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Abstract 

In recent years, social media development has changed the advertising and marketing landscape and has turned into a 
tool that businesses would do well to exploit. In 2019-2020 the growth of postpaid users has decreased. To increase 
user growth and understand the factors that influence consumer buying interest, companies need to know the key 
factors that can increase purchase intentions, in order to formulate a better marketing strategy. This study aims to 
determine the influence of marketing on social media with the variables of quality of social media, quantity of social 
media, and credibility of social media on customer inspiration and customer purchase intention. The method used in 
this study is a quantitative method. The questionnaire distributed to 384 consumers from prepaid users who have 
Instagram and have seen Telkomsel Halo content on Instagram. Sampling was carried out using a non-probability 
sampling method of purposive sampling. The data analysis technique uses SEM – PLS (Partial Least Square) which 
is processed using SmartPLS software. It was found that customer inspiration has a positive and significant effect on 
purchase intention. The indirect effect on purchase intention is also found credibility of social media marketing has a 
positive and significant effect on purchase intention.  
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1. Introduction
The results of the Kominfo survey in 2017 showed that the majority of Indonesian people already have smartphones. 
The number is almost 2/3 of the total Indonesian people or twice that of those who do not have smartphones. Interesting 
features that can provide a connectivity experience to cyberspace and the increasing number of smartphones being 
sold at low prices in the market can be a trigger for high smartphone ownership in Indonesia. Other results from this 
survey also show that more urban people have smartphones compared to rural communities. However, the number of 
smartphone penetration in rural areas has reached more than 50.39% of the total rural population. This condition shows 
that even though they live in rural areas, Indonesian people can still keep abreast of existing technological 
developments. 
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Smartphone users in Indonesia always experience an increase from year to year. In Indonesia, 3 of the biggest 
providers are leading in the telecommunication market, namely Telkomsel, Indosat, and XL Axiata. Telkomsel is the 
provider that has the highest number of users when compared to the other two providers. The number of Telkomsel 
subscribers in 2021 will reach nearly 170 million, dominated by prepaid customers, even though the number of prepaid 
subscribers at the three providers was higher than that of postpaid subscribers. However, postpaid products still 
contribute quite a high amount of revenue to the company's market share revenue, especially Telkomsel. Telkomsel's 
market share revenue reached 66% in 2020, coming from postpaid. However, the high growth of smartphone users is 
not directly proportional to the growth of postpaid subscribers. Based on data obtained from the annual reports of the 
three providers, in 2019-2020, the growth of postpaid subscribers decreased. The provider that had the smallest growth 
was Telkomsel, and the growth was only 2%. Meanwhile, the other two providers have experienced a significant 
decline in growth from the previous two years. 
 
To improve Telkomsel's postpaid products and services, in 2020, Telkomsel launched a new Halo Unlimited postpaid 
package because Telkomsel saw an opportunity when Covid-19 customers needed large amounts of data to carry out 
daily activities from home. One of the marketing efforts is through social media because technology is developing 
very fast and significantly impacts marketing. 
 
Telkomsel Halo has an Instagram account to market its products/services. However, compared to one of the social 
media accounts owned by prepaid, Telkomsel Halo has fewer posts. In addition, when viewed from the content on 
each social media, there are enough visible differences. The simPATI account provides content that contains the 
products offered and is aligned with the daily activities that the user usually carries out. Not only focusing on product 
offerings, simPATI provides content that can be interacted with and increases user engagement. 
 
The existence of several of these phenomena, shows the importance of marketing strategies through social media. 
Consumers access social media to get a better view and understanding of a product or service (Dedeoğlu et al., 2020). 
Telkomsel Halo can use this to sell products through social media, especially Instagram. However, based on the data 
contained in table 1.1 it is explained that in 2019-2020 the Instagram Telkomsel Halo account experienced a decline 
in performance seen from several metrics, namely the number of followers, the number of engagements, the 
engagement rate and also the number of posts on the account. Telkomsel Halo experienced a decrease in the number 
of followers by 0.5%, decreased engagement by 91%, decreased engagement rate by 92%, and also reduced the 
number of posts by almost 20%. 
 
Previous research by Abdallah (2015) stated that the credibility, quantity, and quality of the information provided 
through social media positively impact purchase intention. 
From some of the things mentioned before, the researcher is interested in conducting research to find out how much 
influence social media marketing, especially on Instagram, has on customer purchase intention. 
 
1.1 Objectives (11 font) 
Telkomsel Halo does some marketing through digital marketing. However, compared to prepaid products, Telkomsel 
Halo is not too aggressive in digital marketing through Instagram social media. Meanwhile, internet users in Indonesia 
have experienced a significant increase, and customers usually seek information about products and services that will 
be used via social media. 
 
The factors causing the growth of Telkomsel's postpaid users to experience a decline have yet to be discovered. Based 
on the literature review that has been done, it is known that marketing through social media can affect customer 
inspiration and customer purchase intention. In addition, based on Abdallah's research (2015) shows that the quality, 
quantity, and credibility of online information can influence purchase intention. 
To increase the growth of Telkomsel postpaid users, it is necessary to analyze what factors can increase purchase 
intention on Telkomsel postpaid. Research related to the impact of social media on the purchase intention of Telkomsel 
postpaid users has never been done, so this research is essential to do.  
 
2. Literature Review 
Marketing on Social Media has several components defined differently in previous studies. Kim and Ko (2012), in 
their research on the luxury goods industry segment, classify the characteristics of social media activity into 
Entertainment, Interaction, trends, Customization, and word-of-mouth (WOM). 
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a. Entertainment 
According to Agichtein et al. (2008), Entertainment (Entertainment) is the result of fun and games that arise from 
experiences via social media. The hedonic perspective views social media users as pleasure seekers who are 
entertained, amused and experiencing joy (Manthiou et al. 2013). 
 
b. Interaction 
Social media interactions fundamentally change the communication between brands and consumers (Gallaugher & 
Ransbotham, 2010; Kaplan & Haenlein  2010). Daugherty, Eastin, and Bright (2008) stated that social Interaction is 
an essential motivator for creating content materialization. Social media can assist consumers and provide a place to 
discuss and exchange ideas. According to Muntinga et al. (2011), social Interaction describes users who contribute to 
social media platforms to meet people who read the same, interact, and talk with them about specific products or 
brands. 
 
c. Trendiness 
Consumers often turn to various types of social media to obtain information because they trust information sources 
from companies to communications that are held through traditional promotional activities (Mangold & Faulds 2009; 
Vollmer & Precourt 2008). Meanwhile, according to Yadav & Rahman (2018), trendiness is the extent to which social 
media that is owned offers trending content. 
 
d. Customization 
According to Istijanto (2007:200), Customization is an effort to adapt products to consumer desires. Whereas in 
Usmara (2003: 100), Meredith revealed that Customization refers to the process of offering products or services that 
follow the wants and needs of consumers. In this study, the intended Customization refers to information conveyed 
through social media content. 
 
e. Word of mouth (WOM) 
E-word of mouth (WOM) is things/ activities/ content where customers recommend and share experiences about e-
commerce on social media. (Yadav & Rahman 2018). 
 
Before making a purchase decision, consumers need much consideration. When considering the large amount of 
information that individuals share online, most of them during shopping need many references to strengthen their 
confidence in order to reduce feelings of making mistakes or risks because the quantity of online reviews is a sign of 
how much a product is valuable and popular (Bataineh 2015 ). Consumer decisions to buy products and services are 
influenced by the information consumers receive (Lee et al.  2008). Reviews of a product on websites and social media 
are the primary source of information that many customers read before deciding to buy a product or service (Sher & 
Lee 2009). 
 
According to Erkan and Evans (2016), the credibility of online information refers to the extent to which a person feels 
they have received recommendations from specific sources, whether from people or organizations that can be trusted. 
The wide availability of information makes consumers more critical in choosing information before they use it to 
make product-buying decisions. Fogg et al. (2002) argue that credibility is the extent to which a recommendation from 
a particular source can be felt by someone referred to and whether the person/organization can be trusted. Consumers 
will decide to purchase a product if they perceive the product and service reviews as a credible source. 
 
Nathues' study (2017) shows inspiration as a new effective marketing discipline enabled by new digital networks that 
fill gaps in emotional marketing and consumer behavior studies to address challenges facing marketing professionals. 
In addition, researchers suggest that it is crucial to investigate the media used to convey stimuli other than inspirational 
stimuli. Like social media or a combination of digital and traditional techniques, whichever inspires customers the 
most. 
 
Purchase intention is the consumer's tendency to act before making a purchase (Martinez & Soyong Kim 2012). These 
stages refer to evaluation activities such as product and company evaluations. Chen et al. (2010) define online purchase 
intention as when a consumer desires to buy a product or service through a website. In other words, online purchase 
intentions occur when consumers already have the ability and knowledge to transact online. 
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The framework of thought applied in this study for Variable X refers to research from Kim & Ko (2012). However, 
there are additional variables, namely the quantity and credibility of social media marketing which refers to research 
conducted by Indrawati et al. (2022). The results of this study are that all research variables have a positive and 
significant influence on purchase intention). Beside of that, study from Abdallah (2015) mentioned that the amount of 
information through social media can attract and influence prospective customers' purchasing decisions. In addition, 
the findings also show that the quality of online information is the most influential dimension of purchase intention. 
These results are consistent with previous literature (Do-Hyung et al. 2007; Cheung & Thadani 2009), respectively, 
the credibility and quantity of online information have an influence on one's purchase intention. 
 

 
 

Figure 1. Research Model 
Source: Modified Model from Ghafourzay & Parilti (2020) & Indrawati et al. (2022) 

 
Based on the formulation of the problem and frame of mind, the hypotheses in this study are: 
H1: Quality of social media marketing (Entertainment) has a positive and significant effect on Customer Inspiration 
H2: Quality of social media marketing (Interaction) has a positive and significant effect on Customer Inspiration 
H3: Quality of social media marketing (Customization) has a positive and significant effect on Customer Inspiration 
H4: Quality of social media marketing (Trendiness) has a positive and significant effect on Customer Inspiration 
H5: Quality of social media marketing (E-WOMt) has a positive and significant effect on Customer Inspiration 
H6: Quantity of social media marketing has a positive and significant effect on Customer Inspiration 
H7: Credibility of social media marketing has a positive and significant effect on Customer Inspiration 
H8: Customer Inspiration has a positive and significant effect on Customer Purchase Intention 
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3. Methods  
The method used in this study is quantitative. Based on the objective, the researcher uses a causal research type. Based 
on the unit of analysis, the researchers conducted this research individually with the respondents, namely Instagram 
social media users and prepaid users in Java, Indonesia. Moreover, seen from the time of implementation, researchers 
used a type of cross-section. Where data processing, analysis, and conclusion are carried out in one period (Indrawati, 
2015: 118). The data used in this study used primary data collected through questionnaires. The questionnaire was 
distributed via the Google form and aimed at respondents who use prepaid services. The sampling technique in this 
study used nonprobability sampling with a purposive sampling method. The number of respondents in this study 
amounted to 384 respondents. This study uses a Likert scale. However, this study deliberately ignored neutral answers 
to avoid unexpected uncertainties. As Susanty (2012) argues in Indrawati (2015:131) that, issuing three (neutral) 
points in measuring attitudes will provide more reliable results. 
 
The validity test was taken based on data from the questionnaire results, using product moment correlation and 
measurements obtained using SPSS 26 software. The r table value for n: 30 respondents with a significance level of 
5% (α: 0.05) is 0.361. According to Sugiyono (2013: 179), if the r counting is more significant than the r table, then 
the instrument is declared valid. Descriptive analysis will be collected from the results of the questionnaire distributed 
through the Google Form. The results of the questionnaire will be calculated and grouped based on the data criteria. 
This study uses the Partial Least Square (PLS) method as an analytical technique. PLS is a component- or variant-
based Structural Equation Modeling (SEM) model 
 
4. Data Collection 
Data on the characteristics of the respondents in this study is needed to find out the respondents' background, which 
can be used as input to explain the results obtained from the research. The minimum number of samples needed in 
this study amounted to 384 respondents, and the researchers collected 416 respondents. 
The results of the screening question questionnaire in the study are in the following table: 
 

Table 1. Screening Question Result 
 

Are you a prepaid user? Respondent Total Percentage 

Yes 403 96.9% 

No 13 3.1% 

Total 416 100% 

What is your current provider? Respondent Total Percentage 

Telkomsel 291 72.2% 

XL 63 15.6% 

Indosat 48 11.9% 

Others 1 0.2% 

Total 403 100% 

Do you have Instagram? Respondent Total Percentage 

Yes 401 99.5% 

No 2 0.5% 

Total 403 100% 

Have you ever seen Telkomsel Halo 

content on Instagram? 
Respondent Total Percentage 

Yes 384 95.8% 
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No 17 4.2% 

Total 401 100% 

 
Based on Table 1 states that, out of a total of 416 total questionnaires that respondents have filled in, 403 respondents 
use prepaid. Out of 403 respondents who use prepaid services, 291 respondents use the Telkomsel provider, followed 
by 63 respondents who use the XL provider, 48 respondents who use the Indosat provider, and one who chooses 
another. In the following question, 401 respondents have Instagram, and two respondents do not have respondents. 
Furthermore, 384 respondents had seen Telkomsel Halo content on Instagram, and 17 other respondents had never 
seen Telkomsel Halo content on Instagram. Based on the screening questions that have been carried out, this study 
will only collect data from a total of 384 respondents with the criteria of being prepaid service users from various 
providers who have Instagram accounts and have seen Telkomsel Halo content on Instagram. 
 
5. Results and Discussion 
 
5.1 Descriptive Analysis  

Table 2.  Summary descriptive analysis 

Variable Score Total % Score Category 

Quality (Entertainment) 2206 71,8% Good 

Quality (Interaction) 3345 72,1% Good 

Quality (Trendiness) 2265 73,7% Good 

Quality (Customization) 2247 73,1% Good 

Quality (e-WOM) 2136 69,5% Good 

Quantity 2255 73,4% Good 

Credibility 2397 78,0% Good 

Customer Inspiration 3483 74,9% Good 

Purchase Intention 2297 74,8% Good 

 
Based on table 2. it is known that the highest score is obtained on Credibility of 78.0%, which is in the 'Good' 
category. The second highest is Customer Inspiration, with 74.9%, which falls into the 'Good' category. 
 
5.2 Outer Model Result 
5.2.1 Convergent Validity 

 
Table 3. Outer Loading 

Variable Indicator Outer Loading Note 

Quality of Social Media Marketing 

-Entertainment- (QEN) 

QEN1 0.943 Valid 

QEN2 0.942 Valid 

Quality of Social Media Marketing 

-Interaction- (QI) 

QI3 0.909 Valid 

QI4 0.884 Valid 

QI5 0.887 Valid 

Quality of Social Media Marketing QT6 0.932 Valid 
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-Trendiness- (QT) QT7 0.938 Valid 

Quality of Social Media Marketing 

-Customization- (QC) 

QC81 0.955 Valid 

QC9 0.955 Valid 

Quality of Social Media Marketing 

-e-WOM- (QEW) 

QEW10 0.941 Valid 

QEW11 0.941 Valid 

Quality of Social Media Marketing 
QN12 0.945 Valid 

QN13 0.947 Valid 

Credibility of Social Media Marketing (CD) 
CD14 0.945 Valid 

CD15 0.932 Valid 

Customer Inspiration (CI) 

CI16 0.877 Valid 

CI17 0.889 Valid 

CI18 0.905 Valid 

Purchase Intention (PI) 
PI19 0.941 Valid 

PI20 0.935 Valid 

 
 Table 3. shows the indicator variables' loading values (convergent validity). It can be seen that all indicators in this 
study have a factor loading value of > 0.7. This shows that all indicators in this study meet the convergent validity test 
or are suitable for research and can be used for further analysis. 
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5.2.2 Discriminant Validity 
 

Table 4. Cross Loading 
 

 
 
Based on the data presented in table 4.13 above, it can be seen that each indicator on the research variable has the 
largest cross loading value on the variable it forms compared to the cross loading value on other variables. Based on 
the results obtained, it can be stated that the indicators used in this study have good discriminant validity in compiling 
their respective variables. 
 
5.2.3 Hypothesis Testing 
The eighth hypothesis is that Customer Inspiration significantly affects Purchase Intention. The Customer Inspiration 
variable has a t statistics value of 23.538, more significant than the t table value = 1.96, and the P-Values = 0.000, less 
than α = 0.05. The Path Coefficient value of the Customer Inspiration variable is positive at 0.772, which means that 
the better the Customer Inspiration value, the better the Purchase Intention value will be. 
 

Entertainment Interaction Trendiness Customization e-WOM
Quantity of 

Social Media 
Marketing

Credibility 
of Social 
Media 

Marketing

Customer 
Inspiration

Purchase 
Intention

QEN1 0.943 0.650 0.718 0.709 0.718 0.733 0.717 0.739 0.662
QEN2 0.942 0.631 0.704 0.639 0.741 0.721 0.643 0.730 0.647
QI3 0.651 0.909 0.751 0.678 0.667 0.672 0.609 0.665 0.618
QI4 0.628 0.884 0.699 0.664 0.651 0.639 0.567 0.690 0.561
QI5 0.544 0.887 0.626 0.608 0.632 0.572 0.612 0.695 0.633
QT6 0.672 0.725 0.932 0.738 0.644 0.725 0.618 0.709 0.610
QT7 0.737 0.722 0.938 0.667 0.675 0.720 0.633 0.741 0.682
QC8 0.690 0.715 0.714 0.955 0.652 0.673 0.661 0.727 0.632
QC9 0.676 0.675 0.720 0.955 0.634 0.682 0.640 0.733 0.615
QEW10 0.744 0.703 0.706 0.628 0.941 0.687 0.623 0.702 0.630
QEW11 0.713 0.667 0.623 0.640 0.941 0.623 0.566 0.703 0.580
QN12 0.706 0.653 0.731 0.672 0.645 0.945 0.695 0.731 0.606
QN13 0.752 0.675 0.732 0.670 0.671 0.947 0.714 0.743 0.642
CD14 0.740 0.636 0.668 0.653 0.618 0.735 0.945 0.760 0.662
CD15 0.609 0.616 0.584 0.624 0.565 0.659 0.932 0.684 0.600
CI16 0.715 0.695 0.716 0.696 0.676 0.701 0.671 0.877 0.725
CI17 0.698 0.671 0.660 0.727 0.657 0.695 0.720 0.889 0.683
CI18 0.667 0.678 0.696 0.616 0.660 0.684 0.667 0.905 0.652
PI19 0.655 0.616 0.641 0.582 0.619 0.604 0.573 0.742 0.941
PI20 0.647 0.655 0.659 0.645 0.586 0.635 0.694 0.707 0.935
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Figure 2. Path Coefficient 
 

Inspiration involves "the realization of a new insight or idea" and "creating the motivation to act on this inspiration" 
(Böttger, 2015). The item category with the most excellent results is on the CI16 indicator 'After seeing content on 
Telkomsel Halo’s social media (Instagram), several sources of inspiration give me new ideas’ with result 77.0% and 
get category ‘Good’ on descriptive analysis. 
 
Indirect effects show the indirect effects found in data processing. Indirect effects reported are effects that affect 
Purchase Intention. The following are indirect effects, which SmartPLS process: 
 

Table 5. Indirect effect result 
 

 Original 
Sample (O) 

T Statistics 
(|O/STDEV|) P Values Note 

Credibility  Purchase Intention 0.178 4.271 0.000 Accepted 
Customization  Purchase Intention 0.117 3.881 0.000 Accepted 

Interaction  Purchase Intention 0.117 3.043 0.002 Accepted 
e-WOM  Purchase Intention 0.100 2.808 0.005 Accepted 

Entertainment  Purchase Intention 0.094 2.217 0.027 Accepted 
Trendiness  Purchase Intention 0.087 2.199 0.028 Accepted 
Quantity  Purchase Intention 0.095 2.105 0.035 Accepted 

 
Based on table 5, it can be seen that the path coefficient values are all above 0. The higher the value, the stronger the 
influence. a. The first indirect effect is Credibility on Purchase Intention. The t value of 4.271, above 1.96, means it 
is statistically significant. The original sample shows a value of 0.178, which is a positive relationship. 
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6. Conclusion 
Based on the results of descriptive testing, it shows that the respondents' assessment of Social media marketing 
(Instagram) Telkomsel Halo, which consists of the variables Quality (entertainment, Interaction, Trendiness, 
Customization, e-WOM), Quantity, Credibility, and Customer Inspiration, has an average value of 73.3%. It means it 
has a category of 'Good'. According to the respondents, the variable with the highest score is the variable credibility, 
with a value of 79.7%. This shows that respondents consider the information provided by Telkomsel Halo on 
Instagram to be trusted. 
 
The influence of each Quality of Social Media Marketing sub-variable, namely Entertainment, Interaction, Trendiness, 
Customization, and e-WOM on Customer Inspiration has positive and significant results. The results of tests 
conducted to determine the indirect effect of social media marketing variables on purchase intention show that it has 
a positive and significant influence. 
 
The findings in this study are expected to help the Telkomsel Halo brand understand the consumer's perspective. 
Suggestions are aimed at variable indicators that can be improved to improve consumer perceptions and impressions 
of Telkomsel Halo marketing. 
 
Based on t-values and p-values, Customer Inspiration was the most influential factor in the Purchase Intention of 
Prepaid users who own and have seen Telkomsel Halo content on Instagram. The descriptive statistical analysis found 
that item CI17, "After seeing content on Telkomsel Halo social media (Instagram), I am motivated to buy more Halo 
products/services," got the lowest percentage score, namely 73.8%. From these findings, the authors suggest that 
Telkomsel Halo to increase consumer inspiration so they can be more interested in products or services from 
Telkomsel Halo. This can be done by providing various information on the benefits consumers will get if they use 
Telkomsel Halo and what more value consumers will feel and receive. Telkomsel can also collaborate with certain 
parties to educate consumers and increase customer inspiration. The content can be in the form of product/service 
reviews by influencers or KOLs who are experts in that field so that consumers can be more trusting and interested in 
the content provided. 
 
The object of this research is Instagram with the Telkomsel Halo case study in the telecommunications Industry, so 
the study's results cannot be generalized to other social media platforms and other business industries. The author 
suggests further research to learn more about this social media marketing topic on other social media platforms and 
other business sectors or even conduct comparative research between several social media platforms. 
It is expected to be able to conduct research by adding indicators and or variables that have not been included in this 
research model. Thus, a new research model will be formed which is expected to be more perfect than previous studies. 
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	1. Introduction
	Smartphone users in Indonesia always experience an increase from year to year. In Indonesia, 3 of the biggest providers are leading in the telecommunication market, namely Telkomsel, Indosat, and XL Axiata. Telkomsel is the provider that has the highe...
	To improve Telkomsel's postpaid products and services, in 2020, Telkomsel launched a new Halo Unlimited postpaid package because Telkomsel saw an opportunity when Covid-19 customers needed large amounts of data to carry out daily activities from home....
	Telkomsel Halo has an Instagram account to market its products/services. However, compared to one of the social media accounts owned by prepaid, Telkomsel Halo has fewer posts. In addition, when viewed from the content on each social media, there are ...
	From some of the things mentioned before, the researcher is interested in conducting research to find out how much influence social media marketing, especially on Instagram, has on customer purchase intention.
	1.1 Objectives (11 font)

	To increase the growth of Telkomsel postpaid users, it is necessary to analyze what factors can increase purchase intention on Telkomsel postpaid. Research related to the impact of social media on the purchase intention of Telkomsel postpaid users has...
	2. Literature Review
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	The framework of thought applied in this study for Variable X refers to research from Kim & Ko (2012). However, there are additional variables, namely the quantity and credibility of social media marketing which refers to research conducted by Indrawa...
	H8: Customer Inspiration has a positive and significant effect on Customer Purchase Intention
	3. Methods

	The method used in this study is quantitative. Based on the objective, the researcher uses a causal research type. Based on the unit of analysis, the researchers conducted this research individually with the respondents, namely Instagram social media ...
	The validity test was taken based on data from the questionnaire results, using product moment correlation and measurements obtained using SPSS 26 software. The r table value for n: 30 respondents with a significance level of 5% (α: 0.05) is 0.361. Ac...
	This study uses the Partial Least Square (PLS) method as an analytical technique. PLS is a component- or variant-based Structural Equation Modeling (SEM) model
	4. Data Collection

	Data on the characteristics of the respondents in this study is needed to find out the respondents' background, which can be used as input to explain the results obtained from the research. The minimum number of samples needed in this study amounted t...
	Based on Table 1 states that, out of a total of 416 total questionnaires that respondents have filled in, 403 respondents use prepaid. Out of 403 respondents who use prepaid services, 291 respondents use the Telkomsel provider, followed by 63 responde...
	5. Results and Discussion
	5.1 Descriptive Analysis

	Based on table 2. it is known that the highest score is obtained on Credibility of 78.0%, which is in the 'Good' category. The second highest is Customer Inspiration, with 74.9%, which falls into the 'Good' category.
	5.2 Outer Model Result
	5.2.1 Convergent Validity

	Table 3. shows the indicator variables' loading values (convergent validity). It can be seen that all indicators in this study have a factor loading value of > 0.7. This shows that all indicators in this study meet the convergent validity test or are...
	5.2.2 Discriminant Validity
	5.2.3 Hypothesis Testing

	The eighth hypothesis is that Customer Inspiration significantly affects Purchase Intention. The Customer Inspiration variable has a t statistics value of 23.538, more significant than the t table value = 1.96, and the P-Values = 0.000, less than α = ...
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	6. Conclusion

	Based on the results of descriptive testing, it shows that the respondents' assessment of Social media marketing (Instagram) Telkomsel Halo, which consists of the variables Quality (entertainment, Interaction, Trendiness, Customization, e-WOM), Quanti...
	The influence of each Quality of Social Media Marketing sub-variable, namely Entertainment, Interaction, Trendiness, Customization, and e-WOM on Customer Inspiration has positive and significant results. The results of tests conducted to determine the...
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