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Abstract. In the digital marketing space, the network effect, social influence,
customer experience, User-Generated Content (UGC) and brand perception in
making a sale has become even more important than before. In this theoretical
exploration, we seek to examine the confluence of these phenomena in their
ability to improve the effectiveness of marketing campaigns. Studies suggest that
customer experience has a substantial impact on sales conversions by way of
consumer perceptions, loyalty and purchasing habits. However, inconsistent
results have been observed in the relationship between customer experience and
conversions, suggesting the need to explore mediating and moderating factors
like UGC and brand perception. UGC has been found to increase consumer trust
and purchase intent, reinforcing brand perception. Furthermore, social influence
by peer recommendation and online community interaction can strengthen the
impact of UGC and brand perception on sales conversion. The TPB and the
SDG framework inform this analysis in which attitudes, subjective norms, and
perceived behavioral control influence consumer choice. This study aims to
bridge the gap in current research by offering a comprehensive framework that
integrates these variables to optimize sales conversions in the digital ecosystem.

Keywords: Social Influence, Customer Experience, User-Generated Content,
Brand Perception, Sales Conversions, Digital Marketing.

1 Introduction

The development of digital technology has significantly changed consumer
behavior, especially in the way they interact with brands and make purchasing
decisions. In this digital era, consumers rely not only on information from companies,
but also from user-generated content, reviews from social media, as well as their first-
hand experience with brands [1]. In an increasingly competitive digital environment,
understanding sales conversion patterns and optimizing every stage of the customer
journey is key for companies to increase profitability and business sustainability.
Bukalapak as one of the leading e-commerce platforms in Indonesia has achieved a
high level of popularity and brand awareness, customer engagement and customer
experience in using the platform are still not optimal. This has an impact on sales
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conversions that are not optimal, so it is important to examine how social influence,
customer experience, user-generated content, and brand perception can play a role in
increasing the effectiveness of sales conversions in Bukalapak. These factors need to
be further analyzed to understand their strategic role in increasing customer loyalty and
driving higher purchasing decisions in this e-commerce ecosystem. The following
Bukalapak sales performance data is presented in table 1:

Table 1: Financial Performance

Era Revenue Net Profit/Loss (IDR Information
(IDR Billion)
Trillion)
Q12025 1,5 Net profit of IDR 112 Bukalapak records Q1 2025 net profit after
billion restructuring and digital focus
H12025 3,08 Profit of IDR 464 Bukalapak net profit in the first half of 2025,
billion revenue of 3.08 trillion
Year 2024 ~10.43 Profit data is not Bukalapak's revenue in 2024 will be around
billion USD detailed 10.43 billion USD (equivalent to IDR 156
(~156 T) trillion)
LTM until ~5.13 trillion Loss of IDR 332 LTM data for June 2025 with revenue of IDR
June 2025 billion 5.13 trillion, but still a net loss
Year 2023 - Significant losses Historical data shows high net losses and

operating expenses in the previous year

Source: https://ecdb.com/resources/sample-data/retailer/bukalapak

In the first quarter and first semester of 2025, Bukalapak managed to record
a net profit of IDR 112 billion and IDR 464 billion, respectively, indicating the
effectiveness of the restructuring and operational efficiency carried out. However, LTM
data until June 2025 still recorded a net loss of IDR 332 billion, which indicates that
the company's profitability has not been fully stable. Although annual revenue in 2024
reaches around IDR 156 trillion, net profit has not been clearly detailed, reflecting the
transition phase.
Therefore, the issue of Sales Conversions is very crucial for opening stalls
to recover their financial performance. On the other hand, customer experience has a
significant influence on Sales Conversions. Study by [2] It shows that the quality of the
customer experience has a positive impact on consumer attitudes, which in turn
influences their loyalty and purchase intent. Moreover [3] It also highlights that a
positive customer experience can strengthen customer commitment, which ultimately
contributes to loyalty and purchase intent. This study emphasizes the importance of
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understanding the various dimensions of customer experience, both cognitive,
emotional, physical, sensory, and social in shaping consumer purchasing behavior.

However, research results related to the influence of customer experience on
Sales Conversions do not always show consistent results. Conversions aren't always
affected by favorable comments metrics which is a maneuver of the cutomer
experience, it shows that a certain form of customer experience/feedback doesn't
automatically increase sales [4]. In addition, a number of studies have found that
customer experience does not always have a significant effect on increased conversion
rates, especially when the perceived experience is not followed by a perception of high
value or trust in the brand [5]. [6] emphasizing that while the customer experience is
improving, operational factors such as ease of purchase, fulfillment speed, and
transaction clarity remain critical of the end result.

The inconsistency of these results shows that there is a research gap that needs
to be explored further, especially to understand the conditions where customer
experience is really able to turn interest into a purchase decision. Therefore, further
research needs to consider intermediary factors such as brand perception, trust, or
social influence that may bridge the relationship between customer experience and
Sales Conversions in the increasingly dynamic context of digital marketing.

Recent research also highlights the importance of customer experience in
increasing Sales Conversions. Digging deeper, a study by [7] Introducing the concept
of "mental conversion" as a customer service strategy that impacts the shopping
experience. The study found that when customers feel they are about to lose a discount
but end up getting it, they feel a higher value, which in turn increases satisfaction and
the likelihood of a purchase.

Various studies have highlighted the influence of Customer Experience When it
comes to Sales Conversions, there are still some gaps that need to be explored further.
Study [3] focuses more on how the overall customer experience affects loyalty and
purchase intent, but hasn't specifically addressed external factors that can strengthen or
weaken those relationships. In addition, recent research by [7] Introducing the concept
Mental conversion, but is still limited to aspects of customer service strategy without
considering the role of User-Generated Content (UGC), Brand Perception, and Social
Influence in moderating the influence of customer experience on purchase decisions.
Therefore, this research needs to expand its scope by integrating digital elements that
are increasingly dominant in the customer experience, especially in the context of social
media-based marketing and e-commerce.

Recent research has highlighted the important role of User-Generated Content
(UGC) and Brand Perception in influencing consumer purchasing decisions. Study [8]
Found that marketing communications through social media created by users have a
significant impact on customer purchase intent in the fashion industry. These findings
confirm that user-generated content can increase consumer trust and buying interest. In
addition, research by [9] identify the different types of participants in UGC and how
social interactions on social media platforms contribute to brand engagement. This
study shows that customer interaction and participation through UGC can reinforce a
positive perception of the brand, which ultimately drives Sales Conversions.

However, there is still a research gap related to how social influence plays a role
as a moderation variable in the relationship between UGC, brand perception, and Sales
Conversions. Although UGC and brand perception have been shown to influence
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purchasing decisions, the role of moderation of social influence has not been widely
explored. Understanding how recommendations from influencers, communities, or
peers can strengthen or weaken the effect of UGC and brand perception on Sales
Conversions is essential for a more effective marketing strategy.

2 Literature Review

2.1 Theory Of Planned Behavior (TPB)

Theory of Planned Behavior (TPB) first mentioned by [10] as a development of
Theory of Reasoned Action (TRA) which was previously put forward with Fishbein in
1975. The Theory of Planned Behavior (TPB) explains that an individual's behavioral
intention is formed by three main determinants, namely attitudes toward behavior,
subjective norms, and perceptions of control over behavior [11]. In the context of this
frame of mind, brand perception serves as a representation of consumers' attitudes
towards a brand, which is shaped through customer experience and user-generated
content. Positive customer experiences provide cognitive and affective assessments of
the brand, while user-generated content reinforces the credibility and authenticity of
consumer perceptions through tangible social proof [11]. In addition, social influences
play a crucial role in shaping subjective norms, in which the opinions of others, such
as reviews or recommendations from the social environment, encourage individuals to
conform to those social expectations.

2.2 Customer Experience

Customer Experience (CX) is a customer's holistic perception of their
experience with a business in relation to the purchase or use of a product/service. CX
is a broad term including ease of access, quality of service, and the range of emotional
feelings that people experience when engaging with brands. This customer experience
has a significant impact on loyalty and purchase decisions. According to [12], CX is a
phenomenon that encompasses every aspect of a company's offering and the customer's
response to that offer at any direct or indirect contact with the company. The company's
offerings include advertising, packaging, product and service features, ease of use,
reliability, and quality of customer service.

Study [13] identified eight areas of the literature that addressed CX, which were
then classified into two research traditions: (1) response to managerial stimuli and (2)
consumption processes. This analysis yields four fundamental premises about CX that
can be generalized in various contexts. In addition, Makudza (2020) found that CX
management through virtual, physical, and service interactions has a positive influence
on customer loyalty in the banking sector.

2.3  User-Generated Content (UGC)
User-Generated Content (UGC) refers to any form of material created and

shared by individuals or customers who are not part of the company or brand itself.
UGC can be in the form of product reviews, photos, videos, articles, or comments
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posted on various social media platforms, websites, forums, or other applications. In
the context of digital marketing, UGC is important because it provides a more authentic
and honest perspective on a brand, product, or service. This content reflects a user's live
experience that is accessible to potential consumers, having a significant impact on their
perception and purchasing decisions. The concept of UGC is growing rapidly along
with the increasing use of social media, allowing customers to instantly share their
experiences with a wider audience. The existence of UGC not only increases brand
credibility, but also builds a more personal relationship between the brand and its
consumers [14]. This is because customers are more likely to trust information coming
from fellow consumers than from traditional marketing communications [15].
Therefore, UGC is becoming an integral part of marketing strategies that are more
based on consumer experience, which focuses on authenticity and emotional
engagement [16], [17].

24 Social Influence

Social influence refers to the impact a person receives through interactions with
other individuals, communities, or social groups that can influence their purchasing
decisions or behaviors [18]. In this regard, social influence is one of the more
influential factors in consumer decision making that comprises of the values, beliefs
and established customs within a group or society. Social influence is often not direct.
Rather, it is formed through informal communication within consumers, con situ or
peer groups of family and friends or similar online communities [19]. These social
influences have great power in shaping consumer preferences and habits, as individuals
tend to seek social confirmation and validation of their choices [20]. This suggests that
purchasing decisions are not only influenced by product information or advertising
coming from the company, but also by the opinions of people around consumers, which
influences their perception of a particular product or brand. This concept is also
influenced by theories of social psychology which indicate that individuals often seek
affiliation with a particular social group, thus tending to adjust their decisions to
maintain social harmony and avoid rejection from the group [21].

2.5 Brand Perception

Brand perception is the image or opinion made from one's own experience,
communications and recommendations from others about a brand [22]. This
perception is vital for cultivating the image of the brand and for affecting consumer's
purchase decision. If the perception of a brand is good, it will be seen easier and
generate customer fidelity, while the companies with bad feedback can have serious
difficulties to keep their market share [23]. Brand perception formation is not simply
the result of characteristics or features of a product alone, rather from the associations
that consumer form in their minds that is often influenced by psychological, social and
cultural factors. [24]. For example, a brand may be perceived as premium or high-
quality based on strong marketing influence, or it may be perceived as affordable and
reliable through a consistent consumer experience. Brand perception is also influenced
by the marketing communications carried out by companies, whether through
advertising, social media, or relationships with influencers, which serve to instill the



Social Influence and Sales Conversions: The Role of Customer ... 337

desired value and image in their audiences [25].
2.6  Sales Conversion

Sales Conversions refers to the rate at which a potential customer turns into a
customer who makes a purchase [26]. In the world of marketing, conversions are one
of the most important metrics to measure the effectiveness of various marketing
strategies implemented, whether through digital advertising, promotional offers, or
relationship-based marketing tactics [27]. This conversion process often requires
several stages, from attracting the attention of potential customers to finally getting
them to make a purchase [28]. Basically, Sales Conversions describe how a business
can turn an initial consumer interest into a real action, namely a product or service
purchase. This is the main goal of many marketing efforts, because without enough
conversions, despite a lot of attention and interaction, the revenue generated from those
marketing activities will not be optimal. Therefore, the level of Sales Conversions is a
key indicator in assessing the success of a marketing campaign and its influence on
consumer purchasing decisions [29].

3 Methodology

This study uses a conceptual approach to clarify theoretical constructs and
develop new interpretations based on existing literature [30]. According to [31], a
conceptual review helps identify research gaps and formulate frameworks for future
empirical studies. Relevant literature is integrated to align with the research objectives,
allowing a comprehensive understanding of relationships among key concepts. The
outcome of this approach is a conceptual framework that can be empirically tested in
future research. This framework aims to address several key questions: (1) Does
customer experience play a significant positive role in sales conversions? (2) Does
customer experience play a significant positive role in user-generated content?(3) Does
customer experience play a significant positive role in brand perception? (4) Does user-
generated content have a positive effect on sales conversions?(5) Does brand perception
play a significant positive role in sales conversions? (6) Does social influence play a
role as a moderator, that is, strengthening or weakening the influence of brand
perception and user-generated content on sales conversions? (7)Does user-generated
content have a mediator role in the influence of customer experience on sales
conversions? (8) Does brand perception have a mediator role in the influence of
customer experience on sales conversions?

4.  Results & Discussion
4.1 The Influence of Customer Experience on Sales Conversions

Customer experience encompasses the entire series of interactions between
customers and organizations from the pre-purchase, purchasing, to post-purchase stages
including physical and digital channels, brand touch, service, and product or service
user experience. [32]. When the customer experience at each point is well-designed,
the cognitive burden of consumers is reduced, trust increases, and resistance to
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transactions decreases. Research by McKinsey & Company says that a successful
customer experience personalization program can result in a 10-15% increase in sales-
conversions and an improvement in customer satisfaction by up to 20%.

Empirical evidence supports the direction and significance of this effect. A
quantitative study on Indonesian e-commerce found that mobile usability and
optimization increase sales conversion rates positively and significantly [33]. Other
research shows that positive customer reviews (as a key component of the experience)
significantly increase the chances of sales conversions, confirming the role of social
proof in closing deals [34]. Conceptual research also suggests that while previous
studies have explored the sales/conversion effects of touch-points on the customer
journey, few have empirically linked the entire customer experience to conversion
results [32].

4.2  The Influence of Customer Experience on User Generated Content

Customer experience reflects the overall customer interaction with a brand that
shapes customer perception, emotion, and engagement with a product or service [35].
Positive experiences can encourage customers to share their experiences through
various digital platforms, such as social media, online forums, and customer reviews.
In social interaction theory, a strong customer experience often triggers sharing
behaviors that are embodied in the form of User-Generated Content (UGC), such as
reviews, comments, and visual testimonials [36]. This user-generated content has a
significant impact on shaping brand reputation, as potential customers tend to trust
other customers' experiences more than the brand's official advertising [37].

Furthermore, intrinsic and extrinsic motivation theories explain that customers
who experience highly satisfying experiences have a higher tendency to share their
experiences voluntarily as a form of self-expression and satisfaction [38]. On the other
hand, negative experiences can also encourage customers to generate UGC in the form
of complaints or criticisms, which can affect the public's perception of the brand [39].
Therefore, companies need to optimally manage the customer experience to encourage
the formation of positive UGC. By understanding the relationship between customer
experience and UGC, companies can leverage user-generated content as a more
authentic and influential community-based marketing strategy in building customer
loyalty [40].

4.3  The Influence of Customer Experience on Brand Perception

Customer experience is the overall customer interaction with the brand, which
includes emotional, cognitive, and behavioral aspects formed during the process of
purchasing and using a product or service. Every point of contact between the customer
and the brand contributes to shaping the customer's perception of the brand [41].
Positive experiences, such as responsive service, superior product quality, and ease of
transaction, can strengthen the brand image in the minds of consumers [42]. On the
other hand, a bad experience can lead to negative perceptions that are difficult to fix.
Based on the theory of customer-based brand equity, a consistent and satisfying
customer experience will strengthen brand associations, increase customer loyalty, and
build a more positive and credible brand perception [43].
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In addition, the Stimulus-Organism-Response (SOR) theory explains that
customer experience serves as a stimulus that influences a customer's emotional and
cognitive response to a brand [44]. When customers experience a pleasant interaction
with a brand, they tend to develop a better perception of the brand, which reflects the
trust, quality, and added value that the brand provides [45]. In the context of marketing,
customer experience serves not only as a key factor in creating customer satisfaction
but also as a strategic element in brand differentiation in a competitive market.
Therefore, it can be assumed that the better the customer experience, the more positive
their perception of the brand will be, which can ultimately increase customer preference
and loyalty towards the brand.

4.4 The Influence of User Generated Content on Sales Conversions

User-Generated Content (UGC) has a significant impact on Sales Conversions.
Studies show that UGC can improve consumer interaction with brands, build trust, and
influence purchasing decisions [36]. For example, research in the hospitality sector in
India found that UGC contributes positively to hotel sales [46]. In addition, research in
the automotive sector shows that UGC on social media can increase online search
traffic and sales of light vehicles offline [47].

Companies can leverage UGC to increase consumer engagement and strengthen
brand-consumer relationships [48]. Studies show that understanding consumers'
motivations in creating UGC can help companies design more effective campaigns,
increase engagement, and ultimately increase Sales Conversions [49]. Thus, the
integration of UGC in marketing strategies can be an effective tool to increase Sales
Conversions [46].

4.5  The Influence of Brand Perception on Sales Conversions

Research shows that brand perception has a significant influence on Sales
Conversions [50]. A strong brand image can increase consumer buying interest, which
in turn increases the likelihood of Sales Conversions [51]. A study found that brand
image has a positive and significant effect on the purchase decision of Starbucks coffee
products [52]. In addition, other research shows that price perception and brand image
have a significant effect on customer satisfaction, which can increase loyalty and sales
conversions [53].

In addition, the perception of product quality also plays an important role in
influencing Sales Conversions. Studies show that quality perception, brand image, and
price perception have a significant effect on consumer buying interest, which can
ultimately increase Sales Conversions [54]. As such, companies need to pay attention
to and manage brand perception, product quality, and pricing to increase Sales
Conversions.

4.6  The Role of Social Influence

In the context of modern marketing, brand perception plays a crucial role in
influencing consumer purchasing decisions [55]. However, the relationship between
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brand perception and Sales Conversions is not linear and can be influenced by a variety
of external factors. One of the significant moderation factors is social influence. Social
influence refers to the impact that an individual or group has on a person's attitudes,
behaviors, and purchasing decisions [56]. In the digital age, this influence is getting
stronger through social media platforms, where interactions between users can shape
brand perceptions and preferences.

Research shows that social influences can moderate the relationship between
brand perception and brand loyalty. For example, a study found that identification and
internalization as a form of social influence have a positive and significant effect on
perceived brand value by consumers [57]. Additionally, other research emphasizes that
interactive and trendy social media marketing activities can increase customer
engagement with brands, which in turn can increase brand loyalty [58].

4.7  The Influence of Social Influence as a Moderator of the Influence of User
Generated Content on Sales Conversion

Social influence plays an important role in strengthening the effect of user-
generated content (UGC) on Sales Conversions. Study by [59] show that UGC, such as
product reviews and ratings made by consumers, significantly influences purchasing
decisions in e-commerce. However, the effectiveness of this UGC can be enhanced
through social influence, where individuals are influenced by the opinions and
behaviors of others in their social networks [60]. When consumers see that UGC is
endorsed or approved by a community or influencer they trust, they are more likely to
trust the information and are encouraged to make a purchase [60].

Furthermore, research by [59] Compare the effectiveness of social media
marketing directed by brands and by influencers to customer engagement and
purchasing behavior. The results show that influencer-driven marketing is more
effective at driving sales compared to brand-driven marketing. This confirms that the
social influence of influencers can amplify the impact of UGC on Sales Conversions,
as consumers tend to trust and be more influenced by individuals they find credible and
relatable [59].

4.8 The Influence of User Generated Content as a Mediator The Influence of
Customer Experience on Sales Conversion

When customers get a positive and continuous experience such as ease of use,
responsive interaction, personalization of their services, they tend to produce their own
content in the form of reviews, photos, videos or testimonials [61]. This UGC then
serves as social proof that reduces uncertainty and strengthens potential buyers' trust in
the brand or product. Evidence that Customer Experience drives UGC is significant in
the context of digital services, where a good experience increases UGC and repeat
intent [62].

A literature study revealed that different types of UGC (online reviews, social
media posts) "significantly affect to make Purchase Intention" [63]. In the online retail
domain, it was found that UGC in the form of consumer reviews and photos
significantly improved metrics such as website dwell-time, repeat visit rate, and sales
conversion rate [36]. Therefore, there is a strong empirical basis that UGC is not just
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a side effect but an intervening variable that affects business outcomes (conversions).

4.9  The Influence of Brand Perception as a Mediator The Influence Between
Customer Experience on Sales Conversion

Theoretically, a positive, consistent, and relevant customer experience will
shape a strong perception of the brand through increased trust, emotional image, and
perceived value by customers [61]. A good customer experience not only creates
momentary satisfaction, but also strengthens positive associations with the brand which
has an impact on the customer's cognitive and affective evaluation of the product [64].
When customers view a brand as credible, qualified, and in line with their personal
values, the chances of making a purchase increase, thus strengthening the relationship
between customer experience and sales conversions.

[65] confirms that brand perception plays an important role as a link between
customer experience and loyalty. Moreover [66] Explains that a strong brand
experience can shape brand perception which then has a significant effect on purchasing
behavior. Thus, brand perception not only serves as a result of customer experience,
but also as a psychological bridge that channels CX impact towards increased sales
conversions.

Social Influence

Persepsi Merek

Sales

Customer
Experience

Conversions

User-
Generated
Content

Fig. 1. Conceptual framework

The frame of mind describes the complex relationship between Customer Experience,
User-Generated Content, Brand Perception, Social Influence, and Sales Conversions.
Customer Experience is a major factor that directly influences Sales Conversions, as
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well as shaping User-Generated Content and Brand Perception. A positive customer
experience encourages them to share content, creates a good brand perception, and
increases the likelihood of a purchase happening. Furthermore, User-Generated
Content and Brand Perception act as a mediating variable that strengthens the influence
of Customer Experience on Sales Conversions. In addition, Social Influence serves as
a moderator variable that strengthens the relationship between User-Generated Content
and Brand Perception of Sales Conversions. Overall, this framework shows that sales
conversions depend not only on customer experience alone, but also on social
interactions and perceptions formed through customer participation in the digital
ecosystem.

5 Conclusion

Overall, customer experience is an important factor in sales conversion rates
that can be influenced by user-generated content and brand image. Where a good
customer experience is likely to lead to improved brand perceptions and greater
purchasing behaviour, the power of these things can equally depend on social factors
as well as user engagement with UGC. Marketers who can get the right handle on those
things-trust via UGC providing a positive customer experience creating a good brand
image-are more likely to record higher sales conversions. Additionally, social influence
plays an important role in moderating these relationships by either enhancing or
diminishing them. Thus digital marketers need to look at the broader social factors at
hand. Overall, this study provides insight on how firms can develop better marketing
strategies that not only attract but also convert potential customers.
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