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Abstract

This study aims to explain the mediation of customer trust in the influence of
Instagram social media advertising and Scarlett Whitening product
innovation on online shopping purchase intentions in Yogyakarta City. This
research is a quantitative research with a survey method. The population in
this study were women who had used Scarlett Whitening products more than
once. The sampling technique in this study was purposive sampling with a
total sample of 165 people. The data collection technique uses an online
questionnaire which has been tested for validityusing Confirmatory Factor
Analysis and reliability using Cronbach Alpha. The data analysis technique
used is multiple regression. The results of the study are as follows (1) There
is a positive and significant effect of social media on purchase intention with a
beta coefficient of 0.284 (p <0.001). (2) There is a positive and significant effect
of product innovation on purchase intention with a beta coefficient of 0.451
(p <0.001). (3) There is a positive and significant influence of customer trust
on purchase intention with a beta coefficient of 0.374 (p <0.001). (4)
Customer trust mediates the effect of social media on purchase intention with
a beta coefficient value of 0.284 (p <0.001) decreasing to 0.156 (p <0.05) (5)
Customer trust mediates the effect of product innovation on purchase
intention with a beta coefficient value the resulting 0.451 (p < 0.001)
decreased to 0.355 (p < 0.05). From these results, it can be concluded that
social media, product innovation, and customer trust can increase the
intention to buy Scarlett Whitening products. Therefore, it is hoped that the
Scarlett Whitening Company can become a reference in business
management by optimizing product variations and brand utilization in the
cosmetic and skin care industry.
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INTRODUCTION

Purchase intention can be classified as one of the components of consumer
cognitive behavior regarding how someone intends to buy a particular brand.
Pavlou (2003) states that online purchase intention is a situation where customers
are willing and intend to engage in online transactions. Online transactions can be
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