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	This study investigates how social media marketing and electronic word-of-mouth (e-WOM) shape Generation Z’s decisions to purchase HANASUI cosmetic products, while examining the mediating role of brand awareness in these relationships. Earlier research has yielded conflicting findings regarding this relationship and has rarely examined the mechanisms of indirect effects, particularly for local cosmetic brands. A quantitative approach was adopted through a survey-based research design. Data were collected via an online questionnaire circulated on social media platforms. Using purposive sampling, the study selected 150 participants who fulfilled two eligibility requirements: active engagement with social media and prior experience purchasing or using HANASUI products. The collected data were analyzed using SmartPLS 4 to implement Partial Least Squares Structural Equation Modeling (PLS-SEM). The analytical procedures comprised an assessment of the outer model, an examination of the coefficient of determination (R²), and bootstrapping to evaluate the relationships between the research variables. The measurement model demonstrated satisfactory performance in terms of convergent validity, discriminant validity, and reliability. Furthermore, the empirical findings indicate that social media marketing and electronic word-of-mouth (e-WOM) exert significant positive effects on both brand awareness and consumers’ purchasing decisions. Brand awareness also plays a significant role in shaping consumers’ purchasing decisions. Moreover, it serves as a partial mediator in the relationship between social media marketing, electronic word-of-mouth (e-WOM), and purchase decisions. Therefore, cosmetics companies are advised to integrate content-based social media activities, consumer review management, and consistent brand awareness-building efforts to strengthen “purchasing decisions among Generation Z.
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1. INTRODUCTION

Fundamental shifts in consumer behavior have been catalyzed by rapid developments in information and communication technology. Consequently, far beyond functioning as a mere channel for interpersonal communication, social media has transformed into an essential nexus where consumers actively obtain information, shape their perspectives, and execute buying choices. According to empirical findings from DataReportal (2025), a digital landscape encompassing nearly 212 million internet users, exceeding 75% of the total demographic, will characterize Indonesia by late 2025; simultaneously, the country will register approximately 180 million social media users whose daily platform engagement surpasses three hours on average. “Generation Z, born between 1997 and 2012, dominates this usage. As a generation that grew up in the digital age, they account for about 27–28% of Indonesia’s population (Badan Pusat Statistik, 2025) They frequently turn to digital platforms, particularly Instagram and TikTok, to explore product-related visual materials, examine consumer feedback, and consider endorsements from influencers before making product evaluations (KataData, 2024).
Indonesia's cosmetics and skincare sector has witnessed significant growth in line with these behavioral changes. Euromonitor International (2025) estimates that the national cosmetics market has exceeded USD 8 billion, with an estimated “compound annual growth rate (CAGR) of about 6–7%. This expansion is fueled by increasing awareness of self-care, lifestyle changes, and beauty trends that spread rapidly through social media.”
Generation Z is one of the main contributors, serving not only as consumers but also as disseminators of information about products. However, the sheer volume of information does not automatically make purchasing decisions any easier. In fact, this situation often leads to information overload, as consumers are faced with numerous product choices, promotional messages, and opinions of varying credibility, causing them to become more selective and critical. This indicates that a social media presence alone is not enough; marketing strategies must be able to build trust and foster positive perceptions in the minds of consumers.
A consumer's purchasing process initiates with need recognition, proceeds through information acquisition alongside alternative evaluation, and ultimately culminates in a transaction. Consequently, this final buying choice is constituted by that conclusive stage within consumer behavioral patterns (Kotler & Keller, 2016). In the digital context, this process becomes more complex because it is influenced by various sources of information originating from social media. Two factors are particularly influential. The rapid, expansive, and interactive dissemination of product details, alongside the cultivation of deeper customer engagement, is facilitated through social media marketing (Kumar et al., 2025). Furthermore, peer-to-peer digital communication involving product or service feedback, commentaries, or endorsements, collectively termed “electronic word of mouth (e-WOM) (Ngo et al., 2024),” is frequently perceived as more impartial and authentic owing to its origin in authentic consumer experiences.
However, their influence on purchase decisions is not always direct. “Brand awareness refers to consumers’ capacity to recognize a particular brand and recall it from memory, acts as the foundation for building trust and preference” (Sem & Nurbasari, 2023), thereby channeling the influence of digital information on purchasing decisions. HANASUI, as a local cosmetics and skincare brand that actively uses creative content, collaborates with influencers, and interacts directly with consumers while also receiving numerous consumer reviews across various digital platforms provides a relevant context for examining this mechanism.

1.1. Literature Review
Purchase decisions can be understood as a component of consumer behavior involving the selection, acquisition, and utilization of products, services, ideas, or experiences by individuals, groups, or organizations to fulfill their respective needs and preferences (Kotler & Armstrong, 2016). This occurs when consumers choose a brand they prefer after identifying a problem, seeking information, and evaluating various alternatives (Husnul et al., 2023). These decisions are also influenced by purchase intention (Shadrina & Sulistyanto, 2023), as well as consumers’ knowledge and experience (Ayuni & Purwanto, 2023). Buying choices are shaped by cultural, social, personal, and psychological determinants (Kotler & Keller, 2016). The evaluation of purchasing decisions encompasses several key indicators, namely the selection of products and brands, the choice of purchasing channels, the quantity purchased, the timing of transactions, and the payment method employed (Jusuf, 2021).”
As a core element of digital marketing, social media marketing is deployed by enterprises to establish direct customer communication, cultivate brand awareness, and foster brand loyalty (Zeqiri et al., 2025). Furthermore, any direct or indirect marketing technique utilizing social media platforms or tools to generate brand recognition, awareness, and behavioral response is conceptualized by Huang et al (2024), who delineates four pivotal performance dimensions: content creation, content sharing, building connections, and building a community. Compared to conventional marketing, this approach enables two-way communication, makes it easier to identify influencers and opinion leaders, and is more cost-effective (Huang et al., 2024). Social media marketing also helps create strong and distinctive brand recognition in consumers’ minds (Hafez, 2021)
Electronic word-of-mouth (e-WOM) encompasses online exchanges of consumer opinions concerning products, services, or brands through digital channels, taking the form of favorable or unfavorable reviews, user comments, and personal recommendations (Liu et al., 2024). The influence of e-WOM is associated with the credibility, usefulness, and quality of information shared online, which can shape consumers' responses to digital recommendations (Ngo et al., 2024). For measurement purposes, e-WOM can be assessed through intensity, opinion valence, and content, reflecting the frequency of online discussions, the positive or negative direction of consumer opinions, and the substance of information shared (Haryono, 2022).”
Brand awareness refers to consumers’ awareness or knowledge of a name or symbol associated with a specific company and its products (Olanipekun & Adelekan, 2022). Well-known or familiar brands are perceived as safer and more reliable, so consumers are more likely to purchase them (Durianto et al., 2001) Brand awareness creates value as an anchor for other associations, such as familiarity, substance/commitment, and “brand to consider” (Durianto et al., 2001), and its levels range from “unaware of the brand,” “brand recognition,” “brand recall,” to “top of mind” (Aaker, 2023). Brand awareness is evaluated based on two key indicators: consumers’ ability to recognize a brand and their capacity to retrieve it from memory (Keller, 2013).
This research is grounded in two theoretical frameworks: the Theory of Planned Behavior (TPB), introduced by Ajzen (1991), and the Theory of Reasoned Action (TRA), developed by Fishbein and Ajzen (1975). According to TPB, an individual's intention to perform a behavior is shaped by three principal factors: attitude toward the behavior, subjective norms, and perceived behavioral control. In contrast, TRA attributes behavioral intentions primarily to personal attitudes and perceived social expectations. TRA asserts that behavior is driven by attitudes and subjective norms. These theories provide a framework for understanding how consumers’ evaluations of products and the opinions of others may relate to purchase decisions. Within the scope of this research, social media marketing delivers brand-related information and promotional content that can influence consumer perceptions, whereas e-WOM enables potential buyers to consider the opinions, reviews, and experiences shared by other consumers. Such promotional efforts can strengthen consumers’ recognition and recall of HANASUI products by enhancing their exposure to the brand and fostering greater familiarity with its offerings. Brand awareness may, in turn, help consumers recognize and recall the brand when making purchase decisions. TPB and TRA therefore provide a behavioral perspective for interpreting the proposed relationships, while the specific role of brand awareness as a mediating variable is examined through the study’s conceptual model and empirical evidence.
Previous studies provide support for these proposed relationships. According to Gabriella et al. (2022), social media marketing and electronic word-of-mouth (e-WOM) help enhance brand awareness, which in turn is linked to consumers’ purchasing decisions. Sharma et al. (2024) found that these marketing variables exhibit favorable direct effects and indirect associations with purchasing decisions through factors such as brand awareness and consumer trust. Angelyn and Kodrat (2021) also investigated how brand awareness mediates the association between social media marketing activities and consumers’ purchasing decisions, Ilham et al. (2021), Tjahyadi (2022), and Prayogo and Yoestini (2022). Rahayu and Witjaksono (2023) reported indirect relationships involving Instagram advertising, word of mouth, and purchase-related outcomes. In addition, Ansar et al. (2024) investigated the connections among social media marketing, electronic word-of-mouth (e-WOM), brand awareness, purchase intention, and consumers’ purchasing decisions. Taken together, prior research establishes a theoretical and empirical foundation for analyzing how social media marketing and e-WOM directly influence consumers’ purchasing decisions and how brand awareness mediates these relationships in the context of HANASUI cosmetic products.

1.2. Hypothesis Development
Well-executed social media marketing may influence consumers’ buying choices by delivering useful, appealing, and relevant information that supports product assessment. Furthermore, engagement across social networking platforms exposes consumers to shared experiences, reviews, and recommendations that can shape their perceptions and attitudes toward a particular brand. Vinodh et al. (2024) explored the association between social media marketing and consumer buying behavior, whereas the findings presented by Ilham et al. (2021), Sharma et al. (2024), and Gabriella et al. (2022) offer empirical evidence of its connection with purchasing-related outcomes. Based on this theoretical and empirical foundation, the following hypothesis is formulated:
H1: Social media marketing has a positive effect on purchase decisions.

Electronic word-of-mouth (e-WOM) enables consumers to access product-related information and assess other users’ opinions and experiences. Positive reviews and recommendations may strengthen consumers’ confidence in a product, while the opinions of other consumers may influence their perceptions of what is desirable or acceptable. From the perspective of TRA, such opinions may contribute to subjective norms that are relevant to behavioral intentions. Triana et al. (2026) examined how electronic word-of-mouth (e-WOM) shapes consumers’ decision-making processes. Ansar et al. (2024), Salsabila (2024), and Nurjamad and Putri (2025) also report relationships between e-WOM or online reviews and purchasing outcomes. Accordingly, the subsequent hypothesis is formulated:
H2: e-WOM has a positive effect on purchase decisions.

Through consistent content dissemination and ongoing engagement with audiences, social media marketing can enhance consumers’ ability to recognize a brand and retrieve it from memory. Informative and consistent content may help consumers identify a brand and retrieve it from memory when considering products. Bilgin and Kethüda (2022) investigate the association between social media marketing activities and consumers’ awareness of a brand. Similar relationships are reported by Larasati et al. (2025), Angelyn and Kodrat (2021), and Pratama (2026). Therefore, the following hypothesis is proposed:
H3: Social media marketing has a positive effect on brand awareness.

Electronic word-of-mouth (e-WOM) can broaden a brand’s visibility as consumers exchange product-related information, personal experiences, and evaluations across online platforms. Exposure to brand-related conversations and consumer reviews may enhance individuals’ capacity to identify a brand and retrieve it from memory. Rahayu and Witjaksono (2023), Ramadanty et al. (2025), and Riezka (2025) discuss the relationship between e-WOM and brand awareness. Rahayu and Witjaksono (2023), Citrasumidi and Pasaribu (2023), and Nurjamad and Putri (2025) also provide relevant evidence concerning online reviews, brand-related outcomes, and purchase-related variables. On this basis, the following hypothesis is formulated:
H4: e-WOM has a positive effect on brand awareness. 

Brands awareness may influence purchase decisions because consumers can more readily consider brands they recognize or recall. Familiarity may help consumers identify available alternatives and may reduce uncertainty during product selection. Rosadi and Anggrainie (2025) examines the association between brand awareness and consumers’ buying behavior. Angelyn and Kodrat (2021) and Rahayu and Witjaksono (2023) also identify associations between brand awareness and various purchasing outcomes. Accordingly, the following hypothesis is formulated:
H5: Brand awareness has a positive effect on purchase decisions.

Brand awareness may function as an intermediary between social media marketing and purchasing decisions, as repeated exposure to promotional content can improve consumers’ ability to recognize and remember a brand, potentially making the brand more likely to be considered during purchasing. Similarly, e-WOM may contribute to brand awareness by exposing consumers to other users’ reviews and recommendations. The resulting familiarity may then be associated with purchase decisions. Ilham et al. (2021) examined the mediating role of brand awareness, while Adriana et al. (2022) investigated purchase-related pathways involving social media marketing and brand-related perceptions. Citrasumidi and Pasaribu (2023), Rahayu and Witjaksono (2023), and Nurjamad and Putri (2025) provide further relevant evidence concerning brand awareness, e-WOM, and purchase-related outcomes. These results establish a foundation for investigating the mediating effect of brand awareness on the links between both marketing factors and consumers’ purchasing decisions concerning HANASUI products.
H6: Brand awareness mediates the effect of social media marketing on purchase decisions.
H7: Brand awareness mediates the effect of e-WOM on purchase decisions.
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Figure 1. Conceptual framework and hypotheses

1.3. Research Gaps, Objectives, and Contributions
Earlier studies have reported varying findings regarding the effects of social media marketing and e-WOM on consumers’ purchasing decisions. Some studies have found a significant effect, while others have found a weak or insignificant effect, depending on the research subject and consumer characteristics. Most studies have also focused on direct effects and have not extensively addressed the mechanisms of indirect effects. Studies investigating the combined effects of social media marketing and e-WOM on purchasing decisions, with brand awareness serving as a mediator, remain particularly relevant for domestic cosmetic brands such as HANASUI, particularly among Generation Z, remains very limited. Therefore, this study addresses seven research questions corresponding to H1–H7 and aims to test “(1) assessing how social media marketing and e-WOM influence purchasing decisions; (2) determining their effects on brand awareness; (3) evaluating the impact of brand awareness on purchasing decisions; and (4) examining whether brand awareness mediates the relationships between both marketing variables and purchasing decisions among Generation Z consumers of HANASUI products.”
From a theoretical perspective, this research expands the empirical evidence on the interrelationships among digital marketing strategies, brand awareness, and consumers’ purchasing decisions. Consequently, a foundational reference for subsequent scholarly investigations can be provided by these findings. Practically, this study offers insights for the HANASUI company, PT Eka Jaya Internasional, in improving its social media marketing strategies and e-WOM management. The structural framework of this article is delineated as follows. The Research Methodology section explains the research design, sampling techniques, variable measurement, and data analysis. The Results and Discussion section reports the outcomes of the measurement and structural model assessments, followed by an interpretation of the findings in relation to established theoretical frameworks and previous empirical studies. The Conclusion summarizes the research findings, implications, limitations, and recommendations.


2. RESEARCH METHOD

2.1. Research Design
A quantitative research framework was employed, with numerical data gathered through a questionnaire-based survey to examine the associations among four variables: social media marketing (X1), electronic word-of-mouth (e-WOM) (X2), brand awareness (M), and purchase decisions (Y). This methodological approach was considered appropriate because it enables the researcher to empirically assess the proposed hypotheses, including both direct effects and indirect relationships among the variables. This study was conducted from January through October 2026, and questionnaires were distributed via the social media platforms most widely used by Generation Z—namely, TikTok, Instagram, and Shopee—as well as through messaging apps.

2.2. Population, Sample, and Procedures
The target population for this research consisted of consumers who were familiar with, had purchased, or had experience using HANASUI products and were active on social media (Sugiyono, 2023). Respondents were selected using purposive sampling based on the following criteria: (1) having purchased and used HANASUI products; (2) being aware of and having seen HANASUI promotions on social media; (3) having read online product reviews; and (4) being active social media users. Referring to Roscoe (1975), who states that a sample size of 30 to 500 respondents is appropriate for most studies, this study used 150 respondents. All 150 questionnaires collected via Google Forms were completed in full and met the established criteria, so all were used in the analysis. However, the use of purposive sampling and a sample of 150 respondents do not ensure that the findings represent the entire Generation Z population. Accordingly, the findings must be understood in light of the characteristics of the respondents and the specific research context in which the study was conducted. 

2.3. Variables and Measurement
In this research framework, purchase decision serves as the outcome variable (Y), social media marketing and electronic word-of-mouth (e-WOM) function as the predictor variables (X1 and X2), and brand awareness acts as the mediating variable (M) (Sugiyono, 2023). Table 1 outlines the operational definitions and measurement indicators associated with each research variable. All indicators were measured using a five-point Likert scale (Siregar, 2023), spanning from 5 (strongly agree/always) to 1 (strongly disagree), evaluated each measurement item. Furthermore, researchers executed data collection through a questionnaire—a structured set of written inquiries addressed by respondents (Sugiyono, 2023)—which they distributed via Google Forms. Within the questionnaire, 8 items evaluated social media marketing, 8 items assessed e-WOM, 4 items measured brand awareness, and 6 items examined purchase decisions.

Table 1. Operational Definitions and Indicators
	Variable
	Operational Definition
	Indicator
	Items

	Social media marketing (X1)
	Marketing activities conducted through social media to communicate with consumers, increase brand awareness, and encourage consumer engagement with a brand (Bartoloni & Ancillai, 2024)”
	Content creation; content sharing; connecting; community building
	8

	e-WOM (X2)
	Consumer-generated communication about products, services, or brands through digital platforms, including reviews, recommendations, and opinions shared online (Liu et al., 2024)
	Intensity; valence of opinion; content
	8

	Brand awareness (M)
	The extent to which consumers can recognize or retrieve a brand from memory in relevant purchasing situations (Bergkvist & Taylor, 2022)
	Brand recognition; brand recall (Keller, 2013)
	4

	Purchase Decisions (Y)
	Consumer choices concerning products and purchasing arrangements, including product selection, brand selection, distribution channels, purchase quantity, purchase timing, and payment methods (Jusuf, 2022)
	Product choice; “brand choice; dealer choice; purchase amount; purchase timing; payment method
	6




2.4. Data Analysis
Given the reflective nature of this investigation, researchers analyzed the data via PLS-SEM utilizing SmartPLS 4 (Subhaktiyasa, 2024). Two distinct phases comprised the analytical process. The measurement model was first assessed to establish its validity and reliability. Convergent validity was examined using outer loading values exceeding 0.70 and an average variance extracted (AVE) above 0.50. Discriminant validity was evaluated through cross-loading analysis, the Fornell–Larcker criterion (Fornell & Larcker, 1981), and the heterotrait–monotrait ratio (HTMT), with values below 0.90 considered acceptable (Henseler et al., 2015), Internal consistency was assessed using Cronbach’s alpha and composite reliability, with values above 0.70 indicating acceptable reliability. The structural model was then evaluated based on the coefficient of determination (R²), where values of 0.75, 0.50, and 0.25 represent substantial, moderate, and weak explanatory power, respectively” (Zhou et al., 2025) The analysis also involved bootstrapping with 5,000 resampling iterations (Henseler et al., 2009). A hypothesized relationship was considered statistically significant when the t-statistic exceeded 1.96 and the corresponding p-value was less than 0.05.
Execution of “mediation testing relied upon indirect effects, defined in Equations (1) and (2), following the taxonomy delineated by Zhao et al. (2010): complementary mediation (wherein significant direct and indirect effects share identical directional orientation), competitive mediation (wherein both effects achieve significance yet display opposing directions), and indirect-only mediation (wherein significance is restricted exclusively to the indirect effect). Under the framework established by Baron and Kenny (1986), complementary and indirect-only mediation correspond to partial and full mediation, respectively. Ultimately, Section 3.6 articulates the inherent methodological constraints of the study—specifically, the reliance upon purposive sampling alongside a cross-sectional, self-reported survey design.


3. RESULTS AND DISCUSSION 

3.1. Results
3.1.1. Respondent Characteristics
Demographic metrics from the 150 participants are delineated in Table 2, wherein female individuals represented the predominant demographic (90%) and individuals aged 17–27 comprised the primary age bracket (86%). Secondary or vocational education characterized the educational attainment of most subjects, who largely maintained student status (64%) and generated a monthly income under IDR 1,000,000 (59.33%). This profile aligns with HANASUI’s consumer segment young and price-sensitive and is consistent with the high intensity of social media use among Generation Z.

Table 2. Respondent Characteristics (n = 150)”
	Characteristics
	Category    
	Respondents
	Percentage (%)

	Gender
	Female
	135
	90.00

	
	Male
	15
	10.00

	Age
	17–27 years
	129
	86.00

	
	28–35 years
	13
	9.00

	
	36–45 years
	5
	3.00

	
	> 45 years
	3
	2.00

	Education
	Junior “High School”
	4
	3.00

	
	High “School/Vocational High School”
	105
	70.00

	
	Diploma/Bachelor’s
	41
	27.00

	Occupation
	Student
	96
	64.00

	
	Employee/Entrepreneur
	27
	18.00

	
	Housewife
	16
	10.70

	
	Civil Servant/Military/Police
	1
	0.60

	
	Other
	10
	6.70

	Pendapatan (IDR)
	< 1,000,000
	89
	59.33

	
	1,000,000 – < 3,000,000
	46
	30.67

	
	4,000,000 – < 5,000,000
	8
	5.33

	
	≥ 5,000,000
	7
	4.67


Source: “Processed primary data, 2026.

3.1.2. Measurement Model (Outer Model)
3.1.2.1. Convergent validity
To evaluate whether the constructs fulfilled required validity and reliability standards, the measurement model (outer model) underwent empirical testing. As demonstrated in Table 3, outer loadings exceeding 0.70 were exhibited by all 26 indicators, spanning from 0.725 (M2) to 0.875 (X2.6), thus meeting the established rule of thumb. The AVE values in Table 4, ranging from 0.609 to 0.668, also exceed 0.50. Thus, each indicator is deemed valid in measuring its construct, and convergent validity has been established.

Table 3. Outer loadings”
	Construction
	Indicator
	outer loading

	“Social media marketing” (X1)
	X1.1
	0.732

	
	X1.2
	0.815

	
	X1.3
	0.760

	
	X1.4
	0.752

	
	X1.5
	0.740

	
	X1.6
	0.728

	
	X1.7
	0.857

	
	X1.8
	0.848

	e-WOM (X2)
	X2.1
	0.726

	
	X2.2
	0.769

	
	X2.3
	0.844

	
	X2.4
	0.765

	
	X2.5
	0.740

	
	X2.6
	0.875

	
	X2.7
	0.849

	
	X2.8
	0.837

	“Brand awareness (M)”
	M1
	0.835

	
	M2
	0.725

	
	M3
	0.815

	
	M4
	0.806

	Purchase Decisions (Y)
	Y1
	0.762

	
	Y2
	0.822

	
	Y3
	0.775

	
	Y4
	0.834

	
	Y5
	0.844

	
	Y6
	0.864


Source: Processed primary data, 2026.

Table 4. Construct Reliability and AVE”
	Construction
	Cronbach's alpha
	“CR (rho_a)”
	“CR (rho_c)”
	“AVE”

	Social media marketing (X1)
	0.908
	0.911
	0.926
	0.609

	e-WOM (X2)
	0.922
	0.939
	0.935
	0.644

	Brand awareness (M)
	0.812
	0.846
	0.874
	0.634

	Purchase Decisions (Y)
	0.900
	0.906
	0.923
	0.668


Source: Processed primary data, 2026. CR = composite reliability.

3.1.2.2. Discriminant validity
Each “indicator exhibits its peak factor loading upon its intended construct, and the largest cross-loading value on another construct is 0.665 (X1.5 on purchase decisions). The results presented in Table 5 indicate that the square root of the average variance extracted (AVE) for each construct (0.781 to 0.818, on the diagonal) exceeds its correlation with foreign constructs (0.448 to 0.683), thus meeting the Fornell–Larcker criteria. All HTMT values (0.463 to 0.740) are also below 0.90. Discriminant validity has been met.

Table 5. Discriminant validity: Fornell–Larcker (diagonal and below) and HTMT (above the diagonal)”
	Construction
	X1
	X2
	M
	Y

	Social media marketing (X1)
	0.781
	0.536
	0.570
	0.740

	e-WOM (X2)
	0.523
	0.802
	0.463
	0.477

	Brand awareness (M)
	0.516
	0.453
	0.796
	0.624

	Keputusan pembelian (Y)
	0.683
	0.448
	0.574
	0.818


Source: Processed primary data, 2026. Diagonal = square root of AVE.




3.1.2.3. Reliability
Values for Cronbach’s alpha (0.812 to 0.922) alongside composite reliability (rho_a 0.846 to 0.939; rho_c 0.874 to 0.935) across all constructs surpassed 0.70, as illustrated in Table 4. Consequently, full reliability was demonstrated by the research instrument.

3.1.3. Structural Model (Inner Model)
The coefficient of determination results reported in Table 6 indicate that social media marketing and e-WOM jointly account for 60.5% of the variance in brand awareness (R² = 0.605; adjusted R² = 0.599), reflecting a moderate level of explanatory power. Together with brand awareness, these three variables explain 71.6% of the variation in purchase decision (R² = 0.716, adjusted R² = 0.711), which is also at a moderate level and approaches the threshold for the strong category (0.75). A substantial degree of explanatory capability regarding these two endogenous constructs is thereby demonstrated by the research model.

Tabel 6. R-square”
	Variable
	“R-square”
	“Adjusted R-square”

	Brand awareness (M)
	0.605
	0.599

	Purchase Decisions (Y)
	0.716
	0.711


Source: Processed primary data, 2026.

3.1.4. Hypothesis Testing
The direct effects (H1–H5) are detailed in Table 7, whereas the indirect effects (H6–H7) are delineated in the results derived from the 5,000-resample bootstrapping procedure are reported in Table 8, indicating that all seven proposed hypotheses received empirical support. Figure 2 illustrates the structural model and summarizes the relationships examined in this study.

Tabel 7. Direct effect (hypotheses H1–H5)
	Hyp.
	Path
	β
	STDEV
	t-statistic
	p-value
	Decision

	H1
	X1 → Y
	0.304
	0.110
	2.757
	0.006
	Accepted

	H2
	X2 → Y
	0.340
	0.121
	2.824
	0.005
	Accepted

	H3
	X1 → M
	0.502
	0.111
	4.518
	p < 0.001
	Accepted

	H4
	X2 → M
	0.333
	0.098
	3.399
	0.001
	Accepted

	H5
	M → Y
	0.294
	0.076
	3.852
	p < 0.001
	Accepted



Tabel 8. Indirect effect (hypotheses H6–H7)”
	Hyp.
	Path
	β
	STDEV
	t-statistic
	p-value
	Decision

	H6
	X1 → M → Y
	0.148
	0.053
	2.795
	0.005
	Accepted

	H7
	X2 → M → Y
	0.098
	0.037
	2.642
	0.008
	Accepted


Source: Processed primary data, 2026.
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Figure 2. Structural model results

Based on equations (1) and (2), the total effect of social media marketing on purchase decisions is 0.304 + 0.148 = 0.452, with approximately 33% (0.148/0.452) of that effect mediated by brand awareness. For e-WOM, the total effect is 0.340 + 0.098 = 0.438, with approximately 22% (0.098/0.438) of this influence mediated through brand awareness (calculated based on the coefficients in Table 7 and Table 8). The significant direct and indirect effects indicate complementary mediation by brand awareness for both social media marketing and e-WOM, provided that the direct and indirect effects have the same direction, as indicated by the positive coefficients.


3.2. Discussion 
3.2.1. Social Media Marketing Toward Purchase Decisions (H1)
Social “media marketing has a positive and significant effect on purchase decisions (β = 0.304; t = 2.757; p = 0.006), so H1 is accepted. The more effective HANASUI’s social media marketing is, the more likely Generation Z is to make a purchase. In line with the TPB, informative, engaging, and credible content can foster positive attitudes toward a product; interactions and recommendations can strengthen social influence; and information obtained through social media can increase confidence in decision-making (Siregar et al., 2024). These results support the findings of Ilham et al. (2021), Citrasumidi and Pasaribu (2023), and Gabriella et al. (2022).

3.2.2. e-WOM Toward Purchase Decisions (H2)
e-WOM “has a positive and significant effect on purchase decisions (β = 0.340; t = 2.824; p = 0.005), so H2 is accepted. This is the strongest direct effect on purchase decisions in the research model. The “Theory of Reference (TRA), reviews, experiences, and recommendations from other consumers form subjective norms, thereby providing social pressure for prospective buyers to follow the purchasing decisions of others (Zirena-Bejarano & Chávez Zirena, 2023). For Generation Z, reviews provide insight into a product before choosing among various available alternatives, which is particularly important for cosmetic products that rely heavily on user experience. Alignment with previous empirical observations reported by Ansar et al. (2024), Salsabila (2024), along with Nurjamad and Putri (2025), is demonstrated by these findings.

3.2.3. Social Media Marketing Toward Brand Awareness (H3)
Social media marketing demonstrates a positive and statistically significant effect on brand awareness (β = 0.502; t = 4.518; p < 0.001), thereby supporting H3. Among the relationships examined in the structural model, this path exhibits the greatest influence. Through repeated exposure to HANASUI-related content, social media marketing may strengthen consumers’ familiarity with the brand, while consistent and engaging promotional materials can improve their ability to recognize and recall it (Lim et al., 2024). These results are in line with the studies of Larasati et al. (2025), and Angelyn and Kodrat (2021), which show that consistent and interactive digital marketing strengthens brand recognition and recall, particularly among young consumers.

3.2.4. e-WOM Toward Brand Awareness (H4)
Electronic word-of-mouth (e-WOM) positively and significantly influences brand awareness (β = 0.333; t = 3.399; p = 0.001), providing support for H4. Reviews, recommendations, and experiences shared by other consumers introduce Generation Z to HANASUI products and expand their exposure to the brand. Repeated encounters with such information may strengthen consumers’ familiarity with HANASUI, making the brand easier to recognize and recall (Benslimane & Semaoune, 2021). These findings support the research by Rahayu and Witjaksono (2023), Citrasumidi and Pasaribu (2023), and Nurjamad and Putri (2025).

3.2.5. Brand Awareness Toward Purchase Decisions (H5)
Purchase decisions are positively and significantly influenced by brand awareness (β = 0.294; t = 3.852; p < 0.001), hence, acceptance of H5 is confirmed. Consumers for whom recognizing and recalling HANASUI is rendered easier exhibit a higher likelihood of incorporating the brand into their consideration set during skincare or cosmetic procurement, given that uncertainty experienced by buyers can be diminished through brand familiarity (Faruq, 2024). Furthermore, alignment with earlier empirical investigations conducted by Angelyn and Kodrat (2021) as well as Rahayu and Witjaksono (2023) is demonstrated through these outcomes.

3.2.6. Implications and Limitations
Theoretical implications. The outcome of this research expands the application of the TPB and TRA in explaining how digital marketing and consumer communication shape brand awareness and purchase decisions. According to Pratiwi et al (2025), content creation, content sharing, building connections, and building communities can increase brand awareness. This research provides empirical evidence from a local cosmetic brand and Generation Z consumers, and demonstrates that the research model explains 60.5% of the variation in brand awareness and 71.6% of the variation in purchase decisions.
Practical Implications. HANASUI needs to maintain and enhance its social media marketing by providing content that is informative, relevant, and consistent—and tailored to the characteristics of Generation Z—while interacting with consumers and building a community. The company also needs to foster positive e-WOM by ensuring a positive product experience that motivates consumers to share reviews, as well as by monitoring information circulating on social media and marketplaces. Brand recognition and recall can be strengthened through consistent messaging, a recognizable brand identity, and increased exposure via content from both the company and consumers. The integration of these three efforts is expected to help HANASUI enter Generation Z’s consideration set.
Limitations. This study focuses on a single brand, uses purposive sampling with 150 respondents, and relies on a self-report-based cross-sectional survey, thereby limiting the generalizability of the results and the drawing of causal conclusions. The sample was dominated by women (90%), and approximately 14% of respondents were 28 years old or older—which is above the typical age range for Generation Z—so the research results must be interpreted with caution. The explained variance also indicates that other factors may influence purchasing decisions. Subsequent studies are encouraged to involve larger, more heterogeneous respondent groups representing various geographical areas and demographic characteristics, while also incorporating several cosmetic brands to enhance the applicability of the findings to broader consumer populations.


4. CONCLUSION

This study investigated the effects of social media marketing and electronic word-of-mouth (e-WOM) on Generation Z’s purchasing decisions concerning HANASUI products, with brand awareness serving as a mediating variable. Using Partial Least Squares Structural Equation Modeling (PLS-SEM) to analyze data collected from 150 respondents, the findings revealed that both social media marketing and e-WOM had positive and statistically significant effects on brand awareness and purchase decisions. Brand awareness also demonstrated a positive and statistically significant relationship with consumers’ purchasing decisions. Brand awareness therefore serves as a partial mediator in the associations of social media marketing and e-WOM with purchasing decisions. Accordingly, the empirical findings provide support for all seven hypotheses proposed in this study.”
From a theoretical standpoint, the findings broaden the use of the Theory of Planned Behavior (TPB) and the Theory of Reasoned Action (TRA) to elucidate the connections among digital marketing strategies, information generated by consumers, brand recognition, and purchasing behavior. Practically, HANASUI is advised to continue improving the quality and consistency of its social media content, foster positive e-WOM through positive product experiences, and strengthen brand recognition and brand recall, as all three factors mutually reinforce one another in driving purchases. Future research could include variables such as brand image, trust, or purchase intention as mediating or moderating variables; examine local cosmetic brands or other product categories; and expand the respondent characteristics and research regions. Further studies should consider adopting probability-based sampling techniques or longitudinal research designs to generate findings that are more representative and broadly applicable. Overall, strengthening brand awareness through strategic social media marketing and effective e-WOM management represents an important means of translating Generation Z’s interest into actual purchasing decisions.
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