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effect of skincare marketing strategies through social media for male millennials generations. A
quantitative approach is used to collect the data to support the model using online surveys. The data
samples are collected from 203 male respondents using non-probability sampling techniques with

March 16. 2020 convenience sampling method. The results are analysed with PLS-SEM methodologies by Smart-
Keywords’: PLS, considered to be applied when the research is exploratory. The research result shows that
Brand Image social media marketing had a significant impact on brand image and brand trust. Moreover, brand
Brand Trust trust and brand image had significant impacts on purchase intention. With brand image and brand
Male’s Skincare trust 56.1 percent explained the purchase intention, 53.6 percent social media marketing explained
Purchase Intention the brand image, and 65.4 percent of the social media marketing explained the brand trust as well.
Social Media Marketing

© 2020 by the authors; licensee Growing Science, Canada

1. Introduction

These days markets competition has become much more intense, to differentiate similar products branding is an important
competitiveness factor for a business to shape perspective in consumers’ mind and make the products more attractive. The
firms that can set consumers’ minds had an exclusive position in consumers’ mind and successfully identify their business’
characteristics. Therefore, Seo and Park (2018) revealed that brand image would form a physical structure in the consumers’
mind and it would be able to become a key marketing element. Furthermore, after the brand image is stated in the consumers’
minds, they will have certain expectations of the product itself. When these products are able to meet their expectations, trust
of the brand is built (Takaya, 2019). Razy and Lajevardi (2015) conclude that a way to reduce purchase risks for consumers
is to prefer to purchase familiar brand products with the positive brand image. This is where the brand image leads an important
role in affecting the purchase intention in a decision-making process (Foster, 2016). Moreover, consumers’ need to get brand
trust comes as the lead in their purchasing intentions, especially at confusion to choose among similar products and risks seen
as immense. Under these conditions trust will direct characteristic that provides as a shortcut on a purchasing intention (Aydin,
2014). These business characteristics are precisely related to the communication between the brand and the consumer. Hence,
businesses are bringing out studies to engage consumers' perspective to the brand, to be set it up in their minds, shaping a
positive brand image and to strengthen brand trust by engaging with all the communication channels in order to shape the
brand (Bilgin, 2018). Cosmetic industries are considered only associated with colours or make up, in fact it has five broad
categories (skin care, hair care, makeup, fragrance, and personal hygiene). The largest part of the cosmetics industry is asso-
ciated with skin care products which at 37 percent, with the United States considered the most valuable beauty and personal-
care market in the world, says market research firm Statista. Women — and a growing number of men — estimated to spend
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from $6.4 billion in 2012 to $7 billion in 2017 on anti-aging products (Yee, 2018). Approximately US$120bn from skin care’s
market size is dominating the total global value of 2 overall beauty industries in 2016 amounted to $444bn. Further market
research reported that the global skincare market is expected to reach $179 billion by 2022 with a CAGR of 4.7 per cent from
2016 to 2022 (Lee et al., 2019). Among thousands of variants of skincare available in the market, millennials are considered
more selective, personalized and customized in their product preference. Since millennials have grown up with a great number
of choices, they look further for a variety of products and the thought that such a lot of choices is their birth-righter. That
made millennials less traditional in their consumer choices from the other generations. They wish to be able to fully lead over
what they want, how to get and when they want it (Junaid & Nasreen, 2012).

In this Era, to discover and choose beauty products about sixty-five percent of teens rely on social media. Social media has
become one of the common channels that firms have recently used for their marketing activities in terms of communications.
Thus, as the largest country in Southeast Asia, Indonesia has active social media users for about 150 million (56%) out of
total populations which dominated by 18-34 ages of social media’s users (Kemp, 2019). The use of social media in a business
is to be believed as one of the attractive marketing tools, they will able to conduct two- way communication, reviews, offering
campaigns and other relevant content to attach, interact, make them involved, strengthen the relationships and create value
for customers (Tatar & Erdogmus, 2016). The social media delivers 87% as purchase Intention on Indonesia Male’s Skin Care
by Social Media Effect Towards Brand Image and Brand Trust a middle touch point on the path to purchase, making it more
expected than the other marketing channel (MDG Advertising, 2014).

Cosmetic products have been mostly related to women for years, since the cosmetic industry has offered the product in terms
of beauty and feminine. But nowadays the situation has changed, men are more aware and concerned about their self-appear-
ance since younger age to older age of the importance of beautifulness, boyish charm, and fitness which separate market for
male consumers. Youthful and charming looks are attached in their mindsets that would enable them to reinforce their confi-
dence and reputation in the workplace, during client meetings, social dating and in their daily lives. Based on statistics, 64.4
percent of men take extreme care of their skin condition (Eng et al., 2018). This situation gives manufacturers of this skincare
industry a big opportunity since male consumers in the cosmetic market is highly increasing. The percentage in western
countries is high, and it is growing rapidly in developing countries (Khan et al., 2017). Both for men and women, having
flawless and bright skin is seen as a particularly important stamp of beauty in Indonesia, as in 3 other Asian countries since
the fair-skin beauty are often shown in TV shows and on magazine covers and strengthened through social media among the
country’s young and internet-savvy population. Male consumer aspect increasingly on the radar of cosmetic firms worldwide,
and in Indonesia this segment of the market is just starting point to take off.

Indonesian men are a fresh market segment for the cosmetic industry. Based on cosmetics companies, they reported sales
growth for male product lines are multiple of the growth rates on female products. And male’s skin care products will remain
to increase along with the awareness’ growth for the importance of skincare treatment for males. Nielsen’s data shows 13.5%
of the growing number of men which are more concerned about their skin care in Indonesia from 2010 to 2011, with face
cleanser, anti-aging and skin whitening products as the highest growing market (Herdiyanti & Titus, 2013). These products
are becoming popular among Indonesian men, such as facial cleansers and moisturizers by the advertising campaigns are
shown male celebrities and starring bikers seek to dispel the notion that using them is effeminate (Global Business Guide,
2014). Grooming products are attracting the attention of men’s shopping behaviours and considerations as men’s priority to
purchase. Previous research (Herdiyanti & Titus, 2013) has only shown trends on male’s skin care products in Indonesia along
with the mostly skin concerns, that is likely more descriptive rather than knowing what made them intend to buy the male’s
skincare product. The other research by Hermanda et al. (2019) has only discovered women purchase intention on cosmetic
products in Indonesia through social media influencer. Based on the research background and previous research in Indonesia,
where the research only examined the development of male skincare and women’s purchase intention on skincare make the
research of this subject is still limited in Indonesia in terms of its constructs. The purpose of this research is to conduct furtherly
comprehend, the concept of purchase intention on Indonesia’s skincare by social media marketing effect towards the brand
image and brand trust and formulate the implemented managerial implications on giving insight for the skincare industry to
start concern on developing skincare products for male.

2. Literature review and hypotheses

Social media can be described as an online application program, platform, or mass media tool that is able to facilitate com-
munication, collaboration, or sharing information among users in general and direct sales, customer gain, and customer re-
taining for a business (Bilgin, 2018). Social media marketing is one of the marketing strategies used by successful businesses
in order to be part of the online consumers network (Elaydi, 2018). In addition, Karman (2017) revealed that digital word of
mouth drives social media marketing into the fast-growing marketing phenomenon. Godey et al. (2016) described social media
marketing consist of five dimensions: entertainment, interaction, trendiness, customization, and word of mouth (WOM).
While Bilgin (2018) considered social media marketing activities as entertainment, interaction, trendiness, advertisement and
customization. In this research, social media marketing will be categorized as entertainment, advertisement, interaction, trend-
iness, customization, and word of mouth (WOM). Brand image is customer’s perceptions about a brand promoted by the
interaction of the affective, cognitive, and evaluative processes in a customer’s mind (Lee et al., 2019). The Brand image is



L. Sanny et al. / Management Science Letters 10 (2020) 2141

an overall representation of product’s information and knowledge that leads to perception of the brand itself (Wijaya & Wi-
jaya, 2013). Brand image is also associated with belief and perception held by the consumer about a brand (Foster, 2016).
Consumers perceive toward products based on brand image where the higher brand image has better quality and value (Sallam,
2016). The consumer’s perception of a product brand image is so powerful that might their intention to shop a product with a
high brand image. Brand trust is seen as central in many studies (Kabadayi & Alan, 2012). Trust is defined as a customer
believes that certain brands can satisfy her or his desires, so when customers have trust in the brand, repetitive buying behav-
iour will be created, which leads to commitment to the brand, and the relationship between the brand and the customer can be
established (Chinomona,2017). According to Cakmak (2016), brand trust has the ability, capability, capacity needed to obtain
the desires, and needs of consumers, described as the intention of consumers towards the brand, considering the benefits of
consumers, and solutions to problems. Chaudhuri and Holbrook (2001) believe that brand trust involves a process that is
carefully thought out and carefully considered. Kim et al. (2019) describe brand trust as an essential factor in specifying an
individual’s attitude in a business relationship. Thus, managers have to perceive it as a key to success in business transactions.
Purchase intention is an activity where consumers consider purchasing a product or a service. Set of consumers’ behaviour,
attitude and perception also related to consumer’s purchase intention (Hermanda et al., 2019). From journals, researchers
stated many factors affecting purchase intentions include brand image (Foster, 2016). Rahmaningtyas et al. (2017) defined
intention to buy as the probability of consumer desire to purchase in the future. Consumers do not make a decision to buy, but
sometimes they take possession of an intention to make transactions. According to Hosein (2012) classified purchase intention
as one of the items of consumer cognitive attitude on how an individual intends to purchase a specific brand or product.
Moreover, Tariq et al. (2013) defined purchase intention as a multi-step process that attends to personal customer experience
in order to develop the product knowledge on a certain product.

Social Media H1(+) Brand Image
Marketing
Ha (+)
H2 (+)
H3 (+) Purchase
Brand Trust Intention

Fig. 1. Conceptual Model

According to Godey et al. (2016) social media marketing became an important tool to build brand image. Marketing activities
in social media have a significant effect on consumers' brand image (Bilgin, 2018). Further research also concludes brand
image positively affected by social media marketing activities (Seo & Park, 2018).

H1: Social Media Marketing positively influences Brand Image.

Consumers’ marketing experience is importantly driven by social media and it is positively affecting brand trust (Tatar &
Erdogmus, 2016). There are few things that determine the trust variable, trust and commitment are the most crucial and
imperative variables to manage long-term relationships between businesses and consumers (Takaya, 2019). Mostly, a long-
term solution to maintain this relationship leads by interactive communications related with product customization, larger
collections of product variety, knowledge regarding the brand history, and transparent price of product (Mosavi & Ke-
narehfard, 2013). Furthermore, Elaydi (2018) has found interaction and communication between users and brands can occur
through that brand’s social media platforms. Therefore, it may be reasonable to assume that marketing through social media
would positively impact brand trust.

H2: Social Media Marketing positively influences Brand Trust.

Aydin et al. (2014) revealed that brand trust has positive effects on purchasing intention for national brands. There is an effect
between brand trust and purchase intention, which means if the brand trust has increased, then the value of purchase intention
will increase (Takaya, 2019). Punyatoya (2016) assumed that trust in a brand contributes to higher purchase intention. Ac-
cording to, Limbu et al. (2012) effective and proactive marketing communication can build a positive relationship between
trust and purchase intention.

H3: Brand Trust positively influences Purchase Intention.
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As described in section brand image and purchase intention, brand image could affect the consumer’s purchase intention. A
product that has a high brand image often perceived has a better quality rather than product that came from companies with
lower brand image (Sallam, 2016). Thus, as it has correlation to product quality on consumers’ perspective, brand image gives
the biggest positive effect on consumer buying intention (Erida & Rangkuti, 2017). Omar et al. (2012) revealed that brand
image has a positive impact on consumers’ purchase intention. According to Razy & Lajevardi (2015) they indicate that brand
image does give influence to consumers’ purchase intention, the stronger products’ brand image, the more purchase intention
there is.

H4: Brand Image positively influences Purchase Intention.
3. Methodology

Research uses a quantitative approach. The selected population includes Indonesian men who actively use social media such
as Instagram, YouTube, Facebook and Twitter. The criteria of respondents were a millennial man with age of participants
ranged from 19 to 39 years and have been watched skincare ads on social media. The respondents of the research were 203
respondents. Primary data obtained through the distribution in the form through online questionnaire, shared in the social
media applications such as Instagram, WhatsApp, and Line. The questionnaires consisted of close-ended questions, using
non-probability sampling techniques with convenience sampling method. The convenience sampling method is suitable in
this study since the chosen subject is quite close and affordable for researchers. Besides, convenience sampling method which
is one type of non-probability sampling technique has easy accessibility and time flexibility to participate in research. Data
collection is accomplished by distributing survey questionnaires to respondents through online surveys. The research aims to
analyse the impact of social media marketing on brand image and brand trust toward the purchase intention of Indonesian
male's skincare. To ensure content validity, most of the items are selected by adapted from previous studies. Six dimensions
for the Social Media Marketing construct are also adapted from Bilgin (2018) and Godey et al. (2016). The measurement of
brand image is composed of six items using Chen (2010) and Woo (2019). A measurement of brand trust is based on six items
adapted from the study of Kabadayi and Alan (2012) and Mosavi and Kenarehfard (2013). Finally, Purchase Intention is
measured by five items adapted from Mhlophe (2016) and Lee (2018). Required data for the study are collected through
questionnaire, the type of measurement using 5-point Likert scale with anchors ranging from “strongly disagree” to “strongly
agree”. The wording of items questionnaire is modified based on the research context. The research implemented the depend-
ent variable (Y), which is the purchase intention, the independent variable includes Social Media Marketing (X1), the inter-
vening variables which are the brand image (Z1) and Brand Trust (Z2). The data process in this research have implemented
the use of software named SmartPLS.

4. Analysis and result

The data collected through the online survey were analysed with Smart-PLS program to validate the measurements and test
the hypotheses in this study. For the final survey, 203 questionnaires were collected and retained for analysis. PLS-SEM
methodologies considered to be applied when the research is exploratory or an extension of existing structural theory and if
the structural models are more complex (Hair et al., 2011). The attributes of respondents will be explained in this section,
including gender, age, domicile, the skincare user, the type of skincare that they used, how many times that they changed their
skincare, what type of their skincare and which platform they prefer to see skincare advertisement for.

Table 1
Sample demographics
Demographic Percentage (%) Demographic Percentage (%)
Gender Male 100% Skincare for man Yes 66%
19-25 86.50% user No 16%
Age 26-32 11.30% Probably 17.90%
33-39 2.30% Have switch to other = Yes 61.50%
Java 77.50% skincare brand No 38.50%
Sumatera 4.50% Frequent of switch- Once 23.10%
Region Kalimantan 2.30% ing brand Two times 16.50%
Bali 8.60% More than three times 47.90%
Papua 0.90% Facebook & LinkedIn 14.60%
Others 6.20% Platform of Twitter 11.90%
Yes 70% information You-Tube & Instagram 81.30%
Skincare User No 16.20% Forum & blog 16.40%
No, but willing 13.50%

The reliability of the measurements was evaluated using the composite reliability scores and the Average Variance Extracted
(AVE). As Table 2 shows, the composite reliability scores of all of the constructs are considered qualified for the recom-
mended criterion of reliability as they surpass the recommended cut off of 0.70. Furthermore, reliability was supported by the
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square root of the average variance extracted (AVE) result that suggested being above 0.50 that the principal constructs capture
much higher construct-related variance than error variance. Data validation was supported by item’s loading results shown on
its underlying construct is above the recommended 0.70 level as recommended from Xue et al. (2011). Moreover, discriminant
validity has been examined by the comparison of the shared variances among the construct with the AVE of individual con-
structs. According to Chang et al. (2009), the square root of AVE for each construct would verify the discriminant validity
results when it is generally higher than correlation with any other constructs within the framework model (Table 3). The
validity of social media marketing is supported by the path weights of its six first-order constructs, since social media mar-
keting is a formative second-order construct of customization, advertisement, entertainment, interaction, trendiness, and word
of mouth are 0.123, 0.270, 0.251, 0.172, 0.178, and 0.188 (p < 0.05). In addition, to determine multicollinearity, variance
inflation factor (VIF) score for each first-order social media marketing construct of customization, advertisement, entertain-
ment, interaction, trendiness, and word of mouth are 2.253, 3.639, 2.608, 2.256, 4.112, and 2.253, respectively. These results
are below of a recommended maximum VIF value of 5 (Rogerson, 2001).

Table 2
Convergent Validity and Composite Reliability
. . s Average Variance
Construct Item Loadings Composite Reliability Extrafte 4 (AVE)
1. Advertisement ADV1 0.848 0.857 0.667
ADV2 0.77
ADV3 0.83
2. Brand Image BI1 0.717 0.878 0.643
BI2 0.82
BI3 0.858
Bl4 0.805
3. Brand Trust BT1 0.847 0.917 0.688
BT2 0.845
BT3 0.871
BT4 0.792
BTS 0.788
4.  Customization CUS1 0.86 0.804 0.673
CUS2 0.779
5. Entertainment ENTI1 0.857 0.882 0.714
ENT2 0.832
ENT3 0.846
6. Interaction INTI 0.875 0.835 0.717
INT2 0.818
7. Purchase Intention PI1 0.824 0.804 0.579
P12 0.731
PI3 0.724
8. Trendiness TR1 0.818 0.817 0.691
TR2 0.844
9.  Word of Mouth WOM1 0.881 0.868 0.766
WOM2 0.87
Table 3
Discriminant Validity
Varijables 1 2 3 4 5 6 7 8 9
1. Advertisement 0.816
2. Brand Image 0.733 0.802
3. Brand Trust 0.691 0.800 0.829
4. Customization 0.667 0.462 0.481 0.820
5. Entertainment 0.679 0.547 0.700 0.641 0.845
6. Interaction 0.646 0.566 0.704 0.569 0.627 0.847
7. Purchase Intention 0.685 0.733 0.679 0.432 0.499 0.518 0.761
8. Trendiness 0.820 0.644 0.715 0.652 0.736 0.657 0.613 0.831
9. Word of Mouth 0.640 0.658 0.722 0.390 0.581 0.631 0.517 0.670 0.875
Table 4
Results of Model Test
Hypotheses Path Coefficients T Statistics P value Results
HI. Social Media Marketing positively influences Brand Image 0.732 16.279 0.000 Supported
H2. Social Media Marketing positively influences Brand Trust 0.809 30.799 0.000 Supported
H3. Brand Trust positively influences Purchase Intention 0.255 2.003 0.045 Supported

H4. Brand Image positively influences Purchase Intention 0.529 4.300 0.000 Supported
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Fig. 2. Conceptual Model Result

The proposed structural equation model result is shown in Fig. 2. Brand image has been found to significantly affect purchase
intention (path coefficient =.259, p =.05), and brand trust result (path coefficient = .255, p = .05) which means brand image
and brand trust describe 56.1 percent of the purchase intention. Thus, these two results supported H3 and H4. Furthermore,
Social media marketing has been found to significantly affect brand image (path coefficient = .732; p = .05), and supported
H1 with 53.6 percent social media marketing explains the brand image. Besides, H2 is supported by the social media marketing
result towards brand trust (path coefficient = .809, p = .05) with 65.4 percent social media marketing explained the brand
trust. In conclusion, the results have indicated that the study was successful. All of the hypotheses were supported. Most male
consumers are easily influenced by advertisements on social media and have an impact on their brand image and brand trust,
thus, it can influence their purchase intention to male's skincare products. Overall, the study has demonstrated that social
media marketing has a positive impact on brand trust and brand image. Hence, purchase intention is also affected by brand
trust and brand image. The findings of this study have provided a few implications for the skincare industries and researchers.
Furthermore, this research will help out the skincare industries gain knowledge on consumers’ purchase intention supported
by this result that is able to enhance insight and provide deeper knowledge from the existing studies. Consumers’ purchase
intention became a consumers’ process to gain the product knowledge. The results have shown, respondents’ purchase inten-
tion on male’s skincare products came out when they desired to enhance their personal appearance and the purchase intention
linked to their perspective of certain skincare products that they have seen on social media ads as well. Hence, these findings
might help the skincare industries begin concerning on male’s skincare product that has specific function to enhance con-
sumer’s appearance such as oil control, acne free or anti-dull skin which became common skin problems in Indonesia since
they would prefer to use skincare for men and it is still spares. Through this research, there are several ways in order to
increase the purchase intention on male’s skincare products by applying approaches toward several variables such as brand
image, brand trust, and social media marketing. To increase purchase intention on male’s skincare products, the company can
improve their brand image and brand trust through appropriately social media platforms for targeted customers in terms of
marketing strategies. According to Erida & Rangkuti (2017), consumer purchase intentions are strongly influenced by brand
image, and so increased on brand trust will increase the value of purchase intention (Takaya, 2019). This fact can be supported
by the result when brand image and brand trust positively affect the purchase intention, with Dehesti et al. (2016) believed
that if the companies are able to improve their brand image, they would win consumers’ trust to the brand. That might occur
since brand image found to be suitable predictor for brand trust and may influence consumers’ purchase intention. Hence, to
improve the brand image Wijaya (2013) revealed brand alliances became a popular strategy associated with brand partners.
Since this study targeted on the millennial generation, entertaining, unique and attractive advertisements through social media
have to be applied to approach these generations. The results have shown skincare brand that consumers seen on social media
ads are trustworthy about their skin concern.

On the other side, companies have to be more concerned to share their marketing campaigns through You-Tube and Instagram
since these platforms became millennial preference, with an attractive content and collaborating with beauty influencers, or
even create an official account on social media to increase purchase intention. Social media marketing seems to become
marketing tool for companies’ strategy. Social media presence would be able to make the company take chances by investing
into their marketing and develop more targeted campaigns, interact with their consumers, driven direct sales by utilizing the
social media as a medium, creating research and development through consumer’s behaviours and how they appreciate a
brand in their social media (Vinerean, 2017). The targeted customers would take distinct social media platforms to reach them,
depending on their preference which can be affected by gender, generations and behaviour. According to Voorveld et al.
(2018), social media platforms are distinguished into four categories which in this study creative outlet platforms.

5. Conclusion

The results are in line with the millennial generation characteristics that advertisement and entertainment matters to them
when certain skincare brands apply their marketing through social media. Besides, skincare customers are found to tend to
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switch their skincare brand more than twice. On top of that, consumer’s considered skincare brand advertisements that they
have seen on social media is more trustworthy about its function since this study has proven that consumer’s purchase inten-
tions towards the skincare product were also to enhance their external appearance, even for man. Therefore, these findings
might help the skincare industries begin concerning on male’s skincare product that has specific function to enhance con-
sumer’s appearance such as oil control, acne free or anti-dull skin which become common skin problems in Indonesia since
they would prefer to use skincare for men and it is still spares. This strategy would impact the targeted consumers which tend
to always look for another brand by its variety of product and differentiation.
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