The Influence of Social Media Marketing on Purchase Intentions for RUCAS
Brand with Brand Image as a Mediating Variable

THESIS

Presented as Partial Fulfilment of Requirements for the Degree of Bachelor of
Management (S1) in International Business Management Program Faculty of

Business and Economics Universitas Atma Jaya Yogyakarta

Compiled by:

Emmanuel Henry Yona Respati

Student ID: 201225801

INTERNATIONAL BUSINESS MANAGEMENT PROGRAM
FACULTY OF BUSINESS AND ECONOMICS
UNIVERSITAS ATMA JAYA YOGYAKARTA

2026



APPROVAL PAGE
Thesis
THE INFLUENCE OF SOCIAL MEDIA MARKETING ON PURCHASE

INTENTIONS FOR RUCAS BRAND WITH BRAND IMAGE AS A
MEDIATING VARIABLE

Compiled by:

Emmanuel Henry Yona Respati
Student ID: 201225801

Has been read and approved by:

Thesis Advisor

Vonezyo Yupanzara Dharomesz, S.E., M.B.A.  Yogyakarta, January 14" 2026



DEAN APPROVAL PAGE
Thesis

THE INFLUENCE OF SOCIAL MEDIA MARKETING ON PURCHASE
INTENTIONS FOR RUCAS BRAND WITH BRAND IMAGE AS A MEDIATING
VARIABLE

Has been prepared and compiled by
Emmanuel Henry Yona Respati
Student 1D: 201225801

Has been defended and accepted on February 4™, 2026 as fulfilment of the requirements
for the Degree of Sarjana Manajemen (S1) in International Business Management

Program Faculty of Business and Economics Universitas Atma Jaya Yogyakarta

Composition of examination committee

Head of Examiner, Members,

1o/
o ek e—

Elisabet Dita Septiari, SE., M.Sc., Ph.D Nadia Nila Sari, S.E., M.B.A.

Vonezyo Yupanzary Dharomesz, S.E., M.B.A.

QOMIRA

Wenefrida Mahésti Noviandra Krisjanti, SE., M.Sc., Ph.D.



AUTHENTICITY ACKNOWLEDGEMENT

I, Emmanuel Henry Yona Respati, hereby declare that I have complied and

completed the thesis with the title:

The Influence of Social Media Marketing on Purchase Intentions for RUCAS
Brand with Brand Image as a Mediating Variable

Declare that it is fully my work and does not contain the work of others
except for some parts that require references with the proper procedures for writing

scientific papers and are stated in the bibliography in this thesis.

Yogyakarta, January 8, 2026
Author,

/

Emmanuel Henry Yona Respati



PREFACE

The author gives thanks to God Almighty because thanks to him, I was able to

complete this thesis as required by my undergraduate degree in Universitas Atma

Jaya Yogyakarta. The proposed title for this thesis is "The Influence of Social
Media Marketing on Purchase Intentions for RUCAS brand with Brand

Image as a Mediating Variable" compiled with the aim of fulfilling the

requirements to obtain a Bachelor's degree (S1) in Management at the Faculty of

Business and Economics, Universitas Atma Jaya, Yogyakarta.

The author realizes that in the preparation of this thesis will not be completed

without support, guidance, and prayers from various parties. Therefore, with all

humility, the author expresses his greatest gratitude to:

1.

The Almighty God, Jesus Christ, whose boundless love and abundant
blessings have guided, strengthened, and sustained me throughout the entire
process of completing this thesis, from its initial stages to its final
completion. Through His grace, I was granted wisdom, patience,
perseverance, and resilience in facing every challenge encountered during
the research process. His guidance became a constant source of hope and
reassurance, enabling me to remain steadfast, focused, and grateful until this

thesis was successfully completed.

. My advisor Vonezyo Yupanzara Dharomesz, S.E., M.B.A., for dedicating

the time and patiently guiding me throughout the entire process of writing
this thesis. I extend my sincere thanks for his unwavering support, guidance,
valuable suggestions, and assistance right from the initial stages.

My father, mother, brother, and sister, who continually offer their sincerest
prayers and unwavering support. Their affection, encouragement, and moral
as well as material assistance have been an enduring source of strength
throughout the researcher’s educational journey and the completion of this
study.

Dhio, Rudi, Soca, and Tristan for their continuous support, prayers, and

encouragement throughout the completion of this thesis.



5. Bagus, Ngurah, Aurell, Kayla, Monica, and others who have accompanied
me and filled my university years with meaningful experiences from the
very beginning.

6. Ni Kadek Nandya Candha Santi Pratiwi for her presence, assistance,
motivation, and unwavering support during the process of completing this
thesis.

7. Lastly, I would like to thank myself for enduring unseen struggles, inner
pressures, and moments of doubt, while continuing to move forward until

this thesis was finally completed.

The author acknowledges that this thesis is far from perfect and recognizes the
room for improvement. All criticism, suggestions, and input that can further
enhance the study are welcomed by the author. The author hopes that this thesis has
made a valuable contribution in the research field and will have a positive impact
on the readers and other stakeholders.

Yogyakarta, 22 December 2025
Author,

Emmanuel Henry Yona Respati



MOTTO

"Sometimes the hardest thing is to keep going."

- Tommy Shelby

This stands as proof that I did not give up, and so should you.



TABLE OF CONTENTS

APPROVAL PAGE 2
DEAN APPROVAL PAGE .......eericereeneicennensnecnnssesssisssssssssssssssssssssessses 3
AUTHENTICITY ACKNOWLEDGEMENT .....ccovveevinensuicsensecsancssssncsecsnne 4
PREFACE .....uooiiiininersinsninsnisisssisssnssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 5
IMOTTO cuuceeiinninnnsensuinsenssesssnssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 7
TABLE OF CONTENTS....ccooviinuiniininsnnsenssnssanssessansssssssssssssasssssssssssssssssssssssssssss 8
LIST OF TABLES 11
LIST OF FIGURES 12
LIST OF APPENDIXES ....ucoovininrinsensicsnicsensnsssessesssessssssssssesssssssssssssssssassssssss 13
ABSTRACT ..uuoiiriceiiensuicsnnsesssicssissssssessssssssssssssisssssssssssssssssssssssssssssssssssssssssss 14
CHAPTER I INTRODUCTION.....cuconirruirrenruessersesssessansnsssessssssessassssssssssssssass 12
1.1. Research Background...........cccecveviieiieniiiiiecicceee e 12
1.2. Research QUESTIONS ........cooouiiiieiiiiie et eeetee e eeetee e e eaaeee e 22
1.3. ReSearch ODJECHIVES ....ccueruiiriieiiriieniieieeitete ettt 22
1.4. Research Benefits .......ccceeuieiiiiiieiiieiiee e 22
1.5. Research SyStematiCs ........c.eoueeuerieniriieniinieeienteie et 23
CHAPTER IL.....cuuiueienuineisensaecsnissesssesssssssssssssssssssssssssssssssssssssssssssssssssssssssssass 24
LITERATURE REVIEW.....uiininsninsensisssissssssnsssissssssesssssssssssssssssassssssss 24
2.1, Literature REVIEW ......ccccoiiiiiiiiiiiiiiieiieeeee et 24
2.1.1. Social Media Marketing..........ccceevveeerieeeiieeeiieeniieeeieeesveeeeee e ens 24
2.1.2. Purchase INtention.........ccueeruieriieniieiieeiieeeeee et 25
2.1.3. Brand IMage........coeevueriiniiiiiicicentet e 27
2.2 Prior RESEATCH ....cc.eiiiiiiiiiiicieccceee e 30
2.3 Conceptual Model and Hypothesis Development............ccccoeeeevieeiiennnnne. 40
2.3.1 Social Media Marketing Influences Brand Image ............cccceevveeennnn. 40
2.3.2 Brand Image Influences Purchase Intention .........c...ccoceeieeniiniiennenn 41
2.3.3 Social Media Marketing Influences Purchase Intention....................... 41
2.3.4 Brand image mediates the effect of social media marketing on purchase
1115 119103 1 B PP PRRRPPUPO 42
2.4. Research Framework ..........cocooiiiiiiiiiiiiieeeceee e 43



CHAPTER III ...uuuoniiiiiiiinennnensnensnecssessssesssnssssesssessssessssssssssssassssessssssssssssassss 44

RESEARCH METHODOLOGY ..ccoceeriesuicrnnsuecsscssenssecssissnsssncssssssssessssssassssssns 44
3.1, Type Of RESEAICH......eouiiiiiieiiecieeeeee e 44
3.2. Objects, Subjects and Location of Research ............ccccceeeveviiiniiiiniiininen, 44
3.3. Population and Sample..........ccccvieiiiieiiiieiiece e 45
3.4 Data Collection Method ..........cocuoiiiiiiiiiiiiiieieeee e 45
3.5. Operational Definition of Variables ..........cccccecvvveeciiieiiieciieecie e, 47
3.6. Data Measurement Method ...........coceeieiiiniiiiinienieeceeeeeeee e 52
3.8. Data Analysis Method ...........ccocieiiieiiiiiiiiiciccccceeee e 52

3.8.1. InStrument TeSTING .......ccveriieriieeiieiieeie et eee 52
3.8.2. ANALYSIS TOOIS ...oeuvieiiieiieeiiieieeete ettt e 53

CHAPTER IV ..uuoiiiiiinnninsnininsaissenssssssissssssssssssssssssssssssssssssssssssssssssassssssssssssssass 61

DATA ANALYSIS RESULT AND DISCUSSION .....coccierersuecsnrssensanssassassaeses 61
4.1. Filter Questions and Demographics Results ...........ccceviiiiiiniiiniieninienne 61

4.1.1. Respondent Characteristics Based on Gender ............cccccceevveeieennnnne. 62
4.1.2. Respondent characteristics based on age...........ceecvveeeevieeriieenieeenneenns 62
4.1.3. Respondent Characteristics Based on Education.............c.ccceveeennnennn. 63
4.1.4. Respondent characteristics based on occupation...........cccceeeeveernnennne 63
4.1.5. Respondent Characteristics Based on Income per Month ................... 64
4.1.6. Respondent Characteristics Based on Average Expenditure for Clothes 65
4.2. Descriptive Analysis of Variables ..........ccccvveviriiniininiicniiienicnecene 66
4.2.1. Descriptive Analysis of Brand Image Variables..............cccccuevueennnnne. 66
4.2.2. Descriptive Analysis of Social Media Marketing Variables ............... 66
4.2.3. Descriptive Analysis of Purchase Intention Variables .............c.......... 67
4.3, SMArtPLS ANaLYSIS......cccoiiiiiiiiieiiie ettt e 68
4.4. Evaluation of Measurement Model Analysis (Outer Model)...................... 68
4.4.1. Convergent Validity Test.......ccccvveviiiieiiiiiieeeie et 69
4.4.2. Discriminant Validity TeSt.......ccccevvuieeriieiiiiieiieeeie e 70
4.4.3. Reliability TeSt....cccueeiiiiiiieiieeieeiteeie ettt 71
4.5. Structural Model Evaluation (Inner Model)...........cccceeeeviievciiicciieecieeeeen. 72
4.5.1. R-SqQUATE TESTING ....eeevieuiieiieiieeiieiie ettt ettt saaeebee e ense s 73
4.5.1. F-SqUAre TeSHNG .......cceeruieeiieiieeiieiie ettt et sere et e seeebeeseaesneens 73



4.6. Hypothesis TeSHNG ......ccueevuiieiiiiieeiieie ettt et eeiee et aeesaeesbeeseneenseens 74

4.7, Mediation TeST.....c.ceouiriiiieieiieie ettt 75
4.8. Discussion of Research Results..........ccccoeceviininiiiniininienieccecce 77
4.8.1. The Influence of Social Media Marketing on the Brand Image .......... 77
4.8.2. The Influence of Brand Image on Purchase Intentions........................ 78
4.8.3. The Influence of Social Media Marketing on Purchase Intention....... 79
4.8.4. The Mediating of Brand Image Significantly between Social Media
Marketing and Purchase Intentions...........ccoeeeeriieniinieiiienie e 79
CHAPTER V CONCLUSION ...uuiivinuicrnissensaesssissesssessssssssssssssssesssssssssssssssssass 81
5.1, CONCIUSION ...ttt ettt ettt ettt nes 81
5.2. Managerial Implications...........ceeveieiierieniieiieeie e e 82
5.3. Research Limitations .......cc.eevueeieriieniieieniieieeie ettt 83
5.4 Suggestions for Further Researchers..........c.ccoceveeviniiniencnicnicnccicneene, 84
APPENDIX cucuiiiiineinsensinsanssenssesssnsssssssssssssssssssssssssssssssssssssssssssssssssssssssssasssssssssss 90

10



LIST OF TABLES

Table 1. 1 Comparative Table of RUCAS Competitors (as of July 30, 2025) ..... 12
Table 2. 1 Prior ReSearch..........cocvoviiiiiiiiiiiiieeeeeee e 30
Table 3.1 Research Indicators.........ccevierieririiiiieniicieeee e 46
Table 4.1 Respondent Filter Question Result ..........ccccoeevvieviieieiieinieceee e, 60
Table 4.2 Respondent Based on Gender ...........ccceeevevieiiiieniieeciieecee e 61
Table 4.3 Respondent Based 0N AZe .......cceeveieiieiieiiieieeieesie e 61
Table 4.4 Respondent Based on Education.............ccoeeveriieiienieiiienieeicesie e 62
Table 4.5 Respondent Based on OCCUpation...........c.cecvveeieeieenieeneenieereenneennns 62
Table 4.6 Respondent Based on Income per Month ..........cccceeeeviiiiiiiieieeccinenee, 63
Table 4.7 Respondent Based on Expenditure for Clothes............cccccvvveeveeennennnee. 64
Table 4.8 Results of Descriptive Analysis of Brand Image Variables.................. 65
Table 4.9 Results of Descriptive Analysis of Social Media Marketing Variables 65
Table 4.10 Results of Descriptive Analysis of Purchase Intention....................... 66
Table 4.11 Convergent Validity .........ccceeeeviriiiniiniiiiiicieceeeseeeeeee e 68
Table 4.12 Convergent Validity After Removed.........cccoevvevivniiiiniiiiieciee 69
Table 4.13 Convergent Validity HTMT........cccooviiiiiiiiniieeeeeeeee e 70
Table 4.14 Discriminant Validity Fornel Lacker .........c..ccoceviniininiiniinicncnnne. 70
Table 4.15 Composite Reliability ..........cccceviriiiriiniiiiiniiiiiecccecee 71
Table 4.16 R SQUATE......cccuiieiiiieiie et e 72
Table 4.17 F SQUATE ....oooiiieeiie ettt e e 73
Table 4.18 Partial T StatiStics TeSt ....cccveviiieriieiierieeiieee et 74
Table 4.19 Mediation TeSt ......c.ccviiviiiinieiiierteeeeee e 75
Table 4.20 Total Effects .......ccooiiiiiiiiiiiieeee e 76

11



LIST OF FIGURES

Figure 1.1 Rucas.co Website (June 2025)........cccvuveeviieriiieeieeeiee e 15
Figure 1.2 Rucas Product Searches on Google in 2020...........ccceevveeciienieeneenen. 16
Figure 1.3 Monthly active TikTok users by country (July 2024) .......c..cccvveuneeneee. 18
Figure 1.4 RUCAS Official TikTok Account Displaying Its Most Viewed Post (67
IMILION VIBWS) 1.ttt ettt ettt et e et e e st e e s sve e e aseeesseeennseeennseeennns 19
Figure 2.1 Research Framework ...........cccooiiviiiiiiniiieniiciiceccee e 42

Figure 3.1 Decision Tree for Establishing and Understanding Types of Mediation

ANd NON-MEAIALION ......eeiiiieiiiiiieiie ettt st e eseeeeeeens 58
Figure 4.1 Structural Model ..........ccoiiiiiiiniiiiieeeee e 67
Figure 4.2 Outer Model First TeSt .......cccveriiiiierieeieeiecie e 67
Figure 4.3 Outer Model Second Test........cccueviierieeiierieeiieieeeesee e 68
Figure 4.4 Inner Model ..........ooiiiiiiiiieiee s 72

12



LIST OF APPENDIXES

Attachment 1 Draft of QUeStiONNAITE...........cccviiiiiuiieeiieeeiee e 88
Attachment 2 Proof of Submission from Respondents..........c.cccccvvvvevieenieeennnennn. 94
Attachment 3 Data ANalSIs ......ccccueieiieeiiieiiieeiieie et 96
Attachment 4 Spreading the QUEStioNNAITe.........c.cocveeviierieeciienieeiierie e 107
Attachment 5 Raw Data .........ccccooiiiiiiiiiiiiccccceee e 109
Attachment 6 Main Reference Journal...........cccoocooiiiniiiiniininiieeeeeee, 150

13



THE INFLUENCE OF SOCIAL MEDIA MARKETING ON PURCHASE
INTENTIONS FOR RUCAS BRAND WITH BRAND IMAGE AS A
MEDIATING VARIABLE

Compiled by:
Emmanuel Henry Yona Respati
201225801

Thesis Advisor:
Vonezyo Yupanzara Dharomesz, S.E., M.B.A.

International Business Management Program, Faculty of Business and
Economics, Universitas Atma Jaya Yogyakarta, Jalan Babarsari 43-44,

Yogyakarta
ABSTRACT

This study aims to analyze the influence of social media marketing on purchase
intention for RUCAS products, with brand image as a mediating variable.
Businesses are depending more on online marketing strategies to reach customers
and affect their choices as a result of the increasing popularity of social media.
Therefore, it becomes crucial to comprehend how social media marketing
influences buy intention. This study employs a survey method in conjunction with
a quantitative approach. An online survey was used to gather information from
respondents who were aware of RUCAS products but had not yet made a purchase.
With the use of SmartPLS software, partial least squares structural equation
modeling was used to analyze the data. The results indicate that purchase intention
is positively and significantly impacted by social media marketing. Furthermore,
brand image is significantly impacted by social media marketing, and purchase
intention is positively influenced by brand image. Brand image is found to have a
complimentary mediating effect in the interaction between social media marketing
and purchase intention, according to Zhao et al.'s mediation research. This indicates
that social media marketing affects purchase intention through brand image, both
directly and indirectly. These results show that successful social media marketing
campaigns can contribute to the development of a favorable brand image, which in
return motivates customers to be more likely to buy RUCAS products. It is expected
that this study would help businesses create social media marketing strategies that
are more successful.

Keywords: Social media marketing; Brand image; Purchase intention; Consumer
behavior
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