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ABSTRACT Article History  

The development of digital technology and the increasing use 

of social media have changed consumer behavior in purchasing 

skincare products online so that companies need to implement 

digital marketing strategies that are able to increase consumer 

trust. This study aims to analyze the influence of Social Media 

Marketing, Customer Engagement Strategy, and Flash Sale on 

Purchase Decision with Digital Trust as a mediating variable in 

Skintific Generation Z product consumers in Jepara Regency. 

The study uses a quantitative approach using survey data of 230 

Skintific user generation consumers selected through purposive 

sampling. Data was collected through the distribution of 

questionnaires using a Likert scale of 1-10 points and analyzed 

with Partial Least Squares Structural Equation Modeling (PLS-

SEM). The results of the study show that Social Media 

Marketing, Customer Engagement Strategy, and Flash Sale 

increase Digital Trust. Flash Sale and Digital Trust increase 

Purchase Decision, while Social Media Marketing and 

Customer Engagement Strategy have no direct effect on 

Purchase Decision. Digital Trust mediates the influence of 

Social Media Marketing and Customer Engagement Strategy in 

full and Flash Sale partially on Purchase Decision. These 

findings confirm that digital trust is an important mechanism 

that connects digital marketing strategies with purchase 

decisions. The implications of this study show that skincare 

companies need to prioritize building digital trust through 

transparent communication, responsive interactions, and secure 

transaction experiences to improve consumer purchasing 

decisions. 
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INTRODUCTION 

The development of digital technology has changed the way companies market products 

and consumers make purchasing decisions. Social media and e-commerce are now the main 
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sources of information, product comparisons, reviews, and transactions, especially for 

Generation Z. This condition makes companies not only need to attract attention through digital 

marketing strategies, but also build consumer trust because online purchase decisions have 

uncertainty related to information credibility, transaction security, and platform reliability 

(Dwivedi et al., 2021; Hajli, 2015; Mainardes et al, 2019) However, various previous studies 

have not shown consistent results regarding the effectiveness of digital marketing strategies in 

influencing consumer purchasing decisions (Daya & Daya Yolanda Masnita Siagian 

Kurniawati, 2022; Hannan et al., 2023) 

Skintific was chosen as the object of the research because it is one of the skincare brands 

that actively utilizes social media and e-commerce platforms to reach Generation Z consumers. 

Skintipic's characteristics that combine digital communication, consumer engagement, and 

time-limited promotions provide relevant context to test how digital marketing strategies shape 

trust and purchase decisions. In contrast to general consumer products, skincare has a higher 

risk of perception because it relates to the safety, quality, and suitability of products with 

consumer conditions. 

Social Media Marketing, Customer Engagement Strategy, and Flash Sale can be a 

stimulus that influences consumer evaluation before making a purchase decision. Social Media 

Marketing provides information and interaction, Customer Engagement Strategy builds 

relationships through consumer engagement, while Flash Sale creates urgency and economic 

benefits. These three strategies are expected to increase Digital Trust, namely consumer 

confidence in the credibility of information, transaction security, and reliability of companies 

or digital platforms. Furthermore, Digital Trust can encourage Purchase Decision because trust 

helps reduce uncertainty and risk perception in online transactions (Brodie et al., 2011; Kim et 

al., 2012; McKnight et al., 2002). Previous research has also shown that digital marketing 

strategies are able to improve purchasing decisions through the interaction process that occurs 

in the digital environment, although the amount of influence produced still varies between 

studies (Laila & Mohamad Rifqy Roosdhani, 2025) 

Although the relationship between Social Media Marketing, Customer Engagement 

Strategy, Flash Sale, Digital Trust, and Purchase Decision has been extensively researched, 

there are still some research gaps that require further study, the influence of Social Media 

Marketing on Purchase Decisions still shows inconsistencies. Several studies report that Social 

Media Marketing has a positive and significant effect on Purchase Decisions because it is able 

to improve the quality of information, interaction, and positive consumer perception of brands 

(An & Ngo, 2025; Emini & Zeqiri, 2021; Santos et al., 2023). However, most previous studies 

still test Social Media Marketing, Customer Engagement Strategy, and Flash Sale separately in 

explaining Purchase Decisions. This approach has not been able to explain the psychological 

mechanisms that link digital marketing strategies to consumer purchase decisions. In fact, in 

the digital environment, consumers do not necessarily make a purchase after receiving a 

marketing stimulus, but first evaluate the security of transactions, the credibility of information, 

and the reliability of digital platforms. The role of Digital Trust as a mediating variable is still 
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relatively limited in previous research, especially in models that integrate all three digital 

marketing strategies simultaneously (Daya & Daya Yolanda Masnita Siagian Kurniawati, 2022; 

Emini & Zeqiri, 2021; Prasetyo et al., 2025) Previous research has also shown inconsistent 

results. Social Media Marketing has been reported to improve purchasing decisions in several 

studies (An et al., 2025; Emini et al., 2021) but other studies have shown that the effect does 

not always occur directly and can depend on trust or engagement (Onofrei et al., 2021; Qiao et 

al., 2024). Research on Customer Engagement Strategy and Flash Sale also tests more direct 

influence on consumer behavior, while the role of Digital Trust as a mechanism linking the 

three strategies to Purchase Decision is still limited. Recent research on Skintific consumers is 

also still testing the relationship between variables partially so that it has not yet explained the 

model that integrates Social Media Marketing, Customer Engagement Strategy, and Flash Sale 

through Digital Trust simultaneously (Fitriasari et al., 2025; Misbakhudin et al., 2024.) 

Based on these gaps, this study offers novelty through the integration of Social Media 

Marketing, Customer Engagement Strategy, and Flash Sale in one model with Digital Trust as 

a mediating variable to explain the formation of Purchase Decision. Theoretically, this study is 

expected to enrich the study of digital consumer behavior by explaining the role of trust as a 

psychological mechanism, while practically the results of the research can be a consideration 

for companies in designing digital marketing strategies that not only attract attention, but also 

build consumer trust. Therefore, this study aims to analyze the influence of Social Media 

Marketing, Customer Engagement Strategy, and Flash Sale on Purchase Decision, either 

directly or through Digital Trust as a mediating variable in Generation Z consumers who use 

Skintific. 

 

RESEARCH METHOD 

This study uses a quantitative approach with an explanatory design to test the relationship 

between Social Media Marketing, Customer Engagement Strategy, Flash Sale, Digital Trust, 

and Purchase Decision in Skintific consumers. The research model is based on the integration 

of Stimulus–Organism–Response (SOR) Theory, Relationship Marketing Theory, and Trust 

Theory.  

The study population is Generation Z consumers in Jepara Regency who have purchased 

and used Skintific products. Because the exact population is not known, the study used a non-

probability sampling technique with a purposive sampling method. The respondent criteria 

included men or women aged 18–28 years, domiciled in Jepara Regency, had purchased and 

used Skintific products, and had obtained information about Skintific through social media or 

digital media. Based on the consideration of the complexity of the PLS-SEM model (Hair, 

2022), the study involved 230 respondents. Primary data was obtained through an online 

questionnaire using Google Forms, while secondary data was obtained from scientific articles, 

books, industry reports, and relevant publications. The entire construct was measured using a 

10-point Likert scale, ranging from 1 (strongly disagree) to 10 (strongly agree)  
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Data analysis was carried out using Partial Least Squares Structural Equation Modeling 

(PLS-SEM). Evaluation of the measurement model was carried out through testing of outer 

loading, Average Variance Extracted (AVE), Composite Reliability, Cronbach's Alpha, and 

discriminant validity using the Fornell–Larcker criterion and Heterotrait–Monotrait Ratio 

(HTMT). The evaluation of the structural model included VIF, R². Hypothesis testing was 

carried out using bootstrapping as many as 5,000 subsamples by looking at path coefficients, t-

statistics, and p-values (Hair, 2022). 

Based on the results of data processing on 230 respondents, the majority of respondents 

were women (83.9%) and were in the age range of 21–24 years (75.5%), with the last education 

of high school/vocational school (49.2%). As many as 98.7% of respondents had purchased 

Skintific products. The results of descriptive statistics showed that all constructs had a relatively 

high average value, with Purchase Decision obtaining the highest mean value of 8,363, followed 

by Flash Sale and Digital Trust at 8,197, Social Media Marketing at 8,157, and Customer 

Engagement Strategy at 7,872. The standard deviation value was in the range of 1,790–2,004, 

while all constructs had a minimum value of 1 and a maximum of 10. These results showed that 

respondents tended to give a positive assessment of the variables studied. 

Table 1. R-square 

Variable R-square Customized R-square values 

Digital trust 0.821 0.819 

Purchase decision 0.805 0.802 

Source: process data (2026)  

Based on the results presented in table 6, the R-squared value shows that the digital trust 

has an r-square of 0.821 (adjusted R-square = 0.819), the purchase decision value has an R-

square of 0.805 (adjusted R-square of 0.802). This suggests that the exogenous construct 

collectively explains 80.5% of the variance in digital trust to make the purchase decision of 

skintific products, showing a substantial influence, the remaining 19.5% can be attributed to 

variables or other indicators not studied in this study. 

Table 2. Reliability and Validity 

Variable  Cronbach 

Alpha  

Composite 

Reliability  

AVE 

Social Media Marketing 0.910 0.933 0.736 

Customer Engagement 

Strategy 

0.859 0.898 0.639 

Flash Sale 0.879 0.917 0.735 

Digital Trust 0.909 0.932 0.734 

Purchase 

Decision 

                         0.922 0.942 0.764 

        Source: Data Processing (2026)  
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Based on the results of the outer model test, all indicators in Social Media Marketing, 

Customer Engagement Strategy, Flash Sale, Digital Trust, and Purchase Decision have an outer 

loading value above 0.70, thus meeting the convergence validity criteria. Cronbach's Alpha and 

Composite Reliability values of all constructs are also above 0.70, while AVE is greater than 

0.50, so all constructs are declared valid and reliable. Social Media Marketing has an outer 

loading of 0.839–0.865, Cronbach's Alpha 0.910, Composite Reliability 0.933, and AVE 0.639. 

Customer Engagement Strategy has an outer loading of 0.765–0.839, Cronbach's Alpha 0.859, 

Composite Reliability 0.898, and AVE 0.734. Flash Sale had an outer loading of 0.779–0.892, 

Cronbach's Alpha 0.879, Composite Reliability 0.917, and AVE 0.735. Digital Trust had an 

outer loading of 0.795–0.901, Cronbach's Alpha 0.909, Composite Reliability 0.932, and AVE 

0.764. Meanwhile, Purchase Decision had an outer loading of 0.836–0.918, Cronbach's Alpha 

0.922, Composite Reliability 0.942, and AVE 0.736. The results showed that the entire research 

construct had met the criteria of convergent validity and reliability. 

Table 3. Fornell Larcker Criteria 

Variable CES DT FS PD SMM 

SMM 0.765 0.840 0.817 0.790 0.858 

CES 0.799         

FS 0.772 0.869 0.857     

DT 0.797 0.857       

PD 0.747 0.878 0.852 0.874   

Source: Data Processing (2026) 

Discriminant validity was evaluated using the Fornell-Larcker Criterion, with the 

criterion that the square root value of AVE (√AVE) in each construct must be greater than its 

correlation with other constructs (Fornell & Larcker, 1981). Based on the test results, Social 

Media Marketing had a √AVE value of 0.858, while the Purchase Decision value was 0.874. 

This value shows that the construct has a good ability to distinguish itself from other constructs. 

In general, the results of the Fornell-Larcker Criterion test show that the measurement model 

has met discriminant validity, so that each construct is able to represent a different concept and 

is suitable for use in structural model analysis  

Table 4. Discriminant Validity 

HTMT CES DT FS PD SMM 

SMM 0.848 0.920 0.912 0.857 
 

FS 0.883 0.972 
   

DT 0.890 
    

PD 0.829 0.957 0.943 
  

Source: process data (2026)  

Based on Table 4, most HTMT values are below the 0.90 limit. Although there are some 

construct pairs that have values above 0.90, the results of HTMT inference through 
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bootstrapping show that the 95% confidence interval does not include a value of 1.00. 

Therefore, discriminant validity is still acceptable and the measurement model is declared 

worthy of further analysis. 

 

Table 5. Vit Test 

Fit model Saturated model Estimated model 

SRMR 0.063 0.063 

d_ULS 1.181 1.18 

d_G 0.830 0.830 

Chi-square 1.036.446 1.036.446 

NFI 0.806 0.806 

Source: process data (2026) 

Based on Table 6, the SRMR value in the Saturated Model and Estimated Model was 0.063 

(< 0.08), while the NFI value was 0.806 (> 0.80). These results show that the research model 

has a good level of suitability (goodness of fit) so it is suitable for further analysis. 

 

Hypothesis Testing  

Table 6. Hypothesis Tester 

Variable Original 

Sample 

(O) 

Sample 

red (M) 

Standard 

deviation 

(STDEV) 

T statistics 

(| O/STDEV|) 

P 

values 

Stuttgart 

SMM -> DT 0.308 0.300 0.104 2.952 0.003 Accepted 

SMM -> PD 0.069 0.059 0.086 0.800 0.424 Rejected 

CES -> DT 0.210 0.210 0.067 3.116 0.002 Accepted 

CES -> PD 0.040 0.039 0.070 0.575 0.565 Rejected 

FS -> PD 0.328 0.346 0.131 2.496 0.013 Accepted 

FS -> DT 0.456 0.462 0.102 4.485 0.000 Accepted 

DT -> PD 0.503 0.494 0.104 4.830 0.000 Accepted 

Source : 2026 process data 

The test results showed that the Customer Engagement Strategy had no significant effect 

on the Purchase Decision (β = 0.040; t = 0.576; p = 0.565), so the hypothesis was rejected. On 

the other hand, Digital Trust had a positive and significant effect on the Purchase Decision (β 

= 0.503; t = 4.830; p = 0.000), so the hypothesis was accepted and showed that Digital Trust 

was the most dominant factor in influencing the purchase decision. Flash Sale had a positive 

and significant effect on Digital Trust (β = 0.456; t = 4.486; p = 0.000) and Purchase Decision 

(β = 0.328; t = 2.496; p = 0.013), so both hypotheses were accepted. Furthermore, Social Media 

Marketing had a positive and significant effect on Digital Trust (β = 0.308; t = 2.952; p = 0.003), 

but did not have a significant effect on Purchase Decision (β = 0.069; t = 0.800; p = 0.424). 

Thus, the hypothesis of the influence of Social Media Marketing on Digital Trust was accepted, 
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while its direct influence on Purchase Decision was rejected. Overall, the results showed that 

Digital Trust has a central role in the model, as it is the most powerful factor in driving Purchase 

Decision, while Flash Sale and Social Media Marketing contribute to building consumer digital 

trust. 

 

Digital Trust Mediation Analysis 

Table 7. Indirect Effect Test Results 

Hypothesis Mediation 

Relationship 

Β T p-value Verdict 

H8 SMM → DT → PD 0,155 2,337 0,019 Accepted 

H9 CES → DT → PD 0,105 2,503 0,012 Accepted 

H10 FS → DT → PD 0,229 3,773 0,000 Accepted 

Source: process data (2026)  

Based on Table 11, all indirect effects through Digital Trust showed significant results 

with  a p-value of < 0.05. The relationship between Social Media Marketing → Digital Trust 

→ Purchase Decision (H8) had a coefficient of 0.155, a t-statistic value of 2.337, and a p-value 

of 0.019, so the hypothesis was accepted. The relationship between Customer Engagement 

Strategy → Digital Trust → Purchase Decision (H9) obtained a coefficient of 0.105, a t-statistic 

value of 2.503, and a p-value of 0.012, so the hypothesis was also accepted. Meanwhile, the 

relationship between Flash Sale → Digital Trust → Purchase Decision (H10) showed the largest 

indirect influence with a coefficient of 0.229, a t-statistic value of 3.773, and a p-value of 0.000, 

so that the hypothesis was accepted. These results indicate that Digital Trust plays a significant 

role as a mediating variable in bridging the influence of Social Media Marketing, Customer 

Engagement Strategy, and Flash Sale on Purchase Decisions. 

The test results showed that Customer Engagement Strategy had no significant effect on 

Purchase Decision (β = 0.040; t = 0.576; p = 0.565), while Digital Trust had a positive and 

significant effect (β = 0.503; t = 4.830; p = 0.000). Flash Sale had a positive effect on Digital 

Trust (β = 0.456; t = 4.486; p = 0.000) and Purchase Decision (β = 0.328; t = 2.496; p = 0.013). 

Social Media Marketing had a positive effect on Digital Trust (β = 0.308; t = 2.952; p = 0.003), 

but did not have a significant effect on Purchase Decision (β = 0.069; t = 0.800; p = 0.424). 

Overall, Digital Trust is a major factor in increasing Purchase Decisions. 

 

CONCLUSIONS AND SUGGESTIONS 

This study shows that Social Media Marketing, Customer Engagement Strategy, and 

Flash Sale have a significant effect on Digital Trust, while Digital Trust has an effect on 

Generation Z's consumer purchase decisions on skincare products. Digital Trust has been 

proven to play a role as a mediating variable that turns digital marketing stimulus into a 

purchase decision. These findings confirm that Generation Z consumers not only consider the 

intensity of digital promotions and interactions, but also need trust before making a purchase. 
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Therefore, companies need to implement a trust-oriented marketing strategy through 

information transparency, authentic engagement, honest promotions, influencer credibility, 

user reviews, and transaction security. Further research is recommended to expand the research 

object, generation, platform, and variables and use longitudinal design to obtain more 

comprehensive results. 

 

BIBLIOGRAPHY 

An, G. K., & Ngo, T. T. A. (2025). Uncovering the influence of social media marketing 

activities on Generation Z's purchase intentions and eWOM for organic cosmetics. PLOS 

ONE, 20(6 June).https://doi.org/10.1371/journal.pone.0325953 

Berry, L. L. (2002). Relationship Marketing of Services Perspectives from 1983 and 2000. 

Journal of Relationship Marketing, 1(1), 59–77. https://doi.org/10.1300/J366v01n01_05 

Bilgihan, A. (2016). Gen y customer loyalty in online shopping: An integrated model of trust, 

user experience and branding. Computers in Human Behavior, 61, 103–113. 

https://doi.org/10.1016/j.chb.2016.03.014 

Brodie, R. J., Hollebeek, L. D., Jurić, B., & Ilić, A. (2011). Customer engagement: Conceptual 

domain, fundamental propositions, and implications for research. Journal of Service 

Research, 14(3), 252–271. https://doi.org/10.1177/1094670511411703 

Cheung, M. L., Pires, G., & Rosenberger, P. J. (2020). The influence of perceived social media 

marketing elements on consumer–brand engagement and brand knowledge. Asia Pacific 

Journal of Marketing and Logistics, 32(3),695–720. https://doi.org/10.1108/APJML-04-

2019-0262 

Christiarini, R., Larissa, J., & Yaacob, T. Z. (2024). Exploring Consumer Purchase Intention in 

e-Commerce Flash Sale: Can Satisfaction and Trust Enhance the Behavior? International 

Journal of Academic Research in Business and Social Sciences, 14(12). 

https://doi.org/10.6007/ijarbss/v14-i12/24183 

Daya, M., & Daya Yolanda Masnita Siagian Kurniawati, M. (2022). Influence Social Media 

Marketing Activities against Brand Loyalty Directly or through Consumer Satisfaction 

and Brand Equity on the Largest E-Commerce in Indonesia. Universitas Brawijaya. 

Journal of Applied Management (JAM), 20(4), 865–877. https://doi.org/10.21776/ub.jam 

Dwiedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J., Jain, V., 

Karjaluoto, H., Kefi, H., Krishen, A. S., Kumar, V., Rahman, M. M., Raman, R., 

Rauschnabel, P. A., Rowley, J., Salo, J., Tran, G. A., & Wang, Y. (2021). Setting the 

future of digital and social media marketing research: Perspectives and research 

propositions. International Journal of Information Management, 59. 

https://doi.org/10.1016/j.ijinfomgt.2020.102168 



 

JURNAL ECONOMINA 5 (9) 2026 doi.org/10.55681/economina.v1i1.4266 

 

 

The Role of Digital Trust in Mediating the Influence −    7393 

Wahyuni et al 

 

Emini, A., & Zeqiri, J. (2021). The Impact of Social Media Marketing on Purchase Intention in 

a Transition Economy: The Mediating Role of Brand Awareness and Brand Engagement. 

Enterprise Research Innovation, 7(1), 256–266. https://doi.org/10.54820/fdor9238 

Eroglu, S. A., Machleit, K. A., & Davis, L. M. (2001). Atmospheric qualities of online retailing: 

A conceptual model and implications. In Journal of Business Research (Vol. 54). 

Fitriasari, D., Riyoko, S., & Roosdhani, M. R. (2025). The Effect of Influencer Popularity on 

Purchase Decisions Among Gen Z Consumers: Case Study of Scientific Skincare 

Products The Influence of Influencer Popularity, Social Media Engagement, and 

Customer Trust on Purchase Decisions for Skintific Skincare Products Among 

Generation Z. This study aims to analyze the impact of Influencer Popularity, Social 

Media Engagement, and Customer Trust on the Purchase Decision of Skintific skincare 

products among Generation Z consumers. 5(2). 

https://doi.org/10.52970/grmapb.v5i1.1092 

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Gefen et al./Trust and TAM in Online 

Shopping Trust And Tam In Online Shopping: An Integrated Model1. 

Grönroos, C. (1994). From Marketing Mix to Relationship Marketing: Towards a Paradigm 

Shift in Marketing. Management Decision, 32(2), 4–20. 

https://doi.org/10.1108/00251749410054774 

Guo, Y. (2022). Digital Trust and the Reconstruction of Trust in the Digital Society: An 

Integrated Model based on Trust Theory and Expectation Confirmation Theory. Digital 

Government: Research and Practice, 3(4). https://doi.org/10.1145/3543860 

Hair, J. F. H. G. T. M. R. C. M. S. M. (2022). A Primer on Partial Least Squares Structural 

Equation Modeling (PLS-SEM) (3rd ed.). SAGE Publications. 

Hajli, N. (2015). Social commerce constructs and consumer's intention to buy. International 

Journal of Information Management, 35(2), 183–191. 

https://doi.org/10.1016/j.ijinfomgt.2014.12.005 

Hannan, S., Pyramid, S., Horas, J., & Purba, V. (2023). A Digital Marketing Strategy Using 

Social Media Marketing To Increase Consumer Purchase Decisions Mediated By Brand 

Perception. 21. https://doi.org/10.21776/ub.jam.2022.021.03.18 

Harrigan, P., Daly, T. M., Coussement, K., Lee, J. A., Soutar, G. N., & Evers, U. (2021). 

Identifying influencers on social media. International Journal of Information 

Management, 56. https://doi.org/10.1016/j.ijinfomgt.2020.102246 

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand engagement in social 

media: Conceptualization, scale development and validation. Journal of Interactive 

Marketing, 28(2), 149–165. https://doi.org/10.1016/j.intmar.2013.12.002 



 

JURNAL ECONOMINA 5 (9) 2026 doi.org/10.55681/economina.v1i1.4266 

 

 

The Role of Digital Trust in Mediating the Influence −    7394 

Wahyuni et al 

 

Jacoby, J. (2002). Stimulus-organism-response reconsidered: An evolutionary step in modeling 

(consumer) behavior. In Journal of Consumer Psychology (Vol. 12, Number 1, pp. 51–

57). Lawrence Erlbaum Associates Inc. https://doi.org/10.1207/s15327663jcp1201_05 

Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance customer equity? 

An empirical study of luxury fashion brand. Journal of Business Research, 65(10), 1480–

1486. https://doi.org/10.1016/j.jbusres.2011.10.014 

Kotler, P. K. K. L. (2016). Marketing Management (15th ed.). Pearson Education. 

 

Laila, Z. N., & Mohamad Rifqy Roosdhani. (2025). The Influence of Social Media Marketing 

on Purchase Decision with Social Influence and Word of Mouth as Mediating Variables 

in Lovable Hijab Stores. Effectors, 12(1), 102–116. 

https://doi.org/10.29407/e.v12i1.25104 

Mainardes, E. W., & Cardoso, M. V. (2019). Effect of the use of social media in trust, loyalty 

and purchase intention in physical stores. International Review of Retail, Distribution and 

Consumer Research, 29(4), 456–477. https://doi.org/10.1080/09593969.2019.1583593 

Mayer, R. C., Davis, J. H., & Schoorman, F. D. (1995). Academy ol Management Review (Vol. 

20, Number 3). 

McKnight, D. H., Choudhury, V., & Kacmar, C. (2002). Developing and validating trust 

measures for e-commerce: An integrative typology. Information Systems Research, 

13(3), 334–359. https://doi.org/10.1287/isre.13.3.334.81 

Mehrabian, A. R. J. A. (1974). An Approach to Environmental Psychology (1st ed.). MIT Press. 

Misbakhudin, A., Riyoko, S., & Isniati, A. (2024). Flash Sale On Skincare Skintific Repurchase 

Decisions Mediated By Customer Satisfaction. Retrieved https://compass.co.id 

Morgan, R. M., & Hunt, S. D. (1994). The Commitment-Trust Theory of Relationship 

Marketing. 

Moro Sundjaja, A., Arisanto, G. V., & Fatimah, S. (2020). The Determinant Factors of E-

Commerce Usage Behavior During Flash Sale Program. In Communication & 

Information Technology) Journal (Vol. 14, Number 2). 

Onofrei, G., Filieri, R., & Kennedy, L. (2021). Social media interactions, purchase intention, 

and behavioural engagement: The mediating role of source and content factors. 

Payne, A., Frow, P., & Marketing, R. (2005). A Strategic Framework for Customer 

Relationship Management. 

Phuong Duy, N. B., & Thanh Khoa, B. (2022). Consumer behavior in Online Flash Sale: Partial 

least squares structural equation modeling (PLS-SEM) analysis. 2022 International 

Conference on Decision Aid Sciences and Applications, DASA 2022, 88–93. 

https://doi.org/10.1109/DASA54658.2022.9765127 



 

JURNAL ECONOMINA 5 (9) 2026 doi.org/10.55681/economina.v1i1.4266 

 

 

The Role of Digital Trust in Mediating the Influence −    7395 

Wahyuni et al 

 

Prasetyo, R. A., Siregar, A. R., & Phuc, T. H. (2025). The Mediating Role of Brand Trust in 

the Relationship between Social Media Marketing and Purchase Intention. Journal of 

Economics and Management, 3(3), 85–94. https://doi.org/10.70716/ecoma.v3i3.319 

Qiao, L., & Sun, P. J. (2024). The Dynamics of Social Media Marketing: Unraveling the Impact 

on Customer Purchase Intentions through Engagement and Trust. Journal of Distribution 

Science, 22(3), 21–31. https://doi.org/10.15722/jds.22.03.202403.21 

Rachmadhaniyati. (2021). Department of Management, Faculty of Economics and Business, 

State University of Surabaya. In Journal of Management Science (Vol. 9). 

Rizki Fajar, M., Suhud, U., & Febrilia, I. (2023). Analysis of Variables Influencing Consumer 

Purchase Decisions at the Jakarta Sneakers Day Shoe Exhibition. SINOMIKA Journal: 

Scientific Publications in the Field of Economics and Accounting, 1(5), 1249–1270. 

https://doi.org/10.54443/sinomika.v1i5.602 

Rose, S., Clark, M., Samouel, P., & Hair, N. (2012). Online Customer Experience in e-

Retailing: An empirical model of Antecedents and Outcomes. Journal of Retailing, 88(2), 

308–322. https://doi.org/10.1016/j.jretai.2012.03.001 

Santos, S., Gonçalves, H. M., & Teles, M. (2023). Social media engagement and real-time 

marketing: Using net-effects and set-theoretic approaches to understand audience and 

content-related effects. Psychology and Marketing, 40(3), 497–515. 

https://doi.org/10.1002/mar.21756 

Vinerean, S., & Opreana, A. (2021). Measuring customer engagement in social media 

marketing: A higher-order model. Journal of Theoretical and Applied Electronic 

Commerce Research, 16(7), 2633–2654. https://doi.org/10.3390/jtaer16070145 

Wang, J., Shahzad, F., Ahmad, Z., Abdullah, M., & Hassan, N. M. (2022). Trust and 

Consumers' Purchase Intention in a Social Commerce Platform: A Meta-Analytic 

Approach. SAGE Open, 12(2). https://doi.org/10.1177/21582440221091262 

Yadav, M., & Rahman, Z. (2017). Measuring consumer perception of social media marketing 

activities in e-commerce industry: Scale development & validation. Telematics and 

Informatics, 34(7), 1294–1307. https://doi.org/10.1016/j.tele.2017.06.001 

Zhu, P., Miao, C., Wang, Z., & Li, X. (2023). Informational cascade, regulatory focus and 

purchase intention in online flash shopping. Electronic Commerce Research and 

Applications, 62. http://doi.org/10.1016/j.elerap.2023.10134. 

 

 


	RESEARCH METHOD
	Based on the results of data processing on 230 respondents, the majority of respondents were women (83.9%) and were in the age range of 21–24 years (75.5%), with the last education of high school/vocational school (49.2%). As many as 98.7% of responde...
	Table 1. R-square
	Source: process data (2026)
	Table 2. Reliability and Validity
	Source : 2026 process data
	Digital Trust Mediation Analysis
	Table 7. Indirect Effect Test Results
	Based on Table 11, all indirect effects through Digital Trust showed significant results with  a p-value of < 0.05. The relationship between Social Media Marketing → Digital Trust → Purchase Decision (H8) had a coefficient of 0.155, a t-statistic valu...
	The test results showed that Customer Engagement Strategy had no significant effect on Purchase Decision (β = 0.040; t = 0.576; p = 0.565), while Digital Trust had a positive and significant effect (β = 0.503; t = 4.830; p = 0.000). Flash Sale had a p...

	CONCLUSIONS AND SUGGESTIONS

