hanya berfokus pada satu merek
kedai kopi saja, tetapi juga melibatkan beberapa merek lain agar hasilnya dapat
dibandingkan dan lebih mewakili industri kopi secara umum.

2. sebaiknya penelitian selanjutnya juga menganalisis pengaruh pemasaran
melalui berbagai platform media sosial lain seperti TikTok, Facebook, atau X,
sehingga dapat diketahui platform mana yang paling efektif dalam
meningkatkan niat beli konsumen.

3. Penelitian berikutnya dapat menambah variabel lain yang mungkin
berpengaruh, seperti loyalitas merek atau kepuasan pelanggan, sehingga hasil
penelitian menjadi lebih komprehensif dan bermanfaat bagi pelaku bisnis

maupun pengembangan ilmu pengetahuan.
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4. Disarankan untuk menambahkan variabel yang relevan dan mencoba metode
analisis lain agar model bisa menjelaskan data dengan lebih baik. Dengan
begitu, nilai Q-Square bisa meningkat dan hasil penelitian jadi lebih akurat.

5. Disarankan agar peneliti lebih banyak menggunakan sumber-sumber ilmiah
yang sudah teruji secara akademik, untuk memperkuat dasar teori dan kajian
pustaka. Selain itu, pengumpulan data primer melalui observasi lapangan juga
bisa menjadi pelengkap untuk memperkaya sudut pandang dan meningkatkan
validitas penelitian.

6. Penelitian selanjutnya disarankan agar kriteria responden disesuaikan dengan
variabel yang diteliti. Jika yang diukur adalah niat beli, maka responden
idealnya adalah calon pembeli atau mereka yang belum pernah membeli produk

sebelumnya.
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Kepada:
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Kesadaran Merek (Studi Pada Kedai Kopi Janji Jiwa)” sebagai salah satu persyaratan kelulusan
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Penulis,

Benedictus Alvin Sebastian Osmanwijaya

86



87



Kuesioner

A. Pertanyaan Filter
1) Apakah Anda merupakan followers instagram merek kopi Janji Jiwa?
2) Apakah Anda pernah membeli kopi, minuman, atau makanan dari merek kopi
JanjiJiwa dalam 3 bulan terakhir?
B. Demografi Responden
1) Jenis Kelamin
a) Laki — laki
b) Perempuan
2) Usia
a) 15-18 tahun
b) 19-22 tahun

c) 23-26 tahun

3) Status Pendidikan Saat ini

a) SMA/SMAK
b) D1/D1/D3
c) Sli
d) S2
e) Lainnya...

4.3.1  Penghasilan tiap bulan
a) <Rp 2.000.000

b) Rp 2.000.001 - Rp 3.000.000
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432

433

c) Rp 3.000.001 - Rp 4.000.000
d) Rp 4.000.001 - Rp 5.000.000
e) >Rp 5.000.001
Dalam 1 bulan pernah berapa kali membeli produk kedai kopi Janji Jiwa?
a) 1-2kali
b) 3-5 kali
c) 6-10 kali
d) >10 kali
e) Lainnya...
Jenis apa yang disukai dari menu merek kopi Janji Jiwa
a) Kopi
b) Non-Kopi
c) Teh
d) Toast

e) Lainnya...
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C. Pemasaran Melalui Instagram

Skala
No Pertanyaan STS| TS | N SS
1. | Instagram memungkinkan saya berinteraksi langsung dengan
merek kopi Janji Jiwa
2. | Saya akan merekomendasikan merek kopi Janji Jiwa kepada
teman-teman di instagram
3. | Instagram membantu saya mendapatkan informasi
tentang produk merek kopi Janji Jiwa
4. | Saya memposting konten yang berhubungan dengan merek kopi
Janji Jiwa pada instagram pribadi saya
5. | Saya menggunakan instagram untuk mengetahui
pendapat/review konsumen lain tentang produk merek kopi Janji
Jiwa
6. | Instagram dapat membantu saya dengan mudah untuk berdiskusi

dan bertukar pikiran dengan orang lain tentang produk merek

kopi Janji Jiwa.
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D. Kesadaran Merek

Skala
No Pertanyaan STS| TS | N SS
1. | Instagram meningkatkan kesadaran saya terhadap merek kopi
Janji Jiwa dan membuat saya sadar akan merek tersebut.
2. | Instagram memberi saya lebih banyak informasi mengenai
merek kopi Janji Jiwa.
3. | Saya dapat dengan mudah mengenali merek kopi Janji Jiwa
melalui instagram.
E. Niat Beli
Skala
No Pertanyaan STS| TS | N SS
1. | Kemungkinan saya akan menggunakan produk dari merek kopi
Janji Jiwa sangat tinggi.
2. | Ketika saya berniat untuk mengkonsumsi kopi, makanan, atau
minuman sejenisnya, saya akan mengutamakan untuk memilih
merek kopi Janji Jiwa.
3. | Saya bersedia membeli produk dari merek kopi Janji Jiwa
meskipun harganya lebih tinggi dari produk merek kopi lainnya.
4. | Saya akan membeli produk dari merek kopi Janji Jiwa di masa

yang akan datang.
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janji jiwa = """"ﬁjﬁ

il

[

PENGARUH PEMASARAN MELALUI
INSTAGRAM TERHADAP NIAT BELI
YANG DIMEDIASI OLEH KESADARAN
MEREK STUDI PADA KEDAI KOPI JANJI

JIWA
saya Benedictus Manajemen,
Fakultas Bisnis dan Ekonomika, Universitas Atma Jaya Yogyakarta, Saat ini, saya sedang
Tugas Akhir
o Instagram’ yang

Janji Jiwa® da
Generasi Z. Panelitian Kah
media
‘melalui peningkatan kesadaran merek terlebih dahuk

Kiiteria

1. Followers instagram Kedai Kopi Janji Jiwa
2 opl

Janji Jiwa dalam 3
bulan terakhir

dan inf dan hanya
Kuesioner
dapat diselesaikan dalam waktu 10-15 menit

Jika

Email 210326249 @students. uajy.acid
Whatsapp: 089530053168

Terimakasih atas partisipasi anda!

alvinosmanwijaya@gmail.com Gant’ skun &
5 Tidak cibagikan

* Manunjuldan pertam

aan yang waj b ¢iis

Apakah Anda merupakan followers instagram merek kopi Janji Jiwa? *
Pertanyaan Filter 1

Ova
O Tidak

Berikutnys Kosangkan formulir

P L Kablokan
Firasi

Apaiah formulit i tampak mencurigakan? Lagarkan

Google Formulir

PENGARUH PEMASARAN MELALUI
INSTAGRAM TERHADAP NIAT BELI
YANG DIMEDIASI OLEH KESADARAN
MEREK, STUDI PADA KEDAI KOPI JANJI
JIWA

alvinosmanwijaya@gmail.com Gant’ akun &
G5 Tidak dibagikan

* Menunjukkan pertanyaan yang wajib dils

Pertanyaan Filter 2

Apakah Anda pernah membeli kopi, minuman, atau makanan dari merek kopi
JanjiJiwa dalam 3 bulan terakhir?

Ova
O Tidak

Kembali Berikutnya Kosongkan formulir

Formulir,

Apakah formuli ini tampak mencurigakan? Laporkan

Google Formulir
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PENGARUH PEMASARAN MELALUI
INSTAGRAM TERHADAP NIAT BELI
YANG DIMEDIASI OLEH KESADARAN
MEREK, STUDI PADA KEDAI KOPI JANJI
JIWA

alvinosmanwijaya@gmall.com Gant! akun @

F3 Tidak dibagikan

* Menunjukkan pertanyaan yang wajio diisi

Jenis Kelamin *

O Lak-Laki

(O Perempuan

Usia *

O 1518 Tahun
QO 1922 Tahun

O 2326 Tahun

Status Pendidikan saat inl *

O sMASMK
O ooz
O s
QO sz
O vanglain:

Penghasilan tiap bulan *

O <Rp2.000000

() Rp2000.001-Rp2.000.000
(O Rp3.000.001-Rp 4.000.000
(O Rp4.000.001-Rp 5.000.000

O >Rp5.000.001

Dalam 1 bulan pernah berapa kali membeli produk kedai kopi Janji Jiwa *

O 1-2kali
O #skali

QO e10kali

O >10kali

Jenis apa yang disukai dari menu merek kopi Janji Jiwa *

[ kopi
[ NenKopi
[ Ten

O Toast
[J vang lain:

Kembali Berikutnya Kosongkan formulir

Jdangan permah mengirimkan sandi melalui Gaogle Fomulir

dibuat ot e ayanan

Apakah formlic ini tampak menourigakan? Laparkan

Google Formulir
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janji jiwa

PENGARUH PEMASARAN MELALUI
INSTAGRAM TERHADAP NIAT BELI
YANG DIMEDIASI OLEH KESADARAN
MEREK, STUDI PADA KEDAI KOPI JANJI
JIWA

alvinosmanwijaya@gmail.com Gantl akun &
3 Ticak cibagikan

* Menunjukkan pertanyaan yang wajib dilsi

1= Sangat Tidak Setuju (STS)
2=Tidak Setuju (TS)

3= Netral (N)

4= Setuju (S)

5= Sangat Setuju (ST)

saya langsung dengan merek kopi Janji  *
Jiwa

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya akan merekomendasikan merek kopi Janji Jiwa kepada teman-teman di *
instagram

1 2 3 4 5

sangatTidaksey O O O O O sangatseniu

saya tentang produk merek kopi ~ *
Janji Jiwa

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya konten yang dengan merek kopi Janji Jiwa pada *
instagram pribadi saya

1 2 3 4 5

Sangat Tidak Setuju ©) o O O (6] Sangat Setuju

Saya untuk i lain *
tentang produk merek kopi Janji Jiwa

1 2 3 4 5

sangattidaksey O O O O O sangatse

Instagram dapat membantu saya dengan mudah untuk berdiskusi dan bertukar  *
pikiran dengan orang lain tentang produk merek kopi Janji Jiwa.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir

Jangan pernah mengirimkan sandi melalui Google Formulic
iy DYADRD

Apakah formulir ini tampak mencurigakan? Laporkan

Google Formulir



janji Jiwa &

\

PENGARUH PEMASARAN MELALUI
INSTAGRAM TERHADAP NIAT BELI
YANG DIMEDIASI OLEH KESADARAN
MEREK, STUDI PADA KEDAI KOPI JANJI
JIWA

alvinosmanwijaya@gmail.com Ganti akun &
% Tidak dibagikan

* Menunjukkan pertanyaan yang wajib diisi

1= Sangat Tidak Setuju (STS)
2= Tidak Setuju (TS)

3= Netral {N)

4= Setuju(S)

5= Sangat Setuju (ST)

Instagram meningkatkan kesadaran saya terhadap merek kapi Janji Jiwa dan ~
membuat saya sadar akan merek tersebut

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Instagram memberi saya lebih banyak informasi mengenai merek kopi Janji Jiwa *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya dapat dengan mudah mengenali merek kopi Janji Jiwa melalui instagram *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir

Jangan pernah mengirimkan sandi melalui Google Formulir.

Konten ini tidak dibuat atau didukung cleh Google. - P Layanan - Kebij Privasi

Apakah formulir ini tampak mencurigakan? Laporkan

Google Formulir
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PENGARUH PEMASARAN MELALUI
INSTAGRAM TERHADAP NIAT BELI
YANG DIMEDIASI OLEH KESADARAN
MEREK, STUDI PADA KEDAI KOPI JANJI
JIWA

alvinosmanwijaya@gmail.com Ganti akun ()

3 Tidak cibagikan

* Menunjukkan pertanyaan yang wajib diisi

1= Sangat Tidak Setuju (STS)
2= Tidak Setuju (TS)

3= Netral (N)

4= Setuju (S)

5= Sangat Setuju (ST)

Kemungkinan saya akan menggunakan produk dari merek kopi Janji Jiwa sangat *
tinggi

1 2 3 4 5

Sangat Setuju O O O O o Sangat Tidak Setuju

Ketika saya berniat untuk mengkonsumsi kopi, makanan, atau minuman *
sejenisnya, saya akan mengutamakan untuk memilih merek kopi Janji Jiwa

1 2 3 4 5

Sangat Setuju O O O O O Sangat Tidak Setuju

Saya bersedia membeli produk dari merek kopi Janji Jiwa meskipun harganya *
lebih tinggi dari produk merek kopi lainnya

1 2 3 4 5

Sangat Setuju O O O O O Sangat Tidak Setuju

Saya akan membeli produk dari merek kopi Janji Jiwa di masa yang akan datang *

1 2 3 4 5

Sangat Setuju O O O O O Sangat Tidak Setuju

Kembali Kosongkan formulir

Jangan pernah mengirimkan sandi melalui Google Formulir,

Konten ini tidak dibuat atau didukung oleh Google. - Pers Layanan - Kebij Privasi

Apakah formulir ini tampak mencurigakan? Laporkan

Google Formulir
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PENGARUH PEMASARAN MELALUI
INSTAGRAM TERHADAP NIAT BELI
YANG DIMEDIASI OLEH KESADARAN
MEREK STUDI PADA KEDAI KOPI JANJI
JIWA

alvinosmanwijaya@gmail.com Ganti akun &

£3 Tidak dibagikan

Saya sangat menghargai kontribusi Anda dan berharap hasil dari kuesioner ini dapat
memberikan manfaat yang positif.

Kembali Kosongkan formulir

Jangan pesnah mengirimkan sandi melalui Google Formulir,

Konten ini tidak dibuat atau didukung oleh Google. - Pessyaratan L ayanan - Kebijakan Privasi
Apakah formulir ini tampak mencurigakan? Laporkan

Google Formulir

P

janji jiwa |«

PENGARUH PEMASARAN MELALUI
INSTAGRAM TERHADAP NIAT BELI
YANG DIMEDIASI OLEH KESADARAN
MEREK STUDI PADA KEDAI KOPI JANJI
JIWA

Terimakasih atas partisipasinya J
Saya sangat menghargai kontribusi Anca dan berharap hasil dari kuesioner ini dapat
memberikan manfaat yang positif.

Kirim jawaban lain

Konten ini tidak dibuat atau didukung oleh Google. Layanan

Apakah formulir ini tampak mencurigakan? Laporkan

Google Formulir
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NB4

NB3

NB2

NB1

KM3

KM2

KM1

PMS6

PMSS

PMS4

PMS3

PMS2

PMS1
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Indicators
Name No. Type Missings
PMS1 1 MET 0
PMS2 2 MET 0
PMS3 3 MET o
PMS4 4 MET 0
PMS5 5 MET o
PMS6 6 MET 0
Km1 7 MET 0
Km2 8 MET [}
Km3 9 MET 4]
NB1 10 MET a
NB2 1 MET 0
NB3 12 MET 0
NB4 13 MET o

Outer loadings - Matrix

KM NB

KM1 0.873

KM2 0.867

KM3 0.841

NB1 0.859

NB2 0.854

NB3 0.826

NB4 0.852

PM51

PM52

PMS3

PMS4

PMS55

PM56

R-square - Qverview

R-square
KM 0.209
NB 0.450

€3] Copy to Excel

Discriminant validity - Cross loadings

Mean Median Scale min
3705 4.000 1.000
3750 4.000 1.000
3652 4.000 1.000
3.629 4.000 1.000
3659 4.000 1.000
3705 4.000 1.000
3818 4.000 1.000
3.765 4.000 1.000
381 4.000 1.000
3750 4.000 1.000
3742 4.000 1.000
3773 4.000 1.000
3689 4.000 1.000

PMS
KM1
KM2
KM3
NB1
NB2
NB3
NB4
0.843 PMS1
0.803 PMS2
0.826 PMS3
0.822 PMS4
0.810 PMS5
0.882 PMS6

f-square - Matrix

KM NB
KM 0.170
NB
PMS 0.265 0278

Path coefficients - Mean, STDEV, T values, p values

Original sample (0)

KM -> NB 0343
PMS -> KM 0457
PMS -> NB 0.440

Sample mean (M)

0344
0464
0443

Total indirect effects - Mean, STDEV, T values, p values

Original sample (0)
PMS -> NB 0.157

Sample mean (M)

0.162

Scale max
5.000
5.000
5.000
5.000
5000
5.000
5000
5.000
5.000
5000
5.000
5.000
5.000

KM
0.873
0.867
0.841
0432
0.549
0.406
0.443
0.347
0.437
0450
0.344
0.321
0.355

Standard deviation (ST...

0091
0097
0097

Standard deviation (ST...
0.061

Indicators

Name
PMSs1
PMS2
PMS3
PMs4
PMS5
PMS6
KMm1
Km2
KMm3
NB1
NB2
NB3
NB4

NB
0.441
0.514
0.447
0.859
0.854
0.826
0.852
0.503
0.474
0.586
0.452
0.440
0.494

KM
NB
PM5

T statistics (|O/STDEV|)

T statistics (|O/STDEV|)

Observed max Standard deviation

5.000 1.140
5.000 1221
5.000 1.267
5.000 1.299
5.000 1134
5.000 1.160
5.000 1.072
5.000 1.093
5.000 1.009
5.000 1.131
5.000 1139
5.000 1.034
5.000 1.081

Average variance extracted (AVE)

PMS 0.741
0.404 g
0412 L)
0.364 0.691
0507
0.557
0478 Composite reliability (rho_a)
0.474
0843 0.829
0.803 0.876
0.826
0.822 0.915
0810
0.882
Cronbach’s alpha
0.825
0.870
0.911

Copy to Excel/Worc

P values
3757 0.000
4738 0.000
4.544 0.000

Copy to Excel/Wor

P values

2578 0010
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Abstract.

The study aimed to examine the impact of social media marketing on brand awareness
and purchase intention for Vietnamese domestic fashion brands. Quantitative research
was on 302 pacple of Z. The

designed on Google forms was sent to research samples who were wiling to
participate. Research results determined the role and benefits of social media
marketing in 2 aspects: (] information about the brand of social media marketing on
social networks and (2} brand engagement on social networks. Social media marketing
has a positive impact on brand awareness and purchase intention of Vietnamese
domestic fashion brands. In particular, brand information when communicating on social
networks has a direct and positive Impact on brand awareness and purchase Intention.
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et wentriciec ume and
ecinirtution prveced the e
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exsc

Brand an sacial networks has a positive direct Impact on brand awarenass
and a positive indirect impact on purchase intention through brand awareness. The
research resuts show that Vietnamese domestic fashion brands do quite well in social
media marketing, and are highly appreciated by the online community of generation Z
in Vietnam. In the future, in arder to improve brand awareness and purchase Intention,
Vietnamese domestic fashion brands need 1o pay attention 1o the brand information
properties of social media marketing programs and need to invest more in brand
of social networks.

Comtericn Corereaime

Vi M Sarg, Ngeyer
e o Sl Moela Mkt o Bvand Aeearis and

social media marketing, brand awareness, purchase Intention

Facehock, Twitter, Google, YouTube, Blog, Pinterest and other soclal netwarks play an
Impartant role in consumer purchasing decisians. Previous research has shown that
electranic word of mouth is @ powerful tool 1o influence purchase Intention as wiell
as establish trust (Chetioul et al, 2020; Erkan & Evans, 20181 The buying habits of
consumers who have tumed to anline shopping are increasing over time. because of

v M Tria, Lo T Vi Mg G Bl Vi, Ha My Do, P Thi Py Thiss, (2023, “Tha
Puachasa v Cae Sty cl 555

KnE Secia S 555572, DOI 01BG02 haar B MELS
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diverse information, comparison of goods, quick and convenient prices, and conve-
mience in shopping online about time, space. Nearly 50% of customers participating in
sacial netwarks follow information about businesses. Notably, 30% of consumers claim
0 have purchased something after seeing it on social media. Many companies use
video and live stream on social media piatiorms to enhance their brand awarensss (Sue

Yasav, 2015). There was a p pact of fanpage brand
word of mouth activities, and purchase intention of customers (Hutter et al. 2013).
There are about 4.6 billion social network users in the world. The top social networks
in the world are known as Facebook, YouTube, WhatsApp, Twitter, Instagram. In Viet-
nam, the population is nearly 100 million people. in year 2021, the number of Vietnamese
people using Facebook: 76 million people; YouTube: 66 63 millian peaple; Instagram:
10 million people: Linkedin: 3.99 milllon people: Tik Tok: 16.69 million people: Zalo: 74.7
million people (year 2022} From the above data, it can be seen that saclal networks
In Vietnam are very attractive to brands in communicating and attracting customers.

Brands can have benefit from social networks In a variety of ways, including securing

their reputation, in inthe expand
brand awareness, identify brand activity points, image and increase consumer loyalty
to the brand {Kelle, 2009; Schau et al, 2009; Ulusu, 2010; Fournier & Avery, 20M).
According to Sharma and Rehman (2012), goad or negative information about a product
or brand available on social media marketing has a great overall impact an a customer's
purchasing decision.

Alang with the general development rend In the worid, consumers in Viemam now
have more choices, Including both local and global brands. Domestic brands face many
difficulties and challenges In competing at home. Domestic brands are competing to
surviveina being Inthe fieid

of fashion, customers increasingly have more information and choices in consumption
of digital platforms and sacial networks. As a result, domestic and international fashion
brands bath face difficulties and stiff competition to thrive in the market. In the fierce
competition in the fashion industry. domestic fashion brands must definitely communi-
cate on social networiks to communicate their brands, atiract customers, improve brand
equity, promate brand awareness and consumption intention. Therefare, research the
impact of social media marketing on brand awareness and purchase intention, hopes
10 provide valuable information for Vietnam's domestic fashion brands for investment
arientation in communication or marketing on social networks.

DOl 1018502/ks2.vBi20.M625 Page 556
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21. Purchase intention

Customer's purchase intention |s defined as their transactional behavior after evaluating
goods and services (Tarig et al., 2017), which is the likelihood of a consumer buying a
product in the fi (Rizkalla and 2013). Purchase are

factors that marketing managers use to predict future sales and evaluate how their
actions will affect consumer buying behavior (Morwitz, 2014). If a positive perception of
brand quality brings emotional value, then this will generate purchase intention. Two
things can influence purchase intention: first, unexpected atiitudes from oihers, and
second, situational factors. On the other hand, unexpected circumstances can change
the intention to buy (Philip and 2018). C have a positive attitude

with good brand images that increase the purchase intention of consumers (Rizkalla and
Suzanawaty, 2013). According to the theory of consumer behavior (Kotler and Armstrong,
2010), many factors influence customer behavior, Including psychological, cultural, social
and personal issues. The degree of influence of the above theory on the purchase

intention of each person will vary on their self- Summary of
research results related to consumption intention is presented in Table 1, recording the
main factors recognized by many studies that have an Impact on purchase intention:
perceived quality; brand awareness; emotional value; brand image; subjective norm;
attitude, soclal media marketing, stc.

In today's technology era, customers often interact and communicate purchasing
information through social media, which affects their purchase intention. Intention to
purchase a product is also made based on a variety of factors, including the customer's
willingress and interest in the product, the absence of social pressure from others, and
general knowledge of acceptance (Vahdati and Mousavi Nejad, 2016). Based on the
reviewed studies, this study proposes to study the impact of social media marketing
(Thuy, 2020) and brand awareness {Syed Igbal Shah et al., 2012; Khan et al, 2015;
Charnvudh and Fernando, 2019; Vuong and Mguyen, 2018) on purchase imtention of
Wietnam's demestic fashion brands. Based on the reviewed studies (Thuy, 2020; Syed
Ikgbal Shah et al., 2012; Khan et al.,, 2015; Chamwvudh Vajarcdaya and Fernando, 2019;
\uong and Nguyen, 2018, this study proposes to study the Impact of social media
marketing and brand awareness to purchase intention of Vietnam's domestic fashion
brands.

DOI 1018502/ kss vBiZ0.ME625 Page 557
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TABLE 1: Faciors affecting on purchase intention.
o Sewee
(2015 Charmwuch
Vuang and Nguyen (20185; Thay (2020); Oanh (202§

2.2. Social media marketing

Social media is an interactive technology that facilitates the creation and sharing of
information, ideas, Interests and other forms of through online

(Kietzmann, 201). Social media is based on user-centric platform, they interact together
an the platform of socal networks (Dijck, 2013). Social media marketing Is the practice
of promoting brands' websites, products and services through online soclal channels.

DOI 10.18502/kss v8i20.14625 Page 558

Y ot sociat sciences

The way it works Is like blogging, share photos and anline pasts by anline communi-
ties (Yazdanparast. 2021, Social media marketing is used o know online customer
behavior through blogs, discussions, reviews, and tracking on social platforms like
Facebook, Instagram, etc. {Ahmad et al, 2015). Sodal media marketing is seen as a
that actually toan marketing strategy and goals
In terms of customer customer and customer
engagement [Algharabat et al, 2017). Social networks InCrease consumer awareness of
a company's product, providing many opportunities te communicate with customers an
a personal level (Zarrella, 2009). Many previous studies have confirmed the correlation
between social media marketing and brand equity, In which the very positive role of
social Media Marketing In developing brand equity and consumer behaviour (Babac,
201, Karamian et al, 2015; Godey et al, 2016; Kavisekera & Abeysekera, 2016; Zollo et
al., 2017). With more and more fashian brands Investing In social media marketing, this
study believes that social media marketing has an influence on the fashion shopping
intention of generation Z in Vietnam. The following hypotheses have been proposed:
Ht: Sacial media marketing has a significant Impact on brand awareness of Vietnam's
domestic fashicn brand

H2: Soclal media marketing has a significant impact on purchase intention of Viet-
nam's domestic fashion brand

2.3. Brand Awareness

Brand. s the ability of brand through
its name. laga, color or other related signs, consumers remember the brand at a high
level can influence the purchase intention towards the brand (Keller, 2013). Brand
awareness Is assessed at the lowest level whose
from simple brand recagnition of perception by a thought-based approach based on
detalled information about the brand (Mandler, 1980; Tariq et al.. 2017). Brand awareness
also affects consumers’ purchase intention towards brands they know, brand choice of
consumers and has an additional impact an considerations of brand quality versus
consumer understanding of the brand (Macdonald and Sharp (2000) Tariq &t al 2017).
Brand awareness is very important to help us recognize how familiar a brand Is the
public. This requires a ot of effort and must be done continuously to get the highest
brand awareness. Accordingly, the proposed hypothests:

H8: Brand awareness has a significant impact on purchase intention of Vietnam's
domestic fashion brand

DO 10.1B502/kss vBIZO ME2S. Page 553

110



Y o sociat scences Icese

Based on the lterature review, the research model Is proposed In Figure 1:

[ Social meds maskeivg ] Brand avareness L] Puchse intentien |

$

Figure 1: Research model.

The set of scales for research components in the model Includes: Soclal media
marketing; Brand awareness: and Purchase intention are summarized in Table 2:

Tgte 2: The set of scales for research components in the model.

‘lw“ii

Anmad et o
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DOI 10.18502/kss 1812034625 Page 560
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3. Methodology

Guantilative research is done to justify the research hypotheses and objectives. The
questionnaire is designed on the basis of the scales proposed In Table 2, the Likert
scale 5 levels, from 1: very low 1o 5: very high. Primary data was collected on 302
Vietnamese pecple of generation Z who used soclal netwarks. Questionnaires were
built in Google form are sent to research samples. The sample was selected based on
the 10 in providing of Zin Vietnam.

Primary data was analyzed using SPSS 26 and AMOS software, the data analysis
methods were used: {f) Descriptive Statstics, description of the research sample and
statistics on the actual status of measure the rating of the components in the model;
(2) Exploratory factor analysis (EF#) to identify factors for the social media marketing
compenent; (3) Cronbach Alpha method to evaluate the reliability of the sets of scale
of the components in the research madet, (4) Structural equation modeling (SEM) was
used to determine the comelation hetween the components in the model and {5) T-test
method and Analysis of variance (ANOVA) were used to compare the differences of the
mean far the companents in the model between groups of samples.

4. Result and discussion
4. Research sample information

The study was n 302 ! 2. detalled statisti
are inTable 3, the in providing are (66.23%)
and male (33.77%). In the sample structure by ocoupation, sudents accounted for the
highest rate at 69.21%, fallowed by students In office workers at 13.25%, students
an 10.60% and freelancer at 6.95%. With the characteristics of the research sample
belonging 1o generation Z in Vietnam, they are those who have high interest and
demand for fashion products, and they are also a group of customers who participate
in social networks with a high percentage.

TA81E 3 Ehasacteristics of the research sample by gender and accupation.
Occupation Female Male Total (%)
mgd  ass s ;oso
Student 4138 88 Rl
omeer lss aes pas
Freelancer a8s 232 685
Py ea mm oo

DOl 10.18502/kss vBiZ0 WE25 Page 561
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The statistical results in Table 4 show that 33.85% of generation Z customers in
Vietnam purchase through sacial networ site; 31.43% buy through e-commerce sies,
the remaining 34.72% buy directly at the store. This result shows that over 85% of
custamers wha are generatian Z In Vietnam choase digital platiorms to shop for fashion
products, showing that digital shopping platforms for fashion brands are very Important,
must invest in communication brand or marketing and promote consumEtion programs
on social network sites and e-commerce sies.

TaBLE & Burchase farm for fshian products of generatian 2 in Vietnam.

4.2. Social media factor

Hine abserved variables measuring the impact of social media marketing component
are analyzed by exploratary factor analysis to identify the factors related to this compa-
nent. The results of the EFA analysis have 04 observed variables, respectively. excluded
from the model because they do not meet the prescribed requiremants for convergence
value and unidirectionality, that is: SMM3 (I will recommend Vietnamese local fashion
brand products to my friends or other consumers from social media marketing); SMMT
I use social media marketing to find out what ather consumers think about Vietnamese
Iocal fashion brand products); SMME (Social networks can help me easily discuss and
exchange with other users about Vietnamese local fashion brand products; and SMM3
I reguiary follow Vietnamese local fashion brands form social media marketing). The
results of the last exploratory factor 2nalysis are summarized in Table 5 recorded the
coefficient KMO=072 > 0.50; Sig.=0.00 < 0.05: Total Variance Explained= 7154% >
50% recorded that the EFA analysis meet the requirements.

The results of factor analysis summarized in Table 5 show that there are 2 groups
of factars, named: group 1: of social media {ISMM) including
observed variables: SMMI, SMM2 and SMM4 and group 2: Engagement from on soclal
media marketing (ESMM), including abserved varizbles: SMMS and SMMB. The factor
loading coefficient of each observed boundary in the factor group is all from 0.50 or
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TABLE 5: Exploratory factar aralysis results.
-.W n-ﬂ
of 000
7154

Exploine)

more and the difference with the other factor group Is also greater than 0.30, so the
variables in each factor group achieve convergence and unidirectionality.

Tabie & Resut of factor analysis
Rotatsd Component Matrix:
_-—

n-nmgup;m.p-_m 085

yn.inswmdvm-_
h-u'.h

4.3. Test the reliability of the scales

The scale sets of the companents in the model, including ISMM, ESMM, BA and PI
are tested for reliability by the Cronbach Alpha methad. The results are summarized in
Table &, noting that all the components in the mode! have Cranbach's Alpha greater
than 0.7 and corrected item-total carrelation of each component is greater than 0.50,
s0. the scale sets are refiable.

The structural equation modelling (SEM) is used to determine the correlation of the
components in the model, induding: ISMM (Information of social media marketing).
ESMM (Engagement from social media marketing). BA (Brand Awareness). and PI {Pur-
chase intention). The results of the analysis are summarized in Table 7 noted that the
corelation between ESMM and Pl was not statistically significant with 95% confidence
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TagLe 7: The resuts of testing the relabiity of the scale sets in the model.

ummm-:i&p-m”

BAl  on

characteristics of Vietnamese local fashion beand BA3 072

‘even though the price i highes than cthes brand fashion

(P value = 0.53 > 0.05), so this relationship was removed from the SEM model. The SEM
model was continued until the last time, significant relationships were recorded in the
model summarized in Table 7.

TasLE B Summary of SEM analysis resuts.
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- at 99% level.
Summarizing the results of analyzing the comelation between the variables in the
model by the SEM method shown in Figure 2, the following results are recorded:

of sacial has a direct, statistically signif-
icant impact with 33% confidence on brand awareness (ISMM and BA: h=0.31, P=0.00 <
0.01) and engagement of social media [ESMM) has a direct, signif-

icant impact with 39% confidence on brand awareness (ESMM and BA: A=0:38, P=0.00
< 0.01}, accordingly, hypothesis Hi Is accepted. Specifically, the research results shaw
that when E of with social media increases
by 1 unit. there will be a positive increase in brand awareness and purchase Intentian
respectively 0.31 units and 0.24 units. Similary, research results show that when the
engagement of social media marketing increases by 1 unit, there will be a positive
increase in brand f 038 units. Two il ESMM

1o social media marketing explain 36% variations of brand awareness for Vietnamese
domestic fashion brands.

Chi-sguare= 86.760; df= 48, P= 001
Chi-sguaraidf= 1.771; TLI= 585; CFl= 874; RMSEA= .051

Figure 2 Comelabon analysis resulls of compenents in the madel

The Informativeness of sacial media marketing (ISMM) has & direct and statistically
significant impact with 99% the intention to fashion brands
of generation Z in Vienam (ISMM and Pi: k=024, P=0.00 < 0.01. Meanwhile, brand
engagement of communicating programs on social networks has a postive indirect
impact on brand consumption intention through brand awareness (ESMM — BA —
Pl). Accordingly. the hypothesis H2 is accepted. that is, social media has a direct
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positive effect on brand purchase intention in the field of Vietnamese local fashion
business. Specifically, when customers’ perception of the informativeness of social
mecia marketing Increases by 1 unit, there will be an increase of 0.24 units with purchase
intention for Vietnamese domestic fashion brands,

The analysis results show a positve comelation with statistical significance with
99% confidence between brand and the 10 consume
domestic fashion brands of generation Z in Viemam (BA and Pl A-0.69, P-0.00 <
0.01). Accordingly. the hypothesis H3 is accepted, if the customer awareness of the

brand increases by i unit, it will increase the intention 1 consume the brand by 069
units. The results of this study recognize the very important role of brand awareness on
consumer intention for Vietnamese domestic fashion brands in the customer segment
of generation Z in Vietnam.

Three components in the madel, including ISMM. ESMM and BA explain 70% of the
variation of the purchase intention of generation Z in Vietnam towards the domestic
fashion brands of Viemam. The results of this study confirm the role and positive
contribution of social media marketing to brand awareness and increase the Intention
to consume Vietnamese domestic brands in the fashion industry. Therefore, domestic
fashion businesses need 1o Invest and promate communication on social networks.
When communicating on social networks. it Is necessary to pay attention to the infor-
mativeness and engagement of brand from media coment on social netwarks, which
will have a positive impact on increasing brand awareness and consumption in the
Vigtnamese lacal fashion industry. In order to the Informativeness of brand through
sacial networks, brands need 1o have a communication strategy aimed at facilitating
the online community 1o perform: Interact directly with the brand, provide product
information, update new product infarmation or events of the brands. In addition, when
implementing communication through social networks. it Is necessary o research 1o
encourage and promate the enline community to give feedback and keep informatian
about the brand on customer blog or personal page. Brands have to invest a lot in
social media content, really bring valuable infarmation 1o the online community, S0 that
the online community can interact with the brand, contributing to better spreading the
brand In the online community:

Assessment of generation Z in Vietnam about ISMM, ESMM, BA and P1

Descriptive statistical results record the average perception of generation Z towards
Vigtnamese domestic fashion brands for the companents in Table 8 including: ISMM=
A11/5.0; ESMM-=3 63/5.0; BA=3.75/5.0 and PI=3.80/5.0. From this statistical result. it can
be seen that in the past time, Vietnam's domestic fashion brands have performed well
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on brand information on social networks. Regarding the interactivity of media content on
social networks, it Is assessed at a more limited level mean=3.63/5.0). Brand awareness
and purchase intention for domestic brands in Vietnam are relatively good.

Tasie & fwerage siabstics on ISMM, ESMM BA and Pl by age group and gender.

Age N Mean
1SMM ESMM BA Pl
1548 yearsald | 39 400 EE a2 arr
822 years old 224 a3 EX R 3m
326 years oid 39 408 248 180 am
Total 302 an 183 a7s 380
Sig. of ANOVA test 051 L= ass 0se
Gender L} SMM ESMM BA Pl
Female 200 418 188 a7 am
Male oz aom 180 s e
Sig. of Independent Samples Test 0.07 om 095 s

The ANOWVA test results in Table & noted that the difference is not statistically
significant of the mean of ISMM, ESMM, BA and Pl ameng the sample groups by age
with 85% confidence (Sig. (ANOVA): 0.38-0.88 > 0.05) Similarly, the difference Is not

with 95% of the mean for the ISMM, ESMM, BA and PI

components between the male and female sample group. The analysis results show that
customer groups belonging to generation 2. including both men and women, have quite
similar evaluations about ISMM, ESMM, BA and PI. Therefore, brands that target media
focus on a group of potential customers aged 15-26 years old 10 deploy communication
programs on social networks.

Synthesized from the research results, it s suggested that in the coming time, Viet-
namese domestic fashion brands should focus on improving the interaction with the
brand communication programs on social networks. Specifically, marketing and com-
munication programs on sodal networks need to create policies to encourage the
community using social networks to feedback content related to the brand's products,
events, marketing programs, and communication. Continuing to invest in improving the
quality of content displayed on social networks, the content must really bring value
to the social network user community, specifically media content related to consumer
knowledge, user experience, valuable information, contributing to bringing practical

walue to users.
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Research results on the impact of social media marketing on brand awareness and
purchase intention, a case study for Vietnamese domestic fashion brands In generation
2 of Viemam recorded when communicating anline society needs to focus on nvesting
in content and implementation methods to promate (§ Information of social marketing
and (2} Interaction of the brand from social media marketing programs. In particular, the
information on social media marketing has a direct positive impact on brand awsreness

and brand consumption intention. Brand from marketing

program on social networks has a direct positive impact on brand awareness and an
indirect positive impact on purchase intention through brand awareness. The results of
this study are similar to previous studies, such as Schau et al. [2009), Zarrella (2009),
Keller (2013), Hutter et al. (2013), Ulusu (2010}, Sue Yasav (2015), Algharabat et al. (2017,
Erkan & Evans (2018}, Chetioul et al (2020), Thuy (2020). and Foumier & Avery (2011
This research result has contributed to affiming the role and importance of social
media marketing for businesses in building and implementing marketing and digital
communication programs on social netwarks that need to focus on Infarmation and
interaction. Brands influence in the community of social network users. Accordingly,
businesses need to invest in brand information on digital platforms, so that the online
community can Interact directly, update information about new products or events
and provide Information related to product and brand. In order 10 increase imeraction
with brands, it Is necessary to focus on investing in marksting and communication
content distributed on digital platforms, in which content must have value to bring
to the community such as: consumption knowledge, product knowledge, consumer

1o improving then users will Increase
sharing and interaction with the brand in the soclal network community.

For brands doing business in the fashion sector, brand awareness has a very impor-
tant role and meaning, brand awareness has a great Impact on purchase intention, If
customers are well aware of the brand, it will have an impact very high on purchase
intention. The resulls of this study support previous studies, such as Babac (2011) Syed
Igbal Shah et al. (2012}, Khan et al. (2015), Karamian et al. (2015). Godey et 21, (2016),
Kavisekera & Abeysekera (2016), Zollo et al. {2017, Vuong and Nguyen (2018}, and
Charnvueth and Feranda (2019} Especially, for consumers of generation 2, the demand
for fashion products is high. and they use social networks often. Therefore, Vietnam's

domestic fashion brands must definitely invest and promote communication on social
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networks, in order to Increase information and brand interaction on sodal networks,
thereby, influencing positively and directly to brand awareness and purchase intention

The research results also noted that there was no statistically significant difference in
awerage perceived soclal media marketing, brand awareness and purchase intention by
gender and age group of consumers belong ta generation Z in Vietnam. The research
results also noted that there was no statistically significant difference in the evaluation

of the components in the model including: social media marketing, brand awareness

and purchase intention by gender and age groupafc o
2 in Vietnam

The study was conducted on 302 Vietnamese people of generation Z. the sample
size was small and concentrated mainly in the Mekong Delta. The study was limited
to Vietnamese domestic fashion brands. Therefore, the future research direction can
expand the research sample, research area, increase the sample size, expand the
category as well as the research object so that the results are representative and

more reliable. In addition, further studies may consider adding new components to

the research model such as virality, the of content media on
social networks that how will affect brand awareness and purchase intention.

[f] Ahmad N, Salman A and Ashiq R. The impact of social media on fashion industry:
Empirical from K Journal of and
management. 2015;(7):1-7.

[2] Algharabat R, Abdallah Alalwan A, Rana NP, Dwivedi ¥K. Three dimensional product
presentation quality antecedents and their consequences for online retailers: The
moderating rale of wirual product experience. Journal of Retalling and Consumer
Services. 2017,36:203-217.

[3] Arshad RM. Mictor § An empirical study on the relationship of brand
equity to purchase intentioc A study of branded shoes in the Kingdom
of Bahrain. Joumal of Business Economics. 2020:1(1338-51. Available from:

hp/ijb w29

DOl 1018502/ kss vBiZ0HME25 Page 569

115



n Kn Social Sciences ICESG.

DOl 1018502/ ks v

I Ko social sciences

[4]Babac R. Impact of social meda use on brand equity of magazine
MSc  Inemational  Marketing. 201 Available  from  hupssiwwwdiva-
portal.orgfsmashigetidiva2:430935 FULLTEXTOR pelf

[5] Changhyun N, Huanjiao D and Young-A L. Factors influencing consumers' purchase
intention of green sportswear. Intemational Joumnal of Interdisciplinary Research,
2017,44)2):117. htps:idol.org 0 1186540691-017-0091:3

18] Chamwudh V and Fernando Maria SCL. Factors influencing purchase Intention
towards a retall clothing company. The International Research E- Journal on Business
and Economics. 2019;(3j11-11 Avalable fram hitp//www assumptionjoumal au edul
Index. php/aumitiournaliarticleivew/3696/2267

[7] Chetioul ¥, Benlafgin H, Lebdaoui H. How fashion influencers contribute to
consumers’ purchase Intention. Journal of Fashion Marketing and Management
2020:3(24361-380.

(8] van Dick J. The culture of connectivity: & critical history of social media. Oxford
University Press. 2013, hitps:idol.org/101093/acprof.eso/8780199970773.001.0001

8] Erkan |, Evans €. The influence of eWOM in sacial media on consumers’ purchase
Intentions: An extended approach to information adoption. Computers in Human
Behavior . 2016:6147-55.

[10] Fournier S, Avery J. The uninvited brand. Business Horizons. 2011;3({54)193-207.

[1] Godey B, Lai C. Construction of international brand portfolios: Impact en local
brands.Joural of Product & Brand Management.. 2011520402407,

[12] Godey B. Manthiou A. Pederzoll D, Rokka J, Alello G, Donvito R, et al. Sodal media
marketing efions of luury Influence on b and
Journal of Business Research. 2016,:69(12)5833-5841

[13] Hutter K, Hautz J, Dennhardt S, Filler J. The impact of user interactions in social
media on brand awareness and purchase intention: The case of MINI an Facebook.
Journal of Product and Brand Management. 2013,5/6(22):342-351

(4] Kaamian H, MNadoushan MA, Nadoushan AA Do social media market-
ing actities increase brand equiy? Brand equity Imtemational Joumal
of Economy. Management and Soclal Sciences. 20154(3}362-365. Avail-
able from: +media-marketing-activities-k brand
equity_587cce78b6d87bia2BbE4bb himl

[15] Kavisekera S, Abeysekera N. Effect of social media marketing on brand equity
of online companies. Managament and Marketing Journal 2016:13{2):201216.
Avallable from: hitps: rep O16(2p201-216 html

12014625 Page 570

[16] Keller KL. Strategic brand Bullding, g, and brand
equity. 4th ed. Pearson Education. 2013,

[17] Keller KL. Building strong brands in a modern marketing communications
environment. Journal of Marketing Communications. 2009;3(2):139-155.

[18] Khan N, Rahmani SH, Hoe HY, Chen TB. Causal relationships among dimensions of
consumer-based brand equity and purchase intention: Fashion industry. International
Journal of Business Management. 2015 M{1172-181.

[19] Kietzmann JH, Hermkens K, McCarthy I, Silvestre BS. Social media? Get serious!
Understanding the functicnal building blocks of social media. Business Horizons.
2011,54{2;-241-251

[20] Katler P, Armstrang G. Principles of marketing. 17th ed. Pearson Publishing. 2010,

[21] Macdonald EK, Sharp BM. Brand awareness effects on consumer decision making
for a common. repeat purchase product: A replication. Joumal of Business Research.
2000;48{1x5-15.

[22] Mandler G. Recognizing: The judgment of previous occurrence. Psychology Review.
1980:87(2k252-271.

[23] Morwitz V. Consumers' purchase intentions and their behavior. Foundations and
Trends in Marketing. 2014;7(3):181-230.

[24] Khan M. Syed HR. Hoe HY. Chen TB. Causal relationships among dimensions of
consumer-hased brand equity and purchase intention: Fashion industry. International
Journal of Business Management. 2015:410)-172-181

[25] Oanh NT. Research on consumers’ decision to buy fashion products in Hanoi.

2021, Avallable from: hitps: /bal Lu-quyst-
dinh-lua-ch pham-thol-trang a g ban-h
81744 htm

[26] Philip K, Armstrong G. Principles of marketing. 17th ed. 2018.

[27] Rizkalla N, Suzanawaty L. The effect of store image and service quality on private
label brand image and purchase intention. Case study: lotte mart gandaria city. Asean
Marketing Journal. 2013:2(9)90-99.

[28] Schau HJ, Muniz AM Jr, Arould EJ. How brand community practices create value.
Journal of Marksting, 2009:73(5:30-51

[29] Sharma, Smita and Rehman. UMT Assessing the impact of Web 2.0 on consumer
purchase decisions: Indian perspective. International Journal of Marketing and
Technology. 202132)7;125-138.

DOl 018502/ kss vBi20.1625 Page 571

116



n KnE Social Sciences ICESG

[16] Keller KL. Strategic brand management: Building, measuring, and managing brand
equity. 4th ed. Pearson Education. 2013.

[17] Keller KL. Bullding strong brands in a modemn marketing communications
environment. Journal of Marketing Communications. 2009,3{2):1389-155.

[18] Khan N, Rahmani SH, Hoe HY, Chen TB. Causal relationships among dimensions of
consumer-based brand equity and purchase intention: Fashion industry. International
Journal of Business Management. 2015141172181,

[19] Kietzmann JH, Hermkens K, McCarthy IP. Silvestre BS. Sodal media? Get serious!
Understanding the functional building blocks of social media. Business Horizons.
2011:54{3)241-251

[20] Kotler P, Armstrong G. Principles of marketing. 17th ed. Pearson Publishing. 2010,

[21] Macdonald EK, Sharp BM. Brand awareness effects on consumer decision making
for a common, repeat purchase product: & replication. Joumal of Business Research,
2000:48{1)5—15.

[22] Mandler G. Recognizing: The judgment of prevdows occurence. Psychology Review.
19B0:B7(3; 252271

[23] Manaitz V. C ! purchase and their behavior. Foundations and
Trends in Markesting. 2014;7(3):181-230.

[24] Khan M, Syed HR, Hoe HY, Chen TE. Causal relationships among dimensions of
consumer-based brand equity and purchase intention: Fashion industry. International
Journal of Business Management. 2015 §10):172-181.

[25] Oanh NT. Research on consumers’ deciskon to buy fashion products in Hanol.
2021, Awallable from: hitps:fhwww.itapchicongthuong.wn/bal-vietnghlen-cuu-guyet-
dinh-lua-chon-mua-san-pham-thoktrang-cua-ngual-tieu-dung-tren-dia-ban-ha-noi-
81714 htm

[26] Philip K, Armstrong G. Principles of marketing. 17th ed. 2018

[27] Rizkalla M, Suzanawaty L. The effect of store Image and service quality on private
label brand image and purchase intention. Case study: lotte mart gandaria city. Asean
Marketing Journal. 2013;2(9):90-99.

[28] Schau HJ, Muniz AM Jr, Arnould EJ. How brand community practices create value.
Journal of Marketing. 2009.73(5k30-51

[29] Sharma, Smita and Rehman. UMT Assessing the impact of Web 2.0 on consumer
purchase decisions: Indian perspective. International Journal of Marketing and
Technology. 2021271251358,

DOl 10IB502/kss vBIZD.WMEZ5 Page 571

117



