Lampiran 5 Outer Loading

Outer Loadings

~

Matrix W

| Citra Merek_ Kepercayaan Prod! Misleading Informz

7

Matrix 1

| Citra Merek_ Kepercayaal
CM1 0.814

cM2. 0.825
cM3 0.744
CM5 0.754
KP1 0.832
KP2 0.763
KP3 0.745
KP5 0.826
MS2 0.792
MS3 0.922
Ms4 0.919
Ms5 0.914
MS6 0.915
Ms1 0.823
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Lampiran 7 Fornell Larcker

Discriminant Validity

Cross Loadings

| Heterotrait-Monot

&| Fornell-Larcker Crit... | |&]
Citra Merek_ Kepercayaan Prodi Misleading Inform:s
Citra Merek_ 0.785
Kepercayaan Pr... 0.623 0.792
Misleading Infor... -0.065 0.148 0.882
Lampiran 8 Uji Reliabilitas
Construct Reliability and Validity
| Matrix Cronbach's Alpha rho_A ii% Composite Reliability Avera
Cronbach's Alpha rho_A Composite Reliabil Average Variance |
Citra Merek_ 0.616
Kepercayaan Pr... 0.802 0.812 0.871 0.628
Misleading Infor... 0.945 0.983 0.955 0.779
Lampiran 9 R-Square
R Square
| Matrix R Square R Square Adjusted
R Square R Square Adjusted
Citra Merek_ 0.413 0.406
0.022 0.016

Kepercayaan Pr...
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Lampiran 10 F-Square

f Square
| Matrix |if fSquare
Citra Merek_ Kepercayaan Prodi Misleading Informs
Citra Merek_
Kepercayaan Pr... 0.696
Misleading Infor... 0.043 0.022

Lampiran 11 Q-Square

Construct Crossvalidated Redundancy

iz) Total ||| Case1l |[g&]| Case2 [g] Case3 Case4d | Case5 || Case6
SSO SSE  Q* (=1-SSE/SSO)

Citra Merek_ 700.000 529.932 0.243

Kepercayaan Pr... 700.000 691.606 0.012

Misleading Infor... 1050.000 1050.000

Lampiran 12 Path Coefficient

Path Coefficients

| Mean, STDEV, T-Values, P-Values || | Confidence Intervals | | Confidence Intervals Bias Corre... | | Samples
Original Sample (C Sample Mean (M) Standard Deviatior T Statistics (|O/ST P Values

Kepercayaan Pr... 0.646 0.653 0.063 10.332 0.000

Misleading Infor... -0.161 -0.158 0.055 2.947 0.003

Misleading Infor... 0.148 0.147 0.103 1.437 0.151
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Lampiran 13 Specific Indirect Effect

Specific Indirect Effects

] Mean, STDEV, T-Values, P-Values ||| Confidence Intervals || Confidence Intervals Bias Corre... || Samples COPY to Clipboard: Excel Format
Original Sample (C Sample Mean (M) Standard Deviatior T Statistics (JO/ST! P Values
Misleading Informaton_ -> Kepercayaan Produk_ -> Citra Merek_ 0.095 0.097 0.068 1.396 0.163
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Abstract

The study investigates the impact of misleading information on company trust and image on social media platforms. The study
examines misleading information as an independent varigble and company trust and company image as dependent variables, with
company trust acting as a mediator o investigate the relationship between misleading information and company image. A
questionnaire was distributed to 378 social media-active beauty and skincare customers, and hypotheses were tested using
quantitative methods, including descriptive statistics, convergent validity, Cronbach alpha, discriminant validity, and fit model, along
with a PLS-SEM path for hypothesis testing. The findings revealed that misleading information positively influenced both company
trust and company image. Company trust positively affects company image. Additionally, misleading information has been shown to
positively impact company image through company trust. The study advises that consumers should be cautious when using social
media platforms for information and purchasing products, choose trustworthy companies, and avoid misleading information.
Furthermore, the study suggests that companies should avoid unethical practices, as these can undermine trust, damage their
reputation, reduce market competitiveness, and adversely influence customer percepiions and purchasing behavior.

Keywords: Misleading Information; Social Media Platforms; Company Trust; Company Image; Beauty and Skincare Industry

Introduction

In today's competitive business environment, market companies must engage in strategic
promotional activities to influence consumer perceptions, knowledge, and purchasing behavior
(Joudeh et al., 2022; Igbal & Siddiqui, 2019). Sustainability, customer satisfaction, and loyalty
are key marketing strategies for securing a competitive edge (Neama et al., 2024; Nurittamont,
2020; Ahn et al., 2020; Loureiro et al., 2017). Companies must enhance their efforts in attracting
customers, boosting profitability, and facilitating effective product sales. Effective
communication is crucial in developing and delivering goods and services, allowing businesses
to accurately gauge consumer needs and provide tailored solutions (Pefia-Garcia et al., 2020;
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Alfityani et al, 2023; Woodall, 2007). As a result, marketing activities have evolved
significantly, with organizations rethinking n.cn  strategies to engage a wider customer base. The
increased pressure ified effort among to secure a
larger market sh-lre and achieve pmfub-hty objectives. This dynamic environment requires
continuous adaptation and innovation in marketing strategies to ensure businesses mlum
relevant and successful. Refining marketing. effective

and staying attuned to customer trends and preferences can attract and retain customers, foster
long-term loyalty, and lead to enhanced business performance and sustainable growth (Haikal et
al., 2020; Joudeh et al., 2020).

The communication industry has seen major changes due to new technologies. Social media
platforms like Facebook, X, Instagram, and LinkedIn have transformed how people interact.
Social medla is widely used around the world and has changed how people and businesses talk
h . Co ies use it show off products, and ad services.
Individuals use social media platforms to stay in touch with friends, get news updates, and follow
their interests in various areas like activities, business, economy, politics, and trends. These social
media platforms make it easy to share thoughts and experiences, promote information, and
mobilize communities. These changes have not only transformed the way communication is
conducted but have also reshaped broader economic and institutional frameworks on a global
mlc (Efendloglu & Dunmz 2022). As Imsmmu adapt to thns mcrclsm;ly dymlmc
is crucial for
purchasing intent. Companies m: now employing a diverse range of mlrlmmc communication
techniques. While traditional methods such as advertisements, personal selling, and sales
promotions remain vital, contemporary strategies, including direct marketing, public relations,
interactive marketing, and social media platforms, are becoming more prevalent, Each technique
serves a unique purpose, whether it's introducing new products, enhancing brand identity, or
building a positive company image.
Despite the appmunmcs presented by modern communication tools, businesses face notable
and the evolving landscape of marketing channels.
Cmnplm:s mns\ be agile, responding to new social media platforms and shifting customer
preferences to remain relevant (Aljabln et al., 2023). Sharing information on social media
platforms itself plays a crucial role in this process; it not only seeks to motivate consumers to
purchase or engage withpmdumundmvioamd;h-pcsmirpawpﬁmmdbehvimbm
also raises ethical issues regarding privacy and user data. These advancements in social media
platforms are redefining nnrkmng strategies, making effective marketing communication
indispensable for companies aiming to succeed in competitive markets (Joudeh etal, 2024; Al-
Gasawneh et al., 2023). Today, lhmng and pr(mdm; ml'ornnmn on social media platforms has

become a evolving to address the diverse
and chlngmg landscape of consumer needs. This transformation brings both
as strive to forge munmgful connections with their

customers.

The beauty and cosmetics sector is experiencing a revolution due to the growing demand for
youthful, he-l!hy, and elegant products (Lo & Tseng, 2021). The industry includes various types
of cosmetics such as creams, lotions, powders, soap, perfumes, toothpaste, and shampoo (Hoang
& Quang, 2020; Miremadi ct al., 2013). Factors influencing cosmetic consumption include
product quality, ease of use, fumm, diversity, fragrance, and price. Beauty and cosmetics also
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attitudes and purchasing decisions; and increasing marketing activities targeting diverse

customer groups (Mansour et al., 2023; Teo et al., 2018; Smith <t al., 2018). Digital marketing
through social media platforms offers faster communication than lradilimul methods duc to the
case of receiving orders over the Internet (Newman et al., 2019) Social media platforms enable
‘millions to form online communities, communicate interests, and interact through web-based
tools, liberalizing the information landscape (Okocha et al., 2022; Kisyova etal., 2019).

‘Web 2.01is a participatory second-generation internet, enabling users to modify and enhance it as
they use it (James & Bradley, 2021). This shift has led to a more diverse and effective advertising
strategy. The rise in internet usage has led to increased online sales and purchases by both
and customer (Greblikaite & P . 2014). Social media platforms are crucial for
users to access information, but inaccurate information is a concern (Alqahtani & Bukhari, 2021).
Customers rely on these platforms for purchasing decisions and sharing experiences, but the
credil of these methods requires mv:sngauon The rise ol' social media phlfnrms and
d:gmzaum- ol' traditional media are the way is
d. However, is a concern, and customers rely on through

social media platforms for purchasing decisions and sharing experiences.

Methodology
Study Model

The model in Figure 1 the impact of mi on company trust and
image via social networking sites, based on previous literature review studies.

e ‘E

H3 Dependent variable
H4
Company trust
Mediating variable
Figure 1. Proposed model
Data Collection
This study yand products on through social media

platforms. 378 questionnaires were collected. The data were analyzed using PLS-SEM. The
questionnaires were divided into two sections: one asking demographic information like gender,
education, and income, and the other evaluating misleading information, company trust, and
company image on a Likert scale of 1 to 5, with | indicating strongly disagree and 5 indicating
strongly agree.
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help manage social pcroepuons md xmpnve self-i muge, as their usage can influence others'
attitudes, making the pr ‘Hartmann & Apaolaza-
Ibafiez, 2011). The buuly sector, encmlpasmg rﬁmws skincare, haircare, and cosmetics,
generated 430 billion dollars in 2022. Despite economic crises, it's growing at a 6% annual rate,
expected to reach $580 billion by 2027. E-commerce, driven by online stores, digital
transformation, multi-channel retailers, and social media, is expected to grow at 12% annually
(McKinsey & Company, 2023). The chemical and cosmetics industry in Jordan is a leading sector
in the economy, known for rapid ion, and i ion. Despite the
COVID-19 pandemic, its high production capacities are crucial for self-sufficiency. With 754
factories, 17,424 workers, and a total capital of over $1 billion, it contributes $1,313 million to
foreign currency earnings and is a significant part of the industrial sector (Jordan Chamber of
Industry, 2024).

This study explores the impact of misleading information disseminated on social media

platforms, a pressing concern that has increasingly taken precedence in scientific studies at both

local and global levels. As social media platforms continue to expand and buslm become

involved in the of it is i we deepen our
‘This study i

on these social media platforms influences the trust and image of companies, with findings that
may provide valuable insights for marketing strategics. As a result, this study was done to try to
answer the following questions:

1. How misleading information does provided to the customers on social media platforms
influence company trust in beauty and skincare companics?

2. How does misleading information provided to the customer on social media platforms
impact a company's image among beauty and skincare customers?

3. How does company trust influence a company’s image among beauty and skincare
customers?

4. How does misleading information on social media platforms affect company image
through company trust among beauty and skincare customers?

Based on the questions presented above, the objectives of this study are delineated as follows:

1. Assess whether misleading information provided to the beauty and skincare customers
on social media platforms impacts company trust.

2. Evaluate whether misleading information provided to the beauty and skincare customers
on social media platforms affects a company's image.

3. Investigate whether trust in oomplmuon social media platforms influences their image
from the ps ive of beauty and sk

Examine whether misleading information provided to the beauty and skincare customers on
social media platforms impacts the emmy‘l nm-le duoug,h company trust.

ho'dzrlolmlmm i i and company trust and
image, memumhmfummmhypm

H1: Misleading information positively impacts on the company trust.

H2: Misleading information positively impacts company image.
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Statistical analysis
Convergent validity was used to examine composite reliability (CR), average variance extract
(AVE), and factor loading (FL). Morcover, (Iw mldy used Cronbach’s alpha, discriminant
validity, and fit model to Y validity, as well as a PLS-SEM path
model to evaluate hypotheses.

Results
Descriptive statistics

Table | shows the characteristics of the study sample based on gender, study level, and college
affiliation. According to gender, 63% of respondents were female, and the remaining 47.3% were
male. In terms of education, 38% of mpundnms were in high school or less, 55% were

and 7% The JD 501 and 1000, with
30% carning between JD 500 and less and 47% r:arnmg bdwtcnm 1501 and more.

%‘rtqne ‘ercent umulative percent
Male 139 37 E7
Gender Female 00
otal
igh secondary school 142
[
[Education plue EB
78
112 0
176 7
[ncome 3 8
7 100
378 00
Table 1. Demographics sample
Questionnaire analysis

Table 2 shows that participants had positive attitudes toward study statements, with all mean
scores higher than the scale mean of 3.00. All variables had mean scores greater than 3.00,
indicating positive opinions. The highest mean score was "misleading information " (3.89/5.00),
followed by "company trust” (3.68/5.00), while “company image" had the lowest mean score
(3.38/5.00).

Variables Mean Standard Deviation
389 864

Company trust 3.68 928

Company image 338 1.06

Table 2. Mean and standard deviation of variables
‘posthumanism.co.uk
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Measurement 1

This study used validity to evaluate the model. Th validity
evaluation comprises an examination of composite reliability (CR), average variance extract
(AVE), and factor loading (FL). The results are presented in Tables 3 and 4 below. Table 3
displays item factor loading values ranging from 0618 10 0.88 1, which surpass the recommended
threshold of 0.50 or above. Composite reliability (CR) and average variance extracted (AVE) are
described as high interal consistency, with CR values ranging from 0,805 to 0.875 and AVE
values ranging from 0.503 to 0.638, above the 0.7 and 0.50 requirements, respectively. It found
that all met the i for validity as per Hair et al. (2016). The
study’s reliability was evaluated using Cronbach's alpha, with values exceeding 0.70 indicating a
reliable scale. Table 3 reveals that the study's Cronbach alpha results are above the standard

threshold of 0. from 0.826 to 0. confirming r ility.
Table 3. Descriptive statistics of misleading company trust, and company image
Statement FL AVE | CR_ | Alpha
Misleading | The company is overstating the advantages and | 759
i i benefits of its product.
The company tried to conceal the product’s | 731
preservatives and chemical materials,
The company hide information about the side | 751
effects of its praducts.
The company  presemed  mislesding | 672 | 012 | 83| 79
10 raise the products’ sales.
The information provided on their products is | 769
unclear.
The company employs misleading information 832
to persuade me to purchase the product,
Company | I will not trust the information issued by the | 783
trust company.
1 cannot rely on the information issucd by the | 689
company.
The company 15 not honest in its business | 830
peactiots, 591 | 808 | 782
Twill no longer be a customer of the company
dless of anything. 729
1 will not deal with this firm |nymon in the 759
future,
Cnmpnny ‘The company cannot be trusted. 681
image
It's an
The company lacks 28 | 312
“The company is socially iresponsible.
Ilmemmravonblcmmmg«dmmc
information supplicd by the company.
FIL - Factor Loading, AVE-A\crage Variance Extracted, A

Moreover, the study uses various fit indices for PLS-SEM applications to examine its main
hypotheses. The model's 32/df is estimatcd at 2.645, indicating accurate data fit. The AGFI is
0.805, exceeding the advised threshold o 0.80, indicati maich between The
RMSEA is 0.073, less than the desired threshold of 0.10. The CFI, In l(}‘l;;l the

m ing the .'mor of Misleading via Social Media

and skincare products.

l'be l'mdmg; showed that misleading mranmnom nn social mod:a plau‘orms lm ngmﬁcam.ly
npany trust and image. between

mlileadmg information and company trust and image, with company trust as a mediator. The
study's resulis supported the acceptance ofall hypotheses.

The study revealed that misleading information significantly impacted the company's trust and
image, directly and indirectly. The company's trust was significantly influenced by misleading
|nfommnm with a p value of 49% und a p-valuc cIOOOO Furthermore, the company's image
was also si impacted by showing a B value of 56% and a p-
value of 0.000. Add1l|chLy, the findings revealed that the company’s image was significantly
unpmmd by ‘company trust, with a B valm: ni SS% and a value of 0.000. Moreover, the company

affected by g ion through company trust, indicated by
a |] value of 16.4% and a p-value of 0.001

The popularity of social networking sites in Jordan has surged in the last five years, particularly
during and after the COVID 19 pandemic, with customers increasingly relying on electronic

for i products. The study suggests that people should be
more conscious when nollec:mg information and buying products through social media
platforms, choosing companies with good reputations, and avoiding overstated benefits and
unclear information.

Companies that engage in deceptive practices, such as providing misleading information,
overstating product benefits, ﬁnplnylng deceptive strategies, and exploiting less experienced
consumers, can lose their trust and image, ultimately affecting their market competitiveness.
Customers may develop a negative attitude toward the company's advertising on social media
platforms, purchase products from it, deal with the worst company in the market, feel
uncomfortable with the company’s activities, and perceive it as unrealistic and insincere.

The study advises consumers to be cautious when usmg social media plml‘m—ms fm- mrnnnnmn
and purchasing products, choosing and avoiding 0
maintain trust and market competitiveness. Companies engaging in deceptive practices such as
providing misleading information can lose trust and image, impact market competitiveness, and
lead to negative customer attitudes, product purchases, and perceived insincerity.

Misleading
information

Company image

0.56

0.164

Company trust

Figure 2. Direct and indirect results between the variables.
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usual value of 0.9, indicating the model's adequacy. All indicators fall within the recommended
range by Shevlin and Miles (1998), Tabachnick and Fidell (2001), Hu and Bentler (1999), and
MacCallum et al. (1996), indicating the model meets the study's requirements as shown in Table
4.

Indicator AGFI | 2df | GFI | RMSEA | CFI | NFI
Vialvo of>80 |<5 |>090 |10 |>90 [>90
recommended

Value of model | 805 | 2645 | 927 | 073 921 |93

Table 4. Values of fit indices for the structural equation model

Moreover, the study evaluated hypotheses using the path coefficient analysis. Table 5 presents
the direct and indirect impacts of latent variables, all significant at P < 0.05, along with the
proposed hypotheses and their findings.

Table 5 of the path model indicates that misleading information on social media platforms has a
direct and significant effect on company trust. This association has a t-value of 11.133, a
standardized coefficient (B) of 0.49, and a p-value of .000, indicating statistical significance.
Therefore, hypothesis HI can be adopted based on these findings. Similarly, the results of
hypothesis H2 indicate that deceptive advertising has a significant direct effect on the company
image. The t-value for this relationship is 15.259, and the standardized coefficient is 0.56. The
p-value is .00, indicating that this relationship is statistically significant at the 0.05 level,
therefore, this finding supports the hypothesis (H2). H3 examines the
impact of company trust on the company image. The t-value for this relationship is 13,838, and
the standardized coefficient is 0.55. The p-value is .000, indicating that this relationship is also
statistically significant at the 0.05 level. This result supports the hypothesis (H3). Lastly,
hypothesis H4 focuses on the indirect effect of misleading information on the company image
through company trust. The results indicate that this indirect effect is statistically significant. The
t-value for this relationship is 3.1512, and the standardized coefficient is 0.164. The p-value is

A001, indicating that this indirect effect is significant at the 0.05 level, thereby supporting the
‘hypothesis (H4).
T D [ e | e [ ¢ | e
[companywust [ < Miskiie | oo WAB | 00 | Aceepted
Company image [ < Mileadig | 55 1529 | 000 | Accopued
Commpany image | < - 34 [ 00 | Accopted
pan; i’:r:':d.:;: LAl 3182 001 Accepted

‘Table 5. Direct and indirect testing results
Discussion

The study provides a better understanding of how customers perceive misleading information

about beauty and skincare products. The study investigates how misleading information affects

the purchasing habits of 378 Jordanians who frequently use social media platforms to buy beauty
pos
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Limitation and Future Research

‘While the current study makes a notabl 1o the i
lllere are several lll:malwns to take into awonm. First, our fmilny ‘were derived from self-
and the of the Second, the study involved
a small sample size, which was gathered within the context of Jordan; therefore, future studies
should aim to enhance the sample size to bolster the reliability of the results, and these findings
should be interpreted carefully in different contexts. Third, this research utilized questions that
incorporated negative phrasing, which could clicit a ncgallvc psychological response from the
vary ifth i been framed positively; consequently,
fu dies might consider usis ive wording Tore ison. Lastly, th resarch
concentrated on beauty and skincare products; thus, caution should be exercised when
generalizing these results to other types of products, as the nature of the product may influence
the outcomes.

Conclusion

In recent years, rmsleaaimg information has I:ccn a M:lhlcnl pmclme dnal can Iend to a loss of
customer d f future b on social
media platforms can also resull in the company's reputation damaged, leading to
competitors with better marketing ethics. The rise of deception in online marketing is attributed
to the Iack of consumer pmmcmm organizations and ineffective quality control measures.

impacts cusiomers, affecting their satisfaction and
potentially leading to frustration or resentmen. Companies may face legal accountability and
penalties for unng unethical methods to change the nature or benefits of their pmduuls or
services, causing This unethical h lead to legal and
penalties for companies. Therefore, companies must be aware of and address misleading
information to maintain customer trust and satisfaction.
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