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Abstract

The growth of the creative industry in Indonesia has become a pillar in the economy, this phenomenon has
illustrated that human resources have the potential to be ready for competitiveness towards foreign
countries. Marketing through online media has become an idol for business actors, in addition to being very
easy to use, it is supported by small promotional costs. Managing information content on social media is very
important, in addition to creating attraction, it also fosters consumer trust to choose to transact to buy a
product. The objectives of this study are (1) To examine the influence of smart digital content marketing on
purchasing decisions; (2) To examine the influence of smart digital content marketing on social proof; (3) To
examine the influence of social proof on purchasing decisions; (4) To examine the role of social proof in
mediating the influence of smart digital content marketing on purchasing decisions. The data analysis
method used is Structural Equation Modeling (SEM) measurement using SmartPLS software. The results of
the analysis show that Smart Digital Content Marketing has a positive and significant effect on Purchasing
Decisions. In addition, Social Proof also has a significant effect on Purchasing Decisions and mediates the
relationship between Smart Digital Content Marketing and Purchasing Decisions. This finding confirms the
importance of the presence of social proof as a reinforcement of the effectiveness of digital marketing
strategies in driving consumer purchasing decisions.
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Introduction

The creative industry is an industry that focuses on creativity and innovation in products, both goods and
services. The growth of the creative industry in Indonesia has become a pillar in the economy, this
phenomenon has illustrated that human resources have the potential to be ready for competitiveness towards
foreign countries. The creative industry is an industry that is the result of creativity, skills and talents of a
person who can realize prosperity and open up employment opportunities (Ministry of Trade of the Republic
of Indonesia, 2009; p.5). Based on survey data from the Indonesian Creative Economy Agency (2019), Jambi
Province has 351 creative industry business actors.

The phenomenon that occurred in Jambi Province, namely creative industry business actors in 2019, the
photography and culinary sectors dominated the total number of business actors, namely photography sector
business actors by 42.17% and followed by culinary sector business actors by 20.51%. This shows that
photography greatly supports the development of digital technology, where content in publications on online
media really needs photography services, in addition to being followed by the culinary sector which shows
that the culinary sector with its diverse products is a product that is full of innovation and creativity in
developing its products.

The phenomenon that occurred in Jambi Province in the fourth quarter of 2019, consumer perception in
Jambi Province is more towards the food sector. This can be seen that food ingredients, food and finished
food and beverages are at the highest index. Culinary businesses in product creation are very diverse, so
innovation and creativity are very much the foundation for business growth, in addition to marketing
products, special strategies are needed in order to form a wide marketing network.

The growth of the digital era has made a positive contribution to business actors in carrying out their
business activities, especially in efforts to expand the marketing network. Marketing through online media is
an idol for business actors, in addition to being very easy to use, it is supported by small promotion costs.
The Creative Economy Agency (2019), stated that social media (Facebook, Instagram, Twitter and others)
are the highest source of e-commerce information, namely 53.4%, while the next media in providing
information is television advertising, namely 41.7%. Social media has become a habit for someone to get
information, this is an opportunity for business actors to carry out product promotion activities.

Managing information content on social media is very important, in addition to creating attraction, it also
fosters consumer trust to choose to transact to buy a product. The most appropriate strategy in reaching
consumers widely and experiencing very rapid development is a strategy that focuses on digital content
marketing (Elkin; 2017). Digital content marketing is the main basis for someone to assess a product on
social media. The content displayed on social media in the form of interesting photos and videos, responses
from celebrities, attractive offers and responses from sellers fosters consumer trust in deciding to buy goods
and become loyal consumers.
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Marketing strategies carried out with digital content marketing and supported by measuring social proof
on the product content being marketed are expected to be the basis for consumers in buying a product.
Creating an attraction for consumers is not the main factor in buying a product. In online transactions,
consumers also need confidence that the product is in accordance with their expectations. Before buying a
product, consumers choose from various product alternatives and see social proof from consumer
experiences. The diversity of culinary products forces business actors to always innovate and increase their
creativity, both in creating products and in terms of marketing. Culinary products, packaging and appearance
are the first impression for consumers in choosing a product and as an effort to strengthen confidence in
buying food products, most consumers look at the transaction history of the product or what can be called
social proof.

Literature Review
Smart Digital Content Marketing

Consumer behavior has shifted in choosing to buy an item. Searching for alternatives in purchasing
goods, more dominant to search for information through online media, so creating an attraction in providing
product information through social media is very important. According to Kucuk and Krishnamhurty (2007),
it is stated that the creation of engagement between consumers comes from the attraction of content
marketing. Digital content marketing is an effort made to provide information on products with the aim of
attracting consumers through interesting content. The most appropriate strategy in reaching consumers
widely and experiencing very rapid development is a strategy that focuses on digital content marketing
(Elkin; 2017). According to Karr (2016), in applying a content marketing strategy there are several
dimensions that must be considered, namely: (1) reader cognition; (2) sharing motivation; (3) persuasion; (4)
decision making; (5) factors. The increasingly widespread development of the digital era has created
increasingly strong marketing competition on digital media. Research conducted by Hayu (2019) has put
forward a new formula for digital content marketing, namely smart digital content marketing.

This model explains that the dimensions are: (1) media optimization, efforts to optimize the appearance of
photos or videos as attractively as possible; (2) influencer endorsement, using celebrity services to provide
comments on products will be an attraction for consumers; (3) provide attractive offers, display attractive
promotions such as discounts, bonuses or free shipping; (4) provide feedback, open opportunities for
consumers to provide feedback on products; (5) customer relationships, conducting scheduled interactions
with consumers with examples of providing birthday greetings from email automatically or reminding
consumers of important moments that are memorable for consumers. This dimension is related to measuring
the purchasing decisions of culinary products in consumers, the more rapid the culinary business is, the more
selective consumers are in choosing from various product alternatives. Business actors should have a good
marketing strategy in promoting their products so that they always become superior products among their
competitors.

Social Proof

Social proof is a psychological concept where individuals tend to imitate the actions of others in certain
situations, especially when they feel uncertain in making decisions (Cialdini, 2001). In the context of digital
marketing, social proof refers to the influence of consumer reviews, product ratings, testimonials, number of
followers, or other forms of social interaction on the perceptions and behaviors of potential buyers (Park et
al., 2007).

Several studies have shown that social proof can be a mediating variable in the relationship between
digital marketing strategies and purchasing decisions. For example, a study by Filieri et al. (2015) found that
online reviews can strengthen the influence of marketing content on purchase intentions by forming
perceptions of quality and trustworthiness. Furthermore, Kim and Park (2013) emphasized that the existence
of social proof increases the perception of the reliability of digital information, thereby strengthening the
impact of marketing campaigns on consumer behavior.

The development of technologies such as Al and personalization algorithms, digital marketing is now
more adaptive and interactive. In this context, social proof is not only a complement, but an integral
component that validates marketing content. Personalized content but accompanied by positive reviews and
social interactions tends to have a higher influence on purchasing decisions (Chen et al., 2020).

Purchasing Decisions

Purchasing decisions are the final stage in the consumer behavior process where individuals choose to
purchase a product or service after going through an alternative evaluation process (Kotler & Keller, 2016).
This decision is influenced by various factors, both internal such as needs and perceptions, and external such
as information, social influence, and marketing strategies. According to Schiffman and Kanuk (2010),
purchasing decisions not only include the act of buying, but also the psychological processes that precede it,
such as problem recognition, information search, alternative evaluation, and post-purchase.

Along with the development of technology and digitalization, consumer purchasing behavior has
undergone a significant shift. Consumers now rely more on information from the internet before making
decisions, such as reading user reviews, watching promotional content on social media, or comparing
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products online (Lemon & Verhoef, 2016). Research by Pavlou (2003) shows that trust in digital platforms
and risk perception are important factors in online purchasing decisions. In addition, elements such as
personalized marketing, user-generated content, and social proof strengthen purchase intentions and actual
conversions in the digital environment.

Methods

This study uses a quantitative approach with an explanatory research method, which aims to explain the
influence of the Smart Digital Content Marketing variable on Purchasing Decisions, with Social Proof as a
mediating variable. Data analysis was carried out using Structural Equation Modeling based on Partial Least
Square (SEM-PLS) through SmartPLS software.

The sampling technique used was non-probability sampling with a purposive sampling method. The
number of samples was determined using the minimum sample size approach from Hair et al. (2017) for
SEM-PLS, which is a minimum of 10 times the number of indicators in the variable with the most indicators.

Results and Discussion

Before conducting structural analysis, an outer model test was conducted to ensure the validity and
reliability of the construct. The test results showed that all indicators had loading factor values > 0.7, AVE
(Average Variance Extracted) > 0.5, and Composite Reliability and Cronbach's Alpha values > 0.7. Thus, the
instrument used met the requirements of convergent validity and reliability. The results can be seen in the
following table

Table 1. Construct Reliability and Validity

Cronbach's o A Compqs_ite Average Variance

Alpha = Reliability Extracted (AVE)
Purchasing Decisions 0.879 0.974 0.903 0.593
ﬁﬂma";"itet?r:g'ta' Content 0.955 0.959 0.962 0.739
Social Proof 0.947 0.956 0.956 0.730

Source: processed data, 2025

Analysis of the relationship between variables was carried out through bootstrapping on SmartPLS. The
results of testing the relationship between variables can be seen in the following table:

Table 2. Outer Weight

Original Sample Standard T Statistics
Sample Deviation P Values  Results
0) Mean (M) (STDEV) (|O/STDEV))

Smart Digital Content
Marketing -> Purchasing 0.542 0.543 0.089 6.102 0.005 Accepted
Decisions
Smart Digital Content
Marketing -> Social Proof 0.924 0.920 0.031 29.487 0.000 Accepted
Social Proof -> Purchasing - 457 0.423 0.085 5020 0000 Accepted
Decisions
Smart Digital Content
Marketing -> Social Proof 0.394 0.389 0.079 4.997 0.000 Accepted

-> Purchasing Decisions
Source: processed data, 2025

The results of the study show that Smart Digital Content Marketing has a positive and significant effect
on Purchasing Decisions. This indicates that the smarter and more relevant the digital content presented by
the company, the more likely consumers are to make a purchase. This finding is in line with Kotler & Keller
(2016), which states that a good digital marketing strategy can directly influence consumer perceptions,
attitudes, and behavior. Adapting content to the needs and interests of the target audience has proven
effective in attracting attention, building interest, and encouraging action. In the digital context, speed,
creativity, and connectedness are important elements of content called "smart" (Pulizzi, 2014).

This study also found that Smart Digital Content Marketing has a significant effect on Social Proof. This
means that interesting and interactive digital content encourages social engagement, such as positive
comments, consumer reviews, the number of likes or shares, and testimonials on social media. This result is
supported by Aral & Walker (2011), who explained that good content can stimulate social participation and
strengthen forms of social proof that influence other people’s decisions. In other words, the more effective the
content displayed, the more likely the audience is to provide social responses, which ultimately creates social
proof for other potential buyers.
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Further findings show that Social Proof has a positive and significant effect on Purchasing Decisions.
These results strengthen Cialdini's (2001) theory regarding the principle of social proof, namely that
individuals tend to follow the decisions or actions of others, especially in situations of uncertainty. In a
digital context, social proof such as user reviews, ratings, recommendations from friends or influencers can
increase the perception of trust and reduce risk in decision making. This study is also consistent with Kim
and Park (2013), who found that social proof can increase trust and strengthen purchase intentions in e-
commerce and social media environments.

Social Proof in this study is proven to significantly mediate the relationship between Smart Digital
Content Marketing and Purchase Decisions. This means that in addition to having a direct influence on
purchasing decisions, a smart digital content strategy also influences these decisions indirectly through
increasing social proof. This finding shows that the effect of digital content does not stop at consumers' direct
perceptions of the product, but also forms social perceptions that influence others. This strengthens the
argument that social proof acts as a catalyst in strengthening the impact of digital marketing on purchase
conversions (Filieri et al., 2015).

Conclusion

Based on the results of the data analysis and discussion that have been carried out, the following
conclusions can be drawn: smart digital content marketing has a positive and significant effect on purchasing
decisions, this means that the smarter and more relevant the digital content strategy used by the company, the
higher the likelihood of consumers making a purchase. Informative, interactive, and personal content can
form a positive perception of a product or brand. Smart digital content marketing has a positive and
significant effect on social proof, this shows that effective digital content encourages the formation of social
proof such as consumer reviews, recommendations, or other social interactions that can influence other
potential buyers. Social proof has a positive and significant effect on purchasing decisions, the higher the
social proof received or observed by consumers, the greater the tendency of consumers to trust the product
and decide to buy. Social proof mediates the relationship between smart digital content marketing and
purchasing decisions, this means that the influence of smart digital content marketing on purchasing
decisions does not only occur directly, but also indirectly through social proof. Social proof strengthens the
impact of digital content on consumer beliefs and decisions.
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