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This study aims to analyze the influence of Instagram social media marketing on
purchase intention through brand awareness and brand image among Kahf's
Generation Z Instagram followers. The study used a quantitative approach with a
survey method involving 195 respondents selected using purposive sampling
techniques and analyzed using AMOS-based Structural Equation Modeling (SEM).
The results showed that social media marketing had a positive effect on brand
awareness and brand image. Brand image had a positive effect on purchase
intention, while brand awareness had no direct effect on purchase intention.
However, the results of the mediation test showed that brand awareness and brand
image were able to mediate the effect of social media marketing on purchase
intention. These findings indicate that the effectiveness of Kahf's Instagram
marketing in increasing purchase intention among Generation Z is influenced by
its ability to build brand awareness and, in particular, create a positive brand
image. Therefore, companies need to optimize digital marketing strategies that
focus on strengthening brand awareness and brand image to increase consumer
purchase intention.
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