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This study aims to analyze the extent to which 
marketing through social media and word of 
mouth recommendations can have an impact on 
brand awareness and purchase intention of the 
Samsung Galaxy Z Fold 6 smartphone in 
Pontianak City. This study applies a survey design 
with a quantitative approach to understand the 
causal relationship between variables. Therefore, 
this study uses a causal research design. Sampling 
was carried out online by distributing online 
questionnaires to respondents who met the 
predetermined criteria. The object of this study is 
the Samsung Galaxy Z Fold 6 smartphone 
product. Data collection took place during April 
2025. The data source came from 117 respondents 
who used Instagram social media and had a 
purchase interest in the Samsung Galaxy Z Fold 6 
smartphone product. The data collected was 
analyzed using the SEM-PLS method or using the 
SmartPLS4 application. The test results show that 
Social Media Marketing does not have a 
significant direct effect on Purchase Intention, but 
has a significant effect through Brand Awareness, 
which then affects Purchase Intention. Word of 
Mouth has been shown to have a significant effect 
both directly on Purchase Intention and through 
Brand Awareness. These results confirm that 
Brand Awareness plays an important mediating 
role in the relationship between Social Media 
Marketing and Word of Mouth on Purchase 
Intention 
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INTRODUCTION 
The$ wo $rld o $f te$chno$lo $gy is de $ve $lo $ping ve $ry rapidly. O$ne $ o $f the$m can be$ 

se $e $n fro$m the$ rapid co$mpe$titio $n be $twe$e $n te$chno$lo $gy co $mpanie $s, e $spe $cially in the$ 
co$mmunicatio $ns se $cto$r, which are$ co$mpe $ting to$ cre$ate$ incre$asingly so $phisticate$d 
te$le $pho $ne $ de$vice $s acco$rding to$ glo $bal marke $t de$mand. No$wadays, mo $bile $ 
pho $ne$s no $t o $nly functio $n as a co $mmunicatio $n to$o $l to $ co $nne$ct two$ pe $o $ple $ in vo $ice$ 
co$nve $rsatio $ns o $r se $nding sho $rt me $ssage $s, but have $ de $ve$lo $pe $d into $ smartpho $ne$s 
that have$ vario $us so $phisticate $d capabilitie $s that can he $lp vario $us ne $e $ds o $f the $ir 
use $rs. Smartpho $ne $s are$ a type $ o $f mo$bile $ pho $ne $ that use$s an inte $rne$t co$nne $ctio $n, 
with vario $us fe $ature $s to $ me $e$t co $nsume $r life $style $ ne $e $ds. Smartpho $ne $s are $ also $ 
e $quippe $d with vario$us Pe $rso $nal Digital Assistant fe$ature $s, such as cale$ndars, 
addre$ss bo $o $ks, age $ndas, calculato $rs, and digital no$te $s, which functio$n like $ mini 
co$mpute $rs (Ibrahim, 2019). Smartpho$ne $s are$ also $ o $ne$ o $f the$ e$xtrao$rdinary human 
inno $vatio $ns, e $spe $cially in the $ fie $ld o$f co $mmunicatio $ns, which play an impo $rtant 
ro$le $ in facilitating vario $us activitie $s o $f the$ir use $rs. 

The$ de $mand fo $r fast and e$asy co $mmunicatio $n and acce$ss to $ info $rmatio $n has 
drive$n a significant incre$ase $ in the $ numbe $r o $f smartpho$ne $ use $rs e $ach ye $ar. 
Smartpho$ne $s suppo $rt use $rs to $ be $ able $ to $ do$ vario $us things, fro $m incre $asing 
pro $ductivity, making digital transactio $ns, sharing the$ late $st info$rmatio $n, to$ 
finding e $nte$rtainme $nt. The$ many fe $ature$s and update$s available $ o $n smartpho $ne $s 
make $ the$m a basic ne $e $d that is impo $rtant to$ be $ me$t by e $ve$ryo $ne $ aro$und the$ 
wo $rld, including in Indo$ne $sia. The $ Publicatio $n Data o$f the$ Pe$o $ple $'s We $lfare$ 
Statistics o $f We $st Kalimantan Pro $vince $, it is kno $wn that Po $ntianak City re $co $rde$d 
the$ highe $st pe $rce $ntage $ o $f smartpho$ne $ use $rs amo $ng all re $ge $ncie $s/citie $s in We $st 
Kalimantan in the $ last thre $e$ mo $nths fo $r the$ pe $rio $d 2021 to $ 2023. In 2021, 
Po $ntianak City re$co$rde$d a pe$rce$ntage $ o$f use $rs o$f 93.89% (male $ and fe$male $), 
incre$asing to $ 94.76% in 2022, and incre $asing again to $ 95.03% in 2023. This figure $ 
make $s Po $ntianak City the $ are $a with the$ highe $st le $ve $l o $f co $mmunicatio $n 
te$chno $lo $gy ado $ptio $n in We $st Kalimantan pro$vince $ co $nsiste $ntly fo $r thre$e $ 
co$nse $cutive $ ye $ars (Ce $ntral Statistics Age $ncy o $f We $st Kalimantan Pro $vince $, 2023). 

Smartpho $ne$ has be $co$me $ an impo$rtant part with a wide$ marke$t share$, so $ that 
co$mpe $titio $n in the$ te$chno$lo $gy and te $le $co$mmunicatio $ns industry is ge $tting tighte$r 
(Friadi, 2022). E $ve $ry co $mpany is re $quire $d to$ unde $rstand and me$e $t co$nsume $r 
ne $e$ds, e $spe $cially in ide $ntifying facto$rs that influe$nce $ purchasing inte $re$st in the $ir 
pro $ducts. In Indo$ne $sia, the $re$ are $ many we $ll-kno $wn smartpho $ne $ co$mpanie $s with 
vario $us brands that have$ the$ir o $wn marke $t share$, such as Apple $, Samsung, 
Xiao $mi, O$ppo $, Vivo $, and o $the $rs. E $ach brand pre $se $nts its o $wn advantage $s and 
disadvantage $s, de$pe $nding o $n the$ fe $ature$s and price$s o $ffe $re$d by the$ manufacture $r 
(Cahyana, 2025). With so $ many cho$ice $s available $, pro $spe $ctive $ buye $rs o $fte$n have $ 
difficulty in de $te$rmining the $ mo $st suitable $ smartpho $ne$ to$ suppo $rt the$ir daily 
activitie $s. So $ the $ ro$le $ o $f So $cial Me $dia Marke $ting and Wo$rd o$f Mo $uth (WO$M) is 
impo $rtant in he$lping co $nsume $rs build purchasing inte $re$st and de$te $rmine $ the$ 
right smartpho$ne $ cho$ice $. 
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The$ mo $st famo $us smartpho $ne$ in the $ wo $rld to$day is Samsung. As a large $ 
glo $bal co $mpany, Samsung has succe $e $de$d in e $xpanding its marke $t wide $ly and 
co$nsiste $ntly. The $ brand co$ntinue $s to $ inno $vate$ to$ pre $se $nt the$ be$st pro $ducts so $ that 
it gains the $ trust o $f vario $us use $r gro $ups (Gustiawan, 2024). Samsung is kno $wn 
fo $r its guarante$e$d pro$duct quality, and as a co$mpany e$xpe $rie $nce$d in the$ 
te$chno $lo $gy industry, the $y co $ntinue $ to $ maintain and impro $ve $ quality and 
inno $vatio $n standards. This make $s co $nsume $rs mo $re $ co $nfide $nt and co$nfide $nt in 
cho$o $sing pro $ducts fro $m this brand (Simanihuruk, 2023). As a pio $ne $e $r in the$ 
smartpho$ne $ se $gme $nt, Samsung launche $d the$ flagship smartpho $ne$ Galaxy Z Fo $ld 
6 which is the $ late $st ge $ne $ratio $n fe $aturing a 7.6-inch fle $xible $ AMO$LE $D scre $e $n, a 
thinne $r and lighte $r de$sign, and incre $ase $d durability with an IP48 rating. Po $we $re$d 
by the $ Snapdrago$n 8 Ge$n 3 pro$ce $sso $r and 12GB o$f RAM, the$ Galaxy Z Fo $ld 6 
pro $vide$s a smo $o $th multitasking e $xpe $rie $nce$ and advance$d AI-base $d came $ra 
fe $ature$s (Samsung, 2024). 

De $spite $ o $ffe $ring vario $us advantage $s, the$ high price $ is o $ne $ o $f the$ main 
co$nside $ratio $ns fo $r co$nsume $rs, with price $s starting at IDR 24,499,000, the$ Galaxy 
Z Fo $ld 6 targe $ts the$ pre $mium se $gme $nt, which de$mands adde$d value $ 
co$mme $nsurate $ with the$ inve $stme$nt made$, thus unde$rstanding the$ facto$rs that 
influe $nce $ co $nsume $r purchasing inte $re$st be $co $me $s crucial (Nugro $ho $, 2018). 
Pre $vio $us re $se $arch sho$ws that life $style $ and pro$duct quality pe $rce$ptio$ns have $ a 
significant influe $nce $ o $n purchasing inte$re $st in Samsung brand smartpho $ne $s. 
Co$nsume $rs with a mo$de $rn life$style $ te $nd to$ be $ mo$re $ inte$re$ste $d in inno$vative $ 
pro $ducts that re$fle $ct the$ir status and ide $ntity. In additio$n, brand image $ and 
pe $rce$ive $d value $ also $ play an impo $rtant ro$le $ in shaping purchasing de $cisio $ns, 
e $spe $cially in the $ pre$mium marke $t whe $re$ e $xpe$ctatio$ns fo $r pro$duct quality and 
e $xclusivity are $ ve $ry high (Maulidiah, 2024). 

To $ unde$rstand the$ marke $t dynamics and co$nsume $r pre $fe$re $nce$s fo $r fo $ldable $ 
flagship smartpho $ne $s like $ the $ Galaxy Z Fo $ld 6, in-de $pth re$se $arch is ne $e $de$d o$n 
the$ facto$rs that influe $nce$ purchasing inte $re$st. This is no $t o $nly impo $rtant fo $r 
Samsung's marke $ting strate$gy but also $ pro $vide $s insight into $ pro $duct 
de$ve $lo $pme $nt and inno$vatio $n in the$ smartpho$ne $ industry as a who $le $. The$ 
fo $llo $wing is data o $n smartpho$ne $ shipme $nts and sale $s in Indo $ne $sia (Inte $rnatio $nal 
Data Co$rpo $ratio$n, 2024). 

 
Table 1. Smartphone Shipments and Sales in Indonesia 2023 - 2024 

Brand Name$ 2023 2024 De $ve $lo $pme $nt 

Samsung 53.5 53.9 0.7 

Apple $ 44.5 45.2 1.5 

Xiao $mi 33.2 42.3 27.4 

Vivo $ 21.3 25.9 21.9 

O$ppo $ 25.4 25.8 1.8 

 
  



Wardani, Afifah, Syahbandi, Purmono, Setiawan 

468 
 

The$ use $ o $f so$cial me $dia in Indo$ne $sia is do $minate$d by a numbe$r o$f majo$r 
platfo $rms. The$ fo $llo $wing is a summary o $f the$ use $ o $f so $cial me $dia in Indo $ne $sia 
(Ho $o$tsuite $, 2024). This study o $nly fo $cuse $s o $n o $ne $ so $cial me $dia, name $ly 
Instagram, o $ne $ o $f the$ mo $st po $pular so $cial me $dia to $ date$, Instagram is a so $cial 
me $dia who $se $ main functio$n fo $cuse $s o $n uplo $ading pho $to $s and vide$o $s. Instagram 
itse $lf has vario $us inte $re$sting fe $ature $s such as InstaSto$ry and Vide$o $ Re $e$ls. 
Instagram use $rs in Indo $ne $sia in Fe $bruary 2024 the $re$ we $re $ 88,861,000 use $rs, o $f 
which 54.8% we $re $ fe $male $ use $rs and 45.2% we $re $ male $ use $rs (Napo $le $o $nCat, 2024). 

 
Table 1. Social Media Users on Major Platforms 2024 

So $cial Me $dia Platfo $rms Pe $rce$ntage $ o$f Use $rs in Indo $ne $sia 

WhatsApp 90.9% 

Instagram 85.3% 

Face $bo $o$k 81.6% 

Tikto $k 73.5% 

 
So $cial me $dia and we$bsite $s have $ acce $le $rate$d co$mmunity inte $ractio $n and 

be $co$me $ a ve $ry influe $ntial marke $ting to$o $l in the $ 21st ce $ntury. So $cial me $dia no $t 
o $nly functio $ns as a co $mmunicatio $n platfo $rm but also $ as a primary me $ans o $f 
building and disse $minating info $rmatio $n abo $ut brands. With its inte $ractive $ 
fe $ature$s, so $cial me $dia e $nable $s kno $wle $dge $ sharing, participatio $n, and 
co$llabo $ratio $n be $twe$e $n use $rs (Kno $ll, 2016). Thro$ugh so $cial me $dia, co $mpanie $s can 
co$lle $ct fe $e $dback fro$m co $nsume $rs to $ unde $rstand the$ir pre $fe $re$nce $s, manage $ 
custo $me$r re$latio $nships, and stre $ngthe $n branding strate$gie $s. The $re $fo$re $, many 
co$mpanie $s inve $st in digital marke $ting campaigns be $cause $ the$y have $ be $e$n pro $ve $n 
to$ co $ntribute $ to$ busine $ss gro $wth. Base $d o $n the$ We $ Are $ So $cial re $po $rt, the$ numbe $r 
o $f active $ so $cial me $dia use $rs in Indo $ne $sia as o $f Fe $bruary 2025 was 285 millio $n 
pe $o $ple $, o$f which the$ to$tal po$pulatio $n, the$ po $pulatio $n in Indo$ne $sia as o $f Fe $bruary 
2025 in using the $ inte$rne $t was aro$und 212 millio $n with an ave $rage $ o$f active$ so $cial 
me $dia use $rs o $f aro$und 50.2% o $f the$ to$tal po $pulatio $n in Indo $ne $sia. The $ use $ o$f 
so $cial me $dia itse $lf is o $ne $ o$f the$ re$aso $ns be $cause $ mo$st o$f its use $rs can spe $nd 
re$lative $ly lo $nge $r time $ o $n the$ platfo $rm (Re $fiani, 2020). 

Wo$rd o $f Mo $uth(WO$M) o $r wo$rd o $f mo $uth re$co$mme $ndatio$n is o $ne $ o $f the$ 
e $ffe$ctive $ co$mmunicatio $n strate$gie $s be $cause $ info $rmatio$n is de $live $re $d dire$ctly 
fro$m o $ne $ individual to $ ano $the $r. Marke $te$rs unde $rstand that custo$me$r e $xpe $rie $nce$ 
is ve $ry influe $ntial in de $te $rmining the $ right marke $ting strate$gy. O$ne $ o $f the $ first 
ste $ps co$nsume $rs take $ be $fo $re$ de$ciding to$ buy a pro $duct is to$ lo $o $k fo$r info $rmatio $n 
abo $ut the$ brand. This pro$ce $ss he $lps co$nsume $rs ge $t to$ kno $w a brand be$tte$r, 
incre$ase $ the $ir aware $ne $ss and unde $rstanding, so $ that it can suppo $rt the$m in 
making mo $re $ info $rme $d purchasing de $cisio $ns. Se $ve $ral studie $s have $ sho $wn 
diffe $re$nt re$sults. Marke $ting thro $ugh so $cial me $dia and e $-WO$M actually has a 
ne $gative $ impact o $n purchasing inte $re $st (Arie $sta & Zulie $stiana, 2019). Co $nve$rse $ly, 
altho $ugh Wo $rd o $f Mo$uth has a po $sitive $ e $ffe $ct o$n purchasing inte $re $st thro$ugh 
brand aware$ne $ss, the $ e $ffe $ct is no $t significant (Maria e $t al., 2019). This is due $ to $ 
the$ info $rmal nature $ o $f marke $ting o $n so $cial me $dia, while $ Wo $rd o $f Mo $uth re$late$d 
to$ brand aware$ne$ss is co $nside $re$d mo$re $ fo$rmal, so $ e$ve $n tho$ugh the$re $ is a po$sitive $ 
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co$rre $latio $n, the$ impact is still no $t to$o $ large $. In additio $n, brand aware$ne $ss do $e$s 
no $t act as a me $diating facto $r in the $ re $latio $nship be $twe $e $n so $cial me $dia marke $ting 
and purchasing inte $re $st (E $mini & Ze $qiri, 2021). O$the $r studie $s state $ that So $cial 
Me$dia Marke $ting and WO$M actually succe $e$de $d in cre$ating Purchase $ Inte$ntio $n 
with me $diatio$n fro $m Brand Aware$ne $ss (Aprilianti, 2023). So $ this is the $ basis fo $r 
the$ autho $r to$ take $ the$ So $cial Me $dia Marke $ting and Wo $rd o$f Mo$uth variable $s to $ 
be $ furthe$r e $valuate $d whe$the$r the $y have $ an e $ffe$ct o$n Purchase $ Inte $ntio $n o $f the$ 
Samsung Galaxy Z Fo $ld 6 Smartpho $ne $ in Po $ntianak City with Brand Aware$ne $ss 
as a me $diato $r. 

 
LITERATURE REVIEW 
Social Media Marketing 

So $cial me $dia marke $ting is a me $ans fo $r marke$te$rs to $ share$ te$xt, image $s, 
audio $, and vide $o$ info $rmatio $n with e $ach o $the$r o $r vice$ ve $rsa (Re $fiani, 2020). So $cial 
me $dia allo $ws marke $te$rs to $ e$stablish a co$mmo $n vo$ice $ and pre$se $nce $ o$n the$ we $b 
and stre$ngthe$n o $the$r co$mmunicatio $n activitie$s. Aims to $ incre$ase $ brand 
aware$ne $ss, pro $mo $te$ pro $ducts, individual se $rvice $s, industrie $s, and o$the $rs by 
utilizing fe $ature $s in digital platfo $rms. Marke$te $rs ho$pe $ that marke$ting thro$ugh 
so $cial me $dia can facilitate$ inte $ractio$n and build re $latio $nships with custo $me $rs 
witho $ut be $ing limite $d by ge $o $graphic lo $catio $n. O$nline $ marke $ting is a co $mple $x 
co$nce $pt use$d fo $r co$mpre $he$nsive $ actio $n planning, to $ cre$ate$ aware$ne $ss o $f a 
busine $ss, incre $ase $ custo$me $rs, incre$ase $ sale $s to$ at le$ast re$ach the$ inte $nde$d targe $t, 
incre$ase $ pro $duct brand aware$ne$ss in the $ co$mmunity. Marke$ting must be$ carrie $d 
o $ut e$ffe $ctive$ly, care$fully, cre $ative$ly and inno$vative $ly (Sari, 2024). So $cial Me $dia 
Marke $ting is a fo $rm o $f marke $ting that is applie $d to$ incre $ase $ co$nsume $r kno $wle $dge$ 
abo $ut brands, this is do $ne $ thro$ugh to $o $ls fro $m so $cial me $dia platfo $rms that can be $ 
run anywhe $re$ (Nursiti, 2022). So $cial Me $dia Marke$ting is mo $nito $ring and 
facilitating custo $me $r inte $ractio$ns and the $ir participatio $n to$ e $nco $urage $ po $sitive$ 
e $ngage $me $nt with the$ co$mpany and its brands. Inte$ractio $ns can o$ccur o$n 
co$mpany we $bsite $s, so $cial ne $two$rks, and o$the$r third-party site $s. So $cial me $dia also $ 
pro $vide$s an o $ppo $rtunity fo $r an industry to $ stre $ngthe$n co $mmunicatio $n activitie $s 
by spe $nding re $lative $ly lo $w co $sts. So $cial me $dia can also $ pro $vide $ an impe $tus fo $r 
an industry to$ co$ntinue$ to$ inno $vate$ and also $ re$main re$le $vant (Ko$tle$r & Ke$lle $r, 
2015). Co$nducting pro$mo$tio $ns and adve $rtising thro$ugh so $cial me $dia is o $ne $ o$f the$ 
mo $st wide$ly imple $me $nte $d by co$mpanie $s to $day. This is due $ to$ the$ high numbe $r 
o $f so$cial me $dia use $rs in Indo $ne$sia, e $ve $n the$ wo $rld in ge$ne $ral (Chaffe$y, 2019). 
Marke $ting thro$ugh so $cial me $dia has fo $ur main indicato $rs, name $ly: co $nte$nt 
cre$atio $n, co$nte $nt sharing, building co$nne $ctio$ns, and fo $rming co $mmunitie $s 
(Haure $r, 2020) & (De$wi, 2023). 
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Word of Mouth (WOM) 
WO$M (Wo $rd o$f Mo $uth) is o $ne $ o $f the $ e $ffe $ctive$ marke $ting strate $gie $s in 

incre$asing aware $ne $ss and trust in a pro $duct o$r se $rvice $. WO$M is a fo $rm o $f 
co$mmunicatio $n, e $ithe $r ve $rbally o $r in writing, in which so $me $o $ne $ share $s pe $rso $nal 
e $xpe $rie$nce $s in using a pro $duct o$r se$rvice $ (Sube $kti, 2020). This e $xpe $rie $nce $ can be $ 
a re $fe$re $nce$ o $r re$co$mme $ndatio $n fo$r o $the $rs in co $nside $ring the $ir cho$ice $s. Wo $rd o $f 
Mo $uth is a co$nve $rsatio $n pro$ce $ss that re$co$mme $nds pro $ducts o$r se $rvice$s to $ 
individuals o $r gro $ups who $ inte $nd to$ pro $vide$ info $rmatio $n pe$rso $nally (Hidayati, 
2024). In the $ digital e $ra, so $cial me $dia plays an impo $rtant ro $le $ fo $r marke$te $rs in 
influe $ncing custo $me $rs in a mo $re $ fle $xible $ and e $fficie $nt way thro $ugh co $nve $rsatio $n-
base $d e$le $ctro$nic co$mmunicatio $n. This pe$rso $nal co $mmunicatio $n channe$l can be $ 
an e$ffe $ctive$ pro$mo $tio $nal me $tho$d be $cause $ it is ge $ne$rally de $live $re $d fro$m 
co$nsume $rs by co $nsume $rs and fo $r co$nsume $rs, so $ that satisfie $d co $nsume $rs o $r 
custo $me$rs can be $co $me$ adve $rtising me $dia fo $r the$ co$mpany (Rachman & Abadi, 
2017). O$the $r studie $s sugge $st that whe $n co$mpare $d to$ traditio $nal adve $rtising, wo $rd 
o $f mo$uth (WO$M) co$mmunicatio $n has be $tte$r advantage$s such as much lo $we $r 
co$sts and much faste $r spre $ad, and this is e $spe $cially true $ with the $ po $pularity o $f 
o $nline $ so $cial ne $two $rks to $day (Li, Yang, Yang, e $t al., 2018). In additio $n, WO$M can 
be $ utilize $d thro $ugh o $nline $ ne $two$rks using so $cial me $dia so $ that its spre $ad can be $ 
faste $r and can re$ach a wide$r mass (Li & Du, 2017). Indicato$rs in me $asuring the$ 
e $ffe$ctive $ne$ss o $f WO$M include $ talking abo $ut pro$ducts base $d o$n po $sitive$ 
e $xpe $rie$nce $s and the$ir quality, giving re$co $mme $ndatio$ns to$ frie $nds o$r re$lative $s, 
and e$nco $uraging o $r inviting o $the $rs to $ try re $co$mme $nde$d pro$ducts (Karnila, 2020) 
& (Prase $tyo$, 2016). 
Purchase Intention 
 Purchase $ Inte$ntio $n is so $me $thing that re $fle $cts a plan to$ purchase $ a numbe$r 
o $f pro $ducts with a ce$rtain brand (Sanita, 2019). Purchase $ Inte $ntio $n is a re $actio $n 
that arise $s fro$m a stimulus so $ that the $ inte$ntio $n to$ buy and try a brand arise $s 
(Azzahra e$t al., 2021). Purchase$ inte$ntio $n do$e $s no$t o$nly de $pe $nd o$n the$ 
characte$ristics o $f the $ co$nsume $r itse $lf, but is also $ influe $nce $d by e $xte$rnal facto $rs 
such as pro $duct quality, price$, and pro$mo $tio $nal strate$gie $s (Rahmadani, 2023). 
Purchase $ inte$ntio $n is a co$nsume $r actio$n that re$fle $cts the$ urge $ to$ buy and 
de$te $rmine$ a pro $duct base $d o$n the$ e$xpe $rie $nce$ gaine $d during the$ se $le $ctio $n and use $ 
pro $ce$ss (Tungka e $t al., 2020). Purchase $ Inte $ntio$n is a plan made $ co $nscio $usly by 
co$nsume $rs to $ buy a pro $duct o$r brand (E $lse $idi & E $l-Baz, 2016). Purchase $ Inte$ntio $n 
is a de $cisio $n-making pro $ce $ss that e $xplo $re$s the $ re $aso $ns fo $r purchasing a particular 
brand made$ by co$nsume $rs (No $o $rlitaria e $t al., 2020). The$ main indicato$rs in 
purchasing inte $re $st are$ transactio$nal inte $re$st, re $fe$re $ntial inte $re$st, pre $fe$re $ntial 
inte $re$st, and e$xplo $rative $ inte $re$st (Putri, 2022) & (Sanita, 2019). 
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Brand Awareness 
 Brand aware$ne $ss is a co $nsume $r's skill in me $mo $rizing o $r re$co $gnizing a 
particular brand, usually co $nsume $rs will re $me $mbe $r fro$m the$ packaging, slo $gan, 
co$lo $r, image $, o $r fro $m se $e $ing a marke $ting influe $nce $r o $r artist who $ is the $ brand 
ambassado $r fo $r the $ pro$duct (Pratamasari & Sulae $man, 2022). Incre $asing brand 
aware$ne $ss o $f a brand is also $ a go $al to $ de$ve $lo $p the$ brand's targe $t marke$t. With 
high brand aware$ne$ss, it will make $ it e$asie $r fo $r co$mpanie $s to $ e$nte$r o$the$r parts to$ 
impro $ve $ the$ brand, if the$ Brand Aware $ne$ss o $f a pro $duct is lo $w, it is ce$rtain that 
the$ brand value$ is also $ lo $w (Zulfikar & Subarsa, 2019). Aware$ne$ss o $f a brand is 
also $ the $ first ste$p fo$r co$nsume $rs in re $co$gnizing and co$nside $ring ne $w pro $ducts 
that have$ be $e $n intro $duce$d thro$ugh adve$rtising strate $gie $s. Brand Aware $ne$ss is 
clo $se $ly re $late $d to$ ho$w a brand can be$ e $asily ide $ntifie $d by co $nsume $rs in vario $us 
co$nditio $ns (Fitrianna & Aurinawati, 2020). Brand Aware$ne$ss is also $ co $nne $cte$d to$ 
stro$ng asso $ciatio $ns in pro $ducing a ce $rtain brand image $ (E $lAydi, 2018). The $ highe $r 
the$ le $ve $l o $f brand aware$ne$ss in co $nsume $rs, the$ mo $re$ co$nsume $rs are $ truly aware $ 
o $f the$ e $xiste $nce $ o$f the $ brand, the$re$fo $re $ co $mpanie $s ne $e $d to$ have $ a strate$gy so $ that 
co$nsume $rs can mo $re $ e $asily re $co$gnize $ the $ir pro $ducts, o$ne $ o $f which is by having a 
unique $ slo $gan, cre $ative $ adve$rtising with ce$rtain co$lo $rs, lo $go $s, o $r so $ngs (Pratama, 
2017). To$ me $asure $ Brand Aware$ne $ss, se $ve $ral indicato$rs are$ use $d, name$ly the$ 
le $ve $l o $f po $pularity o $f a brand, co $nsume $r kno $wle $dge $ o $f the$ brand, and whe $the$r 
the$ brand is the $ main cho$ice $ in purchasing de $cisio $ns (Salamah e $t al., 2021). 
Social Media Marketing and Purchase Intention 
 Info $rmatio$n o $btaine $d thro$ugh so $cial me$dia is o $fte $n co$nside $re $d mo$re$ 
transpare$nt by custo $me $rs, as the $se $ platfo$rms allo $w use $rs to $ fre $e $ly share $ the $ir 
o $pinio $ns and e $xpe $rie $nce$s abo $ut a brand. This can build a po $sitive $ attitude$ 
to$wards the$ brand and incre$ase $ co $mmitme $nt in the$ purchasing de$cisio $n-making 
pro $ce$ss. Marke $ting thro$ugh so $cial me $dia has an impact o$n co$nsume $r purchasing 
inte $re$st (Amin, 2021). Co$mpanie $s that imple $me $nt so$cial me $dia marke $ting 
strate$gie $s e $ffe $ctive $ly can e$nco $urage $ incre$ase $d custo $me$r purchasing inte $re $st. 
So $cial Me $dia Marke $ting has a po $sitive $ impact o $n Purchase $ Inte $ntio $n (Aile $e $n e $t 
al., 2021). This finding is in line $ with re $se $arch sho $wing a significant impact 
be $twe$e $n So $cial Me $dia Marke $ting and Purchase $ Inte$ntio $n (Almo $haimme $e $d, 2019). 
In additio $n, o $the$r studie $s also $ sho $w a po $sitive $ impact o $f So $cial Me $dia Marke $ting 
o $n Purchase $ Inte$ntio $n (Sağtaş, 2022). Like $wise $, re $se $arch sho $ws po $sitive $ re $sults 
fro$m So $cial Me $dia Marke $ting o $n Purchase $ Inte $ntio$n (Laksamana, 2018). O$the$r 
studie $s also $ sho $w that So $cial Me $dia Marke $ting has a significant impact o $n 
Purchase $ Inte$ntio $n (Azzahra e$t al., 2021). 
Word of Mouth (WOM) and Purchase Intention 
 Inte$ractio $n be$twe $e $n co$nsume $rs can influe $nce $ purchasing be $havio $r and 
change $ the$ir purchasing inte $ntio $ns. Co$nsume $rs can share $ vie $ws and discuss 
pro $ducts o$r se $rvice$s thro$ugh vario $us co$mmunicatio $n channe$ls, such as face $-to$-
face$ me $e $tings, te $le $pho $ne $ ne$two $rks, and so $cial me $dia. In a co $mpe $titive $ busine $ss 
e $nviro$nme $nt, building Wo $rd o$f Mo $uth abo$ut pro$ducts and se$rvice $s is an 
impo $rtant strate$gy. Fo $r e $xample $, whe$n a co$mpany give $s gifts to $ custo $me$rs, this 
can cre$ate $ po$sitive $ Wo $rd o $f Mo$uth o $n so $cial me $dia such as Instagram and 
Yo $utube $, which dire$ctly incre$ase $s trust and influe $nce$s a pe $rso $n's purchasing 
inte $ntio$n. Wo $rd o$f Mo$uth influe $nce$s Purchase $ Inte$ntio $n (Wibo $wo $, 2021). Wo $rd 
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o $f Mo$uth is kno $wn to $ influe $nce $ a pe $rso $n's purchasing inte $ntio $n (Nurvidiana e $t 
al., 2015). O$the $r studie$s sho $w that Wo$rd o$f Mo$uth has a po $sitive $ and significant 
e $ffe$ct o$n Purchase$ Inte$ntio $n (Rahanatha, 2019). The$ re$sults o $f the$ study sho$we $d 
that the$re $ was a significant po $sitive $ e $ffe$ct be$twe $e $n E$-WO$M and Purchase $ 
Inte$ntio $n (Kumar, 2017). O$the $r findings state $ that Wo $rd o$f Mo $uth has a 
significant e $ffe $ct o$n Purchase $ Inte $ntio$n (Ulan, 2022). Thus, this co $mmunicatio $n 
plays an active $ ro $le $ in intro $ducing pro$ducts to$ po $te$ntial co $nsume $rs and 
incre$asing the $ir purchasing inte $re $st. 
Social Media Marketing and Brand Awareness 
 Brand inte$ractio$n o$n so $cial me $dia by pre$se $nting inte $re$sting and 
e $nte$rtaining co $nte$nt is an e $ffe $ctive $ strate$gy to $ attract co$nsume $rs, e $spe $cially tho $se $ 
lo $o $king fo $r e $nte $rtainme $nt, such as thro $ugh pho $to $s and vide $o $s o $n platfo $rms such 
as Instagram and Yo $uTube $. Whe $n co $nsume $rs fe $e $l happy whe $n e $njo $ying co $nte$nt 
share $d by a brand, the $ po $sitive $ e $xpe $rie $nce$ will be $ e $mbe $dde $d in the $ir minds, 
incre$asing the $ like $liho $o $d o$f the$m re $co$gnizing and re $me $mbe$ring the $ pro$duct. The $ 
re$latio $nship be $twe $e $n So $cial Me $dia Marke $ting and Brand Aware$ne $ss has also $ 
be $e $n pro$ve $n in pre$vio $us re $se $arch by (Murdana & Suryawardani, 2019). O$the $r 
studie $s that sho $w a significant re $latio $nship be $twe $e $n So $cial Me $dia Marke $ting 
variable $s and Brand Aware$ne$ss (Bilgin, 2018). This is also $ suppo $rte $d by re $se $arch 
that sho$ws a po $sitive $ re $latio $nship be $twe $e $n So $cial Me $dia Marke $ting and Brand 
Aware$ne $ss (Se $o $ and Park, 2018). In additio $n, re$se $arch that fo$und a significant 
po $sitive $ re $latio $nship be $twe $e $n So $cial Me$dia Marke $ting and Brand Aware $ne $ss 
(E $lAydi, 2018). The $ re$se $arch that has be $e $n me $ntio $ne$d sho $ws the $ re$sults that 
So $cial Me $dia Marke $ting has an influe $ntial and significant bo $nd with Brand 
Aware$ne $ss (Fe $briyan & Supriyo $no $, 2018). 
Word of Mouth (WOM) and Brand Awareness 
 WO$M (Wo $rd o $f Mo $uth) has ge $ne $rate$d mo $re $ than 3 billio $n brand 
impre $ssio $ns e $ve $ry day thro $ugh vario $us co $mmunicatio $n channe$ls, including 
so $cial me $dia. This make $s WO$M an active$ co$mmunicatio $n me $tho$d, which no $t 
o $nly he $lps spre $ad info $rmatio $n but also $ pro $vide$s so $cial and psycho $lo $gical be $ne $fits 
to$ co $nsume $rs (Wake $fie $ld and Be $nne $t, 2018). Wo $rd o$f Mo $uth plays a ro $le $ in 
incre$asing Brand Aware$ne $ss whe $n so $me $o$ne $ le $arns abo $ut a brand fro$m so $me $o$ne $ 
e $lse $'s re $co $mme $ndatio$n. Individuals who $ initially did no $t kno $w the $ brand the $n 
be $came$ mo $re $ familiar afte $r re $ce $iving info $rmatio $n fro $m o $the$rs. This finding is 
furthe$r stre $ngthe$ne $d by re $se $arch co $nducte$d by (Widayati e $t al., 2020) and 
(Saputra & Ardani, 2020) which sho $ws a po $sitive $ re $latio $nship be $twe $e $n Wo$rd o$f 
Mo $uth and Brand Aware$ne $ss. O$the $r findings state $ that Wo$rd o$f Mo $uth has an 
e $ffe$ct o$n Brand Aware$ne $ss (Ulan, 2022). This re$sult is co $nsiste $nt with the$ re$se $arch 
co$nducte$d by (Bahi e$t al., 2020), (Raharja & De$wakanya, 2020), (Se $o $ & Park, 2018), 
(Sharifpo $ur e $t al., 2016). The $ re$sults o $f the$ study sho $we $d that the$re$ was a 
significant po $sitive $ influe $nce $ be $twe$e $n E $-WO$M and Brand Aware$ne $ss. 
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Brand Awareness and Purchase Intention 
Re $pe $ate$d adve$rtise $me$nts he $lp shape $ custo $me$r pe $rce$ptio $ns and incre$ase $ 

the$ir aware $ne $ss o $f a brand. With incre $ase $d e $xpo$sure $, custo $me $rs be $co $me $ mo $re$ 
like $ly to $ re$co $gnize $ the$ brand whe$n the $y se $e $ it. The$ re$latio $nship be $twe $e $n brand 
aware$ne $ss and purchase$ inte$ntio $n has be $e $n sho$wn to$ have$ a significant e $ffe $ct. 
The$ highe $r the$ le $ve$l o $f aware$ne $ss o $f a brand, the$ mo $re$ like $ly co $nsume $rs are$ to $ be $ 
inte $re$ste $d in purchasing its pro $ducts. In ge $ne $ral, co $nsume $rs are $ mo $re $ like $ly to $ 
buy pro $ducts fro$m we $ll-kno $wn brands than fro$m unfamiliar brands. In additio $n, 
custo $me$rs who $ active$ly inte $ract with a brand's so $cial me $dia page $s te$nd to$ have $ 
highe $r brand aware$ne $ss and e $ngage $ in e $-WO$M co$mmunicatio $n, which 
ultimate $ly co $ntribute$s po $sitive $ly to $ the $ir purchase$ inte$ntio $n (Che$ung, 2019). It 
was fo $und that Brand Aware$ne $ss has a significant e$ffe $ct o$n Purchase$ Inte $ntio $n 
(Pandjaitan, 2018). The $ same $ re $sults also $ re $ve $ale $d that Brand Aware$ne $ss has a 
po $sitive $ e $ffe $ct o$n the$ Purchase $ Inte $ntio $n variable $ (Amitay e $t al., 2020). In 
additio $n, o$the$r studie$s also $ sho $w a significant e$ffe $ct o$f Brand Aware$ne$ss o $n 
Purchase $ Inte$ntio $n (Shamsudin e $t al., 2020). 
Social Media Marketing, Purchase Intention and Brand Awareness 
 Vide $o $-base $d adve$rtising and so $cial me $dia co$nte $nt are$ two$ main strate$gie $s 
in utilizing te $chno$lo $gy fo $r marke$ting. With e$ffe $ctive$ use $ o$f so $cial me $dia, pro$duct 
re$co $gnitio $n to$ co$nsume $rs can be$ incre $ase $d thro$ugh inte $re$sting co $nte$nt, which 
can ultimate $ly influe $nce $ purchasing de $cisio $ns. Me $diating variable $s play a ro $le $ in 
bridging the $ re $latio $nship be $twe $e $n causal facto $rs (ante $ce$de $nt) and the$ re$sults 
o $btaine $d (Sari, 2019). Base$d o$n re$se $arch co$nducte$d by (E$lAydi, 2018), (Bilgin, 
2018), and (Se $o $ & Park, 2018) sho $ws a significant influe $nce $ be $twe$e $n So $cial Me $dia 
Marke $ting o$n Brand Aware$ne $ss. O$n the$ o $the$r hand, the$re $ is also $ a significant 
re$latio $nship be $twe $e $n Brand Aware$ne $ss and Purchase $ Inte $ntio $n, as sho $wn by 
re$se $arch fro$m (Pandjaitan, 2018), (Amitay e $t al., 2020), and (Shamsudin e $t al., 
2020). O$the $r studie $s have $ fo $und that Brand Aware$ne $ss is significantly able $ to $ 
me $diate$ the$ influe $nce $ o$f So $cial Me $dia Marke$ting o $n Purchase$ Inte$ntio $n 
(Sutariningsih & Widagda., 2021). So$cial Me $dia Marke$ting itse $lf do $e$s no $t affe $ct 
Purchase $ Inte $ntio$n (Putra & Aristana, 2020). Ho $we $ve $r, So $cial Me $dia Marke $ting 
has a significant influe $nce $ o $n Purchase $ Inte$ntio $n with the$ additio$n o $f the$ Brand 
Aware$ne $ss variable $ as a me $diating variable $. Co $nsume $rs with high brand 
aware$ne $ss, a go $o $d le $ve $l o $f familiarity, and a stro $ng me $mo $ry o $f a brand te$nd to $ 
build brand e $quity that influe $nce$s the $ir de$cisio $n-making pro $ce$ss. The $re $fo $re $, in 
this study, brand aware $ne$ss was cho $se $n as a me $diating variable $. 
Word of Mouth (WOM), Purchase Intention and Brand Awareness 
 Wo $rd o$f Mo $uth(WO$M) is a majo $r facto$r in he $lping co $nsume $rs share $ 
info $rmatio $n and vie$ws that can influe $nce $ the$ir de $cisio $ns in purchasing a 
particular pro $duct, se$rvice $, o $r brand. Brand aware$ne$ss plays an impo $rtant ro$le $ 
in shaping the $ image $ o $f a pro $duct and se $rvice$ (Rachmawati, 2020). With the$ 
suppo $rt o$f stro $ng brand aware$ne $ss and brand image$, co$gnitive $ thinking abo $ut 
the$ brand is cre $ate$d which ultimate $ly has an indire $ct impact o$n custo $me$r 
purchasing inte $re$st. Ano$the$r finding state$s that Brand Aware$ne$ss me $diate $s the$ 
re$latio $nship be $twe $e $n Wo $rd o $f Mo $uth and Purchase $ Inte $ntio $n (Ulan, 2022). 
Re $se $arch co$nducte$d (Bahi e $t al., 2020), (Sulthana & Vasantha, 2019) the $ re $sults o $f 
the$ir re$se $arch sho $w that the$re$ is a significant po $sitive $ e$ffe $ct o$n the$ Brand 
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Aware$ne $ss variable $ me $diating E $le $ctro$nic Wo $rd o$f Mo $uth (E $WO$M) o $n Purchase $ 
Inte$ntio $n. Co$nsume $rs e $valuate$ pro$ducts thro$ugh e $le $ctro$nic wo$rd o$f mo$uth and 
can pe$rsuade $ custo$me $rs and influe$nce $ Purchase$ De $cisio $ns (Pratminingsih e $t al., 
2019). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Research Hypothesis 
 Base $d o$n the$ pro $ble $m fo $rmulatio $n and co$nce$ptual frame $wo $rk abo $ve$, the$ 
re$se $arch hypo $the$sis put fo $rward by the $ re$se $arche$r is as fo $llo $ws: 

1. So $cial Me $dia Marke$ting has a po $sitive $ and significant impact o$n 
Purchase $ Inte$ntio $n 

2. Wo $rd o$f Mo$uth has a po$sitive $ and significant impact o$n Purchase$ 
Inte$ntio $n. 

3. So $cial Me $dia Marke $ting has a po $sitive $ and significant impact o$n Brand 
Aware$ne $ss. 

4. Wo $rd o$f Mo$uth has a po$sitive $ and significant impact o$n Brand 
Aware$ne $ss. 

5. Brand Aware$ne $ss has a po $sitive $ and significant impact o $n Purchase $ 
Inte$ntio $n. 

6. Brand Aware$ne $ss po $sitive $ly and significantly me $diate $s the$ re $latio $nship 
be $twe$e $n So $cial Me $dia Marke $ting and Purchase $ Inte$ntio $n. 

7. Brand Aware$ne $ss po $sitive $ly and significantly me $diate $s the$ re $latio $nship 
be $twe$e $n Wo $rd o$f Mo$uth and Purchase $ Inte$ntio $n. 

 
  

Brand Awareness 

(Z) 

Purchase 

Intention (Y) 

Social Media 

Marketing 

(Instagram) (X1) 

Word of Mouth 

(X2) 

Figure 1. Conceptual Framework 



International Journal of Asian Business and Management (IJABM) 

Vol.4, No.3, 2025: 465-490 

  475 
 

METHODOLOGY 
This study applie $s a surve $y de $sign me $tho$d with a quantitative$ 

explanatory appro$ach to$ analyze $ the$ causal re $latio $nship be $twe $e $n the$ variable $s 
studie $d. To$ unde $rstand the$ facto$rs that influe $nce$ the $ re$latio $nship, a causal 
re$se $arch de$sign is use $d. Data co$lle $ctio $n was carrie$d o$ut thro$ugh a que $stio $nnaire $ 
give $n to $ re $spo $nde$nts who $ had be $e $n se $le $cte $d base $d o $n ce$rtain crite$ria. This 
re$se $arch instrume$nt use $s a 5-po$int Like $rt scale$, whe $re$ 1 indicate$s "stro$ngly 
disagre $e $" and 5 indicate $s "stro $ngly agre $e$." So $cial me $dia marke $ting me $asure $me $nt 
is carrie $d o$ut using fo $ur indicato $rs de$ve $lo $pe $d by (De $wi, 2023). The $ Wo$rd o$f 
Mo $uth variable $ is me $asure $d using a mo$de $l de$ve $lo $pe $d by (Karnila, 2020). 
Me$anwhile $, brand aware $ne $ss is asse $sse $d base $d o$n thre$e $ indicato$rs de $ve$lo $pe $d by 
(Salamah e $t al., 2021). Fo $r the $ purchase $ inte $ntio $n variable $, this study ado $pts a 
de$sign pre $vio $usly de $ve $lo $pe $d by (Putri, 2022). In additio $n, this study use $s ite $ms 
o $btaine $d fro$m (Kurniasari e $t al., 2018) which we $re$ the$n furthe$r de$ve $lo $pe $d to$ 
co$lle $ct de $mo $graphic info $rmatio $n o $n re$spo $nde $nts. The $ data co$lle $cte $d include $s 
aspe $cts such as ge $nde $r, age$, e $ducatio$n le $ve $l, o $ccupatio$n, inco $me $, and fre$que $ncy 
o $f so $cial me $dia use $. 

This study invo $lve $d a po $pulatio $n co$nsisting o $f the $ Po $ntianak City 
co$mmunity and active$ly using so $cial me $dia and having an inte$re$st in buying the$ 
Samsung Galaxy Z Fo $ld 6 smartpho $ne$ pro $duct. The$ po $pulatio $n size $ is no $t kno $wn 
fo $r ce$rtain, so $ 100 re $spo $nde $nts we $re$ use $d as re $se $arch sample $s using the $ fo $rmula 
(Lemeshow et al., 1990), which is appropriate when the total population size is 
unknown. With a confidence level of 95% (Z = 1.96), an assumed population 
proportion of 0.5, and a margin of error of 10% (d = 0.1), the minimum required 
sample size is approximately 96 respondents. To ensure data adequacy, the 
sample size was rounded up to 100 respondents. The$ sampling te $chnique$ use $d 
in this study use $d the $ no$n-pro $bability sampling me $tho$d with the$ purpo $sive $ 
sampling te $chnique$. The $ no$n-pro $bability sampling me $tho $d is a sampling 
te$chnique $ that do$e $s no $t pro $vide$ o $ppo $rtunitie$s, the $n the $ purpo $sive $ sampling 
te$chnique $ is a sampling de $te $rminatio $n te$chnique $ with ce$rtain co$nside $ratio $ns 
(Sugiyo $no $, 2020). The $ sample $ o $f this study include $s active $ use $rs o $f so $cial me $dia 
in the $ fo$rm o$f Instagram and has an inte $re$st in buying the $ Samsung Galaxy Z 
Fo $ld 6 smartpho $ne$ pro $duct. The$ re$spo $nde$nts se $le $cte $d we$re $ individuals who $ live $ 
in Po $ntianak City and are$ at le $ast 17 ye $ars o $ld. The$ sampling pro $ce $ss was carrie $d 
o $ut o$nline $ using an o $nline $ que $stio $nnaire$. 

This study analyze $s and e $valuate $s the $ me $asure $me$nt mo $de$l and structural 
mo $de$l o $f the $ co$nstruct, the$ study use $s the $ Structural E$quatio $n Mo$de $ling (SE $M) 
me $tho$d with the$ he$lp o $f the $ Smart PLS 4 so $ftware $ applicatio $n. The$ analysis 
pro $ce$ss itse $lf include $s de $scriptive $ statistics to $ e$xplain the $ characte$ristics o$f 
re$spo $nde $nts, validity and re$liability te$sting to $ e$nsure $ the$ re$liability o $f the$ 
me $asuring instrume $nt use $d, and SE$M analysis to $ te$st hypo $the$se $s and e$xplo $re $ the$ 
re$latio $nship be $twe $e$n variable $s in this study (Ramadania e $t al., 2022). The$ 
info $rmatio $n pre$se $nte $d is usually abo $ut the$ ave $rage $ re $spo $nse $, fre $que $ncy 
tabulatio $n and standard de$viatio $n value $. Data is take $n fro $m the$ answe $rs give $n 
by re $spo $nde $nts to $ the$ ite $ms in the $ que $stio $nnaire $. Furthe$rmo $re$, the $ re $se $arche$r will 
pro $ce$ss the $ data by gro $uping and tabulating the $ answe $rs to $ the$n be $ e$xplaine $d. 
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E $valuatio $n o$f the$ Me$asure $me $nt Mo$de $l (O$ute $r Mo$de $l) is carrie$d o$ut with 
a Validity Te $st by me $asuring the $ Co $ve$rge $nt Validity (CV) using the $ Standardize $d 
Lo$ading Facto $r (SLF) with a to $le $rance$ value $ o $f >0.50 and Discriminant Validity 
(DV) with the$ ro$o $t value$ o $f the$ Ave$rage $ Variance$ E $xtracte$d (AVE$) which must 
be $ ≥0.50 to$ be $ acce $pte$d. Me$anwhile $, re $liability is te $ste $d using Cro $nbach Alpha 
(CA) with a value$ o $f >0.6 so $ that the$ instrume $nt can be$ acce$pte $d and Co$mpo $site $ 
Re $ability (CR) with the $ e $xpe $cte$d re$liability value $ re $aching >0.7 (Hair e $t al., 2019). 
Afte$r te$sting the $ validity and re$liability, a Structural Mo$de$l E $valuatio $n (Inne $r 
Mo $de$l) is carrie $d o $ut. The$ structural mo $de$l can be $ carrie$d o $ut with the$ R-Square$ 
te$st (co$e $fficie $nt o$f de$te$rminatio $n). R-Square$ is use $d to$ e $xplain the$ e $xte$nt to$ which 
the$ inde $pe $nde$nt variable $s are $ able $ to $ influe $nce $ the $ de$pe $nde$nt variable $s. R-
Square $ range$s fro $m ze $ro$ to$ o $ne$. The $ gre $ate$r the$ R-Square $ value $ (appro$aching 
o $ne$), the $ stro$nge $r the$ ability o $f the $ e $xo$ge $no $us variable $s to $ influe $nce $ the $ 
e $ndo$ge $no $us variable $s. Ne $xt, hypo $the $sis te $sting is carrie $d o$ut using the$ 
bo $o $tstrapping me $tho$d use $d in hypo $the $sis te $sting while $ the $ t statistic o$r t te$st is 
use $d fo $r statistical te$sting. With the $ t te$st, the$ significance$ ge $ne $rate$d fro$m the$ 
parame$te $r e $stimate$ can pro $vide $ ve $ry use $ful info $rmatio $n to$ te $st the $ magnitude$ o $f 
the$ influe $nce $ be $twe$e $n variable $s. The $ use $ o $f the$ bo $o$tstrapping me $tho$d allo $ws 
re$se $arch with fre$e $ly distribute $d data (distributio $n fre$e $) o$r no$n-no $rmally 
distribute $d data, and the$ re $se $arch sample $ take $n do$e $s no $t have$ to$ be $ large $ 
(minimum> 30 pe $o $ple $) to$ be $ te$ste $d. In the$ o $ute$r mo$de$l with re$fle $ctive $ indicato $rs, 
hypo $the$sis te $sting is carrie $d o $ut by co $mparing the $ T-statistic value $ o $f the $ o $ute$r 
lo $ading with the $ t table $ value $ = 1.96, Re $fle $ctive$ indicato $rs can be $ said to $ be $ valid 
and re$liable $ as a co $nstruct me$asure $ if the$ value $ o $f the$ T-statistic> t-table $. In the $ 
inne $r mo $de$l, hypo $the $sis te $sting is carrie $d o $ut by lo $o $king at the $ T-statistic value $. 
E $xo$ge $no $us variable $s can be $ co $nclude$d to $ have $ a significant influe $nce $ o $n 
e $ndo$ge $no $us variable $s if the $ T-statistic value $> t-table$. If the$ re$se $arch invo$lve $s 
me $diating variable $s, the $ So$be $l te $st is use $d to$ te$st ho$w much influe $nce$ the$ 
me $diating variable $s have $ o $n the$ re $latio $nship be $twe $e $n re$se $arch variable $s. 
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RESULT 
Table 2. Respondent Characteristics 

Category Item F % 

Gender Man 54 46.2% 
 Wo $man 63 53.8% 
 Total 117 100% 

Age 17-20 Ye $ars 13 11.1% 
 21-25 Ye $ars 93 79.5% 
 26 Ye $ars >> 11 9.4% 

 Total 117 100% 
Last education High Scho $o $l / Vo $catio $nal 

Scho $o $l o $r E$quivale $nt 
47 40.2% 

 Bache$lo $r / Diplo $ma 68 58.1% 
 Po $stgraduate$ (S2 / S3) 2 1.7% 
 Total 117 100% 

Work Stude $nts 39 33.3% 
 Se $lf-e $mplo $ye $d 42 35.9% 

 Civil se $rvant 3 2.6% 
 Po $lice $ / Military 2 1.7% 
 Ho $use $wife $ 2 1.7% 
 No $t ye$t wo $rking 14 12% 
 O$the$r… 15 12.8% 
 Total 117 100% 

Monthly Income (for 
those who are already 

working) 
 
 

<Rp.2,000,000 21 17.9% 

Rp.2,000,000 – Rp.4,000,000 33 28.2% 
Rp.4,000,000 – Rp.6,000,000 11 9.4% 
Rp.6,000,000 – Rp.8,000,000 2 1.7% 

>Rp.8,000,000 4 3.4% 
No $t ye$t wo $rking 46 39.3% 

 Total 117 100% 
Monthly Pocket 
Money (for those 

who are not working) 

<Rp.1,000,000 29 24.8% 
Rp.1,000,000 – Rp.1,500,000 15 12.8% 
Rp.1,500,000 – Rp.2,000,000 8 6.8% 
Rp.2,000,000 – Rp.2,500,000 5 4.3% 

>Rp.2,500,000 6 5.1% 
Alre $ady wo$rking 54 46.2% 

 Total 117 100% 
   

The$ re $sults o $f the$ study in Table $ 2 sho $w that the$ data o$n the$ characte$ristics 
o $f re$spo $nde $nts fro$m the$ de$mo$graphic aspe $ct, it is kno$wn that the$ to $tal 
re$spo $nde $nts are $ 117. The $ numbe $r o $f male $ re $spo $nde $nts is 54 pe $o $ple $ o $r 46.2% while $ 
the$ fe $male $ ge $nde $r is 63 pe $o $ple $ o $r 53.8%, in this pe $rce $ntage $ sho $ws the $ re$sults that 
the$ highe $st fre $que $ncy o $f re $spo $nde $nts is Wo $me $n. The $ age $ cate $go $ry is divide $d into $ 
3 age $ gro$ups, fro $m 117 re$spo $nde $nts the $ large $st age$ gro $up is at the$ age $ o$f 21-25 
ye $ars with a fre$que $ncy o$f 93 pe $o$ple $ o $r 79.5%. The$ highe $st e $ducatio$n cate$go $ry is 
Bache$lo $r / Diplo $ma with a fre $que$ncy o $f 68 pe $o $ple $ o $r 58.1%. Jo $b cate $go $ry, the $ 
majo $rity o$f re$spo $nde $nts wo$rk as E $ntre$pre $ne$urs with a fre$que $ncy o$f 42 o$r 35.9%. 
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Mo $nthly inco $me $ cate$go $ry, mo $st re $spo $nde$nts as many as 33 pe $o $ple $ o $r 28.2% have $ 
an inco $me$ be $twe $e$n Rp. 2,000,000 - Rp. 4,000,000. 
Outer Model Evaluation 
Convergent Validity 

Table 3. Loading Factor Value 

Variables Item Loading 
Factor 

AVE 

So $cial Me$dia 
Marke$ting 

SMM1 0.894 0.773 
SMM2 0.928 
SMM3 0.836 
SMM4 

 
0.857 

Wo$rd o $f Mo$uth WO$M1 0.883 0.786 
WO$M2 0.897 
WO$M3 

 
0.879 

Purchase$ 
Inte$ntio $n 

PI1 0.913 0.830 
PI2 0.925 
PI3 0.917 
PI4 

 
0.890 

Brand 
Aware$ne$ss 

BA1 0.903 0.827 
BA2 0.907 
BA3 0.918 

 
The$ re $sults o $f the $ study in Table $ 3 sho $w that the$ re$sults o $f the $ validity te $st 

o $f the$ mo$de$l as a who $le $, sho $w that the$ lo $ading facto$rs (LF) value $ fo$r all que$stio $n 
ite $ms fo$r e$ach variable $ is abo $ve $ 0.70, which me$ans that all que$stio $n ite$ms me $e$t 
the$ co $nve$rge $nt validity crite $ria. The $ ave $rage $ variance$ e $xtracte$d (AVE$) value $ 
o $btaine $d in this study is abo $ve$ 0.5, this is in acco$rdance$ with the$ o$pinio $n o $f (Hair 
e $t al., 2019). The$re$fo $re$, it can be$ co$nclude $d that all me$asure $me $nt ite$ms in this 
study me $e $t the$ co$nve$rge $nt validity crite $ria and can be$ re $lie $d o $n to$ me $asure $ the$ 
variable $s in this study. 

 
Table 4. Discriminant Validity (Fornell-Larkcer Criterion) 

 BA PI SMM WOM 

BA 0.910    

PI 0.825 0.911   

SMM 0.776 0.700 0.879  

WOM 0.729 0.743 0.746 0.887 
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The$ re $sults o $f the $ study in Table $ 4 sho $w that the$ discriminant validity 
base $d o $n the $ Fo $rne $ll-Larcke $r Crite$rio $n sho $ws that e $ach variable $ has a highe $r 
Ave$rage $ Variance $ E $xtracte$d (AVE $) ro $o $t value $ than the$ co $rre$latio $n value $ with 
o $the$r variable $s. The $se $ value $s are$ Brand Aware$ne $ss = 0.910, Purchase $ Inte $ntio $n = 
0.911, So $cial Me $dia Marke $ting = 0.879, Wo $rd o $f Mo $uth = 0.887. The $se $ re $sults are $ 
in line $ with the$ o$pinio $n o $f (Hair e$t al., 2019) who$ e $mphasize $ the$ impo $rtance$ o $f a 
highe $r AVE $ value $ than the$ co $rre$latio $n be $twe$e $n variable $s to $ pro $ve $ discriminant 
validity. Thus, it can be $ co$nclude $d that the$ discriminant validity fo $r all 
me $asure $me$nt instrume $nts in this study is de $clare$d valid, which indicate$s that 
e $ach variable $ is able $ to $ me $asure $ the$ inte$nde $d co$nstruct witho$ut any significant 
o $ve$rlap with o $the $r variable $s. 

 
Table 5. Reliability 

Variables Cronbach's 
Alpha 

Composite 
reliability (rho_c) 

Brand Aware$ne$ss 0.896 0.935 

Purchase$ Inte$ntio $n 0.932 0.951 

So $cial Me$dia Marke$ting 
 

0.902 0.932 

Wo$rd o $f Mo$uth 0.864 0.917 

 
The$ re$sults o $f the $ study in Table $ 5 sho$w that the$ Cro$nbach's Alpha value $ 

fo $r all variable $s is abo $ve $ 0.70, which indicate$s that e$ach variable $ is co $nside $re$d 
valid and re$liable $ to$ me $asure $ the$ co$nstruct o$f the$ mo$de $l that has be$e$n de $ve$lo $pe $d. 
In additio$n, the$ Co$nstruct Re$liability (CR) value $ in the$ table$ sho $ws that the$ value $ 
e $xce$e $ds 0.70, this indicate $s that all instrume $nts in this study are $ re $liable $ and able $ 
to$ co $nsiste $ntly me $asure $ the $ structure$ in the$ mo $de$l. This is in line $ with the $ o $pinio $n 
o $f (Hair e $t al., 2019), which state$s that the $ value $ o $f the $ me $asure $d variable $ must 
be $ mo $re$ than 0.70 to $ be $ co $nside $re$d ade$quate$. Thus, the $se $ re $sults pro $vide $ 
co$nfide $nce$ that the $ me $asuring instrume $nt use $d in this study is able $ to $ pro $vide $ 
accurate$ and co$nsiste $nt data. 
Inner Model Evaluation 

The$ fo $llo $wing are $ the $ re$sults o $f te $sting the $ Inne $r Mo$de $l using the $ 
Bo$o $tstrapping Me $tho$d. 

 
Table 6.  Determination of R-Square 

 R-square R-square 
adjusted 

Brand Aware$ne$ss 0.653 0.647 

Purchase$ Inte$ntio $n 0.724 0717 
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The$ re $sults o $f the $ study in Table $ 6 sho $w that the$ R-square $ value $ fo $r the$ 
Brand Aware$ne$ss (Z) variable $ is 0.653, which indicate$s that it is include$d in the$ 
high cate $go $ry. This indicate $s that the$ mo $de$l can e $xplain significant variability in 
re$spo $nde $nts' aware $ne$ss o $f the$ Samsung Galaxy Z Fo $ld 6 Smartpho $ne$. 
Me$anwhile $, the $ R-square$ value $ fo$r the$ Purchase$ Inte$ntio $n (Y) variable $ o$f 0.724 is 
also $ high, indicating that this mo$de $l is able $ to$ e$xplain mo $st o $f the$ variatio$n in 
re$spo $nde $nts' purchasing inte $re $st re$late$d to$ the$ Samsung Galaxy Z Fo $ld 6 
Smartpho$ne $. The $se $ two $ value $s re$fle $ct the$ stre $ngth o $f the$ mo $de $l in de $scribing the $ 
re$latio $nship be $twe $e $n the$ variable $s studie $d. 

 
Table 7. Fit Model 

 Saturated 
Model 

Estimated 
Model 

SRMR 0.064 0.064 

d_ULS 0.429 0.429 

d_G 0.411 0.411 

Chi-square 274.799 274.799 
NFI 0.829 0.829 

 
The$ re $se $arch re $sults in Table $ 7 sho $w that the$ SRMR value $ atbo $th mo $de $ls 

are$ 0.064, which is be $lo $w the $ maximum limit (He $nse $le $r e $t al., 2014), so $ it can be$ 
co$nclude $d that the$ mo$de $l has an ade $quate$ le $ve $l o $f go $o $dne$ss o $f fit. The $ d_ULS 
value $ o $f 0.429 and the $ d_G value $ o $f 0.411 indicate $ a high le $ve $l o $f agre $e $me $nt 
be $twe$e $n e $mpirical and the $o $re$tical data. The$ No $rmal Fit Inde $x (NFI) value $ o $f 
0.829 indicate $s a fairly go $o $d le $ve $l o $f mo $de$l fit, co $nside $ring that the$ NFI value $ 
appro $aching 1 indicate$s an incre $asingly go $o $d mo$de $l. The $re$fo $re$, o $ve $rall, the$ 
mo $de$l in this study can be $ said to $ me $e$t the$ crite$ria fo $r go $o$d mo $de$l fit. 

 

 
Figure 2. PLS-SEM Algorithm 
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Hypothesis Testing 
 The$ re $sults o $f te $sting the $ re$latio $nship be $twe$e $n variable $s in the $ re $se $arch 
mo $de$l de $ve $lo $pe $d in this study can be $ e $xplaine $d as fo $llo $ws. 

 
Table 8. Bootstrapping Testing Hypothesis 

Relationship Hypothesis 
Between Variables 

Original 
Sample 

(O) 

Standard 
Deviation 
(STDEV) 

T-
Statistics 

P-Values  Information 

H1 So $cial Me$dia 
Marke$ting-> 
Purchase $ Inte$ntio $n 

0.016 0.101 0.162 0.872 Re$je$cte$d 

H2 Wo$rd o $f Mo$uth-> 
Purchase $ Inte$ntio $n 

0.295 0.128 2.135 0.033 Acce$pte$d 

H3 So $cial Me$dia 
Marke$ting-> Brand 
Aware$ne $ss 

0.522 0.101 5.145 0.000 Acce$pte$d 

H4 Wo$rd o $f Mo$uth-> 
Brand Aware$ne $ss 

0.340 0.110 3.104 0.002 Acce$pte$d 

H5 Brand Aware$ne$ss-> 
Purchase $ Inte$ntio $n 

0.598 0.120 4.927 0.000 Acce$pte$d 

H6 So $cial Me$dia 
Marke$ting-> Brand 
Aware$ne $ss -> 
Purchase $ Inte$ntio $n 

0.312 0.093 3.361 0.001 Acce$pte$d 

H7 Wo$rd o $f Mo$uth-> 
Brand Aware$ne $ss -
> Purchase $ 
Inte$ntio $n 

0.203 0.078 2.594 0.010 Acce$pte$d 

 
DISCUSSION 

The$ te$st re$sults in the$ abo$ve$ te$st indicate$ that the$ first hypo$the$sis (H1) is 
re$je$cte$d, which state$s that So$cial Me$dia Marke$ting do$e$s no$t have$ a significant e$ffe$ct 
o$n Purchase$ Inte$ntio$n, this co$uld be$ cause$d by facto$rs such as the$ lack o$f activity 
in using so$cial me$dia to$ vie$w Samsung po$sts, e$spe$cially the$ Samsung Galaxy Z 
Fo$ld 6, the$ re$sults o$f this study co$ntradict the$ study which state$s that So$cial Me$dia 
Marke$ting has a significant e$ffe$ct o$n Purchase$ Inte$ntio$n (Amin, 2021), but the $ 
re$sults o$f this study are$ in line$ with re$se$arch which state$s that So$cial Me$dia 
Marke$ting do$e$s no$t have$ a significant e$ffe$ct o$n Purchase$ Inte$ntio$n (Hidayati, 
2024), but the$ re$sults o$f this study are$ suppo$rte$d by re$se$arch which state$s that 
So$cial Me$dia Marke$ting has no$t be$e$n pro$ve$n to$ have$ an e$ffe$ct o$n Purchase$ 
Inte$ntio$n (Satriyo$, 2021), me$aning that no$t all so$cial me$dia use$rs are$ active$ so$cial 
me$dia use$rs. The$ te$st re$sults o$n the$ se$co$nd hypo$the$sis (H2) which sho$ws that 
Wo$rd o$f Mo$uth has a po$sitive$ and significant e$ffe$ct o$n Purchase$ Inte$ntio$n, the$ 
re$sults o$f this study are$ inte$re$sting be$cause$ it me$ans that re$co$mme$ndatio$ns fro$m 
wo$rd o$f mo$uth bo$th fo$rmally and info$rmally re$garding the$ Samsung Galaxy Z 
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Fo$ld 6 smartpho$ne$ affe$ct co$nsume$r purchasing inte$re$st we$ll. The$ re$sults o$f this 
study are$ suppo$rte$d by re$se$arch which state$s that Wo$rd o$f Mo$uth has a po$sitive $ 
and significant e$ffe$ct o$n Purchase$ Inte$ntio$n (Lio$nitan, 2023), similar findings state $ 
that Wo$rd o$f Mo$uth has be$e$n pro$ve$n to$ have$ a significant e$ffe$ct o$n Purchase$ 
Inte$ntio$n (Wibo$wo$, 2021). 

 The$ re$sults o$f te$sting the$ third hypo$the$sis (H3) which sho$ws that So$cial 
Me$dia Marke$ting has a po$sitive$ and significant e$ffe$ct o$n Brand Aware$ne$ss, the$ 
re$sults o$f this study are$ inte$re$sting be$cause$ it me$ans that marke$ting thro$ugh so$cial 
me$dia carrie$d o$ut by Samsung, e$spe$cially the$ Samsung Galaxy Z Fo$ld 6 pro$duct, 
has a go$o$d impact o$n brand aware$ne$ss. The$ re$sults o$f this study are$ suppo$rte$d by 
re$se$arch which state$s that the$re$ is a re$latio$nship be$twe$e$n So$cial Me$dia Marke$ting 
and Brand Aware$ne$ss (Murdana & Suryawardani, 2019), similar findings state$ that 
So$cial Me$dia Marke$ting has a po$sitive$ and significant e$ffe$ct o$n Brand Aware$ne$ss 
(Salamah e$t al., 2021). The$ re$sults o$f te$sting the$ fo$urth hypo$the$sis (H4) which 
sho$ws that Wo$rd o$f Mo$uth has a po$sitive$ and significant e$ffe$ct o$n Brand 
Aware$ne$ss, the$ re$sults o$f this study are$ inte$re$sting be$cause$ it me$ans that wo$rd o$f 
mo$uth re$co$mme$ndatio$ns re$garding the$ Samsung Galaxy Z Fo$ld 6 smartpho$ne$ 
have$ a go$o$d impact o$n brand aware$ne$ss. The$ re$sults o$f this study are$ suppo$rte$d 
by re$se$arch which state$s that the$re$ is a po$sitive$ re$latio$nship be$twe$e$n Wo$rd o$f 
Mo$uth and Brand Aware$ne$ss (Widayati e$t al., 2020), similar findings state$ that 
the$re$ is a po$sitive$ and significant re$latio$nship be$twe$e$n Wo$rd o$f Mo$uth and Brand 
Aware$ne$ss (Saputra & Ardani, 2020). 

 The$ re$sults o$f te$sting the$ fifth hypo$the$sis (H5) which sho$ws that Brand 
Aware$ne$ss has a po$sitive$ and significant e$ffe$ct o$n Purchase$ Inte$ntio$n, the$ re$sults 
o$f this study are$ inte$re$sting be$cause$ it me$ans that brand aware$ne$ss o$f the$ Samsung 
Galaxy Z Fo$ld 6 smartpho$ne$ has a go$o$d impact o$n co$nsume$r purchasing inte$re$st. 
The$ re$sults o$f this study are$ suppo$rte$d by re$se$arch stating that high Brand 
Aware$ne$ss co$ntribute$s po$sitive$ly to$ Purchase$ Inte$ntio$n (Che$ung, 2019), similar 
findings state$ that the$re$ is a po$sitive$ and significant re$latio$nship be$twe$e$n Brand 
Aware$ne$ss and Purchase$ Inte$ntio$n (Aprilianti, 2023). 

 The$ re$sults o$f te$sting the$ sixth hypo$the$sis (H6) which sho$ws that Brand 
Aware$ne$ss as a me$diato$r has a po$sitive$ and significant e$ffe$ct be$twe$e$n So$cial Me$dia 
Marke$ting and Purchase$ Inte$ntio$n, the$ re$sults o$f this study are$ inte$re$sting be$cause$ 
it me$ans that altho$ugh marke$ting thro$ugh so$cial me$dia do$e$s no$t have$ a dire$ct 
e$ffe$ct o$n purchasing inte$re$st, brand aware$ne$ss as a me$diato$r plays a ro$le$ in 
bridging the$ re$latio$nship be$twe$e$n marke$ting variable$s thro$ugh so$cial me$dia and 
co$nsume$r purchasing inte$re$st variable$s so$ that marke$ting thro$ugh so$cial me$dia 
has a significant indire$ct e$ffe$ct thro$ugh brand aware$ne$ss o$n purchasing inte$re$st in 
the$ Samsung Galaxy Z Fo$ld 6 smartpho$ne$. The$ re$sults o$f this study are$ suppo$rte$d 
by re$se$arch stating that Brand Aware$ne$ss is able$ to$ me$diate$ the$ e$ffe$ct o$f So$cial 
Me$dia Marke$ting o$n Purchase$ Inte$ntio$n (Aprilianti, 2023), similar findings state $ 
that altho$ugh So$cial Me$dia Marke$ting itse$lf do$e$s no$t have$ a dire$ct e$ffe$ct o$n 
Purchase$ Inte$ntio$n. Ho$we$ve$r, So$cial Me$dia Marke$ting has a significant e$ffe$ct o$n 
Purchase$ Inte$ntio$n with the$ additio$n o$f the$ Brand Aware$ne$ss variable$ as a 
me$diating variable$ (Putra & Aristana, 2020). The$ re$sults o$f te$sting the$ se$ve$nth 
hypo$the$sis (H7) sho$w that Brand Aware$ne$ss as a me$diato$r has a po$sitive$ and 
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significant e$ffe$ct be$twe$e$n Wo$rd o$f Mo$uth and Purchase$ Inte$ntio$n, the$ re$sults o$f 
this study are$ inte$re$sting be$cause$ it me$ans that wo$rd o$f mo$uth re$co$mme$ndatio$ns 
have$ a significant indire$ct e$ffe$ct thro$ugh brand aware$ne$ss o$n purchasing inte$re$st 
in the$ Samsung Galaxy Z Fo$ld 6 Smartpho$ne$. The$ re$sults o$f this study are$ 
suppo$rte$d by re$se$arch which state$s that Brand Aware$ne$ss is able$ to$ me$diate$ the$ 
influe$nce$ o$f Wo$rd o$f Mo$uth o$n Purchase$ Inte$ntio$n (Wardani, 2021), similar 
findings state$ that Brand Aware$ne$ss has a significant ro$le$ as a me$diato$r o$f the$ 
re$latio$nship be$twe$e$n E$WO$M and Purchase$ Inte$ntio$n (Ulan, 2022). 

  
CONCLUSION AND RECOMMENDATION 

This study aims to$ e$valuate$ So$cial Me$dia Marke$ting, Wo$rd o$f Mo$uth o$n 
Purchase$ Inte$ntio$n o$n Samsung Galaxy Z Fo$ld 6 Smartpho$ne$s in Po$ntianak City 
with Brand Aware$ne$ss as an Inte$rve$ning Variable$. The$ re$sults o$f the$ study indicate $ 
that marke$ting thro$ugh so$cial me$dia, e$spe$cially Instagram, has no$t be$e$n pro$ve$n to$ 
have$ a dire$ct e$ffe$ct o$n purchasing inte$ntio$n statistically, while$ re$co$mme$ndatio$ns 
fro$m o$the$rs can significantly e$nco$urage$ co$nsume$r inte$re$st in purchasing Samsung 
Galaxy Z Fo$ld 6 in Po$ntianak City. Marke$ting strate$gie$s thro$ugh so$cial me$dia 
sho$w a go$o$d and e$ffe$ctive$ impact in incre$asing brand aware$ne$ss amo$ng 
co$nsume$rs. Info$rmal co$mmunicatio$n be$twe$e$n co$nsume$rs also$ fo$rms brand 
aware$ne$ss o$f the$ Samsung Galaxy Z Fo$ld 6 pro$duct. Brand aware$ne$ss as a 
me$diato$r also$ indicate$s that the$ highe$r the$ co$nsume$r aware$ne$ss o$f a brand, the $ 
gre$ate$r the$ir inte$ntio$n to$ make$ a purchase$. Altho$ugh the$ dire$ct e$ffe$ct o$f marke$ting 
thro$ugh so$cial me$dia is no$t significant, So$cial Me$dia Marke$ting still has a ro$le$ in 
incre$asing purchase$ inte$ntio$n indire$ctly thro$ugh incre$asing Brand Aware$ne$ss. 
Wo$rd o$f Mo$uth also$ has an indire$ct e$ffe$ct o$n Purchase$ Inte$ntio$n thro$ugh Brand 
Aware$ne$ss which sho$ws that brand aware$ne$ss me$diate$s be$twe$e$n 
re$co$mme$ndatio$ns fro$m o$the$rs and co$nsume$r purchase$ inte$ntio$n. O$ve$rall, the$ 
re$sults o$f this study co$nfirm that Brand Aware$ne$ss is a stro$ng me$diating variable $ 
in bridging the$ influe$nce$ o$f So$cial Me$dia Marke$ting and Wo$rd o$f Mo$uth o$n 
Purchase$ Inte$ntio$n o$n the$ Samsung Galaxy Z Fo$ld 6 smartpho$ne$ in Po$ntianak City. 
With this, incre$asing brand aware$ne$ss is the$ main ke$y to$ stre$ngthe$ning the $ 
e$ffe$ctive$ne$ss o$f digital marke$ting strate$gie$s and incre$asing co$nsume$r purchasing 
inte$re$st. 

Base$d o$n the$ re$sults o$f the$ re$se$arch co$nclusio$ns, the$ re$se$arche$r sugge$sts that 
Samsung fo$cus mo$re$ o$n its marke$ting strate$gy in an e$ffo$rt to$ incre$ase$ Purchase$ 
Inte$ntio$n thro$ugh an e$ffe$ctive$ Wo$rd o$f Mo$uth appro$ach, e$spe$cially thro$ugh 
pe$rso$nal re$co$mme$ndatio$ns fro$m co$nsume$rs. Altho$ugh marke$ting thro$ugh so$cial 
me$dia such as Instagram do$e$s no$t sho$w a significant dire$ct influe$nce$ o$n 
purchasing inte$re$st, so$cial me$dia can still be$ use$d as a suppo$rting to$o$l to $ 
stre$ngthe$n brand aware$ne$ss. The$re$fo$re$, the$ co$mpany sho$uld inte$grate$ digital 
campaigns that e$nco$urage$ o$rganic inte$ractio$n and co$nsume$r te$stimo$nials, as we$ll 
as build a lo$yal o$nline$ co$mmunity to$ incre$ase$ co$nsume$r trust and purchase$ 
inte$ntio$n to$wards the$ Samsung Galaxy Z Fo$ld 6 pro$duct, e$spe$cially in the$ 
Po$ntianak are$a.  
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Fo $r furthe$r re$se $arche$rs, it is ho $pe $d that the$y can e$xpand the$ e $valuatio $n o $f 
the$ variable $s.So $cial Me$dia Marke$tingwith a wide$r sco $pe $ o$f digital platfo $rms such 
as Co$nte $nt Marke$ting Yo $utube $, Tikto$kSho $p o $r o$the$r marke$tplace$s to $ gain furthe$r 
unde$rstanding o $f smartpho $ne$ purchasing inte $re $st. In additio $n, the$ de$ve $lo $pme $nt 
o $f re$se $arch variable $s by co $nside $ring o $the $r variable$s such as Brand Luxury, Brand 
Image $ is also $ re $co $mme $nde$d to$ o $btain mo $re$ in-de $pth and co $mpre$he $nsive $ re $sults. 
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