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Analyzing the Impact of Social Media Marketing, Green Marketing, and
Developer Reputation on Property Purchase Intention
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Abstract

This research explores property purchase decisions regarding Consumer Trust, influenced by Social Media Marketing, Developer's
Reputation, and Green Marketing. This research was conducted on 200 property customers in Indonesia and carried ont online. The
research results show that Social Media Marketing, Developer's Reputation, Green Marketing and Consumer Trust directly influence
Purchase Intention. Social media marketing influence consumer trust, but green marketing and developers' reputations do not influence
consumer trust. Furthermore, Consumer Trust is proven to mediate Social Media Marketing and Property Purchase Intention. The
Central Statistics Agency shows an imbalance in the backlog (number of needs for home ownership) throughout 2023. There is a
significant decrease from 16.14 million units (2022) to 14.84 million units in 2023. The results of this research can be used as
material for practitioners to increase purchasing decisions for property businesses that are more profitable in the long term.

Keywords: Purchase Intention, Trust, Social Media Marketing, Reputation, Green Marketing.

Introduction

The property industry is a sector that has a significant economic impact in various countries. A 2023 Bank
Indonesia (BI) survey of 18 housing developers in 18 cities in Indonesia shows an increase in residential
property prices. The Central Statistics Agency (BPS) in the 2023 Socio-Economic Survey (Susenas) showed
that the imbalance in the backlog (the number of needs for home ownership) of home ownership
throughout 2023 decreased to 9.9 million units from the previous year, namely 10.5 million units. Residential
feasibility backlog figures also show a significant decrease from 16.14 million units (in 2022) to 14.84 million
units in 2023. That shows that the development of the property business is very bright and always opens
up opportunities for development companies to innovate and actively market the property. Research on the
factors influencing consumer purchase intentions in the property context is essential (Fonseca et al., 2016).

One factor that has a significant influence on consumer purchasing intentions is social media marketing.
Matin and Laksamana (2023) found that mobile marketing and social media positively impacted customer
engagement, while Mainardes and Cardoso (2019) further emphasized the role of social media in building
trust and loyalty, which in turn influences purchase intentions. Furthermore, Li et al. (2023) emphasize five
focus areas: social media marketing, promotion and sales, communication channels and branding,
monitoring and intelligence sources, value creation, and general and strategic marketing tools. However,
several studies show the opposite. Sun and Meanwhile research (Nguyen et al., 2019) further highlights that
irritation from social media advertising negatively impacts property purchase intentions if the marketing is
perceived as annoying or intrusive. Another research study by Matin and Laksamana (2023) found that
mobile and social media marketing have positively impacted customer engagement. However, they do not
directly influence purchase intentions in the property industry.

Another influencing factor is Green Marketing, which includes strategic communication about
environmentally friendly initiatives, which can influence consumer petrceptions of property developers.
Consumers increasingly concerned about environmental issues may be more inclined to purchase property
from developers committed to environmentally friendly practices (Cahyono et al., 2019). Green marketing
focuses on environmental preservation, requiting marketers to innovate to find ways to produce and sell
environmentally friendly goods and services, especially if environmental issues become a need for
consumers (Puspitasari et al., 2021). Research by Tan et al. (2022) found that green marketing strategies,
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such as knowledge about green products and positive attitudes toward the environment, can cause
customers to want to buy more green products. Some studies show the opposite effect. Liu and Tang (2023)
highlight how greenwash perceptions can be reduced by a strong brand image, suggesting that consumers
view only some green marketing efforts positively. Majeed et al. (2022) discuss the importance of
implementing green marketing strategies setiously, emphasizing that insincere efforts (greenwashing) can
damage consumer trust and reduce intentions to purchase green products. Nguyen et al. (2019) show that
greenwash is negatively related to green purchase intentions, highlighting the adverse effects of misleading
green matketing on consumers' purchase intentions. The study by El Nemar et al. (2022) shows that green
marketing influences ecological behavior, hinting at potential limitations in green marketing's ability always
positively to impact purchase intentions.

Apart from that, the reputation of the property developer can also play an essential role in influencing
consumer purchasing intentions. Developers with a good reputation for construction quality, customer
service, and business ethics may be more likely to gain consumer trust, which may influence purchase
intentions. Yassin et al. (2022) found that the reputation of property developers significantly influences
consumers' decisions to buy residential property. Apart from price and location, the developet's reputation
was one of the main factors determining the intention to purchase an apartment, apart from several other
propetty types (Khoo et al., 2020). On the other hand, the impact on the developet's teputation could be
more positive. A negative company reputation, including the developer, can significantly worsen consumer
attitudes and purchase intentions (Nursal et al., 2019).

Several previous research results showed discrepancies, so further research needed to be carried out. There
still needs to be research that specifically examines the relationship between social media marketing, green
marketing, developers' reputation, property purchase intention, and their relationship with consumer trust.
Therefore, this research aims to fill this knowledge gap and hopefully gain a deeper understanding of how
these factors can influence each other in the context of the property industry. With a better understanding,
property developers can leverage this knowledge to develop more effective strategies for attracting and
retaining consumers, positively contributing to their business's future growth.

Literature Review

The theory related to decisions involving intention, namely the Theory of Planned Behavior (TPB), is the
basis for the study. This theoty is a development of Fishbein and Ajzen's theory in 1967, namely the Theory
of Reasoned Action (TRA), which introduced the concept of behavioral control as an additional
determinant of intentions and behavior (Lim & Weissmann, 2023). This theory argues that people who
intend to carry out specific behavior do not necessarily have control over that behavior.

Social media has revolutionized interactions between companies and customers, providing sophisticated,
efficient, and easy-to-use services. Its features are spontancous, visually appealing, and can be accessed
globally with an internet connection, making it an effective communication tool. Social media users join
communities based on the same interests, making it easier for companies to develop effective marketing
strategies. According to Kahle and Valette-Florence (2014), social networks allow individuals to create
profiles on social media platforms, share information, and interact with other users in the same online
community.

Ahmad et al. (2015) examined the influence of social media on the decision-making process of 126
respondents working in the higher education sector in Pakistan, finding that their decisions on social media
were influenced by reviews and information shared by other users. Meanwhile, Arif and Kanwal (2016)
identified that most distance learning participants at public higher education institutions were familiar with
social media technology, with Facebook as the most frequently used platform. The study shows that
perceived usefulness, perceived behavioral control, and attitudes can influence users to use social media.
Because these studies concentrate on the training and education sectors, the results may need to fully
demonstrate how social media can influence user purchasing behavior in different locations.

H1. The more interesting social media marketing is, the stronger the intention to buy property.
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Sustainability-oriented marketing, or green marketing, has become a key tactic in dynamic marketing. That
is mainly triggered by growing concern for environmental sustainability and consumer preferences, which
lead to the choice of environmentally friendly products and services (Ottman, 2011; Sharma, 2021).
Companies that adopt environmentally friendly marketing strategies aim to reduce their environmental
footprint, improve their corporate image, and meet consumer expectations that prioritize environmental
aspects (Leonidou et al., 2013). Understanding how this influences consumers' repurchase intentions for
environmentally friendly products and services is essential to green marketing (Tien et al., 2020).

H2. The more positive Green Marketing is, the stronger the intention to buy property.

Purchasing a home is a high-risk decision that requires a large investment and many criteria, such as price,
location, environment, infrastructure, future value, availability of green space, developer reputation,
transportation and others. However, with the increasing number of failed or incomplete housing projects,
most of which are caused by developers, developer reputation criteria are becoming increasingly vital in the
housing selection process, according to Nursal et al. (2019).

H3. The higher the Developet's Reputation, the stronger the intention to buy propetty.

Hajli (2014) investigated the level of consumer trust in social media; he stated that the accuracy of product
reviews positively impacts trust in products reviewed on social media. The research emphasizes the
importance of e-vendors communicating with their customers to ensure customer satisfaction and to keep
customers up to date. That, in turn, ensures that the majority of reviews are positive and do not harm the
business. The benefits to consumers of improving the quality of the website are also discussed. Social
media presents advantages and disadvantages, and many businesses still need help strategizing and utilizing
it effectively.

H4. The more positive social media marketing is, the higher the consumer trust will be.

Jiang and Kim (2015) proposed that consumers' understanding of environmentally friendly marketing
communications influences their final purchase intentions toward the business. There is a significant
correlation between environmentally friendly marketing and consumer trust, where marketing instruments
such as environmentally oriented advertising, eco-friendly labels, and brands that focus on sustainability
have the potential to gain consumer trust and encourage them to choose these products (Uddin & Khan,
2018). Therefore, implementing green marketing strategies and sending information about the use of green
products makes consumers feel the benefits of green consumption (e.g., impact on social benefits such as
health, the environment, and future generations), which can help consumers to shift from purchasing
intentions to action (Cheung & To, 2019)

H5. The more positive Green Marketing is, the higher the Consumer Trust.

A growing body of literature has produced many alternative definitions of corporate reputation. For Gotsi
and Wilson (2001), corporate reputation should be seen as a comprehensive company assessment by
stakeholders over time. Marken (2002) defines reputation as an asset that includes 'quality of products and
services, ability to innovate, value as a long-term investment, financial stability, ability to attract, develop,
retain talent; use of company assets, and quality of management. Walsh et al. (2009) also emphasize the
plurality of perceptions and representations regarding a company. However, in their work, they mainly
define the concept of corporate reputation from the customer's perspective. Meanwhile (Keh & Y, 2009)
states that companies with a high reputation can gain customer trust.

Ho6. The higher the Developer's Reputation, the higher the Consumer Trust.

Hess and Story (2005) report that trust reflects customers' widespread belief that a brand cares about them,
will go out of its way to make them happy, and is responsive to their needs. In Hess and Story's (2005)
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study, the previous definition of trust was as confidence, or willingness to rely on an exchange partner,
arising from perceived expertise, integrity, or deliberateness. Despite the multitude of definitions of the
concept, a careful review of the existing literature reveals a consensus that expectations and risk are essential
components of the definition of trust (Delgado-Ballester & Luis Munuera-Aleman, 2005). Based on the
literature reviewed, trust here is defined as consumer confidence in purchasing situations characterized by
uncertainty, vulnerability and lack of control; based on experience, a company identified as a corporate
brand will provide services with the quality consumers expect.

H7. The higher the Consumer Trust, the higher the intention to purchase property.

Consumer trust is a critical element in forming customer loyalty. Moorman et al. (1993) stated that customer
trust is an individual's readiness to rely on a trusted entity. When a company presents positive impressions
and services to consumers, this triggers the formation of customer trust in the company. This trust in
quality service results in customer loyalty to the service. That is in line with the findings of Chinomona and
Sandada (2013), who found evidence of the positive influence of customer trust on customer loyalty.
Research (Umair Manzoor et al., 2020) states that social media marketing also significantly influences
purchase intention mediated by customer trust. Social media is a medium that is easy to access, so sellers
can quickly introduce their products to consumers through social media marketing. It also increases
consumer buying interest (Anggrenita & Sander, 2022). Trust is necessary for consumers to be interested
in purchasing because trust is essential to strengthen or deepen the sellet's relationship with consumers
(Chan et al., 2020). Concern for the environment is a factor that positively influences purchasing decisions
(Li et al., 2021). Consumer trust, which takes environmental concerns into account, is a factor that
influences purchase intention (Wahyumar, 2023). Consumer trust represents reputation, secutity, privacy
and quality of information. It can also improve long-term relationships between customers and sellers.
Reputation is considered an important factor in customer trust. The relationship between reputation and
purchase intention, mediated by trust, has been catrried out by previous tresearchers (Rong et al., 2007;
Faradila & Soesanto, 2016; Nanda & Wahyuno, 2016).

H8. Consumer trust mediates the influence of social media marketing, green marketing, and developers'
reputation on property purchase intention.

Method

The research location is the distribution atea of property purchases throughout Indonesia. The population
that is the object of this research is all people who have purchased or have intentions of property through
property agents or directly from development companies in Indonesia. The sampling technique used was
non-probability sampling with a purposive sampling method. The number of samples in this research was
200 respondents. The data collection technique in this research uses a questionnaire sent via Google Forms.
Research hypothesis testing was conducted using a Structural Equation Modeling (SEM) approach based
on Partial Least Square (PLS) and the SmartPLS3 statistical tool. The research variables in this study are
divided into three, including Dependent Variable (Purchasing Decision) and Variable.

Independent (Social Media, Green Marketing and Developer Reputation) and Moderation Variable
(Consumet's Trust).

Results And Discussion

This research model consists of 5 (five) variable constructs, including Social Media Marketing (SCM), Green
Marketing (GM), developet's reputation (DR), Consumer trust (CT), and Property Purchase Intention
(INT). Evaluation of a measurement model is a stage for testing the validity and reliability of a construct.
Convergent validity is known through outer loading, An instrument is said to meet the convergent validity
test if it has an outer loading above 0.7. Validity test results found that DR1, DR2, DR3 DR4, DR5, DR6,
DR7, DR8 were less than 0.7. So, this item has been deleted, as are GM4, GM5, GM6, and GM7. GMS,
GM9. Furthermore, based on the AVE test results above, it can be seen that the vatriables Social Media
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Marketing (SCM), Green Marketing (GM), developet's reputation (DR), Consumer trust (CT), and Property
Purchase Intention (INT) produce Average Variance Extracted values (AVE) above 0.5. In this way, the
variable indicator is declared valid for measuring the variable. Based on the cross-correlation measurements
in the table above, it can be seen that overall, the indicators that measure the variables Social Media
Marketing (SCM), Green Marketing (GM), developet's reputation (DR), Consumer trust (CT), and Property
Purchase Intention (INT) produces an outer loading that is greater than the cross correlation value for
other variables. Thus, each indicator can measure the latent variable corresponding to the indicator.

Calculations that can be used to test construct reliability are Cronbach's Alpha, rtho A, and composite
reliability. The test criteria state that the indicator is declared reliable if Cronbach's Alpha, tho A, and
composite reliability ate more significant than 0.7. The results of Cronbach's Alpha, tho A, and composite
reliability calculations can be seen through the summary presented in the following table:

SCM1

scm: fa g cn2 c‘;; T4 crs
scm: \ \0_906'\0_953 0910 0.941/‘092,/'

= |

SCM3

SCM5
& 0.925// Social Media
SCM6 Marketing INTY
[ N
SCM7 0918 INT2
X 089477
SCM8 —0918-» INT3
- 0.961
SCM9 0945 INT4
Property T
Purchase INTS
GM1 Intention
0962
GM2 ¢0935—
k0v802
GM3
Green
Marketing
DR10
DR9
Developer's
Reputation
Table 1. Construct Reliability
Latent Variables Cronbach's Alpha | Rho A |  Composite Reliability
CT 0.959 0.960 0.968
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DR 0.920 0.920 0.962
GM 0.885 0.922 0.929
INT 0.959 0.960 0.968
SCM 0.979 0.980 0.981

Source: SmartPLS 4 (2024)

The goodness of fit model is used to determine the magnitude of exogenous vatiables' ability to explain
the diversity of endogenous vatiables or, in other words, the magnitude of their contribution to endogenous
variables. The goodness of fit model in PLS analysis is carried out using R-Square (R2). The goodness of
fit Model results are summarized in the following table.

Table 2. Coefficient of Determination

Variable R?
Consumer trust (CT) 0.987
Property Purchase Intention (INT) 0.997

Q2=1—(1-RH)*(1 —R%)
Q2 =1—(1-0987)*(1 —0.997)
Q2 =0.999

Source: SmartPLS 4 (2024)

The R-square for the Consumer trust (CT) variable is 0.987 or 98.7%. It shows that the diversity of
consumer trust variables can be explained by the Media Marketing (SCM), Green Marketing (GM), and
Developet's Reputation (DR) vatiables of 98.7%. Then, the Property Purchase Intention (INT) variable is
0.997 or 99.7%. That shows that the diversity of Property Purchase Intention variables can be explained
by the Social Media Matketing (SCM), Green Marketing (GM), developet's reputation (DR) and Consumer
trust (CT) variables of 99.7%. If you look at the Q-Square predictive relevance (Q2), it is also 0.999 or
99.9%. That shows that the entire model can explain the diversity of data at 99.9%, which is almost 100%
perfect. That means the model can explain 99.9% of the existing data well. Based on various validity and
reliability tests, it was found that this research model was valid and reliable to examine the relationship
between variables in depth. The results of testing between variables were carried out by hypothesis testing
with the results depicted in Table 3 as follows:

Table 3. Hypothesis Test (Direct Effect)

Original | Standard T Statistics
Hypothesis | Path | Sample | Deviation TDEV P Values Information
O (STDEYV) (10/8 )
SCM 2.135 0.043 49.826 0.000 Accepted
H1 —
INT
GM 0.136 0.017 8.257 0.000 Accepted
H2 —
INT
DR -0.382 0.014 26.492 0.000 Accepted
H3 —
INT
SCM 0.933 0.031 29.815 0.000 Accepted
H4 —
CT
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GM 0.045 0.024 1.923 0.055 Accepted
H5 —
CT
DR 0.018 0.022 0.848 0.397 Rejected
Ho6 —
CT
CT -0.931 0.041 22.469 0.000 Accepted
H7 —

INT

Source: SmartPLS 4 (2024)

Meanwhile, tests for indirect effects are described in Table 4 as follows:

Table 4. Indirect Effect Test

Standard
. Original Deviatio T Statistics .
Hypzth“‘ Path Sample n (|O/STDEV Vail . I“f"‘;na“o
O) (STDEV D)
)
SCM — CT — -0.869 0.048 18.053 0.000 Mediate
INT
Hs DR—-CT — -0.017 0.020 0.836 0.404 Not
INT Mediating
GM — CT — -0.042 0.022 1.918 0.056 Mediation
INT

Source: SmartPLS 4 (2024)

This research indicates that Social Media Marketing influences individual Purchase Intentions. Social media
marketing or social media marketing utilizes property social media as a facility to make needed offers and
quickly gain consumer attention to increasing consumer and potential consumer purchasing intentions
(Sholawati & Tiarawati, 2022). According to Oktriyanto et al. (2021), social media marketing significantly
affects brand equity and customer trust, where it represents purchasing intentions to consume products.
That is in line with Lacap's (2021) statement that the use of social media is significantly and positively
related to purchase intentions. Similatly, according to the findings of Manzoor et al. (2020), social media
plays a substantal role in shaping consumers' purchasing intentions.

The results of this research indicate that H2 is accepted, where Green Marketing influences Purchase
Intentions. Several studies have shown that communicating green products' functions and benefits through
green advertising can increase a person's intention to buy environmentally friendly products. Green
advertising has implicit and explicit criteria to promote an environmentally friendly lifestyle with
environmentally friendly products for the interpretation of companies that care about the environment. It
is logical to outline the basics with the information, knowledge, and persuasive nature of green advertising,
which is about environmentally friendly products that will influence a person's purchasing intentions.
Environmentally friendly properties think about long-term sustainability, which can increase property
purchase intentions from consumers and potential consumers. Likewise, these findings align with Prabowo
and Sigit (2023), where green advertising influences green purchasing intentions in a company. A similar
thing was also found in research conducted by Masturoh (2016), which found that the purchase of green
products was influenced by green advertising in the context of green products.

The results of the H3 test show that reputation significantly influences purchasing decisions. That means
that if the property developer's reputation increases, it will increase purchasing decisions because the seller's
reputation influences purchasing decisions. Developer reputation is a parameter by which an organization
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can shape the beliefs of potential and existing consumers and can influence their purchasing behavior (Ong
& Chan, 2016). Perceived reputation will give consumers confidence regarding capability and integrity
(Albertina & Dhya, 2018). The results of this research also support several previous researchers, such as
Tjakraatmadja (2018). According to Riswandi (2019) and Aziz & Tiarawati (2021), other research results
stated that reputation significantly influences purchasing decisions.

The results of testing Hypothesis 4 show that social media marketing affects Consumer Trust. Social media
marketing will help sellers to communicate directly and efficiently with consumers; this is also supported
by opinion (Moslehpour et al., 2022), which states that effective communication has a direct and significant
influence on consumer trust and is similar to opinions (Manzoor et al., 2020), social interactions carried out
online on social media can increase trust between sellers and buyers. The results of this research are also in
line with previous research conducted by Anggrenita & Sander (2022), which found that Social Media
Marketing had an effect on Consumer Trust.

The results of testing Hypothesis 5 show that Green Marketing didn’t affects Consumet's Trust. Green
Marketing carried out by property companies is analyzed don’t have a positive impact on increasing positive
approaches to customers. The company applies the Green Marketing strategy to change consumer styles in
assessing the environmental friendliness of the property sector but didn’t work well.

Hypothesis 6 testing results show that reputation does not affect consumer trust. Reputation positively
impacts trust, which is incredibly initial trust in the company. An individual will readily accept public opinion
about the company's reputation and use it to form his opinion regarding trust in the company (Broutsou
& Panos, 2012). If a company is considered reasonable by others, it is good, which can trigger people to
believe in it. However, research on property companies in Indonesia shows that the results obtained are not
significant; this is supported by Mao (2000), that a high reputation in a company does not have a significant
impact on consumer confidence because consumers now reason, so they look at many other factors and all
information to make property purchases. Researchers analyze that consumers tend to reason regarding
property prices, which are not low value, so logic and deep thinking are used more than the reputation of
the property company. The results of this research are also in line with previous research conducted by

Andilala et al. (2018).

The results of testing hypothesis 7 found that Consumer Trust influences purchase intention. Customer
trust is the trust, confidence and knowledge consumers have about a property. (AlFarraj et al, 2021) Trust
is the best dimension of credibility in this property research to influence consumer purchase intention.
When the element of trust is recovered, consumers will be more interested in purchasing. That can also be
caused by marketing carried out with an element of uncertainty (Irshad et al., 2020). Therefore, trust plays
an important role in consumer buying interest (Umair Manzoor et al., 2020). That is also supported by
research (Anggrenita & Sander, 2022), which states that consumer trust significantly affects a person's
buying interest.

The results of hypothesis testing show that Customer Trust mediates the relationship between Social
Marketing and Purchase Intention and Green Marketing and Purchase Intention. However, Consumer
Trust does not mediate the relationship between Reputation and Purchase Intention. With trust, consumers
are more confident in making purchases of property in Indonesia. As stated in the opinion of
(Almohaimmeed, 2019), a business transaction is more likely to occur if you trust each other. It is also
supported by previous research conducted by Umair Manzoor et al. (2020) and Anggreni & Sander (2022),
stating that the mediating role of customer trust significantly influences social media matketing and
Purchase Intention. Consumers also highly trust companies that consider property friendliness to the
environment when purchasing property. Environmental awareness shows the consumer's ability to
demonstrate an activity with environmental conditions to create a safe and healthy environment when
choosing property; consumers tend to look at the long-term environmental impact to avoid harming many
parties and the consumers themselves (Prabowo & Sigit).

On the other hand, the developet's reputation for Purchase Intention is not mediated by the Consumet's
Trust; this is suspected to be a psychological factor related to consumer rationality regarding perceptions
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of property purchases. Researchers have concluded that consumers tend to look at technical things such as
environmental friendliness and social media, which are now primary needs with attractive prices and
facilities offered, so reputation is not a consideration. So, this fails to stimulate consumer psychology to
increase their confidence in their intention to buy property.

Conclusion

The research results show that social media marketing, reputation, green marketing, and consumer trust
influence purchase intention. However, Green Marketing and Developer Reputation does not affect
Consumet's Trust. Consumer rationality is suspected to become more profound when consumers decide
to buy a property, so the developet's reputation is not a consideration. Apart from that, consumer trust has
been proven to mediate the relationship between social media marketing and purchase intention and green
marketing with purchase intention. However, Consumer Trust fails to mediate Green Marketing and
Developet's Reputation on Putrchase Intention. That is due to the rationality of buyers regarding offers
through attractive marketing and attractive prices, which is taken into consideration so that trust does not
become an intermediary for the developet's reputation to make consumers decide to buy property. The
results of this research can provide practical contributions for property developers in growing their
property business at better profits. Further research is expected to add price rationality factors to show a
more complex and broad generalization of Purchase Intention.

Conflict of Interest Statement

The authors agree that this research was conducted in the absence of any self-benefits, commercial or
financial conflicts and declare absence of conflicting interests with the funders.

Acknowledgements

The authors would like to thank all parties who supported this research, which also helped the authors do
much research. This research helped increase the authors' knowledge and skills. This research will be helpful
for knowledge and a better future. No funding was received for conducting this study. This paper is an
original, unpublished work, and not under consideration or publication elsewhere.

References

Ahmad, N, Atif, S., & Rubab, A. (2015). The Impact of Social Media on Fashion Industry: Empirical Investigation from
Karachiites. Journal of Resources Development and Management, 7.

Arif, M., & Kanwal, S. (2016). Adoption of Social Media Technologies and their Impact on Students” Academic Performance:
The only Way for Future Survival of Distance Education Students in Pakistan. Pakistan Journal of Information
Management and Libraries, 18(1), 25—36. https://doi.org/10.47657/2016181947

Alfarraj, O., Alaawan, A., Obeidat, A A., Baabdullah, A., Aldmour, R., & Al-Haddad, S. (2021). Examining the impact of
influencers’ credibility dimensions: attractiveness, trustworthiness and expertise on the purchase intention in the
aesthetic dermatology industry. Review of International Businessand Strategy, DOI 10.1108/RIBS-07-2020-008.

Chen, J. Y., & Wang, M. H. (2023). A Study on Real Estate Purchase Decisions. Sustainability (Switzerland), 15(6).
https://doi.org/10.8390/su15065216

Cheung, M. F. Y., & To, W. M. (2019). An extended model of value-attitude-behavior to explain Chinese consumers” green
purchase behavior. Journal of Retailing and Consumer Services, 50, 145—158.
https://doi.org/10.1016/j.jretconser.2019.04.006

Chinomona, R., & Sandada, M. (2013). Customer Satisfaction, Trust and Loyalty as Predictors of Customer Intention to Re-
Purchase  South  African  Retailing  Industry.  Mediterranean  Journal —of  Social  Sciences.
https://doi.org/10.5901/mjss.2013.v4n14p437

Delgado-Ballester, E., & Luis Munuera-Alemdn, J. (2005). Does brand trust matter to brand equity? Journal of Product &
Brand Management, 14(3), 187—196. https://doi.org/10.1108/10610420510601058

El Nemar, S., El-Chaarani, H., El-Abiad, Z., El-Fawal, A., & Badawy, H. (2022). The Relationship Between Customer
Perceptions of Green Marketing Influence on Buying Behavior (pp. 399—429). https://doi.org/10.4018/978-1-
6684-5849-5.ch022

Fonseca, L., Ramos, A., Rosa, A., Braga, A. C., & Sampaio, P. (2016). Stakeholders satisfaction and sustainable success. Int.
J. Industrial and Systems Engineering, 24(2), 144—157.

Ghozali, I, & Latan, H. (2015). Partial Least Squares Konsep Teknik dan Aplikasi dengan Program Smart PLS 3.0.
Universitas Diponegoro Semarang.

1258


https://ecohumanism.co.uk/joe/ecohumanism
https://doi.org/10.62754/joe.v3i4.3655

Journal of Ecohumanism

2024

Volume: 3, No: 4, pp. 1250 — 1260

ISSN: 2752-6798 (Print) | ISSN 2752-6801 (Online)
https://ecohumanism.co.uk/joe/ecohumanism
DOT: https://doi.org/10.62754/joe.v3i4.3655

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G., Donvito, R., & Singh, R. (2016). Social media marketing efforts
of luxury brands: Influence on brand equity and consumer behavior. Journal of Business Research, 69(12), 5833—
5841. https://doi.org/10.1016/] jbusres.2016.04.181

Gotsi, M., & Wilson, A. M. (2001). Corporate reputation: seeking a definition. Corporate Communications: An International
Journal, 6(1), 24—30. https://doi.org/10.1108/13563280110381189

Hair, J. F., Ringle, C. M., & Sardstedt, M. (2017). Partial Least Squares Structural Equation Modeling.

Hajli, M. N. (2014). A study of the impact of social media on consumers. International Journal of Market Research, 56(3),
387—404. https://doi.org/10.2501/IJMR-2014-025

Hess, J., & Story, J. (2005). Trust-based commitment: multidimensional consumer-brand relationships. Journal of Consumer
Marketing, 22(6), 313—322. https://doi.org/10.1108/07363760510623902

Jiang, F., & Kim, K. A. (2015). Corporate governance in China: A modern perspective. In Journal of Corporate Finance (Vol.
32, pp. 190-216). Elsevier. https://doi.org/10.1016/] jcorpfin.2014.10.010

K. Malhotra, N. (1996). Marketing Research: An Applied Orientation. Prentice Hall, Inc. New Jersey.

Kahle, L. R., & Valette-Florence, P. (2014). Marketplace Lifestyles in an Age of Social Media: Theory and Methods.
Routledge. https://doi.org/10.4324/9781315702520

Keh, H. T., & Y, X. (2009). Corporate reputation and customer behavioral intentions: The roles of trust, identification and
commitment. Industrial Marketing Management, 38, 732—742.

Kelly, L., Kerr, G., & Drennan, J. (2010). Avoidance of advertising in social networking sites: The teenage perspective.
Journal of Interactive Advertising, 10(2), 16—27.

Khoo, D., Goh, Y.-N., & Ting, M.-S. (2020). Investigation on Buyers’ Purchase Intention of High-Rise Properties in Malaysia
in the Era of 4.0.

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—14:86. https://doi.org/10.1016/].jbusres.2011.10.014

Kirgiz, A. C. (2016). Sustainable Green Marketing. https://doi.org/10.1057/9781187535894.0008

Khan, T. I, Akbar, A.,Jam, F. A., & Saeed, M. M. (2016). A time-lagged study of the relationship between big five personality
and ethical ideology. Ethics & Behavior, 26(6), 488-506.

Khan, F. A.J. T. I, Anwar, I, Sheikh, R. A., & Kaur, S. (2012). Neuroticism and job outcomes: Mediating effects of perceived
organizational politics. African Journal of Business Management, 6(7), 2508.

Khan, T. I, Kaewsaeng-on, R., & Saeed, I. (2019). Impact of workload on innovative performance: Moderating role of
extrovert. Humanities & Social Sciences Reviews, 7(5), 123-133.

Khan, T. I, & Akbar, A. (2014). Job involvement-predictor of job satisfaction and job performance-evidence from Pakistan.
World Applied Sciences Journal, 30(30), 8-14.

Kotler, P., & Keller, K. L. (2016). Marketing Management, 15th Edition New Jersey. Pearson Pretice Hall, Inc.

Kovalova, H., Al Ali, A. M. A. S., & Zamlynskyi, V. (2021). Business reputation of the company as one of the most important
components of  the company’s success. Economics. Finances. Law, 6/2, 29-32.
https://doi.org/10.37634/etp.2021.6(2).6

Lacap, J. P. G. (2021). Social Media Use and Purchase Intention: The Mediating Roles of Perceived Risk and Trust
Entrepreneurship ~ View  project.  Journal —of  Marketing  Advance and  Practices,  3(2).
https://www.researchgate.net/publication/ 353399897

Larceneux, F., & Guiot, D. (2019). The role of services in homebuyers’ attitudes: A field experiment in the French off-plan
housing market. Urban Studies, 56(14), 2880-2896. https://doi.org/10.1177/0042098018806129

Leonidou, C. N, Katsikeas, C. S., & Morgan, N. A. (2013). “Greening” the Marketing Mix: Do Firms Do It and Does It Pay
Off? J. Acad. Mark. Sci, 41, 151—170.

Li, F., Larimo, J., & Leonidou, L. C. (2023). Social media in marketing research: Theoretical bases, methodological aspects,
and thematic focus. In Psychology and Marketing (Vol. 40, Issue 1, pp. 124—145). John Wiley and Sons Inc.
https://doi.org/10.1002/mar.21746

Lim, W. M., & Weissmann, M. A. (2023). Toward a theory of behavioral control. Journal of Strategic Marketing, 31(1), 185—
211. https://doi.org/10.1080/0965254X.2021.1890190

Ling, X., Shahzad, M. F., Abrar, Z. ul, & Khattak, J. K. (2021). Determinants of the Intention to Purchase Branded Meat:
Mediation of Brand Trust. SAGE Open, 11(3), 215824402110326. https://doi.org/10.1177/21582440211032669

Li, H. X, Hassan, K., Malik, H. A, Anuar, M. M., Khan, T. I, & Yaacob, M. R. (2022). Impulsive and compulsive buying
tendencies and consumer resistance to digital innovations: the moderating role of perceived threat of COVID-19.
Frontiers in Psychology, 13, 912051.

Liu, F., & Tang, Q. (2023). How does green marketing on social media affect consumers” green purchase intention? Based
on the perspective of greenwash and green brand image. Advances in Engineering Technology Research, 4(1), 26.
https://doi.org/10.56028/ aetr.4.1.26.2023

Mainardes, E. W., & Cardoso, M. V. (2019). Effect of the use of social media in trust, loyalty and purchase intention in
physical stores. The International Review of Retail, Distribution and Consumer Research, 29(4), 456—477.
https://doi.org/10.1080/09593969.2019.1583593

Majeed, M. U,, Aslam, S., Murtaza, S. A., Attila, S., & Molndr, E. (2022). Green Marketing Approaches and Their Impact on
Green Purchase Intentions: Mediating Role of Green Brand Image and Consumer Beliefs towards the
Environment. Sustainability (Switzerland), 14(18). https://doi.org/10.3390/su141811703

Mao, D., 2010. A Study of Consumer Trust in Internet Shopping And the Moderating Effect of Risk Aversion in
Mainland China

Manzoor, U., Baig, S. A., Hashim, M., & Sami, A. (2020). Impact of Social Media Marketing on Consumer’s Purchase
Intentions: The Mediating role of Customer Trust. International Journal of Entrepreneurial Research, 3(2), 41—
48. https://doi.org/10.81580/ijer.v3i2.1386

1259


https://ecohumanism.co.uk/joe/ecohumanism
https://doi.org/10.62754/joe.v3i4.3655

Journal of Ecohumanism

2024

Volume: 3, No: 4, pp. 1250 — 1260

ISSN: 2752-6798 (Print) | ISSN 2752-6801 (Online)
https://ecohumanism.co.uk/joe/ecohumanism
DOT: https://doi.org/10.62754/joe.v3i4.3655

Marken, R. S. (2002). Looking at Behavior through Control Theory Glasses. Review of General Psychology, 6(3), 260-270.
https://doi.org/10.1037/1089-2680.6.3.260

Matin, M., & Laksamana, P. (2023). Analysis of the influence of mobile marketing and social media marketing on purchase
intention with customer engagement as an intervening variable in the property industry. Journal of Social
Research., 2(5), 1765—1773.

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

Mirabi, V. R., & Samiey, E. (2015). Perceived brand value and its impact on purchase intention. Asian Journal of Research in
Business Economics and Management, 5, 165—177.

Moorman, C., Deshpandé, R., & Zaltman, G. (1993). Factors Affecting Trust in Market Research Relationships. Journal of
Marketing, 57(1), 81-101. https://doi.org/10.1177/002224299305700106

Mushtagq, R., Jabeen, R., Begum, S., Khan, A., & Khan, T. (2021). Expanded job scope model and turnover intentions: A
moderated mediation model of Core-Self Evaluation and job involvement. Management Science Letters, 11(5),
1473-1480.

Moslehpour, M., Ismail, T., Purba, B., & Wong, W. K. (2022). What makes go-jekgo in indonesia? The influences of social
media marketing activities on purchase intention. Journal of Theoretical and Applied Electronic Commerce
Research, 17(1), 89—103. https://doi.org/10.3390/jtaer 17010005

Nguyen, T. T. H,, Yang, Z., Nguyen, N, Johnson, L. W., & Cao, T. K. (2019). Greenwash and green purchase intention: The
mediating role of green skepticism. Sustainability (Switzerland), 11(9). https://doi.org/10.3890/s5u11092653

Nursal, A. T., Faizal Omar, M., Nawi, M. N., & Sappri, M. M. (2019). The Importance of Developer Reputation Criterion In
House Purchase Decision Making. In Int. J Sup. Chain. Mgt (Vol. 8, Issue 1). http://excelingtech.co.uk/

Oktriyanto, B., Listya Budiarto, G., Oktavianus Siahaan, S., & Sanny, L. (2021). Effects of Social Media Marketing Activities
Toward Purchase Intention Healthy Food in Indonesia. Turkish Journal of Computer and Mathematics Education,
12(10), 6815—6822. https://doi.org/10.17762/turcomat.v12i10.5548

Ottman, J. A. (2011). The New Rules of Green Marketing: Strategies, Tools, and Inspiration for Sustainable Branding. San
Francisco, CA, USA.

Sarwat, N, Ali, R., & Khan, T. I. (2021). Challenging, hindering job demands and psychological well-being: The mediating
role of stress-related presenteeism. Research Journal of Social Sciences and Economics Review, 2(1), 135-143.

Sekaran, & Bougie. (2013). Research methods for business: a skill-building approach — 6th ed. (6th ed.). John Wiley & Sons
Ltd.

Sharma, A. P. (2021). Consumers’ Purchase Behaviour and Green Marketing: A Synthesis, Review and Agenda. Int. J.
Consum. Stud, 45, 1217-1238

Siregar, A. H. (2021). Pengaruh Harga, Brand Image Dan Personal Branding Terhadap Keputusan Membeli Unit Rumah Di
Kompleks Royal Sumatera. Methosika: Jurnal Akuntansi Dan Keuangan Methodist, 4(2), 93-102.
https://doi.org/10.46880/jsika.Vol4No2.pp93-102

Sun, Y., & Shi, B. (2022). Impact of Greenwashing Perception on Consumers” Green Purchasing Intentions: A Moderated
Mediation Model. Sustainability (Switzerland), 14(19). https://doi.org/10.8890/su141912119

Sun, Y., & Xing, J. (2022). The Impact of Social Media Information Sharing on the Green Purchase Intention among
Generation Z. Sustainability, 14(11), 6879. https://doi.org/10.8390/s5u14116879

Sunarsip. (2024, January 81). Prospek Properti 2024: Potensi Pertumbuhan dan Tantangannya.
https://www.cnbcindonesia.com/opini/20240131115052-14-510443/ prospek-properti-2024-potensi-
pertumbuhan-dan-tantangannya

Tan, Z., Sadiq, B., Bashir, T., Mahmood, H., & Rasool, Y. (2022). Investigating the Impact of Green Marketing Components
on Purchase Intention: The Mediating Role of Brand Image and Brand Trust. Sustainability (Switzerland), 14(10).
https://doi.org/10.3390/su14105939

Tien, N. H,, Ngoc, N. M., Anh, D. B. H,, Huong, N. D., Huong, N. T. T., & Phuong, T. N. M. (2020). Green Marketing
Development Strategy in Post COVID-19 Period in Vietnam. Int. J. Multidiscipl. Res. Growth Eval, 1, 101-106.

Tsai, W. H. S, & Men, L. R. (2013). Motivations and antecedents of consumer engagement with brand pages on social
networking sites. Journal of Interactive Advertising, 13(2), 76—87.

Tuten, T. L., & Solomon, M. R. (2017). Social Media Marketing. Sage, New Jersey.

Uddin, S. M. F., & Khan, M. N. (2018). Young Consumer’s Green Purchasing Behavior: Opportunities for Green Marketing.
Journal of Global Marketing, 31(4), 270-281. https://doi.org/10.1080/08911762.2017.1407982

Walsh, G., Beatty, S. E., & Shiu, E. M. K. (2009). The customer-based corporate reputation scale: Replication and short form.
Journal of Business Research, 62(10), 924—930. https://doi.org/10.1016/].jbusres.2007.11.018

Yassin, A. Md., Yahya, Mohd. Y., Masram, H., Shafii, H., Masrom, Md. A. N,, & Safian, E. E. M. (2022). Real estate developers
brand affecting buyers’ purchasing decision on residential property. 030009. https://doi.org/10.1068/5.010594

1260


https://ecohumanism.co.uk/joe/ecohumanism
https://doi.org/10.62754/joe.v3i4.3655

