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ARTICLE INFO ABSTRACT

This study aims to further investigate the purchase intention of social
media users. The research explores the impact of social presence,
psychological distance, trust, engagement, social media marketing,
electronic word of mouth, and brand equity on purchase intention.
Engagement functions as a mediator, while brand equity plays a
moderating role in the relationships studied. Research data was gathered
through the distribution of questionnaires to 290 respondents and
processed using the SmartPLS 3.0 program. The findings indicate that
trust, engagement, electronic word of mouth (e-WOM), and brand equity
have a significant impact on purchase intention. However, no influence
was observed from social presence, psychological distance, and social
media marketing. Additionally, the study revealed that there is no mediat-
ing effect through engagement, and the moderating effect of brand equity
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is less than 5%.
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1. Introduction

Social media platforms such as Google
TikTok and even Facebook are starting to
develop services for online shopping like other e-
commerce. Meanwhile, this online shopping
service feature has been implemented by
WhatsApp and Instagram since 2016. Many
consumers who have switched to shopping
digitally are supporters of this innovation. It is
estimated that the number of online consumers in
Indonesia will increase from 119 million
consumers to 137 million in 2020. The
incorporation of social media into online shopping
can increase the choice of shopping platforms for
consumers in Indonesia. Apart from that, due to
the Covid-19 pandemic, the use of social media
by MSMEs increased by 54% according to a
survey by SEA Insights, this shows that there is a
shift from online shopping to social commerce via
social media (Setyowati, 2023). This increase is
certainly a very good opportunity for business
people considering that currently many buying
and selling activities are carried out on social
media.

The change from social media to online
shopping is in line with the growth of internet
users which of course drives up the number of
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social media users. Active social media users in
Indonesia were recorded at 191.4 million users in
February 2022, making Indonesia the third
largest social media user in the world (Nurhayati,
2023). A survey by Populix showed that 86% of
social media user respondents in Indonesia had
done online shopping via social media platforms.
TikTok is a popular social media and is often
used for shopping, followed by other social media
which of course has features for live streaming
(Shahnaz, 2022).

The growth and development of the use of
social media has of course influenced the online
shopping behavior of consumers who like to
make purchases online. Such as the driving
factors for their purchase intention. Many things
can stimulate the wrong purchase intention of
social media users, such as social present,
psychological distance, and consumer trust in
online shops or social media platforms. Because
online shopping transactions have psychological
limitations, the trust factor is the key to
maintaining transaction security. Even though
online transactions are physically limited, sellers
must always ensure that sellers stay in touch and
interact or have a social presence with
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consumers (Ma et al., 2022). Trust must be built
closely so that consumers are not only
comfortable with the products they use, but also
consumers can trust in detail what is conveyed in
online buying and selling.

Social media is also an effective digital
marketing platform to attract consumer interest.
Social media marketing is one way to reach
consumers widely and encourage their purchase
intention. Apart from that, comments and reviews
shared by fellow social media users have
become a new form of e-WOM in digital
marketing, which has positive influence on pur-
chase intention (Christiarini & Rahmadilla, 2021).
Because of positive e-WOM, the purchase
intention of social media users will also increase
The better the service provided regarding digital
marketing, the greater the opportunity for people
to spread information about the product and vice
versa, if the service or product does not meet
expectations, it will boomerang for the company
resulting in a bad rating (Alwan & Alshurideh,
2022).

The information and data obtained from this
study lead the author to emphasize the
significance of conducting a scientific and
structured investigation into online consumer
purchase intention, particularly among
consumers engaging in transactions through
social media. The author highlights the potential
economic and social impacts of such activities.
The research employs independent variables,
including social presence, psychological distance,
trust, social media marketing, and electronic word
of mouth (e-WOM), to assess their influence on
the dependent variable, namely the purchase
intention of social media users, with a specific
focus on the residents of Batam City. The
findings from this research can serve as a
valuable reference for decision-making related to
purchase intention.

1.1 Effect Social
Intention
Social present was first introduced in infor-

mation systems research which was then applied

to e-education and e-commerce. Social present is
an important attribute in mediating communica-
tion media. Communication and interaction be-
tween sellers or e-commerce consumers on so-
cial media will form a community. These relation-
ships and interactions on an ongoing basis will
certainly build social relationships. The social
present felt by consumers can encourage pur-
chase intention (Ma et al., 2022). This research
argues that there is a significant influence of so-
cial present on the purchase intention of social
media users. This opinion is supported by previ-
ous research which stated the same thing, name-
ly Amin et al. (2021), Jiang et al. (2019), and Ma
et al. (2022).

Present toward Purchase

H1: There is a significant influence of social pre-
sent on the purchase intention of social media
users in Batam City.
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1.2 Effect Psychological Distance toward Pur-

chase Intention

The distance between an object and another
object is also called psychological distance (phys-
ical distance). Compared to traditional purchasing
transactions, buying, and selling transactions in
social commerce can shorten the social distance
between sellers and consumers. This social dis-
tance influences psychological distance assess-
ments and of course will influence consumers
when shopping online (Ma et al.,, 2022a). This
research argues that there is a significant influ-
ence of psychological distance on the purchase
intention of social media users. This opinion is
supported by previous research which stated the
same thing, namely Gao and Zhang (2020), Ma
et al. (2022), and (Yang, 2022).

H2: There is a significant influence of psychologi-
cal distance on the purchase intention of social
media users in Batam City.

1.3 Effect Trust toward Purchase Intention

The dynamics of purchase and sales transac-
tions in social commerce, as well as other online
shopping systems, are characterized by a lack of
direct face-to-face interaction between sellers
and consumers. This absence of personal inter-
action can result in a diminished level of trust that
consumers place in sellers, subsequently leading
to a reluctance to make purchases. Within the
realm of social commerce, consumer trust
emerges as a critical factor influencing purchas-
ing behaviors, specifically impacting purchase
intention, as highlighted by Ma et al. (2022a).
This research argues that there is a significant
influence of trust on the purchase intention of
social media users. This opinion is supported by
previous research which stated the same thing,
namely Athapaththu and Kulathunga (2018),
Karunasingha and Abeysekera (2022), Ma et al.
(2022) and Rasool Lakhan et al. (2021).

H3: There is a significant influence of trust on the
purchase intention of social media users in Ba-
tam City.

1.4 Effect Engagement toward Purchase Inten-

tion

Engagement serves as a manifestation of
consumer behavior, indicating the degree of in-
vestment, participation, and effort exerted in a
company's product or service. It plays a crucial
role in predicting buying behavior, specifically the
consumer's purchase intention in the context of
social commerce, as emphasized in the study
conducted by Ma et al. (2022). This research
argues that there is a significant influence of en-
gagement on the purchase intention of social
media users. This opinion is supported by previ-
ous research which stated the same thing, name-
ly Bilal et al. (2020), Joshi and Srivastava (2020),
and Ma et al. (2022).

H4: There is a significant influence of engage-

ment on the purchase intention of social media
users in Batam City.
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1.5The Mediation Effect of Engagement on

the Relationship between Social Present

and Purchase Intention

The level of consumer engagement with a
brand or company can influence purchasing lev-
els and consumer satisfaction. One aspect that
encourages consumer engagement is the social
present. Apart from that, technological factors
also play a role in increasing consumer engage-
ment in social commerce (Busalim et al., 2019).
This research argues that there is a mediating
influence from engagement on the relationship
between social present and the purchase inten-
tion of social media users. This opinion is sup-
ported by previous research which stated the
same thing, namely Ma et al. (2022).

H5: There is a mediating effect from engagement
on the relationship between social present and
purchase intention of social media users in Ba-
tam City.

1.6 The Mediation Effect of Engagement on
the Relationship between Psychological
Distance and Purchase Intention
Online buying and selling transactions en-

compass numerous factors, among which dis-

tance holds significance. Consumers consistently
take distance and location into account when
making decisions and purchases (Gao & Zhang,

2020). The level of consumer engagement with a

brand emerges as a mitigating factor in minimiz-

ing the impact of psychological distance on pur-
chase intention. This research posits that en-
gagement plays a mediating role in the associa-
tion between psychological distance and the pur-
chase intention of social media users. This asser-
tion finds support in prior research, particularly
the study by Ma et al. (2022).

H6: There is a mediating effect from engagement
on the relationship between psychological dis-
tance and purchase intention of social media
users in Batam City.

1.7The Mediation Effect of Engagement on

the Relationship between Trust and Pur-

chase Intention

E-commerce or online stores whose sales
transactions are online based, of course, must
build high levels of trust with consumers. This
high level of trust can make consumer bonds and
engagement even closer (Wongkitrungrueng &
Assarut, 2020). This research posits that en-
gagement plays a mediating role in the associa-
tion between trust and the purchase intention of
social media users. This assertion finds support
in prior research, particularly the study by Ma et
al. (2022).

H7: There is a mediating effect from engagement
on the relationship between trust and purchase
intention of social media users in Batam City.

1.8 Effect Social Media Marketing toward Pur-
chase Intention
Digital marketing is increasingly developing
along with technological advances such as mar-
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keting via social media (social media marketing).
This type of marketing was found to influence
purchase intention, especially among social me-
dia users (Alwan & Alshurideh, 2022). Social
marketing media is widely used by e-commerce
companies to carry out promotions, this is be-
cause advertising costs are low and more effec-
tive in reaching consumers. The use of social
media as a place for promotion and marketing
can have an impact on consumer purchases
(Siwi, 2023). This research argues that there is a
significant influence of social media marketing on
the purchase intention of social media users. This
opinion is supported by previous research which
stated the same thing, namely Alwan and
Alshurideh (2022), Anggrenita and Sander
(2022), Christiarini and Rahmadilla (2021), Dah-
miri (2020), Farzin et al. (2021) and Siwi (2023).

H8: There is a significant influence of social me-
dia marketing on the purchase intention of social
media users in Batam City.

1.9 Effect Electronic Word of Mouth (e-WOM)

toward Purchase Intention

Electronic Word of Mouth (e-WOM) plays a
crucial role in facilitating the exchange of infor-
mation and knowledge through various online
platforms and social media channels. It is recog-
nized as a significant dimension in digital market-
ing, capable of both positive and negative im-
pacts. The influence of e-WOM extends to con-
sumers who have already completed purchases,
as well as potential consumers, shaping their
purchase intentions (Alwan & Alshurideh, 2022).
This research argues that there is a significant
influence of electronic word of mouth (e-WOM)
on the purchase intention of social media users.
This opinion is supported by previous research
which stated the same thing, namely Alwan and
Alshurideh (2022), Bilal et al. (2020), Christiarini
and Rahmadilla (2021), Farzin et al. (2021),
Ismagilova et al. (2020) and Purwianti and
Niawati (2022).

H9: There is a significant influence of electronic
word of mouth (e-WOM) on the purchase inten-
tion of social media users in Batam City.

1.10 Effect Brand Equity toward Purchase
Intention

Brand equity can be interpreted as the added
value of a company or brand and can describe
and reflect the experience of consumers who use
or buy a brand's products (Alwan & Alshurideh,
2022). Companies or brands with a good level of
brand equity can add value to the products or
services they offer. This can influence consumer
purchase intention (Dahmiri, 2020). This research
argues that there is a significant influence of
brand equity on the purchase intention of social
media users. This opinion is supported by previ-
ous research which stated the same thing, name-
ly Alwan and Alshurideh (2022), Bagus and Dp
(2019), Kalaimahal and Kumaradeepan (2019)
and (Siwi, 2023).
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H10: There is a significant influence of brand
equity on the purchase intention of social media
users in Batam City.

1.11 The Moderating Effect Brand Equity on
the Relationship between Social Media
Marketing and Electronic Word of Mouth
(e-WOM) toward Purchase Intention

Building a positive rapport between a brand
and its consumers is achievable through the cul-
tivation of strong brand equity. This, in turn, has
the potential to heighten consumer interest in
acquiring the company's products or services. In
the domain of social commerce, the impact of
social media marketing and Electronic Word of

Mouth (e-WOM) on nurturing purchase intention

can be strengthened through the moderating ef-

fect of brand equity, as emphasized by Alwan
and Alshurideh (2022). This study posits that
brand equity acts as a moderator in the correla-
tion between social media marketing, e-WOM,
and the purchase intention of social media users,
a perspective supported by the consistent find-
ings of Alwan and Alshurideh (2022).

H11l: There is a moderating effect from brand
equity on the relationship between social media
marketing and electronic word of mouth (e-WOM)
toward purchase intention.

1.12 Research Concept Framework

Social Present

{ Psychological Distance

Engagement

/

Brand Equity

Figure 1.1 Research Model Social Present, Psychologi-
cal, Trust Influence through Engagement Mediation and
the Influence of Social Media Marketing, E-WOM,
Brand Equity on Purchase Intention, and Moderation of
Brand Equity in These Relationships.

(Source: Ma et al., 2022; Alwan & Alshurideh, 2022).

2. Research Method

This study aimed to investigate and assess
the purchasing intentions of online shoppers,
particularly those engaged in social media or
participating in social commerce during transac-
tions in Batam City. This research analyzed the
impact of social presence, psychological dis-
tance, trust, and engagement variables on pur-
chase intention by processing data. Additionally,
the study examined the mediating effect of en-
gagement on this relationship, drawing inspiration
from prior research conducted by Ma et al.
(2022). Following this, the research proceeded to
examine the influence of social media marketing,
electronic word of mouth (e-WOM), and brand
equity on purchase intention, as well as the mod-
erating effect of brand equity on this relationship.

Purchase Intention ]

Social Media Marketing

Electronic Word of
Mouth (e-WOM)
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This examination was guided by previous re-
search conducted by Alwan and Alshurideh
(2022). The research methodology employed was
quantitative, as the data processed, and the sub-
sequent analysis of results were presented in
numerical form.

This study focused on residents of Batam City
who are active social media users. The social
media platforms included in the study encom-
passed various applications such as Instagram,
Facebook, YouTube, and others. Data for the
research were collected through a questionnaire
structured as a Google form, which was distribut-
ed online to individuals utilizing social media in
Batam City. The sample size for the study was
determined by the guidelines outlined in the theo-
ry proposed by Hair et al. (2014), calculated by
multiplying 10 by the total number of indicators in
the questionnaire. Consequently, the minimum
required sample size for this research was set at
290 respondents (10 x 29).

This research model is composed of inde-
pendent, dependent, mediation, and moderation
variables. Social present, psychological distance,
trust, engagement, social media marketing, elec-
tronic word of mouth (e-WOM), and brand equity
factors play an independent role. Furthermore,
engagement also acts as a mediating variable
and brand equity acts as a moderator. Mean-
while, the dependent variable in this research
model is purchase intention. The variables in this
study were measured using a Likert scale
through a research questionnaire.

The outer model is employed to assess the
relationship between variables and indicators by
validating the reliability and validity of the data.
The validity of a question is determined through
the outer loading value test, where confirmation
of validity is achieved if the data displays an outer
loading value exceeding 0.6 (Suhartanto, 2020).
Additionally, the research construct's validity is
examined using the average variance extracted
(AVE) value, with the stipulation that the AVE
value must surpass 0.5 for validation (Hair et al.,
2017). Reliability serves as another criterion for
gauging the consistency of a variable or a group
of variables in measurement. Reliability is as-
sessed by examining composite reliability values
on a scale between 0 and 1, with a value above
0.7 considered reliable (Hair et al., 2017).
Cronbach's alpha value is also considered, re-
quiring a value greater than 0.5 (Ghozali & Latan,
2015).

In this study, the inner model test is carried
out to explore the relationships between research
variables. This testing includes the direct rela-
tionship between the independent variable and
the dependent variable, as well as the relation-
ship between indirect variables and the moderat-
ing impact of other variables. The significance of
these relationships is presented in the path coef-
ficient table, specifically in the t-statistic column.
A relationship is deemed significant if the t-
statistic value exceeds (> 1.96). This significance
is further confirmed in the p-values column,
where a p-value less than 0.05 (< 0.05) indicates
a significant relationship (Hair et al., 2017).

A variable is identified to have a 5% moderat-
ing impact if it demonstrates t-statistic results
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exceeding (> 1.96) and a p-value less than 0.05
(< 0.05) (Hair et al., 2017). The indirect effect
table is utilized to determine whether mediating
variables significantly mediate the relationship. A
variable is acknowledged as mediating if it pos-
sesses a t-statistic value greater than (> 1.96)
and a p-value less than 0.05 (< 0.05), confirming
its role in mediating the relationship (Hair et al.,
2014).

3. Result and Discussion

Respondents in this study were differentiated
based on characteristics, such as differentiating
respondents based on gender, age, education,
employment, experience using social media, and
finally based on the amount of expenditure used
for online shopping. The respondents of this
study consisted of 157 (54,1%) male respondents
and 133 (459%) female respondents.
Respondents in the 18-24 year age group were
202 (69,7%); 25-30 years 69 (23,8%); 31-36
years 14 (4,8%); 37-45 years 1 (0,3%); 46-50
years 1 (0,3%) and over 50 years 3 (1%). Then,
there were 162 respondents (55,9%) with a final
education level of high school; bachelor's degree
124 (42,8%) and master's degree or higher 4
(1,4%). Respondents based on their work
consisted of 75 employees (25,9%); self-
employed 73 (25,2%) and students or students
142 (49%). Respondents based on experience
using social media, experience 1 year or less 45
(15,5%); 2-3 years 53 (18,3%); 4-5 years 129
(44,5%); 6-7 years 55 (19%) and more than 8
years 8 (2,8%). Finally, the number of
respondents is based on the amount spent on
online shopping. expenditure of IDR 500,000 or
less 120 (41,4%) respondents; IDR 500,001 to
IDR 1,500,000 90 (31%); IDR 1,500,001 to IDR
2,500,000 49 (16,9%); IDR 2,500,001 to IDR
3,500,000 10 (3,4%); IDR 3,500,001 to IDR
4,500,0005 (1,7%); IDR 4,500,001 to IDR
5,500,000 8 (2,8%); IDR 5,500,001 or more 8
(2,8%). The study involved a total of 290
respondents, constituting 100% of the participant
pool.

3.1Validity and Reliability Test
Table 3.1 Validity and Reliability Test
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Moderating 1,212 1,00 1,000 1,000
Effect 0
EWOM
Psycho- PD1 0,722 0,62 0,739 0,815
logical 2
Distance ~ PD2 0,838
PD3 0,751
Purchase PIl1 0,772 0,61 0,788 0,863
Intention 3
P12 0,791
PI3 0,807
Pl4 0,758
Social SMM1 0,558 0,52 0,557 0,765
Media 9
Marketing ~SMM2 0,765
SMM3 0,825
Social SP1 0,721 0,60 0,858 0,874
Present 4
SP2 0,765
SP3 0,856
SP4 0,792
SP5 0,707
Moderating 1,099 1,00 1,000 1,000
Effect 0
SMM
Trust T1 0,708 0,56 0,607 0,792
2
T2 0,795
T3 0,740

Source: Data Processing Research Result (2023)

One indicator, specifically PI5 (-0.056),
demonstrated an outer loading value greater than
0.5 (Ghozali, 2014). As a result, it is necessary to
exclude this indicator to proceed with the data
processing for the research. The test outcomes
outlined earlier indicate that all variables within
this research model possess an average variance
extracted (AVE) value exceeding 0.5, as per the
guidelines established by Hair et al. (2017).
Moreover, the results of Cronbach's alpha testing
for all research variables surpassed the threshold
of 0.5 (Ghozali, 2014). Furthermore, the test re-
sults revealed that all variables in this research

Variables  Indicators Outer AVE Cronba céiedel have a composite reliability value exceed-
Load- ch's poige 0.7 (Hair et al.,, 2014). Therefore, it can be
ing Alpha Relgserted that all research variables are reliable
biéihd suitable for subsequent data processing.
Brand BE1 0,774 0,65 0,827 0,884 .
Equity 6 3.2R Square Adjusted Test
BE2 0,858 N )
The level or value of the ability of an inde-
BE3 0,816 pendent variable in the research model to repre-
sent or describe the dependent variable can be
BE4 0,788 .
seen from the results of the adjusted r-squared
Engage- EN1 0,738 0,54 0,572 0,/ st.
ment 0 .
EN2 0,760 Table 3.2 R Adjusted Square Test
EN3 0,703 Variables R Adjusted Square
Electronic EWOML1 0671 059 0657  0Brgagement 0,375
Word of 0 -
Mouth (e- EWOM2 0,834 Purchase Intention 0,606
WOM) EWOM3 0,787

Source: Data Processing Research Result (2023)
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The test outcomes indicate that engagement
can be explained or represented by the variables
social present, psychological distance, and trust
at 37.5% (0.375). The remaining 62.5% (0.625) is
accounted for or described by other factors not
included in the research model. Similarly, pur-
chase intention can be portrayed or described by
the variables social present, psychological dis-
tance, trust, engagement, social media market-
ing, electronic word of mouth (e-WOM), and
brand equity at 56.3% (0.563). The remaining
43.7% (0.437) is represented or described by
other factors not encompassed in the research
model.

3.3 Hypothesis Test
a. Direct Effect Test

The significance of the relationship between
variables in the research model is determined
based on a t-statistic value > 1.96 and a p-value
(< 0.05), as derived from the path coefficient test-
ing (Hair et al., 2014).

w0t
o
"
5o
«45%
#08
o .

o

— e

= )
Wordof

€
€

£
2

Figure 3.1 Research Model Test
(Source: Data Processing Research Result, 2023)

The following is a table of the results of this re-
search test:

Table 3.3 Path Coefficient Test
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Moderating -0,006 0,094 0,925 Insign
Effect SMM -> ificant
Purchase

Intention

Psychological -0,015 0,354 0,724 Insign
Distance -> ificant
Purchase

Intention

Social Media 0,024 0,301 0,763 Insign
Marketing -> ificant
Purchase

Intention

Social 0,082 1,399 0,162 Insign
Present -> ificant
Purchase

Intention

Trust -> 0,250 3,057 0,002  Signifi
Purchase cant
Intention

Path X ->Y Sample T P Hhy-
Mean Statisti  values  poth-
cs esis
(|o/sT
DEV|)
Brand Equity - 0,288 4,437 0,000  Signif-
> Purchase icant
Intention
Electronic 0,156 2,098 0,036  Signifi
Word of cant
Mouth ->
Purchase
Intention
Engagement - 0,180 2,316 0,021  Signifi
> Purchase cant
Intention
Moderating -0,073 1,169 0,243  Insign
Effect EWOM ificant
-> Purchase
Intention

Source: Data Processing Research Result (2023)

The results of the path coefficient test re-
vealed that there is no significant influence of
social present on purchase intention, as indicated
by a t-statistic value of 1.399 (<1.96) and a p-
value of 0.162 (>0.05). Similarly, there is no sig-
nificant influence of psychological distance on
purchase intention, evidenced by a t-statistic val-
ue of 0.354 (<1.96) and a p-value of 0.724
(>0.05). Conversely, a significant influence of
trust on purchase intention was observed, with a
t-statistic value of 3.057 (>1.96) and a p-value of
0.002 (<0.05). Additionally, engagement was
found to have a significant influence on purchase
intention, supported by a t-statistic value of 2.316
(>1.96) and a p-value of 0.021 (<0.05). Further-
more, there is no significant influence of social
media marketing on purchase intention, as evi-
denced by a t-statistic value of 0.301 (<1.96) and
a p-value of 0.763 (>0.05). Electronic Word of
Mouth (e-WOM) was identified to have a signifi-
cant influence on purchase intention, with a t-
statistic value of 2.098 (>1.96) and a p-value of
0.036 (<0.05). Lastly, brand equity was found to
significantly influence purchase intention, sup-
ported by a t-statistic value of 4.437 (>1.96) and
a p-value of 0.000 (<0.05).

b. Moderating Effect

The results of the path coefficient testing also
reveal the moderating influence of a variable on
the relationship. A moderator variable is consid-
ered to have a moderating impact if the influence
on the relationship exceeds 5%. To determine the
magnitude of the effect can be assessed based
on the t-statistic results (>1.96) and p-value
(<0.05) (Hair et al., 2017).

The results in the table of the path coefficient
test indicate that the moderating effect of brand
equity in the relationship between social media
marketing and purchase intention has a t-statistic
value of 0.062 (<1.96) and a p-value of 0.925 (>
0.05). Consequently, it can be concluded that
brand equity does not have a significant impact
on this relationship, as its influence is less than
5%. Similarly, the moderation of brand equity in
the relationship between electronic word of mouth
(e-WOM) and purchase intention has a t-statistic
value of 1.169 (<1.96) and a p-value of 0.243 (>
0.05). Therefore, it can be stated that brand equi-
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ty does not exert a substantial impact on this rela-
tionship, as its influence is below 5%.

c. Indirect Effect Test

A variable has an indirect effect or has a me-
diating impact if it has a t-statistic value >1,96,
and a p-value <0,05 (Hair et al., 2017).

Tabel 3.4 Specific Indirect Effect Test
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current scenario, consumers can seamlessly en-
gage in transactions with sellers from abroad,
implying that psychological distance is not a deci-
sive factor in consumers' purchasing decisions.
These findings align with the outcomes of earlier
studies conducted by Ma et al. (2022) and Yosse
and Wuisan (2021), although they differ from the
findings of a prior study by Yang (2022).

f. Hypothesis 3

There is a significant influence of trust on the
purchase intention of social media users in Ba-
tam City. Trust plays a pivotal role in facilitating
buying and selling transactions, particularly in
online settings. Consumers will make purchases

if they feel that the seller or shop is trustworthy
and responsible. Therefore, sellers or companies
must build a high sense of trust with consumers
to attract their interest in shopping through social
commerce. The output of this analysis is the

Path X -> Z -> Sample T P Hhy-
Y Mean Stat values pothesis
isti
cs
(1o/
ST
DE
V)
Psychological 0,012 0,669 0,50 Insig-
Distance -> 4 nificant
Engagement ->
Purchase
Intention
Social Present - -0,003 0,187 0,85 Insig-
> Engagement - 1 nificant
> Purchase
Intention
Trust -> 0,108 2,340 0,02 Insig-
Engagement -> 0 nificant
Purchase
Intention

same as previous research by Athapaththu and
Kulathunga, (2018), Karunasingha and Abey-
sekera (2022), Ma et al. (2022), and Rasool
Lakhan et al. (2021).

g. Hypothesis 4
There is a significant influence of engagement

Source: Data Processing Research Result (2023)

The test results indicate that there is no indi-
rect influence of social present and psychological
distance on purchase intention, signifying that
engagement does not mediate this relationship.
This conclusion is drawn from the t-statistic value
and p-value for the impact of the social present
through engagement on purchase intention,
which are 0.187 (<1.96) and 0.851 (>0.05) re-
spectively. Similarly, the t-statistic and p-value for
the relationship between psychological distance
through engagement and purchase intention are
0.669 (<1.96) and 0.504 (>0.05). However, these
findings do not apply to the indirect relationship
involving trust. The relationship between trust
through engagement and purchase intention was
found to be significant, with a t-statistic value of
2.340 (>1.96) and a p-value of 0.020 (<0.05),
indicating a mediating impact by engagement.

d. Hypothesis 1

There is no effect of social present on the
purchase intention of social media users in Ba-
tam City. This result can be caused by users or
consumers feeling a lack of interaction with the
seller. However, social media certainly has limita-
tions such as the difficulty of increasing social
present on followers or consumers on social me-
dia. The absence of physical or face-to-face rela-
tionships makes consumers or users feel less
about the presence of sellers or individuals pro-
moting a brand or product. The output of this
analysis is the same as previous research by
Purwianti and Dila (2021). But different from pre-
vious research by Ma et al. (2022).

e. Hypothesis 2

There is no significant impact of psychological
distance on the purchase intention of social me-
dia users in Batam City. The progress in technol-
ogy and logistics systems has rendered the psy-
chological distance factor less relevant. In the
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on the purchase intention of social media users in
Batam City. Engagement serves as a valuable
tool in capturing consumer interest, and when
established between a seller or brand and a con-
sumer, it enhances the likelihood of a purchase.
Leveraging social media to foster engagement
with consumers is crucial for companies. Con-
sumers with high levels of engagement are in-
clined to exhibit greater loyalty to the product or
brand. These findings align with prior research
conducted by Bilal et al. (2020), Joshi and Sri-
vastava (2020), and Ma et al. (2022).

h. Hypothesis 5

No mediation effect was found from engage-
ment on the relationship between social present
and purchase intention of social media users in
Batam City. This suggests that there is no indirect
influence from social messaging on purchase
intention. Despite the presence of the engage-
ment factor serving as an intermediary in these
relationships, the social present is still not re-
garded as a significant factor when consumers
either desire or have intentions to make purchas-
es. The findings of this analysis diverge from
those of prior research conducted by Ma et al.
(2022).

i. Hypothesis 6

There is no mediating effect of engagement
on the relationship between psychological dis-
tance and the purchase intention of social media
users in Batam City. This signifies that there is no
indirect influence stemming from psychological
distance on purchase intention. This is because
psychological distance is not a determinant con-
sidered by consumers when they either desire or
intend to make a purchase. Despite the presence
of the intermediary factor of engagement, psy-
chological distance still does not exert an influ-
ence on consumer purchase intention. The re-
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sults of this analysis diverge from the findings of
prior research conducted by Ma et al. (2022).

j- Hypothesis 7

There is a mediating influence from engage-
ment on the relationship between trust and pur-
chase intention of social media users in Batam
City. This indicates the presence of an indirect
influence of trust on purchase intention. This cor-
relation is strengthened and can be mediated
through engagement. Consumers who establish
a sense of engagement with a product or brand
are likely to develop a higher level of trust in that
specific product. This elevated level of trust can
positively impact their purchase intention, particu-
larly among social commerce consumers. These
findings align with the outcomes of prior research
conducted by Ma et al. (2022).

k. Hypothesis 8

There was no significant influence of social
media marketing on the purchase intention of
social media users in Batam City. This result may
be influenced by various factors, one of which
could be the lack of interest and the perceived
low quality of promotions or advertisements con-
ducted on social media. Consequently, users
may not find the promotions enticing enough to
make purchases. Additionally, a considerable
number of respondents in this study have exten-
sive social media usage experience, ranging from
4 to 5 years. This prolonged exposure allows
consumers to distinguish and not be swayed by
promotions and advertisements on social media.
These findings align with previous research con-
ducted by Dulek and Aydin (2020) but differ from
the results of prior research by Alwan and
Alshurideh (2022).

I. Hypothesis 9

There is a significant influence of electronic
word of mouth (e-WOM) on the purchase inten-
tion of social media users in Batam City. Elec-
tronic Word of Mouth (e-WOM) on social media
serves as a highly effective tool for enhancing
consumers' purchasing desires and persuading
them to adopt a product or service. Positive e-
WOM has the potential to boost consumer pur-
chase intention, as it is generally more trusted by
consumers for obtaining information and reviews
about a product or brand compared to other
sources or promotions. The findings of this analy-
sis align with prior research conducted by Alwan
and Alshurideh (2022), Christiarini and Rahmadil-
la (2021), Farzin et al. (2021), Purwianti and
Niawati (2022), and Ismagilova et al. (2020).
However, they differ from the results of earlier
research by Dilek and Aydin (2020).

m. Hypothesis 10

There is a significant influence of brand equity
on the purchase intention of social media users in
Batam City. Brand equity is an added value for a
company or brand in marketing their products.
Companies or brands with good brand equity
values have good market share and revenue
results (Alwan & Alshurideh, 2022). This high
income indicates a high level of sales and of
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course, this comes from consumer purchase in-
tention. The output of this analysis is the same as
previous research by Alwan and Alshurideh
(2022), Bagus and Dp (2019), Kalaimahal and
Kumaradeepan (2019), and Siwi (2023).

n. Hypothesis 11

There was no moderating influence of brand
equity on the relationship between social media
marketing and electronic word of mouth (e-WOM)
on the purchase intention of social media users in
Batam City. These results were obtained based
on testing the moderating influence of brand equi-
ty on this relationship. The two moderation impact
tests showed influence results below 5%. So, it
can be stated that brand equity does not
strengthen this relationship. The output of this
analysis is different from previous research by
Alwan and Alshurideh (2022).

4. Conclusion

This study focuses on exploring purchase in-
tention, particularly among social media users
residing in Batam City. The analysis aims to ex-
amine the impact of various factors predicted to
influence purchase intention, including social
present, psychological distance, trust, engage-
ment, social media marketing, electronic word of
mouth (e-WOM), and brand equity. Additionally,
the study incorporates tests to assess the mediat-
ing influence of engagement on the relationships
between social present, psychological distance,
and trust with purchase intention. Furthermore,
there is a moderation test employing brand equity
as a moderator in the relationship between social
media marketing and electronic word of mouth (e-
WOM) with purchase intention. The research
findings reveal significant influences from trust,
engagement, e-WOM, and brand equity on pur-
chase intention, while no significant impact is
observed with social present, psychological dis-
tance, and social media marketing. Moreover, no
mediation effect is identified from engagement in
the relationships between psychological distance,
social present, and trust with purchase intention.
Lastly, brand equity moderates the relationship
between social media marketing and electronic
word of mouth (e-WOM) on purchase intention by
less than 5%.

The research undertaken by the author is
naturally subject to certain limitations. Primarily,
the outcomes of this analysis only elucidate and
depict the purchasing intentions specific to social
media users in Batam City. Therefore, the find-
ings and discussions in this study cannot serve
as a reference or representation of the purchas-
ing intentions of social media users in other re-
gions. Additionally, the author acknowledges that
the data collection process constitutes a weak-
ness in this research, potentially leading to an
uneven distribution of research questionnaires in
terms of both geography and demographics.

For future researchers exploring similar top-
ics, several suggestions can be considered. One
recommendation is to incorporate additional in-
dependent variables, such as information quality
or credibility, which have been identified to influ-
ence purchase intention. Another suggestion is to
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conduct an in-depth analysis of the relationships
between variables within the research model,
including testing the impact of social present,
psychological distance, and trust on engagement.
Moreover, broadening the scope of research ob-
jects, such as increasing the number of respond-
ents or expanding the geographical coverage for
distributing questionnaires, can enhance the
comprehensiveness of the study. It is anticipated
that these suggestions and recommendations will
contribute to and enhance the quality of future
research endeavors in a comparable scope and
topic.
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