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 A B S T R A C T  
Internet has evolved significantly from its establishment and it proceeds to do so. In 
addition, the Internet has become a part of people’s daily life. With the increasing 
number of internet users and various things that can be achieved through the in-
ternet, social media is also experiencing developments. This goes the same with 
marketing concept, where now the traditional marketing is shifted to modern mar-
keting where now many companies use social media for marketing. This is known 
as social media marketing. Companies do this to enhance their consumer’s purchase 
intention and simply to promote their products. There are opportunities and new 
challenges for companies striving to boost their customers' buying intention 
through social media marketing. Moreover, there must be many aspects that may 
influence consumer’s purchase intention, precisely Surabaya consumers. Thus, this 
research is intended to analyze and explore the effect of Social Media Marketing 
Activities to Purchase Intention with the mediation of Value Equity and Social 
Brand Engagement of Skincare Somethinc in Surabaya. The data collected from 
Google Form, hence, there are 222 qualified respondents who live in Surabaya. In 
addition, the sampling method for this research is purposive sampling and the col-
lected data is analyzed through Structural Equation Modelling (SEM) with 
SmartPLS 3.0 as the tool. 

  

 
PRELIMINARY 

The Internet has evolved significantly from its 
establishment and it proceeds to do so. This is an 
indication that the world has arrived to a new era, 
that is industrial revolution, 4.0 (Hasena & Sa-
kapurnama, 2021). Not to mention, the Internet has 
become a part of people’s daily life. The number of 
active users on the internet continues to increase in 
all parts of the world. Even Indonesia’s active in-
ternet users are in huge number. According to 
Asosiasi Penyelenggara Jasa Internet Indonesia 
(APJII), there are 196.7 million Indonesians who 
are using the internet by 2020. This figure was de-
rived from the finding of a study on number of 
internet users and behavior in Indonesia for the 
20192020 (Patrick, 2020). This eventually leads to 
the increase of social media users in Indonesia. 

After the developments of the internet, the 
trends that always change, and society’s increased 
insights of technology, social media has many 
functions. Now, social media is also used to ex-
change all kinds of information. According to 

Hasena & Sakapurnama (2021) social media is now 
the most popular way for people to acquire and 
exchange information about the products. For in-
stance, many companies and businesses use social 
media to boost their marketing, which is referred 
to social media marketing. The beauty products 
companies are one of the many industries that uti-
lizes social media for those purposes. 

The beauty products market is one of the con-
sumer markets with the fastest growth due to the 
help from trends from the consumers and social 
media. Not only make up, but skincare is also in-
cluded in the beauty products. Beauty trends have 
recently become far more exposed, due to social 
media and this makes people becoming more in-
terested in them (Wira, 2020). The trend of using 
skincare products started with the popularity of 
Korean skincare products in Indonesia. But then, 
the trend has shifted. Indonesian beauty products 
have been quite popular recently.  

Indonesian skincare brands are starting to 
grow speedily, with an approach of creating skin-
care variations based on the skin needs of their 
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users (Hasena & Sakapurnama, 2021). As a result, 
local cosmetics are now preferred by many con-
sumers. To compete with brands from overseas, 
numerous beauty brands from Indonesia develop 
high quality of products and they arrange market-
ing strategies to attract a large number of consum-
ers and potential consumers. The technological, 
social media, and digital platform advancements 
have played an important role for beauty product 
firms to become more diverse in terms of the vari-
ant and affordable for domestic consumers (Tem-
po, 2020). 

The brand Somethinc is one of the popular In-
donesian brands among other Indonesian brands 
which existed. Somethinc is an Indonesian beauty 
brand that provides skincare and makeup that was 
established in 2019 (Somethinc, n.d.). Inspired by 
people who seek high quality skincare goods for 
an active lifestyle and halal certified goods, this 
brand was created to meet this need (Hasena & 
Sakapurnama, 2021). Promotion consistently and 
positive customer relationships are fostered by 
Somethinc through their social media accounts. 
Additionally, Somethinc wants to educate con-
sumers about Somethinc products and prevent 
them from being provoked by less realistic adver-
tisements (Tanuwijaya & Mulyandi, 2021). 

Somethinc, just like every other company, in-
teracting with their customers through social me-
dia. There must be many challenges for companies 
when they want to do this. This statement is in 
accordance with Ismail (2017, as cited from Mos-
lehpour et al., 2020), as there are opportunities and 
new challenges for companies striving to boost 
their customers' buying intention through social 
media marketing. The purchase intention, for this 
research, is conceivably interpreted by Choedon & 
Lee (2020) as consumer's possibility along with 
willingness in buying products suggested, follow-
ing the use of websites for social networking. In-
tentions to purchase have already been explored in 
order to better understand why customers pur-
chase specific brands (Shah et al., 2011, as cited 
from Moreira et al., 2017). Not to mention, con-
sumer's buying behavior can be predicted by the 
purchase intention. 

The value of a brand plays an important role, 
since it can be one of the reasons for a consumer’s 
intention to acquire a goods or services. When it 
comes to value equity, the customer's objective 
evaluation is what they get for what they give up 
(Lemon et al., 2002, as cited from Yadav & Rah-
man, 2018). So, it can be pointed out that the value 

equity lies within the consumers and values which 
consumers can get from the goods and services can 
be various. The consumers must have a value that 
they can get from a brand and then they can have 
the intention to buy. The value equity can arise 
from the consumer, if they feel that they get some-
thing from a brand. Generally, when people decide 
to purchase a product, it is because they have 
found a value that they get from it.  

It is necessary for the companies to be able to 
engage with their consumers. When the company 
is able to communicate directly to their consumers, 
they will know the trends that the consumers are 
into or their behavior, get direct feedback for their 
products, as well as the factors influencing the 
consumers’ purchase intention (Chen & Lin, 2019). 
The information gathered from the consumers can 
be utilized to improve their business to become 
better and to compete well. Consumer brand en-
gagement has evolved into social brand engage-
ment. 

Social media has become a necessary for firms, 
that is why Somethinc also uses social media for 
marketing and promoting its products. One of the 
social media that Somethinc use is TikTok. This 
application is among the world's famous social 
media platforms in few years prior. Since the Tik-
Tok’s initial release, the prominence has increased 
steadily. This application allows their users to 
make content in form of video with providing ef-
fects, features, and songs, in order to create appeal-
ing videos. Moreover, their clients can learn some-
thing new, look up the latest trend, and share con-
tents created by other users (Iqbal, 2021). Some-
thinc is one of the popular brands on social media, 
specifically TikTok. iPrice did research about skin-
care products that have the most watchers from 
TikTok based on the brand's hashtag. The result 
shows that Somethinc, which has 57.3 billion 
viewers is placed in the first place (Devita, 2020). 
This shows that Somethinc has great strategies to 
make their video has many viewers. Currently, 
Somethinc’s TikTok followers reach 620 thousand 
and the number keeps increasing. Somethinc is 
actively make content about their product. 

When the brand’s social media marketing ac-
tivities strategy has made the consumers attracted, 
then the possibility that the consumers want to 
engage with the brand is possible. But not only 
that, the marketing activities from social media can 
influence the consumer’s purchase intention. Many 
factors can affect the purchase intention. When a 
consumer already has a lot of input for a product 
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and has a positive intention for the product, it is 
likely for the consumer to purchase the product. Of 
course, in all goods or services, there is value that 
can be taken by the consumers. The value, later on, 
can affect people’s decision to buy the product. 
Moreover, there are several studies that discuss 
these four variables. on the effect of social media 
marketing activities to value equity (A. J. Kim & 
Ko, 2012; Koivulehto, 2017; Ural & Yuksel, 2015; 
Yadav & Rahman, 2018), social brand engagement 
(Choedon & Lee, 2020), and purchase intention 
(Balakrishnan et al., 2014; Choedon & Lee, 2020). 

 
LITERATURE REVIEW AND HYPOTHE-
SES DEVELOPMENT 

The popularity of Indonesian beauty products 
is rising, not to mention, most of people are inter-
ested in them, precisely a local brand called Some-
thinc. In line with this context, there should be 
several factors influencing Indonesians, specifical-
ly Surabayans, to purchase goods from Somethinc. 
Because the purpose of this study is to discover 
about the effect of social media marketing activi-
ties on purchase intention, the author narrow the 
variables into four. The used variables for this 
study are social media marketing activities, value 
equity, social brand engagement, also purchase 
intention, will be used. Moreover, several theories 
will be used for this research, namely, marketing 
communication theory, digital marketing commu-
nication theory, theory of reasoned action, and 
social presence theory. Further information is pro-
vided below. 

 
Social Media Marketing Activities 

The popularity of social media makes many 
people use them. Social media is included in mod-
ern marketing practices, precisely for marketing 
communications purposes. The basis for this con-
cept is the theory of marketing communication. 
The theory of marketing communication is basical-
ly a concept used in order to transmit messages, 
i.e. for promotional purposes, regarding goods and 
services. Buttle (1995) considers marketing com-
munication to be a mediated communicative prac-
tice and series of interpersonal that are intended to 
generate behavioral, affective or cognitive results 
in designated, target audiences that might have 
been external or internal to the organization. The 
aim is to attract the consumers or possible con-
sumers which can lead them to purchase the goods 
or services offered.  

Social media marketing activities (SMMA) are 

defined as an efficient marketing communication 
technique trying to capture the conceptions of con-
sumers as well as an insight of social media mar-
keting activities’ five dimensions, namely, custom-
ization, entertainment, word-of-mouth, trendiness, 
and interaction (Choedon & Lee, 2020). Different 
from most of the previous research which used the 
five dimensions of social media marketing activi-
ties, Liu et al., (2019) were excluding word-of-
mouth from the dimensions. Word-of-mouth is the 
insight into the extent to which customers share 
and suggest their experiences (Yadav & Rahman, 
2018). Word-of-mouth that acts as the result of 
social media marketing activities is more suitable. 
Furthermore, this research is using firm-generated 
content. Firm-generated content is defined as the 
information. sharing through any form established 
by firms and distributed immediately through the 
firm’s official social media pages (Laroche et al., 
2013; Daiya and Roy, 2016; Kumar et al., 2016, as 
cited in Poulis et al., 2019). 

 
Value Equity  

Value is a pivotal point among companies and 
consumers (Kim et al., 2020). Value equity (VE) is 
one of the three components of customer equity 
which was developed by Lemon et al. (2000, as 
cited from Koivulehto, 2017) Value equity is the 
brand utility’s customer objective evaluation of a 
brand's utility relying on perceptions of what has 
been spent in exchange for what is obtained (Wang 
et al., 2016). Relying only on powerful brand strat-
egies is not enough to appease the customer, rather 
the customers should be satisfied first with the 
goods and service (Kim et al., 2020). Kim et al. 
(2020, as cited from Ho & Chung, 2020) also men-
tioned that value equity describes the objective 
assessment of the brand, along with the quality, 
price recognition, and convenience. 

Companies must consider the value that their 
customers will get when purchasing their goods or 
services. Value equity represents relative opinions 
on products or services by target customers (Lem-
on et al., 2001, as cited from Wang et al., 2016). 
They argue, predicated on the competitiveness of 
company goods and services, that the value equity 
should be taken into account unilaterally (Wang et 
al., 2016, as cited from Kim et al., 2020). Funda-
mentally, the value equity is what the consumers 
can get from the brand, either it is the usefulness, 
benefit, or the functions while having to sacrifice 
something. This metric evaluates the consumer’s 
viewpoints of a company's product in terms of its 
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price, quality, and ease of use (Lemon et al., 2001, 
as cited from Koivulehto, 2017). 

 
Social Brand Engagement  

Customer acts as an important aspect for 
firms. Customer engagement is an important as-
pect of a company. Numerous viewpoints of cus-
tomer engagement have a linkage with the exist-
ence or role of social engagement (Altschwager et 
al., 2018). Social brand engagement has taken into 
consideration social media's swift development 
and vital role in consumer brand engagement 
(Osei-Frimpong & McLean, 2018). The latest en-
gagement research has progressed and gives an 
expanded view of engagement. It acknowledges 
that engagement spreads further than a dyadic 
relationship between a brand a person, and also, 
and contains a network of interactions with others 
that might have an effect on brand engagement 
(Storbacka et al., 2016; Chandler & Lusch, 2015, as 
cited in Altschwager et al., 2018). 

According to Osei-Frimpong & McLean 
(2018), social brand engagement (SBE) is defined as 
the story of a brand from the creation, connection, 
and communication among the consumer and firm 
with utilizing the brand, images, brand-related 
language, as well as meanings from social net-
working site of the firm which was resulted from 
motivational drivers. From the definition, then it 
can be concluded that social brand engagement is 
the extent of a consumers' willingness to interact 
with the social media of a brand (McKay, 2017). 
With that, it becomes essential in understanding 
the motivations of the consumers for affecting their 
social brand engagement participatory, and most 
importantly, to know the cognitive effort that 
moderates the motivations which is the part of the 
consumer (Osei-Frimpong, 2019). 

 
Purchase Intention 

Every people’s decision in making a purchase 
is varied. Purchase intention is the result of human 
behavior of their attitudes (Hasena & Sakapurna-
ma, 2021). This statement is also supported by a 
claim from Ajzen (1991, as cited from Peña-García 
et al., 2020), where the author mentioned that 
“Consumer intentions are a sign of the extent to 
which people are eager to carry out a specific be-
havior.” The research from Sumarwan (2017, as 
cited in Nurhandayani et al., 2019) asserts that be-
havior is related to the taste of an object, which 
then will either like or dislike towards an object. 
People might do something because they are driv-

en by intention which is a part of behavior (Rezva-
ni et al., 2012, as cited from Aji et al., 2020). It is the 
stage during which consumers will evaluate the 
input they have gained. Purchase intention (PI) can 
also be characterized as a choice for certain goods 
be purchased. Furthermore, one of the principal 
elements of customer cognitive behavior, especial-
ly purchase intention, can be recognized as it im-
plies the consumer's conscious approach to pur-
chasing a brand (Spears and Singh, 2004, as cited 
from Kala & Chaubey, 2018). 

The interest of customers and the probability 
to purchase goods are the combinations of pur-
chase intention (Aji et al., 2020). Customers are 
more willing to purchase, even if they do not nec-
essarily make a purchase (Resmawa, 2017). Eliasari 
& Sukaatmadja (2017) mentioned that the intention 
to buy signifies the likelihood that perhaps the 
customer intends to buy a specific product in the 
future. The inclination to purchase goods or ser-
vices is likely to be higher when the customers find 
that the revenue is significantly higher than their 
sacrifice (Hasena & Sakapurnama, 2021). Further-
more, customers' choice of numerous alternatives 
to meet their needs can be categorized as purchas-
ing decisions (Andreani et al., 2021). Also, when 
consumers decide to buy goods, then they will 
look for the details needed based on their experi-
ences and the external surroundings (Choedon & 
Lee, 2020). 

 
Hypothesis Development 

Social media enables their users to actively 
engage themselves with firms that have social me-
dia. The users are free to give their opinions for 
certain brands and lookup for reviews from others. 
Not only that, many firms are using social media 
to boost their promotions effectively and efficient-
ly, which can be identified as social media market-
ing activity. Through social media marketing activ-
ities, value can be potentially created for the cus-
tomers (Felix et al., 2016). For instance, there are 
customers, specifically prudent customers, who 
carefully resort to resources carefully (Lichtenstein 
et al., 1990; De Young, 1986, as cited from Yadav & 
Rahman, 2018) and are attentive to price and quali-
ty (Sharma, 2011, as cited from Yadav & Rahman, 
2018). As a result, they access social media con-
stantly to find the best value products (Yadav & 
Rahman, 2018). Overall quality, convenience, and 
price competitiveness are the drivers of value equi-
ty (Koivulehto, 2017). It is the same for Somethinc. 
Somethinc is using social media, precisely, their 
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TikTok for marketing. From there, their consumers 
or potential consumers may find value from Some-
thinc’s content. The content is various, which some 
of them can be persuasive and makes their con-
sumers form value equity. Several studies have 
been conducted to examine the correlation of social 
media marketing activities to value equity. For 
instance, the studies from Kim & Ko (2012), Koi-
vulehto (2017), Yadav & Rahman (2018). As a re-
sult, the explanations then can form the first hy-
pothesis. 
H1: The significant and positive effect of social 

media marketing activities to value equity of 
Somethic products. 
 
Social media plays an important role in cus-

tomers’ opinions. The availability in accessing so-
cial media generates assistance and benefits for 
various customers in a variety of distinctive meth-
ods, including advertising and marketing any-
where and anytime (Alawan et al., 2017; Hajli, 
2014, as cited from Moslehpour et al., 2020). Also, 
through social media, a company could do market-
ing activities that enable them to perform two-way 
communication effectively (Laksamana, 2018). 
Isaksson and Xavier (2009, as cited from Taşkın & 
Alkaya, 2017) mentioned that the most essential 
approach which contains a definite role in the 
phase for decision making is the purchase inten-
tion. Furthermore, social media marketing influ-
ences purchase intent, which has an impact on 
brand sales results (Kim & Ko, 2010; Zhu & Zhang 
(2010), as cited in Laksamana, 2018). Research from 
Yadav & Rahman (2018), demonstrates that social 
media marketing activity has a positive impact on 
purchase intention. Moreover, Choedon & Lee 
(2020) also confirmed the significant effect of social 
media marketing activities to purchase intention. 
Thus, the second hypothesis for this study can be 
developed. 
H2: The significant and positive effect of social 

media marketing activities on the purchase in-
tention of Somethic products. 
 
Social media can influence the customer’s per-

ception of a certain brand. Since the development 
of the internet gives an impact on social media, 
many companies decide to do promotions through 
social media. This activity, later on, is known as 
social media marketing activity. In a way to attain 
and engage with customers, numerous companies 
incorporate social media metrics toward their 
communication on customer relations as well as 

marketing (Malthouse et al., 2013; Ashley & Tuten, 
2015, as cited from Osei-Frimpong & McLean, 
2018). Due to its potential impact on consumer 
behavior, practitioners and academics have been 
increasingly attracted to consumer engagement in 
social media for some years (Gómez et al., 2019). 
Social media acts as an influential tool throughout 
the process of brand engagement between compa-
ny-consumers but also consumers-company 
(Choedon & Lee, 2020). Thus, it can be seen that 
Somethinc and its consumers can engage from 
social media. A study from Choedon & Lee (2020) 
has proven the significance of social media market-
ing activities to social brand engagement. The so-
cial media activity of the cosmetic brand is be-
lieved to have an impact on social brand engage-
ment. This would then define the third hypothesis. 
H3: The significant and positive effect of social 

media marketing activities on the social brand 
engagement of Somethic products. 
 
The aim of a person in buying a service or 

product is purchase intention, and it might ulti-
mately result in an actual purchase (Follows & 
Jobber, 2000, as cited from Alavijeh et al., 2018). 
Additionally, Alavijeh et al. (2018) stated that pur-
chase intention includes a combination of the ea-
gerness and consumer possibility to purchase a 
product. Shen et al., (2016) affirm that “Purchase 
intention was treated as the consequence of the 
value cocreation.” Purchase decisions are affected 
by the evaluation of a value from the goods (Hase-
na & Sakapurnama, 2021). In respect of their price, 
quality, and convenience, value equity can be 
characterized as an objective assessment of a firm's 
goods. Purchasing intent is a variable attitude to 
measure customer contribution to the brand in the 
future, whilst the behavioral change that really 
leads to revenues is customer equity (Taşkın & 
Alkaya, 2017). Compared to other trademarks, 
Kosarizadeh & Hamdi (2015, cited by Alavijeh et 
al., 2018) recommended the important aspect of 
consumer's purchase intention is value equity. 
Previous studies have proven the relationship be-
tween value equity and purchase intention, name-
ly studies from Kim & Ko (2012), Taşkın & Alkaya 
(2017), Koivulehto (2017), and Alavijeh et al., 
(2018). With that, fourth hypothesis is formulated. 
H4: The significant and positive effect of value 

equity to purchase intention of Somethic 
products. 
 
Social brand engagement is likely to drive cus-
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tomers with its interactive experience to the brand 
(Van Doorn et al., 2010; Hollebeek et al., 2014, as 
cited from Osei-Frimpong & McLean, 2018). As for 
purchase intention, it is a consolidation for both 
interests of the customer and a probability to pur-
chase goods (Kim & Ko, 2012, as cited from Aji et 
al., 2020). Ajzen (1991, Choedon & Lee, 2020) de-
scribed the intention in two namely, motive factors 
that affect behavior, and also, intention are signs of 
determination for individuals to try, how much 
initiative they plan to exert and execute the behav-
ior. This intention is applicable in the purchase 
intention concept. There are some studies that 
have discussed the correlation between consumer 
brand engagement and purchase intention (Alge-
sheimer et al., 2010; Dwivedi, 2015; Kırcova et al., 
2018). Furthermore, research from Choedon & Lee 
(2020) has discussed the positive correlation that 
exists among social brand engagement and pur-
chase intention. Thus, the fifth hypothesis is for-
mulated. 
H5: The significant and positive effect of social 

brand engagement to purchase intention of 
Somethic products. 
 

 
Figure 1. Research Model 
 

RESEARCH FRAMEWORK 
The current research is quantitative research 

with using PLS-SEM for analyzing the data, be-
cause the number of the dependent variable is 
more than one. The data gathered from the survey 
will be analyzed from SmartPLS 3.0 and several 
tests will be conducted to find the correlation be-
tween the variables and the overall model of this 
research. This type of research includes data gath-
ering in order to obtain results, either to assist or 
dispute the claims by statistically treating the in-
formation that could be quantified (Leedy & 
Ormrod 2001; Williams, 2011, as cited from Apuke, 

2017). Hence, a survey is mandatory. The survey 
will be from Google Form.  

 
Population and research sample 

The population for this research is Surabayans 
in age range of 17-45 years old who use social me-
dia TikTok and those who have seen the TikTok 
social media marketing activities and content from 
Somethinc. The number of 220 samples was ob-
tained from the total number of measurements 
statements of all four variables used for this re-
search then multiplied by 10. This research’s total 
number of measurement statements from the ques-
tionnaire is 22 then multiplied by 10. This ten-
timer guideline of sample size is commonly uti-
lized in PLS-SEM (Hair et al.,2011, as cited from 
Kock & Hadaya, 2018). The selected method for 
this trial is nonprobability sampling, precisely 
purposive sampling.  

 
Research Variable 

The independent variable of this research is 
social media marketing activities. The dependent 
variables are value equity, social brand engage-
ment, and purchase intention.  

 
Variable Measurement 

This research will use a Likert scale. The Lik-
ert scale is among the most commonly used re-
sponse scales for research. A Likert five-point scale 
is a measurement tool used to assess a variety of 
concepts concerning attitudes (Likert, 1932, as cit-
ed from Chyung et al., 2017). Every variable ques-
tionnaire statement used a five-point Likert scale, 
with: 1 representing strongly disagree and 5 repre-
senting strongly agree. 

 

RESULT AND DISCUSSION 
Data Description 
 
Table 1: Respondent’s Characteristics  

Chacteristics Desc Total 

Frequency Percentage 

Location in 
Surabaya 

Yes 226 98.7 

No 3 1.3 

Total 229 100 

Have Tik-
Tok 

Yes 223 97.4 

No 6 2.6 

Total 229 100 

Seen content 
from Some-
thinc’s Tik-
Tok 

Yes 222 96.9 

No 7 3.1 

Total 229 100 



Jurnal Ilmiah Mahasiswa Manajemen (JUMMA)   Dayoh, Widyarini & Agrippina 
Vol. 11 No. 1 Tahun 2022 

 

 
 

71 

Gender Female 169 76.1 

Male 53 23.9 

Total 222 100 

Age 17-24 142 64 

25-34 75 33.8 

35-45 5 2.2 

Total 222 100 

 
The first three question is the screening ques-

tions which indicates whether the respondent is 
qualified or not for this study. For the respondents 
who answer their gender and age are the respond-
ents that are qualified for this study. Thus, the 
qualified respondents are 222 and thus below is 
the result of the study. 
 
Table 2:  Descriptive Statistics Result 

No Variable Mean Class Interval 

1 SMMA 4.292 Strongly Agree 

2 VE 4.264 Strongly Agree 

3 SBE 4.303 Strongly Agree 

4 PI 4.247 Strongly Agree 

 
Respondents’ average response on social me-

dia marketing activities is 4.292, implying that 
somethinc’s official tiktok account does apply so-
cial media marketing activities and it is entertain-
ing, interactive, trendy, and provides personalized 
search.  

Respondents’ average response on value equi-
ty is 4.264, implying that products advertised on 
somethinc’s official tiktok account does have a 
competitive price, good quality, convenience (ease 
to obtain), and have a good design.  

Respondents’ average response on value equi-
ty is 4.303, implying that somethinc’s official tiktok 
are able to engage with their consumers, which 
leads them to interact and share about their expe-
rience when using somethinc products.  

Respondents’ average response on value equi-
ty is 4.247, implying that somethinc’s official tiktok 
are able to make their consumers and new con-
sumers to have the willingness in purchase goods 
from somethinc.  
 
Outer model evaluation 

The primary goal of the outer model analysis 
from this research study was to comprehend the 
correlation among the variable construct as well as 
the indicator by assessing the composite's discrim-
inating validity, convergent validity, and reliabil-
ity. 
 

Table 3: Outer Loading 

variable indicator loading fac-
tor 

SMMA SMMA1 0.761 

 SMMA2 0.714 

 SMMA3 0.700 

 SMMA4 0.782 

 SMMA5 0.710 

 SMMA6 0.684 

 SMMA7 0.714 

 SMMA8 0.731 

 SMMA9 0.636 

VE VE1 0.739 

 VE2 0.781 

 VE3 0.760 

 VE4 0.797 

 VE5 0.611 

SBE SBE1 0.760 

 SBE2 0.756 

 SBE3 0.724 

 SBE4 0.708 

 SBE5 0.738 

PI PI1 0.833 

 PI2 0.837 

 PI3 0.804 

 
The table above is for analyzing the conver-

gent validity and discriminant validity. all of the 
variable’s result are accepted, because it is above 
the cut-off point, which is 0.6. 
 
Table 4: Reliability test 

variable cronbach alpha 

SMMA 0.881 

VE 0.791 

SBE 0.790 

PI 0.765 

 
Reliability test uses the cronbach alpha and 

the result must be higher than 0.7. All of variables 
are reliable because the result is higher than 0.7. 
 
Table 5: Composite reliability 

Variable Composite reliability 

SMMA 0.904 

VE 0.858 

SBE 0.856 

PI 0.865 

 
Composite reliability can also be used to de-

termine whether or not data is reliable. As per ta-
ble above, all variables used in this research have 
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an equal to or greater than 0.7, indicating that all 
variables are found reliable. 
 
Inner model evaluation 

The inner model was eligible to describe the 
connection between the latent variables in this re-
search. R-square value, predictive relevance, and 
path coefficient can all be used to calculate the 
inner model. 

 
Table 6: R-square value 

Variable R Square 

VE 0.267 

SBE 0.191 

PI 0.420 

 
The result of the table shows that the contri-

bution of the variables social media marketing 
activities, value equity, and social brand engage-
ment to purchase intention is 0.420, or 42%. The 
residual 58 percent is affected by variables out of 
the scope of this study. The social media marketing 
activities variable contributes 0.191 percent to so-
cial brand engagement. The remainder 80.9 per-
cent is impacted by variables outside of the context 
of the study. The social media marketing activities 
variable contributes 0.267, or 26.7 percent, to value 
equity. The rest 73.3 percent is affected by varia-
bles outside of the scope of this study. As a result, 
all of the r square values for these variables are 
regarded as weak. 
 
Table 7: Predictive relevance 

Variable Q Square 

VE 0.129 

SBE 0.096 

PI 0.261 

 
Predictive relevance is also known as predic-

tive sample reuse to validate endogenous construct 
models. Q2's cut-off value ranges from 0 to 1.  The 
q2 value greater than 0 indicates that the measured 
values were properly reconstructed, and thus the 
model has predictive relevance. Table above dis-
plays the q square produced by the research con-
struct. Purchase intention results in 0.217, social 
brand engagement results in 0.101, and value equi-
ty results in 0.135. This means that all of the results 
are greater than zero, implying that these variables 
have predictive relevance. 
 
 
 

Table 8: Path coefficient 

 PI SBE SMMA VE 

PI     

SBE 0.337    

SMMA 0.013 0.437  0.516 

VE 0.369    

 
A path coefficient is known as an estimated 

path correlation from the structural model. All of 
the path coefficients are standardized. Path 
weights range from -1 to +1, as an outcome of 
standardization. The result that is closest to +1 is 
analyzed as the strongest path, -1 is reflected as a 
perceived negative relationship, and -0 represents 
a positive relationship. 

The path coefficient of social brand engage-
ment to purchase intention is 0.337 showing a posi-
tive path, since the value is close to 1+. It indicates 
that when social brand engagement rise, then the 
purchase intention will also increase with the val-
ue of 33.7%. 

The path coefficient of social media marketing 
activities to purchase intention is 0.013. It indicates 
that when social media marketing activities rise, 
then the purchase intention will also increase with 
the value of 1.3%. However, these variables’ path 
coefficient has the least number than other varia-
bles’ path coefficient. 

The path coefficient of value equity to pur-
chase intention is 0.369 showing a positive path, 
since the value is close to 1+. It indicates that when 
value equity rise, then the purchase intention will 
also increase with the value of 36.9%. 

The path coefficient of social media marketing 
activities to social brand engagement is 0.437 
showing a positive path, since the value is close to 
1+. It indicates that when social media marketing 
activities rise, then the social brand engagement 
will also increase with the value of 43.7%. 

The path coefficient of social media marketing 
activities to social brand engagement is 0.516 
showing a positive path, since the value is close to 
1+. It indicates that when social media marketing 
activities rise, then the social brand engagement 
will also increase with the value of 51.6%. These 
variables’ path coefficient has the highest value 
than other variables’ path coefficient. 

 
Table 9: Mediating’s path coefficient 

 T-Statistics Description 

SMMA→SBE→PI 2.746 Significant 

SMMA→VE→PI 3.278 Significant 
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The indirect path coefficient of social media 

marketing activities to purchase intention with 
social brand engagement as the mediation has a t-
statistics value of 2.746, indicating that it is signifi-
cant. As a result, when social media marketing 
activities rise, so will purchase intention through 
social brand engagement. 

The indirect path coefficient of social media 
marketing activities to purchase intention with 
value equity as the mediation has a t-statistics val-
ue of 3.278, indicating that it is significant. As a 
result, when social media marketing activities rise, 
so will purchase intention through value equity. 
 
Indirect effect 

The impact of a variable on another variable is 
examined using the indirect effect. The indirect 
impact criteria encompass t statistics bigger than 
1.96 and p-values under 0.05. 

 
Table 10: Bootstrapping 

Path Original 
Sample 

T Statis-
tics 

P-
Value 

SMMA→SBE→PI 0.147 2.910 0.004 

SMMA→VE→PI 0.190 3.373 0.001 

 
The p-value of social media marketing activi-

ties to purchase intention through social brand 
engagement results in 0.004, which is less than 
0.05, indicating that these variables have a signifi-
cant influence. In addition, the first indirect effect 
from social media marketing activities to purchase 
intention through social brand engagement exists. 

The p-value of social media marketing activi-
ties to purchase intention through value equity 
results in 0.001, which is less than 0.05, indicating 
that these variables have a significant influence. In 
addition, the first indirect effect from social media 
marketing activities to purchase intention through 
value equity exists. 
 
Hypothesis testing 

The criteria of accepted hypothesis are when 
the t-statistics or t-value is more than 1.96 and p-
value is less than 0.05.  
Table 11:  Result 

 T Statistics P Values 

SMMA→VE 5.288 0.000 

SMMA→PI 0.150 0.881 

SMMA→SBE 4.730 0.000 

VE →PI 4.914 0.000 

SBE→PI 4.539 0.000 

 
The hypothesis testing result for hypothesis 1 

which discuss the impact of social media market-
ing activities to value equity has a t statistic result 
of 5.288, and the p-value result of 0.000. This indi-
cates that social media marketing activities have a 
significant and positive impact on value equity. In 
other words, hypothesis 1 is accepted. 

The hypothesis testing result for hypothesis 2 
which discuss the impact of social media market-
ing activities to purchase intention has a t statistic 
result of 0.150, and the p-value result of 0.881. This 
indicates that social media marketing activities 
does not have both significant and positive impact 
on purchase intention. In other words, hypothesis 
2 is rejected. 

The hypothesis testing result for hypothesis 3 
which discuss the impact of social media market-
ing activities to social brand engagement has a t 
statistic result of 4.730, and the p-value result of 
0.000. This indicates that social media marketing 
activities does have a significant and positive im-
pact on social brand engagement. In other words, 
hypothesis 3 is accepted. 

The hypothesis testing result for hypothesis 4 
which discuss the impact of value equity to pur-
chase intention has a t statistic result of 4.914, and 
the p-value result of 0.000. This indicates that val-
ue equity does have a significant and positive im-
pact on purchase intention. In other words, hy-
pothesis 4 is accepted. 

The hypothesis testing result for hypothesis 5 
which discuss the impact of social brand engage-
ment to purchase intention has a t statistic result of 
4.539, and the p-value result of 0.000. This indi-
cates that social brand engagement does have a 
significant and positive impact on purchase inten-
tion. In other words, hypothesis 5 is accepted. Here 
below is the result of the hypothesis testing from 
the smartpls 3.0. 

 
Figure 2. Output 
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CONCLUSION 
The purpose of this study is to look into the 

impact of social media marketing activities, partic-
ularly from Somethinc's official TikTok account to 
social brand engagement, value equity, and pur-
chase intention of somethic users in surabaya. Su-
rabaya is chosen because it is one of the metropoli-
tan cities in indonesia and there are many suraba-
ya citizens who have taken interest in beauty 
products, especially Somethinc. It is undeniable if 
Somethinc will get numerous impacts from utiliz-
ing social media for their marketing activities. 

Social media marketing activities have been 
shown to have a significant and positive effect on 
value equity. That would be enough to say that 
these two variables' relation are approved. In ac-
cordance with this, there is indeed a correlation 
where enhanced the value of social media market-
ing activities impacts the increase the value equi-
ty's value. It also implies that in attempt for some-
thinc to raise their customers' value equity, there 
must have been decent methods to supply effective 
social media marketing activities, particularly from 
Somethinc's official TikTok account. 

It has been demonstrated that social media 
marketing activities have a significant and positive 
impact on social brand engagement. That would 
suffice to say that the relationship between these 
two variables is acceptable. In accordance with 
this, there is a correlation between increased the 
value of social social media marketing activities 
and increased the value of social brand engage-
ment. It also implies that in order for Somethinc to 
increase their customers' social brand engagement, 
adequate methods for supplying effective social 
media marketing activities, particularly from 
Somethinc's official TikTok account, must have 
been in place. 

It has been demonstrated that social media 
marketing activities have no significant and posi-
tive effect on purchase intention. That would suf-
fice to say that the relationship between these two 
variables is rejected. In accordance with this, there 
is no direct correlation between increased the val-
ue of social media marketing activities and in-
creased the value of purchase intention. 

It has been demonstrated that value equity has 
a significant and positive effect on purchase inten-
tion. That would suffice to say that the relationship 
between these two variables is accepted. In ac-
cordance with this, there is a correlation where 
increased the value of value equity impacts the 
value of purchase intention. It also implies that 

adequate methods for supplying effective value 
equity, particularly from Somethinc's official Tik-
Tok account, must have been in place for Some-
thinc to increase their customers' purchase inten-
tion. 

It has been demonstrated that social brand en-
gagement has a significant and positive effect on 
purchase intention. That would suffice to say that 
the relationship between these two variables is 
accepted. In accordance with this, there is a corre-
lation between increased the value of social brand 
engagement and increased the value of purchase 
intention. It also implies that adequate methods for 
supplying effective social brand engagement, par-
ticularly from Somethinc's official TikTok account, 
must have been in place for Somethinc to increase 
their customers' purchase intention. 

This study also has some limitations, for in-
stance, the sample size could be larger than the 
population represented, and the current sample 
size is insufficient to adequately represent the 
whole population, the study is restricted to a single 
city, and the indicator for the value equity of this 
research is the older version and for a better result, 
it should adopt the latest version, as pertain to the 
object used. 

Finally, the suggestions of this research would 
be: 

1. Social media marketing activities have influ-
enced both value equity and social brand en-
gagement. Recognizing this, Somethinc must 
be capable of developing and start creating 
more creative content that can provoke its 
customers via social media marketing activi-
ties, particularly through their official TikTok 
account. In the meantime, Somethinc can cre-
ate TikTok content that contains information 
including discounts, functionalities, and bene-
fits of the products. 

2. Purchase intention has been influenced by 
value equity and social brand engagement. 
The purchase intention of Somethinc custom-
ers can be enhanced because Somethinc has 
always been successful in delivering value 
equity and engaging with their customers 
through Somethinc's official TikTok. Useful 
information about the price and quality of the 
product, also the unique way of engage with 
their consumers would make Somethinc’s 
customers have the tendency to share infor-
mation about Somethinc, which later on can 
help in increase of intention to purchase. 

3. Social media marketing activities have 
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proofed to influenced purchase intention 
through value equity and social brand en-
gagement. Somethinc can benefit from a su-
pervisor or person in charge who can consist-
ently produce creative, up-to-date content, 
while also care for their consumers from Tik-
Tok. Hence, their consumer’s intention to 
purchase can be boosted. 
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