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ABSTRACT
Batik is a handcrafted product and an intangible cultural heritage of Indonesia that has gained global recognition and is highly sought after internationally. Initially, batik was exclusively worn within the royal court as attire for kings and their families. Over time, however, batik began to be produced by the wider community and became popular as everyday clothing. With the advancement of technology, batik business owners need to consider suitable strategies to enhance consumers’ purchase intention. Many batik entrepreneurs utilize social media as a platform for marketing activities. This study aims to analyze the effectiveness of social media marketing activities related to batik products on consumer purchase intention through brand awareness, brand image, and brand equity. Data collected from 205 respondents revealed variables that influence consumer purchase intention using SEM (Structural Equation Modeling). The researcher processed the data using SPSS Statistics 27 and Amos Graphics. The results were analyzed using measurement models and structural models. This study provides insights into marketing strategies through social media.
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1. INTRODUCTION
Handicrafts are products of skill, dedication, and creativity that have been passed down through centuries of tradition (Guha et al., 2021). Craftsmen inherit their talent and passion for creating works of art from their ancestors dating back centuries (Guha et al., 2021). Indonesian handicrafts that have gained worldwide popularity and are sought after by foreign countries include batik (Nugroho, 2022). According to UNESCO, batik is included in the Intangible Cultural Heritage of Humanity. Batik is part of Indonesia's cultural heritage and is commemorated every October 2 as National Batik Day (Inspectorate General of the Ministry of Education, Culture, Research, and Technology, 2023). Batik first developed during the Mataram Kingdom era and continued during the Solo and Yogyakarta Kingdoms. Initially, batik was only worn in the palace as clothing for the king and royal family. However, over time, batik began to be produced by the wider community and became popular as clothing (Inspectorate General of the Ministry of Education, Culture, Research, and Technology, 2023).
Social media is an online medium/platform/application that can be used for interaction, collaboration, or content sharing (Richter & Koch, 2007). With rapid growth, not only established social networks are involved, but also businesses and public organizations (Guha et al., 2021). They actively use media for advertising and marketing purposes, unlike the individual use of social networks. This enables commercial communication and consumer interaction with media, events, entertainment, retailers, and digital networks to be carried out more efficiently and cost-effectively than ever before (Guha et al., 2021). Nowadays, customers are busy with their own activities and are more empowered. Therefore, companies must be able to reach customers by being available on various media communication networks at any time (Gordhamer, 2009). According to Alfred (2020), businesses that actively respond to customers through social media see an increase in annual sales of 9.5% and are able to reach 51% of their quota. Half of the 14 major industries earn revenue through social media sales, including computer and network security, financial services, and healthcare (Alfred, 2020). 
The purpose of this study focuses on marketing batik products through social media platforms. In addition, this study also measures the effectiveness of Social Media Marketing Activities (SMMA) related to batik products on brand awareness and brand image. This study also measures the impact of brand awareness and brand image on brand equity and consumers' purchase intention, as well as brand equity on consumers' purchase intention for batik products.
Currently, social media is used by marketers to introduce their products to people in a short period of time (Shojaee & Bin Azman, 2013). Some experts argue that people can become familiar with a brand because they are frequently exposed to advertisements for that product. The same applies to handicraft products. When people see these handicraft products on social media, they may perceive them as quality brands because they are already familiar with the products (Guha et al., 2021). In this case, social media can also be useful for handicraft products in building awareness (Guha et al., 2021). According to Seo & Park (2018), the more often a brand appears on social networking sites, the greater the opportunity for consumers to interact, which in turn increases their knowledge and perspective about the product. Brand awareness can be increased through effective marketing communication on social media, which can result in customer satisfaction (Poulis et al., 2019). 
H1. Social Media Marketing Activities (SMMA) have a positive effect on Brand Awareness.
Brand awareness is a very important element required for the entire brand network to ensure consumers' willingness to remember the brand in various conditions (Keller, 1998). According to Keller (1998), awareness influences consumers in decision making by affecting brand associations that shape brand image. This relationship has been tested and proven to have a significant positive influence on brand image (Dib & Awad Alhaddad, 2015; Alhaddad, 2015; Ming et al., 2011; Ramos & Franco, 2005). Guha et al. (2021) assume that when social media users become aware of handicraft products through various social media platforms, they will build a positive image of handicraft products. The study conducted by Guha et al. (2021) states that brand awareness has a positive influence on brand image.
H2. Brand Awareness has a positive influence on Brand Image.
Researchers also consider brand awareness to be part of brand equity, and their studies show that brand awareness helps create strong brand equity (Guha et al., 2021). Aaker (1997) lists brand awareness as one aspect of brand equity that focuses on consumers. According to Keller (1993), brand awareness is one of the developments of the equity model. The various influences of brand awareness on consumer reactions to a brand's marketing are also an important aspect of brand equity (Keller, 1993). Therefore, this study considers brand awareness as one of the factors that influence brand equity. Strong brand awareness will make the brand recognizable and memorable to build brand equity or strength (Rizwan et al., 2021).
H3. Brand Awareness has a positive effect on Brand Equity.
Brand awareness is measured by the ability of customers to remember a brand when using a product. In addition, brand awareness is also assessed based on consumer preferences in choosing a brand over other brands in the same category (Pomalaa et al., 2018; Yunita et al., 2019). The higher the brand awareness, the more positive the impact on the company (Shahid et al., 2017). Brand awareness plays an important role in consumers' purchase intention. Sometimes, people choose products without thinking about the brand, as long as they have heard of the brand before. In some situations, just a little knowledge about the brand is enough to make a decision. The same may apply to handicraft products. Therefore, the more people know about handicraft products through social media, the more likely they are to buy them (Yapa, 2017; Aberdeen et al., 2016). 
H4. Brand awareness has a positive effect on consumers' purchase intention.
In the current situation, savvy marketers are increasingly utilizing social media to promote products and build brand image without using traditional advertising methods (Wijaya & Putri, 2013). The use of social media has a significant impact on branding, particularly in shaping and developing brand image (Guha et al., 2021). Various studies have proven the effectiveness of social media in building brands and have empirically tested this relationship (Kwon & Lennon, 2009; Halligan & Shah, 2009; Hajli, 2014; Fortezza & Pencarelli, 2015). In this case, social media marketing strategies can also play a role in shaping the brand image for handicraft products (Guha et al., 2021). Communication on social media can greatly influence brand image (Guha et al., 2021).
H5. Social Media Marketing Activities (SMMA) have a positive effect on Brand Image.
Many studies consider brand image to be an important element of brand equity, and empirical research shows that brand image plays an important role in shaping strong brand equity (Guha et al., 2021). In addition, many researchers consider brand image to be one of the important elements of brand equity and have empirically shown that a strong brand image contributes to the creation of significant brand equity (Guha et al., 2021). Brand image is the driving force behind brand equity, which has a general perception and involves consumer feelings about the brand, which influence customer behavior (Guha et al., 2021). Therefore, brand image is considered one of the components that influence brand equity (Guha et al., 2021).
H6. Brand Image has a positive effect on Brand Equity.
In marketing literature, brand image is considered a very important element. This is because brand image helps marketers understand buyer behavior (Guha et al., 2021). A strong brand image also contributes to perceptions of product quality and benefits, reduces perceived risk for consumers, and reduces consumers' tendency to consider price alone (Jalilvand & Samiei, 2012; Torlak et al., 2014). Brand image is seen as an important element in the consumer decision-making process, where positive perceptions of a brand can influence the quality perceived by consumers, the value they feel, and their readiness to make a purchase (Dodds et al., 1991).
H7. Brand image has a positive effect on consumers' purchase intention.
Recent research suggests that brand equity can influence how much someone wants to buy something. Purchase intention is when someone wants or plans to buy something in the future, and this can help us predict what someone will do (Wu et al., 2011). Brand equity is considered important in making people prefer a brand, and this influences how much they want to buy it (Netemeyer et al., 1995). Many studies show that the stronger the brand equity, the more likely a person is to buy it (Shah et al., 2016; Roozy et al., 2014; Senthilnathan, 2011). Empirical evidence shows that once consumers become familiar with a brand, they become more open and more likely to buy that brand in the future (Shah et al., 2016). Kim et al. (2009) state that the desire to buy can be influenced by all aspects of brand equity (especially brand awareness and brand image). In addition, according to market research, brand equity is one of the main factors that directly influence purchasing decisions (Shah et al., 2016). 
H8. Brand equity has a positive effect on consumer purchase intention.
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Figure 1
Research Model

2. RESEARCH METHODOLOGY
This study collected data through questionnaires distributed online to target respondents who met several criteria, namely: (1) consumers who had purchased and used batik products in the last 6 months. (2) Respondents must reside or live in Surabaya. (3) Each respondent must be at least 18 years old. (4) Respondents must have at least a high school education or equivalent. Data collection was conducted using a Google form distributed by group members through personal social media accounts. A total of 205 respondents met the questionnaire screening criteria. Data processing was performed using a two-stage structural equation model.
3. RESULT
In the first stage, reliability and validity tests were conducted using data from 30 respondents through SPSS version 27 on nine variables, with three and four constructs each to measure interactivity, informativeness, personalization, trendiness, word of mouth, brand awareness, brand image, brand equity, and consumers' purchase intention. The results obtained showed that all items were valid with Pearson Correlation values ranging from 0.705 to 0.926. All measurement items were also reliable, with Cronbach's Alpha (α) values ranging from 0.660 to 0.882. The entire data set from 205 respondents was analyzed using Structural Equation Modeling (SEM) through two stages of testing, namely the measurement model and the structural model. 
For the measurement model, Confirmatory Factor Analysis (CFA) was used in two stages, namely first order and second order. In the first stage or first order, all variables were measured, where there were 9 variables measured with three or four indicators for each variable. The first order stage was conducted to show all variables measured directly. Then, the second order stage was conducted because there were variables that could not be measured directly, namely Social Media Marketing Activities (SMMA). The measurement model from the first order met the criteria for the goodness of fit index, namely: CMIN/DF = 1.711 (good fit), RMSEA = 0.59 (good fit), GFI = 0.835 (marginal fit), CFI = 0.919 (good fit), and TLI = 0.904 (good fit). Then, an analysis was conducted on the standardized loading values of the first-order measurement to determine the validity of each indicator. An indicator is considered valid if it has a standardized loading value ≥ 0.5, so that the 29 indicators in the first-order measurement model can be declared valid with standardized loadings ranging from 0.601 to 0.830. 
All indicators in the first order measurement are valid. Next, a second order measurement is carried out. At this stage, the SMMA variable cannot be measured directly. SMMA can be measured through interactivity, informativeness, personalization, trendiness, and word of mouth. Therefore, the average values of INT, INF, PRS, TND, and WM, which are items in the SMMA variable, are measured. The second-order measurement uses social media marketing activities, brand awareness, brand image, brand equity, and consumers' purchase intention. The social media marketing activities variable has 5 indicators, brand awareness and brand image each have 3 indicators, while the brand equity and consumers' purchase intention variables each have 4 indicators. 
The goodness of fit index values meet the criteria for second order, namely: CMIN / DF = 1.992 (good fit), RMSEA = 0.070 (good fit), GFI = 0.864 (marginal fit), CFI = 0.929 (good fit), and TLI = 0.915 (good fit). After that, each indicator underwent an analysis of the standardized loading value of the second order that had been validated. In the second-order measurement, all indicators were valid with standardized loading values in accordance with the recommendation, which is greater than or equal to 0.5. The standardized loading produced was between 0.602 and 0.831 for the 19 indicators. 
In addition, validity and reliability measurements were also conducted on each individual, Average Variance Extracted (AVE), and Construct Reliability (CR). The AVE calculation results ranged from 0.483 to 0.597. Meanwhile, the CR results ranged from 0.787 to 0.958. The AVE value for the PI variable was below the recommended value (0.5). However, the calculation results were still considered valid because the standardized loading value met the recommended value. It is important to meet the standardized loading value because it measures the validity of each indicator, while AVE only measures the average variable. All variables have CR values that meet the minimum recommendation of 0.7, so the calculation results are reliable.
All variables have been proven valid and reliable in the measurement model. The next step is to apply the structural model to test the hypothesis. This structural model has met the goodness of fit index standards, with CMIN/DF = 2.032 (good fit), RMSEA = 0.071 (good fit), GFI = 0.862 (marginal fit), CFI = 0.925 (good fit), and TLI = 0.912 (good fit). Since all of these criteria have been met, the study can proceed to the hypothesis testing stage to evaluate the magnitude and significance of the relationships between variables. A hypothesis is considered proven if the standardized estimate value is in line with the direction of the hypothesis proposed and the significance test results show a critical ratio value ≥ 1.96 or a p-value of less than 0.05. It is considered insignificant if the critical ratio value is ≤ 1.96. 
Table 1
Hypothesis Test Result
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	Hipotheses
	Standardized Estimate
	C.R
	P.Value
	Result

	H1(+) : SMMA → BA
	0,732
	7,880
	***
	Supported

	H2(+) : BA → BI
	0,425
	3,866
	***
	Supported

	H3(+) : BA → BE
	0,375
	2,779
	0,005
	Supported

	H4(+) : BA → PI
	0,243
	1,629
	0,103
	Not Supported

	H5(+) : SMMA → BI
	0,486
	4,368
	***
	Supported

	H6(+) : BI  →  BE
	0,493
	3,532
	***
	Supported

	H7(+) : BI  →  PI
	0,205
	1,269
	0,205
	Not Supported

	H8(+) : BE  →  PI
	0,361
	2,492
	0,013
	Supported







Figure 2
Hypotheses Test Result
4. DISCUSSION
This study was conducted by adjusting empirical phenomena in Surabaya and taking one of Indonesia's world-renowned handicraft products that is in high demand internationally as the subject of research, namely batik. This study also used batik product consumers in Surabaya as its subjects. Therefore, adjustments were made to the screening questions and respondent identity questions. The screening questions covered the necessary criteria, while the respondent identity questions covered gender, age, highest level of education, occupation, frequency of purchase, batik product brands frequently used, and the amount of money spent on batik.
Based on the data collected, 47.3% of respondents were male, while 52.7% were female. The majority of respondents aged 18-23 years old reached 34.1%. The respondents' final education was dominated by bachelor's degree (S1) holders at 54.1%. The respondents' dominant occupation was private employee at 33.2%. A total of 65.9% of respondents purchased batik products 1-2 times in 6 months. The most frequently used batik brand in the last 6 months was Batik Keris. The second and third most frequently used batik brands were Batik Danar Hadi and Batik Semar, at 18.5% and 14.6%, respectively. The dominant expenditure for purchasing batik products is between IDR 500,000 and IDR 1,000,000, accounting for 33.2%. 
The findings of this study indicate that well-established brands with a positive brand image do not automatically generate consumer purchase interest in batik products. Batik entrepreneurs need to develop strong brand equity before consumers become inclined to make a purchase. The results also demonstrate that batik brands with a long-standing presence in Indonesia possess a distinctive advantage. Such brands typically maintain strong brand equity, remain highly recognizable to customers, and hold a favorable image, which increases the likelihood of consumer purchase. Strong brand equity additionally functions as a barrier to entry for newer brands and foreign brands seeking to compete in the same market.
Social media marketing activities exert a stronger influence on brand awareness than on brand image. While both variables demonstrate significant associations, the regression coefficients indicate that the effect of SMMA is more substantial in enhancing brand awareness. When the total effect of SMMA on brand equity is examined through both brand awareness and brand image, the magnitude of influence appears comparable. This suggests that SMMA ultimately contributes to the formation of brand equity in a balanced manner through the pathways of brand awareness and brand image.
5. CONCLUSION AND RECOMMENDATIONS
Based on the results of the research and data processing that has been carried out, it was concluded that there are 6 supported hypotheses. The Brand Awareness (BA) variable is influenced by the Social Media Marketing Activities (SMMA) variable, Brand Image (BI) is influenced by the Social Media Marketing Activities (SMMA) variable and Brand Awareness (BA). The Brand Equity (BE) variable is influenced by the Brand Awareness (BA) and Brand Image (BI) variables. The Purchase Intention (PI) variable is influenced by Brand Equity (BE). There are also two unsupported hypotheses. The Purchase Intention (PI) variable is not influenced by Brand Awareness (BA) and Brand Image (BI). This study is a development of the previous research model found in the journal “The social media marketing strategies and its implementation in promoting handicrafts products: a study with special reference to Eastern India” by Guha et al. (2021).
This study has limitations in terms of its research approach. Future research can be developed based on the limitations of this study. The following are recommendations for future research: (1) Expand the sample of respondents by conducting research throughout Indonesia, not just in one city. This is done to determine whether the results that are influential or not influential will remain the same for the entire Indonesian population. (2) Add a screening question to the questionnaire asking respondents if they have seen social media marketing for batik products.
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