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ABSTRACT 

This research was conducted to investigate the effect of brand awareness, social media marketing, perceived 

quality, hedonic shopping motivation, and sales promotion towards purchase intention on the fashion industry. 

Descriptive research was used and this study was included in a cross-sectional study where the data collection 

period was only carried out within a certain time. The questionnaire was distributed online using Google Form 

and every statement in the questionnaire is using five points Likert scale. The total sample was 154 respondents 

who live in Greater Jakarta, aged between 17-35 years old, and have purchased brand X products. Convenience 

sampling was used and all data were analyzed using the Partial Least Squares - Structural Equation Modelling 

(PLS-SEM) approach. The results have shown that there is a positive significant relationship between brand 

awareness, perceived quality, and sales promotion on consumer purchase intention while social media 

marketing and hedonic shopping motivation insignificant on purchase intention. In addition, the most 

significant factor that affects consumers’ intention to purchase is sales promotion. Moreover, the firm could get 

benefit by formulating its brand management strategy in order to attract more consumers who intend to buy and 

could be more competitive over the other competitors. 

 

Keywords: Purchase intention, Brand awareness, social media marketing, perceived quality, hedonic 

shopping motivation, sales promotion 

 

1. RESEARCH INTRODUCTION 
 

In the beginning, when the internet was discovered, only a 

few people were able to use and utilize it. Along with 

computer technology advances to be easier and more 

practical to use, internet access is spreading rapidly 

throughout the world and internet users are increasing in 

number. Previously the internet was only used for 

communication and spreading information, but now the 

internet has been used as a tool for promotion and selling 

online. People used to buy and sell goods in conventional 

stores so customers have to come directly to be able to get 

the desired item. While nowadays these activities can be 

done online, sellers do not need to spend a lot of money to 

rent space for the store and buyers do not need to come in 

person and spend a lot of time. This phenomenon is an 

innovation in which sellers could use social media 

platforms such as Instagram, Facebook, and other 

marketplaces to promote their products for free. On the 

other hand, prospective buyers can also view products 

offered by sellers through this platform and access them for 

free anywhere and anytime. 

The most purchased items online by the majority of people 

in Indonesia are clothes with a percentage of 14.6% [1]. In 

addition, the most often generation that access the internet 

in Indonesia is millennials and the most purchased product 

by the millennial is clothing with a percentage of 24.6% [2]. 

The percentage above means that the interest of the 

millennials in Indonesia towards fashion is very high. 

Moreover, the high sales of fashion goods in Indonesia have 

made lots of new brands appear. The more clothing products 

exist on the market, the tighter the competition will be. In 

order to survive the existing competition, companies need 

to increase sales figures. So, to be able to increase sales, 

companies need to know and have a better understanding of 

the factors that affect the purchase intention of consumers 

[3].  
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Furthermore, brand awareness, brand association, perceived 

quality, and brand loyalty are factors that affect purchase 

intention [4]. Brand awareness is an important variable and 

affects purchase intention because it has to embed the image 

of its product in the minds of consumers. Increasing brand 

awareness will make consumers purchase products more 

often [5]. Furthermore, the higher the brand awareness, the 

higher the purchase intention. In addition, perceived quality 

is able to influence consumers to pay a higher price for a 

product or service that has a distinct difference compared to 

other products [6]. Therefore, this is the main reason why 

consumers are willing to buy these products or services 

even though they are quite expensive. In other words, 

quality has a more important value than the price of the 

product itself. 

Moreover, it is widely recognized that hedonic shopping 

motivation has a very influential power in encouraging 

purchase intention [7]. So, the higher the hedonic shopping 

motivation, the higher the purchase intention. Currently, 

many companies use social media to market and advertise a 

product. The use of social media itself is to get more 

business opportunities where consumers are exposed to the 

message of a brand and provide more inspiration. Through 

marketing activities by utilizing social media, companies 

need to build a brand consistently to increase purchase 

intention [8]. Besides, sales promotion is also a factor that 

influences purchase intention in the fashion industry [9]. 

Sales promotion aims to arouse desires and encourage 

consumers to try new products and provide many benefits 

for consumers. So, this study aims to test empirically 

whether brand awareness, social media marketing, 

perceived quality, hedonic shopping motivation, and sales 

promotion can influence purchase intention. 

2. LITERATURE REVIEW AND 

HYPOTHESES DEVELOPMENT 

2.1. Brand Awareness 

Tritama and Tarigan [10] stated that "brand awareness is the 

ability of a potential buyer to recognize and recall a brand 

as part of a particular product category." Knowledge of a 

brand underlies consumers to judge a particular product. 

According to Shahid, Hussain, and Zafar [11] “brand 

awareness is the measurement of the accessibility of a brand 

in the memory of the customer and we can measure it 

through brand recall.” Brands will be fast and easy to 

remember when they are embedded in the hearts and minds 

of consumers. Based on the above definition, it can be 

concluded that brand awareness is a picture that is in the 

minds of consumers of a product that has been seen or heard 

and can recognize the product again when given a hint. 

 

2.2. Social Media Marketing 

The definition of social media marketing according to Choi 

et al. [12] is “engaging with customers through SNSs is 

commonly known as social media marketing and brings 

several benefits to companies, such as creating word of 

mouth, positively affecting customer equity, enhancing 

customer loyalty to the company, and increasing purchase 

intention of the company's products or services." Moreover, 

social media is a communication tool that connects sellers 

and customers. Felix et al. [13] explained that "social media 

marketing is an interdisciplinary and cross-functional 

concept that uses social media to achieve organizational 

goals by creating value for stakeholders."  Therefore, it can 

be concluded that social media marketing is a series of 

marketing process starting from increasing consumer 

awareness, interest, consideration, intention, evaluation, 

purchase, loyalty to advocacy through providing attractive 

information to consumers and also a two-way interaction to 

maintain a relationship with consumers. 

2.3. Perceived Quality 

The impression of quality affects consumers in choosing an 

item and generally, consumers have a tendency to buy 

something which has good quality. According to Shahid, 

Hussain, and Zafar [11] "perceived quality means how 

much a brand fulfills the expectations of its consumers". 

Asshidin, Abidin, and Borhan [14] said that "perceived 

quality is defined as a consumer's evaluation of a brand's 

overall excellence based on intrinsic (performance and 

durability) and extrinsic cues (brand name)." The longer a 

product can be used, the better the perceived quality of the 

item will be. Based on the definition above, it can be 

concluded that perceived quality is an impression or action 

in interpreting the good or bad of an item or service that is 

felt by consumers to provide a comprehensive picture and 

understanding. 

2.4. Hedonic Shopping Motivation 

According to Roux and Maree [15], the definition of 

hedonic shopping motivation is "fun-seeking, playfulness, 

leisure, excitement, spontaneity, social involvement and 

enjoyment." A person's desire to shop is influenced by many 

factors. Yu, Zhang, and Liu [16,] defined hedonic shopping 

motivation as "a source of enjoyment and pursue something 

new, emotional satisfaction, and symbolic meanings of 

features." Someone’s needs for entertainment varies from 

one another. Based on the above definitions, it can be 

concluded that hedonic shopping motivation is someone’s 

desire to shop which is influenced by emotions and aims to 

obtain entertainment which is considered as something that 

interesting, fun, and can be a pleasure in itself. 
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2.5. Sales Promotion 

Kotler and Amstrong [17] defined sales promotion as 

"short-term incentives to encourage the purchase or sale of 

a product or service." Sales promotion plays a very 

important role in shopping. Moreover, Perreault, Cannon, 

and McCarthy [18] stated that sales promotion is "a 

reference to those promotion activities—other than 

advertising, publicity, and personal selling—that stimulate 

interest, trial, or purchase by final customers or others in the 

channel." The more often sales promotions are used, the 

higher the sales figures. So, it can be concluded that sales 

promotion is a tool designed to attract consumers’ attention 

and give influence to consumers to purchase goods where 

usually discounts are given within a certain time or tend to 

be short. 

2.6. Purchase Intention 

Gautam and Sharma [19] said that "purchase intentions 

refer to the possibilities of purchases made by consumers in 

near future." Companies need to identify what factors make 

consumers have the intention to buy a product. The meaning 

of purchase intention according to Kim and Ko [8] is 

"combination of consumers' interest in and possibility of 

buying a product." Based on the definition of the experts 

above, it can be concluded that purchase intention is the 

possibility of consumers to have something they want and 

influenced by interest so consumers buy the product in the 

end. 

2.7. The Effect of Brand Awareness on 

Purchase Intention 

When consumers have awareness of a brand, consumers 

could easily remember the characteristics of that brand. The 

more familiar the consumer is with a brand, the easier it will 

be for the brand to appear in consumers' memories. 

Therefore, a transaction will not occur if consumers do not 

have high brand awareness of a product. In other words, it 

can be concluded that the higher the brand awareness, the 

higher the purchase intention. Furthermore, brand 

awareness has a positive and significant effect on purchase 

intention [4][20][21]. Based on the explanation above, the 

first hypothesis (H1) in this study is: 

H1: There is a positive and significant effect of brand 

awareness towards purchase intention 

2.8. The Effect of Social Media Marketing on 

Purchase Intention 

Having an interest in social media marketing has a good 

impact or influence on the company [19]. This is an 

effective way of exploring what consumers need and want. 

Moreover, social media is used to interact directly between 

companies and consumers [22]. Marketing activities using 

social media have received more attention from companies 

because they can reduce marketing costs, increase profits, 

share information, build a wider business network and build 

better relationships with consumers in the long term. 

Companies that use social media to market their products 

are also able to encourage the purchase intensity of the 

products being marketed. Therefore, there is a positive 

significant effect between social media marketing on 

purchase intention [19][22][23]. Based on the explanation 

above, the second hypothesis (H2) in this study is: 

H2: There is a positive and significant effect of social media 

marketing on purchase intention 

2.9. The Effect of Perceived Quality on 

Purchase Intention 

Usually, consumers tend to give a good impression of a 

product quality if consumer perceptions are positive. The 

higher the perception of the goods’, the higher the chances 

of consumers’ willingness to purchase. Therefore, it could 

be said that a consumer's perception is influenced by the 

quality of a product [24]. Consumers' perceptions of the 

product’s quality vary from one consumer to another. This 

subjective impression is seen from a consumer's point of 

view of the product or service quality and can influence 

consumer choices [4]. Thus, perceived quality has a positive 

and significant effect on purchase intention [4][24][25]. 

Based on the explanation above, the third hypothesis (H3) 

in this study is: 

H3: There is a positive and significant effect of perceived 

quality on purchase intention 

2.10. The Effect of Hedonic Shopping 

Motivation on Purchase Intention 

Consumers with different ethnic and cultural backgrounds 

have various motivations when it comes to shopping. 

Because of different habits, the reason for consumers to do 

shopping is different too. Some consumers like shopping 

because they consider it fun and entertaining, or because of 

its value and function. In addition, there was a significant 

influence between hedonic motivation on purchase 

intention [26][27]. Based on the explanation above, the first 

hypothesis (H4) in this study is: 

H4: There is a positive and significant effect of hedonic 

shopping motivation on purchase intention 

2.11. The Effect of Sales Promotion on 

Purchase Intention 

The main function of sales promotion is to communicate 

with consumers and touch consumers' hearts. Sales 

promotion is used as the main way to lure consumers to 

quickly buy a more specific product or service in a short 

time. Sellers use various sales promotion techniques to 
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attract buyers' attention and increase sales. The more often 

a brand provides sales promotion, the higher the consumer's 

purchase intention. Therefore, sales promotions have a 

significant influence on purchase intention [28][29][30]. 

Based on the explanation above, the last hypothesis (H5) in 

this study is: 

H5: There is a positive and significant effect of sales 

promotion on purchase intention 

3. RESEARCH METHODOLOGY 

This study used descriptive research and could be 

categorized as cross-sectional research. Primary data is used 

because the data is obtained directly from the research 

subject by using a questionnaire. The process of distributing 

questionnaires to each respondent was carried out directly 

and online. The population in this study were all consumers 

of fashion clothing of brand X and the sample is the 

millennial generation who have bought brand X products 

and are domiciled in Greater Jakarta. In addition, the 

sampling method used non-probability sampling with 

convenience sampling technique. The number of 

respondents that can be used as a sample in this study is 154 

out of a total of 243 respondents. A total of 89 respondents 

could not be used because they did not meet the criteria. The 

data were analyzed by using PLS-SEM with SmartPLS 

3.3.2 software. Moreover, in this study, there are two types 

of research variables, brand awareness, social media 

marketing, perceived quality, and hedonic shopping 

motivation are independent variables, while purchase 

intention is the dependent variable. Furthermore, 36 

indicators were used in this study. The measurement of each 

indicator is used a five-point Likert scale, from strongly 

disagree, disagree, neutral, agree, and strongly agree with 

each value from 1 to 5 respectively. 

4. RESULTS & DISCUSSIONS 

The data analysis technique in this study used the Partial 

Least Square-Structured Equation Modeling (PLS-SEM) 

approach using Smart PLS 3.3.2 software. Data analysis in 

PLS-SEM uses three test steps, namely the outer model 

(measurement models), inner model (structural models), 

and hypothesis testing. In addition, this study has a total of 

154 respondents which the majority of respondents were 

women with a percentage of 68% while the percentage of 

male respondents was 31.2%. Respondents aged 26 - 35 

years had the biggest percentage (63%) while respondents 

aged 17-25 years had a percentage of 36.4%. Other results 

showed that the most of respondents have a profession as 

private employees (57.1%), have an income of IDR 

5,000,000 - IDR 9,999,999 (42.9%), and have estimated 

spending on brand X products in three months of IDR 0 – 

IDR 500,000. 

After identifying the characteristics of the respondent, the 

outer model analysis was conducted to ensure that each 

indicator used in the study is valid and reliable. The 

minimum value for loading factor and the AVE value has to 

be more than 0.7 and 0.50 respectively as a validity 

requirement in the convergent validity analysis [31]. Then 

a discriminant validity was analyzed by looking at the 

Fornell-Lacker value and cross loading value. It can be said 

valid if the cross-loading value on the associated indicator 

is greater than any other cross loading value of the other 

indicator, whereas for Fornell-Larcker criterion is measured 

based on the AVE value of each construct must be greater 

than the highest correlation with other constructs [31]. The 

loading factor, AVE, cross loading and Fornell-Lacker 

values for all indicators in this study have exceeded the 

minimum value. After all the indicators met the validity 

requirements, a reliability test was carried out by looking at 

the composite reliability value (> 0.6) and Cronbach Alpha 

(> 0.6) [31]. It can be seen in table 1 that all indicators in 

this study have met the requirements of the measurement 

method described above. Thus, all the indicators are valid 

and reliable. 

The next step is to conduct an inner model analysis. It can 

be seen that the coefficient of determination (R2) value is 

0.668. This means that the percentage of all independent 

variables that affect purchase intention in this study is 

68.8%. Then, the remaining 31,2% is influenced by other 

variables that are not taken to be examined in this study. In 

addition, the value of 0.467 from Q2 means that the 

variables in this study have strong predictive relevance and 

can predict the research model well. Moreover, the 

variables that have the greatest effect to the smallest effect 

(f2) as a predictor in this study are sales promotion, then 

perceived quality, brand awareness, social media 

marketing, and hedonic shopping motivation. 

Besides, the path coefficient value indicates that all 

variables in the study have a positive influence on purchase 

intention. The minimum significant value on t-statistic is 

>1.96 and p-value is <0.05. So, it can be seen in table 2 that 

brand awareness, perceived quality, and sales promotion 

have a significant effect on purchase intention, which means 

that H1, H3, and H5 are accepted. Meanwhile, social media 

marketing and hedonic shopping motivation have an 

insignificant effect on purchase intention, which means H2 

and H4 are rejected. 

The first hypothesis showed that H1 is accepted. This 

finding is consistent with previous research which 

confirmed that brand awareness has a positive and 

significant effect on purchase intention [4][20][21]. 

Consumers gain knowledge of a brand in two ways which 

are direct and indirect experiences. For direct experience, it 

is when consumers have used these goods or services, while 

the indirect experience is obtained by consumers through 

advertisements and marketing programs [32]. When 

consumers have a good awareness of a brand, usually 

consumers can easily recall the products’ characteristics of 

the brand and it helps in increasing customer purchase 

intentions. Usually, if consumers already have a brand that 

they idolize, the consumer will have a higher purchase 

intention of the product [33]. Therefore, popular brands 

tend to be easier to recognize and distinguish from other 
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competitors and will have higher purchase intentions 

compared to brands that have low brand awareness [4].  

 

 

 

Table 1 Measurement & structural model assessment results 

Variable Indicator 
Loading 

Factor 
AVE 

Cronbach’s 

Alpha 

Composite 

Reliability 
R2 Q² f2 

Brand 

Awareness 

BA1 0,864 

0,739 0,883 0,919 - - 0,074 
BA2 0,835 

BA3 0,877 

BA4 0,862 

Social Media 

Marketing 

SMM1 0,770 

 0,722 0,903 0,928 - - 0,008 

SMM2 0,887 

SMM3 0,883 

SMM4 0,823 

SMM5 0,879 

Perceived 

Quality 

PQ1 0,868 

0,789 0,933  0,949 - - 0,214 

PQ3 0,924 

PQ4 0,912 

PQ5 0,884 

PQ6 0,852 

Hedonic 

Shopping 

Motivation 

HSM1 0,842 

0,715  0,944 0,952 - - 0,001 

HSM2 0,861 

HSM3 0,891 

HSM4 0,863 

HSM5 0,864 

HSM6 0,901 

HSM7 0,780 

HSM8 0,750 

Sales 

Promotion 

SP1 0,838 

0,691 0,887  0,917 - - 0,268 

SP2 0,774 

SP3 0,872 

SP4 0,902 

SP5 0,760 

Purchase 

Intention 

PI1 0,855 

0,717 0,901 0,927 0,668 0,467 - 

PI3 0,868 

PI4 0,879 

PI5 0,828 

PI6 0,803 

 

 

Table 2 Path coefficient and hypotheses testing results 

Hypotheses 
Path 

Coefficient 
t-Statistics  P-Values Results 

Brand Awareness → Purchase Intention 0,196 3,022 0,003 Significant 

Social Media Marketing → Purchase Intention 0,079 1,050 0,294 Not Significant 

Perceived Quality → Purchase Intention 0,351 5,315 0,000 Significant 

Hedonic Shopping Motivation → Purchase Intention 0,018 0,240 0,810 Not Significant 

Sales Promotion → Purchase Intention 0,372 6,386 0,000 Significant 

 

The second hypothesis showed that H2 is rejected. The 

results obtained in this study are contrary to previous studies 

which stated that social media marketing has a significant 

effect on purchase intention [19][22][23]. Moreover, a 

possible explanation for the differences of the research’s 

results in this study with the results of other studies because 

the majority of respondents gave neutral answers to 

statements about social media marketing in the 

questionnaire. The other reason is there is too much 

information on the internet has become a challenge for the 
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firm to be able to communicate and stay in touch with 

consumers. Therefore, to have a positive impact on 

purchase intention, communication efforts must be 

interactive and entertaining so that it is the job of marketers 

to be able to create content that attracts and entertains 

consumers [23]. 

The third hypothesis showed that H3 is accepted. This 

finding is consistent with previous research which 

confirmed perceived quality has a positive and significant 

effect on purchase intention [4][24][25]. The impression of 

quality can help consumers in assessing a product 

subjectively so that the product has its value in the eyes of 

consumers. Quality is the most important thing and has a 

big responsibility in terms of meeting needs and providing 

satisfaction to consumers. As the result, the perception of 

quality is a way for consumers to judge whether a product 

is good or bad by relying on their experience with goods or 

services that have been used. For consumers, perceived 

quality is the primary criterion for product appraisal and 

thus influences purchase intention. So, it can be concluded 

that consumers who have a positive quality impression of a 

product can increase purchase intention. 

The fourth hypothesis showed that H4 is rejected. The 

results of this study are supported by the results of research 

conducted by Irshad and Ahmad [34] while other studies 

said otherwise [26][27]. The differences between the result 

of this study and the previous result’s study can be caused 

due to differences in culture, habits, and mindsets possessed 

by respondents in this study. It can be seen that the majority 

of respondents gave neutral answers to the statements 

regarding hedonic shopping motivation on the 

questionnaire. Furthermore, due to the rapid development 

of technology, consumers have realized that in shopping, 

they only buy brands that are well known and following 

their needs. Thus, the company's desire to be more advanced 

than its competitors can be achieved by increasing the level 

of consumer desire to buy products owned by the company.  

The fifth hypothesis showed that H5 is accepted. This 

finding is consistent with previous research which 

confirmed sales promotions have a positive and significant 

effect on purchase intention [28][29][30]. Sales promotion 

carried out by brand X can attract consumer attention and 

increase purchase intention. It is proven by the majority of 

respondents agree to the statements regarding sales 

promotion on the questionnaire. Besides, most of the 

respondents agreed that the sales promotions provided by 

brand X were interesting and fun. This shows that sales 

promotion determines consumer purchase intentions. 

Furthermore, businesses in the fashion world must 

emphasize what factors make products more valuable and 

important to consumers. Therefore, sales promotion can 

provide a pleasant perception for consumers and that’s why 

this business must bring consumers into a pleasant shopping 

situation. 

 

5. CONCLUSIONS & IMPLICATIONS 

Based on the data analysis, the results of this study could be 

concluded that brand awareness, perceived quality, and 

sales promotion have a significant effect on purchase 

intention while social media marketing and hedonic 

shopping motivation insignificant on purchase intention. 

Moreover, this study provides a better understanding of 

companies regarding market trends and consumer behavior. 

In the competitive fashion industry, it is important to follow 

trends and know what consumers need continuously so the 

firm can create effective and efficient marketing. Besides, 

the company must be able to continue to increase 

consumers’ brand awareness. These needs are considered 

because the fashion industry moves very quickly and 

competitively. In addition, the firm needs to bring up more 

informative and persuasive information in every content on 

social media and the website by providing entertaining 

content using visually appealing product images, high-

quality graphics, attractive fonts, eye-catching colors, 

unique captions, etc. So, in the end, the motivation of 

consumers to make purchase intentions is also higher. 

Furthermore, the companies must take action to increase 

consumer confidence in their decision to buy brand X 

products and reduce anxiety about the possibility that 

consumers may have chosen the wrong brand. Thus, the 

company must be more interactive and innovative, to give a 

better impression of the company images in consumers’ 

minds. The findings in this study can also provide insight 

for people who are interested in investing in the fashion 

industry. Marketers will be able to formulate the right 

marketing strategy to study an industry that is very 

competitive but also very profitable. Therefore, brand X 

needs to innovate continuously in providing promotions that 

can attract consumers to increase purchase intention. The 

firm has to conduct deeper market research regarding what 

kinds of motivation that influence consumers to have 

purchase intentions and requires good brand management in 

managing a large market share, to be able to survive the 

existing competition. 

6. LIMITATIONS & SUGGESTIONS FOR 

FUTURE RESEARCH 

Comprehensive statistical data has been explained in this 

study, which allows further research to compare and to 

distinguish market trends and economic situations in 

various cities, countries, or even other generations. The 

differences in consumer behavior and preferences of 

different generations can also be evaluated in more detail. 

Future researchers can use other variables and also conduct 

qualitative studies to obtain in-depth information and 

knowledge about the needs and motives of consumers to 

make purchase intentions. Besides, this study uses a cross-

sectional design that is unable to describe changes in 

consumer attitudes over time. Therefore, future research can 

be carried out using a longitudinal design to obtain better 

results. Then, this study only focuses on the fashion 
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industry, while consumer behavior may differ in other 

industrial contexts. Thus, further researchers can use 

various industries such as tourism, food, transportation, etc. 

The next researchers can also use the same variables but use 

different fashion brands as research subjects and use sample 

that is larger than this study can be used, to get a higher 

validity value. 
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