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Obijective: This study aims to examine the status of social marketing and its impact
on customer purchasing behavior, with a focus on the mediating role of customer
trust.

Methodology: The research method is applied in terms of purpose and exploratory
in nature, using quantitative data collection through a standardized questionnaire.
The statistical population includes all customers of the Arian Kimia Tak cosmetics
company. A sample of 100 respondents was selected using a simple random
sampling method, based on the rule of thumb. Data was collected using an 8-item
social marketing questionnaire by Mignan et al. (2005), a 5-item customer
purchasing behavior questionnaire by Wu and Wang (2011), and a 6-item
customer trust questionnaire by Sheikhzadeh and Hajilou (2016).

Findings: The impact of social marketing on customer trust was 11.99, and the
impact of customer trust on online purchase intention was 9.92, both values
exceeding 0.05. Additionally, other conditions of the structural equation model
were met, indicating that customer trust influences the effect of social marketing
on customer purchasing behavior. The results of the Sobel test showed that the t-
statistic for the indirect effect of social marketing on customer purchasing behavior
through customer trust was 7.5, confirming the mediating role of customer trust in
the impact of social marketing on customer purchasing behavior.

Conclusion: Social marketing (advertising) is effective in strengthening
sustainable relationships with consumers. Given that social marketing prioritizes
customer focus, cosmetics companies can gain insights into customer wants and
needs by effectively leveraging social marketing and thus provide services aligned
with customer demands.
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EXTENDED ABSTRACT
Introduction

Social marketing integrates social objectives with commercial marketing strategies to influence
public behavior positively. It differs from traditional marketing, which focuses solely on customer
satisfaction, by balancing the needs of consumers with broader societal welfare (Alshaikh et al., 2021). This
approach has gained recognition in fields such as consumer behavior and brand development, as
companies use social marketing to build sustainable relationships with customers and foster community
well-being. The literature highlights the mediating effect of customer trust as a critical factor that can
significantly impact purchasing behavior, particularly within sectors such as cosmetics where brand
loyalty is crucial (Amarasinghe et al., 2021).

In this context, customer trust plays a pivotal role. Trust builds long-term relationships, reducing
perceived risks associated with online shopping. Various studies emphasize that trust can be a determinant
in consumer purchase decisions, acting as a buffer against uncertainty and enhancing brand reliability
(Saeibnia & Esmaeili, 2021; Shabanlo Dehnavi & Mokhtaran, 2022). However, little research has examined
how social marketing affects customer purchasing behavior through trust as a mediator. This study
addresses this gap by focusing on a cosmetics company to explore the influence of social marketing on
customer purchasing behavior and the mediating role of trust.

Methodology

The research applied a descriptive-correlational design, gathering quantitative data via
standardized questionnaires. The sample included 100 customers from a cosmetics company, selected
through simple random sampling. Instruments included an 8-item social marketing questionnaire, a 5-item
purchasing behavior questionnaire, and a 6-item trust questionnaire. The study established the validity of
the questionnaires through face validity, and Cronbach's alpha confirmed their reliability. Structural
equation modeling (SEM) was used to test the mediating role of trust in the relationship between social
marketing and purchasing behavior.

Findings

Descriptive statistics revealed demographic diversity within the sample, with a majority aged 26-
45 and possessing higher education levels. The SEM analysis indicated a significant relationship between
social marketing and trust, with a path coefficient of 11.99, and between trust and purchasing behavior,
with a coefficient of 9.92. Additionally, the Sobel test confirmed that trust significantly mediates the
relationship between social marketing and purchasing behavior (t = 7.5). Model fit indices, including chi-
square normalized by degrees of freedom (y?/df = 1.2), goodness-of-fit index (GFI = 0.906), and root mean
square error of approximation (RMSEA = 0.042), validated the model’s appropriateness.

Discussion and Conclusion

The findings indicate that customer trust mediates the relationship between social marketing and
consumer purchasing behavior, aligning with prior studies that highlight social marketing’s role in



enhancing service awareness (Casais, 2023; Christie & Villiers, 2022; Negm & Ghazal, 2022; Rezakhani &
Aziziankohan, 2022). Social marketing is a modern approach that employs commercial techniques to
achieve social objectives, requiring marketing managers to consider both consumer needs and societal
benefits. Although this approach is newer than traditional marketing, its role in social development has
led to increased public and corporate interest. Customer reactions to marketing efforts, especially in the
cosmetics industry, reveal valuable insights that enable companies to design strategies encouraging
customer loyalty and satisfaction. Thus, understanding consumer motivations is key to refining marketing
efforts, especially by increasing online engagement through high-quality social media content, which can
foster a stronger brand connection.

For cosmetics companies, an effective social marketing strategy considers social, cultural, and
environmental factors, focusing on customer needs. By transparently addressing these needs, companies
can reinforce customer loyalty while attracting new clients. However, if companies fail to demonstrate a
commitment to social responsibility, they risk losing the benefits of social marketing on consumer
behavior. The rise of social media platforms like Telegram, Instagram, and Twitter has proven beneficial
for businesses by enabling them to address social issues and promote healthier behavior patterns within
communities. Additionally, the COVID-19 pandemic amplified the need for a strong online presence,
making it crucial for companies to utilize these platforms to maintain customer engagement and
satisfaction.

A customer-centric approach, supported by consistent feedback mechanisms, can enhance
satisfaction by aligning services with customer expectations, reducing unnecessary costs, and fostering a
trusted online environment. Encouraging customer interaction through social platforms with incentives,
such as virtual rewards, further strengthens community ties and brand loyalty. Providing reliable online
and offline services creates a comfortable and trustworthy digital space, facilitating long-term trust.
Establishing a dedicated support platform allows customers to voice their opinions year-round, and
implementing electronic systems in customer service can prevent time and cost inefficiencies, thus
supporting a lasting, positive customer experience.
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