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Abstract
To address the intense competition within the Shopee Indonesia skincare market, this study
aims to apply the Stimulus-Organism-Response (S-O-R) theory to examine how social media
marketing, affiliate marketing, and online reviews collectively affect overall marketing
performance. Utilizing a quantitative approach, data were gathered through an online survey
of 127 purposively sampled Shopee skincare consumers and analyzed using Partial Least
Squares Structural Equation Modeling (PLS-SEM). The results reveal that while affiliate
marketing directly and positively enhances both online reviews and marketing performance,
social media marketing significantly influences only online reviews. Furthermore, online
reviews significantly drive overall marketing performance and act as a crucial partial mediator
between social media marketing and marketing outcomes, though they do not significantly
mediate the impact of affiliate marketing. Theoretically, this research validates the
applicability of the S-O-R framework within digital skincare marketing. Practically, the
findings imply that to translate digital engagement into tangible marketing success, businesses
must strategically deploy affiliate partnerships while actively managing and optimizing
customer online reviews as a vital bridge between social media efforts and final performance.
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1. INTRODUCTION

Major shifts have occurred in marketing as a result of the expansion of the digital economy on a global scale. The
proliferation of mobile internet access and internet-connected devices has spurred a move away from analog marketing
strategies toward digital ones Dwivedi et al., (2021), who contend that widespread internet access and social media have
revolutionized business practices and customer habits, opening up enormous possibilities for cutting costs, raising brand
recognition, and boosting revenue. Nowhere is this shift more visible than in Indonesia’s e-commerce sector, where Shopee
has become the dominant platform for skincare products, commanding an 80.96% share of the facial moisturizer category and
80.71% of the serum and essence category in the third quarter of 2024 Magpie, (2024). Among the digital marketing tools
driving this growth, social media marketing (SMM) and affiliate marketing have proven to be key factors in marketing
performance, particularly for e-commerce businesses Tatik & Setiawan, (2024); Liadeli et al., (2022); by 2031 the global
affiliate marketing industry alone is projected to exceed USD 31 billion, with the fastest growth expected in the Asia-Pacific
region.

Despite this growth, the effectiveness of SMM and affiliate marketing in tangibly improving marketing performance as
opposed to simply purchase intention still requires empirical validation, since existing evidence remains incomplete and does
not yet explain the underlying mechanism in a measurable way. This gap is especially consequential in Shopee’s skincare
industry, where competition is intense and no brand holds a permanent position: understanding what actually converts digital
marketing activity into durable marketing performance is therefore a critical, unresolved question for skincare businesses
operating on the platform.

The scale of the problem is evident in the numbers. Indonesia has more than 221 million internet users and is one of
Southeast Asia’s leading e-commerce markets, valued at an estimated USD 125 billion by 2027. Its skincare market alone was
valued at approximately USD 3.21 billion in 2024, projected to grow at a CAGR of 9.4% Meiyume, (2024). Yet brand rankings
are highly volatile: in the facial skincare Top Brand Index (TBI), Garnier led with 12.10% and Wardah with 11.80%, while
Ponds, Glow and Lovely, Citra, and Skintific each held 5.80% (Frontier Research, 2024). In e-commerce market share for facial
moisturizers (January—July 2024), The Originote led with 7.8%, followed by Skintific (6.1%), Glad2Glow (5.1%), Ms Glow
(3.6%), and Wardah (3.5%) (Databoks, 2024). In serums and essences, Skintific led with 10.8%, followed by Elformula (7%),
Y.0.U (4.2%), The Originote (4.2%), and Skin1004 (3.6%) in the third quarter of 2024 Magpie, (2024). Interestingly,
Skintific’s share declined over the quarter, opening space for Glad2Glow, Somethinc, and Y.O.U to strengthen their positions.
This constant reshuffling confirms that no brand enjoys permanent dominance in Shopee Indonesia’s skincare industry, making
the effectiveness of digital marketing strategy a decisive factor separating high performers from their competitors.

Online reviews sit at the center of this dynamic. As a form of eWOM, online reviews significantly affect consumer
choices in e-commerce Feng et al., (2023), and the credibility of information on social media including eWOM positively
affects purchase intention for skincare products, with trust in the online community acting as an important intermediary Ranjith
et al., (2025). Because skincare consumers rely heavily on others’ experiences before buying, online reviews function as a risk-
reduction mechanism that links digital marketing activity to final purchasing choices, and by extension, to marketing
performance.

This phenomenon can be explained through Uses and Gratifications Theory (UGT), which describes how users turn to
digital media to obtain relevant information, and the S-O-R Theory, which explains how digital marketing stimuli shape
consumer reactions through an evaluation process. Under the S-O-R model, marketing performance is the end result of a chain
reaction that begins with social media marketing and affiliate marketing as stimuli, continues through online reviews as the
organism representing the consumer’s internal evaluation including the formation of trust and risk perceptions and culminates
in marketing performance as the response. These three factors interact with one another to determine the efficacy of digital
marketing; UGT and S-O-R theories, combined, provide a theoretical framework for understanding this relationship.

Several independent studies support parts of this chain. Gunawan et al., (2024) found that on the Shopee Indonesia
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platform, purchase decisions are influenced jointly by affiliate marketing, online customer reviews, and online customer ratings.
Adriana & Syaefulloh, (2023) found that Shopee buyers rely heavily on online evaluations when responding to affiliate
marketing and forming purchase decisions, and demonstrated that online customer reviews mediate the effect of affiliate
marketing on buying choices. Ash Shiddiqy & Arifiona Faradila, (2024) confirmed a positive effect of affiliate marketing on
purchase decisions for Skintific products specifically. However, these studies still use purchase decision as the dependent
variable, and thus do not explain the impact on marketing performance in a broader sense. Several other studies more directly
link these variables to marketing performance:Nursal et al., (2022) concluded that affiliate marketing and social media each
influence marketing performance by increasing sales, market reach, and promotional efficacy;Cao & Weerawardena, (2023)
found that brand management capability mediates the relationship between social media use and marketing success for B2B
SMEs; and Liu et al., (2020) found that responding to online customer reviews boosts sales, suggesting that reviews can affect
marketing outcomes directly, beyond purchase intent alone. In line with these results, Feng et al., (2023) emphasize that the
quality and credibility of online reviews influence both consumer evaluation and the success of product marketing in the digital
environment. Across this body of work, however, the relationships are consistently examined separately; to date, no study has
integrated social media marketing, affiliate marketing, online reviews, and marketing performance into a single comprehensive
research model, and the mechanism by which digital marketing activities generate marketing performance through online
reviews as a consumer evaluation process remains inadequately explained.

This leaves three concrete gaps. First, most studies measure purchase intention or purchase decision, while marketing
performance encompassing sales growth, market share, and brand value remains insufficiently analyzed for skincare e-
commerce in Indonesia. Second, the role of online reviews as a mediator between social media marketing and affiliate marketing
in relation to marketing performance has received limited empirical attention, even though, in theory, online reviews serve as
a link between digital marketing activities and market outcomes. Third, no study has comprehensively integrated these three
concepts into a single mediation model focused on the skincare industry on the Shopee platform. Underlying all three is a more
fundamental theoretical gap: previous studies have mostly treated online reviews as a standalone independent or moderating
variable, and have therefore not fully explained the transmission process of influence from digital marketing stimuli, through
consumer evaluation in the form of online reviews, to the formation of marketing performance as the final response. It is this
gap that underscores the need for an empirical test of this mediation mechanism.

Despite these caveats, this study is novel in that it fills a gap in the literature by investigating the role of online reviews
as a mediator between affiliate marketing, social media marketing, and the success of skincare brands’ Shopee Indonesia
campaigns. Theoretically, it positions online reviews as an organism that mediates the correlations among the stimuli of social
media marketing and affiliate marketing, thereby extending the S-O-R Theory, and offers an integrated model linking social
media marketing, affiliate marketing, online reviews, and marketing performance within the skincare business on Shopee
Indonesia a combination that has not previously been tested together in this context.

Accordingly, this study aims to provide digital skincare businesses with theoretical insight and evidence-based strategic
advice by examining the effect of social media marketing, affiliate marketing, and online reviews on marketing performance
on the Shopee Indonesia platform. More specifically, it seeks to explain how this process occurs namely, through consumers’

evaluation of online reviews rather than merely testing whether such an effect exists.

2. LITERATURE REVIEW
2.1 Stimulus-Organism-Response (S-O-R) Theory

This research is grounded in the Stimulus-Organism-Response (S-O-R) Theory, first proposed by (Mehrabian & Russell,
1974) and since extensively developed in the fields of consumer behavior and digital marketing. The theory explains that stimuli
from the external environment are received and processed by an organism in this case, the consumer thereby generating a

specific behavioral response. Unlike purely stimulus-response frameworks, S-O-R explicitly inserts an internal evaluative stage

JBMP | jpmp.umsida.ac.id/index.php/jbmp 477 September, 2026 | Volume 12 | Issue 02



Enhancing Marketing Performance through Social Media Marketing, and Affiliate

Neira Arindha, Firdaus, Nurhayati Marketing: The Mediating Role of Online Reviews in Shopee's Skincare Industry

between exposure and outcome, which makes it particularly suited to situations where consumers do not react to marketing
stimuli automatically, but instead form judgments before responding.

S-O-R theory is deliberately chosen for this study over simpler behavioral models for three reasons. First, digital marketing
on Shopee through social media content and affiliate recommendations rarely converts directly into purchase or brand
performance; consumers typically pass through an evaluative step in which they weigh the credibility of the information they
receive, a process S-O-R is specifically designed to capture. Second, S-O-R has already been validated in closely related digital
and e-commerce marketing contexts, including social media marketing activities in e-commerce Sohaib et al., (2022), live-
streaming shopping Rahmadini Yolanda, (2024), and consumer response to online reviews and ratings Rachmiani et al., (2024),
which supports its applicability to the present skincare-on-Shopee setting. Third, because this study's central concern is not
merely whether social media marketing and affiliate marketing affect marketing performance, but how that effect occurs, a
framework that models an intermediate organism state is more appropriate than a direct stimulus-response model that would
treat the relationship as a single, unmediated link.

Within the S-O-R model of this research, “stimulus” (S) refers to inputs from the digital marketing environment in the
form of social media marketing and affiliate marketing. Social media marketing activities carried out by skincare brands on
Shopee such as creating informative content, collaborating with beauty content creators, interacting with consumers through
live commerce, and providing transparent product information serve as communication stimuli for consumers. Affiliate
marketing, meanwhile, functions as a stimulus grounded in interpersonal trust, delivered through recommendations from
affiliates across various digital platforms.

The “organism” (O) in S-O-R theory refers to an individual's internal state that mediates the relationship between stimulus
and response, encompassing cognitive, affective, and evaluative dimensions. This study positions online reviews as that
organism, and this positioning requires explicit justification rather than assumption. Online reviews differ fundamentally from
social media marketing and affiliate marketing in origin and function: whereas SMM and affiliate marketing are stimuli that
originate externally from the brand or its affiliates, online reviews are consumer-generated evaluative content that a prospective
buyer must actively read, judge for credibility, and weigh against their own risk perceptions before it can influence behavior
Cheung & Thadani, (2012). This act of interpreting and synthesizing other users' experiences is itself an internal cognitive-
affective process precisely the kind of processing the S-O-R model assigns to the organism stage rather than a further external
stimulus or a final outcome. When a brand demonstrates credible and consistent digital marketing activity, consumers do not
respond to that activity directly; instead, they process it alongside reviews from fellow users, forming a collective judgment of
the brand's quality, trustworthiness, and risk that only then translates into a behavioral response Rachmiani et al., (2024). It is
this internal evaluative state not the reviews as a standalone communication channel that functions as the bridge between digital
marketing stimuli and consumer responses, and it is this mechanism that justifies testing online reviews as a mediator rather
than as a second independent stimulus.

The “response” (R) is the reaction that arises from the organism's processing of a stimulus. In this study, that response is
the marketing performance of skincare brands on Shopee Indonesia, encompassing increases in sales volume (GMV), market
share, and brand position in the Top Brand Index (TBI). Marketing performance is thus modeled as the end product of the S-
O-R process: the measurable outcome of digital marketing stimuli social media marketing and affiliate marketing being
processed by the organism, online reviews, before manifesting as a market response. Prior applications of S-O-R theory in
digital marketing research have shown that this chain is capable of explaining how e-commerce platform elements function as
stimuli that increase consumer engagement and ultimately generate a marketing performance response Sohaib et al., (2022).
2.2 Marketing Performance

A company's marketing performance can be described as the degree to which its marketing efforts contribute to the
attainment of its marketing goals. These goals take many forms, but the four most common are sales, market share, the

acquisition of new customers, and brand equity Morgan et al., (2002). In the skincare e-commerce industry on Shopee
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Indonesia, marketing performance can be measured through several quantitative and qualitative indicators. Quantitatively, it is
reflected in Gross Merchandise Value (GMV), unit sales volume, market share based on Compas and Magpie data, and a brand's
position in the Top Brand Index (TBI). Qualitatively, it encompasses brand strength in consumers' minds, customer satisfaction,
and a brand's ability to retain customer loyalty amid intense competition.

Rather than being a static condition, marketing performance is the product of dynamic and sustained digital marketing
effort, as illustrated by the swings in TBI observed in the Indonesian cosmetics sector (Clark, 1999). Skintific, which initially
led serum market share on Shopee with 10.8%, has since experienced a gradual decline, opening opportunities for Glad2Glow,
Somethinc, and Y.O.U to rise Magpie, (2024). Within the S-O-R model, marketing performance represents the final response:
the measurable outcome of a process in which digital marketing stimuli (social media marketing and affiliate marketing) are
processed by the organism (online reviews) to produce a tangible effect on a brand's competitive position in the market. Nursal
et al., (2022) concluded that social media marketing and affiliate marketing together are key determinants of marketing
performance because they enhance promotional effectiveness, market reach, and sales.

2.3 Social Media Marketing

Theoretically, social media marketing (SMM) is defined as a company's use of social media to advertise its products, foster
customer relationships, and accomplish other marketing objectives Tuten & Solomon, (2018). It allows skincare firms to reach
a large audience efficiently and measurably, particularly on platforms like Shopee, through activities such as educational
content on active ingredients, collaborations with beauty creators, live commerce broadcasts, and community management on
Instagram, TikTok, and YouTube. Within the S-O-R model established in Section 2.1, SMM functions as a stimulus (S) that
consumers receive through these social media channels.

Conceptually, SMM is expected to relate to both marketing performance and online reviews, but through two different
mechanisms. As a stimulus, consistent and informative SMM can build direct communication between brand and consumer
that translates into engagement, purchase, and ultimately marketing performance. At the same time, SMM can also shape the
organism stage of the S-O-R chain: when a brand's content is credible, consistent, and interactive, consumers are more inclined
to try the product and document their experience in the form of an online review, meaning SMM does not only act directly on
performance but also feeds into the evaluative process that online reviews represent.

Both mechanisms are supported by prior research. Tatik & Setiawan, (2024) found that Indonesian MSMEs experienced a
notable improvement in performance after implementing SMM, and a meta-analysis by Liadeli et al., (2022) demonstrated that
brand-owned social media communication increases sales. Cao & Weerawardena, (2023) further showed that the strategic use
of social media strengthens marketing performance by building brand management capability. On the review-generation side,
Dwivedi et al., (2021) note that social and digital marketing activity shapes the volume and nature of electronic word-of-mouth
that consumers subsequently generate, indicating that SMM's influence extends into the evaluative content consumers produce,
not only into direct sales outcomes.

H1: Social media marketing has a positive effect on marketing performance.

H2: Social media marketing has a positive effect on online reviews.

2.4 Affiliate Marketing

Theoretically, affiliate marketing is a form of performance-based marketing in which a brand partners with another party
(the affiliate) to promote its products or services in exchange for a share of the resulting sales Frost & Strauss, (2016) . Within
Shopee Indonesia's ecosystem, affiliate marketing operates chiefly through the Shopee Affiliate Program, which allows content
creators, beauty bloggers, and micro-influencers to share product links; globally, the affiliate marketing industry is projected
to exceed USD 31 billion by 2031, with the Asia-Pacific region expected to grow fastest. In the S-O-R model, affiliate marketing
functions as a stimulus (S) grounded in interpersonal trust, delivered through recommendations on various digital platforms.

As with SMM, affiliate marketing is conceptually linked to both marketing performance and online reviews. Because

affiliate recommendations carry interpersonal trust that consumers extend to the affiliate rather than to the brand directly, they
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tend to produce a stronger and more immediate conversion effect than conventional advertising, contributing directly to
marketing performance. At the same time, purchases made on the strength of an affiliate's recommendation generate first-hand
product experience, which consumers are then inclined to document as an online review—positioning affiliate marketing as a
stimulus that also feeds the organism stage of the model, in parallel with SMM.

Empirical evidence supports both pathways. Nursal et al., (2022) identify affiliate marketing as a key determinant of
marketing performance that enhances promotional effectiveness and market reach, while Gunawan et al., (2024) found that
affiliate marketing significantly affects purchasing decisions on Shopee Indonesia. On the review-generation pathway, Adriana
& Syaefulloh, (2023) demonstrated that online customer reviews mediate the relationship between affiliate marketing and
purchasing decisions, and Ash Shiddiqy & Arifiona Faradila, (2024) confirmed a positive effect of affiliate marketing on
purchase-related outcomes for Skintific products specifically, consistent with the view that affiliate-driven trial experiences are
subsequently converted into consumer-generated reviews.

H3: Affiliate marketing has a positive effect on marketing performance.

H4: Affiliate marketing has a positive effect on online reviews.

2.5 Online Review

Theoretically, an online review is an experience-based evaluation that consumers voluntarily share via digital platforms
regarding products or services they have used Cheung & Thadani, (2012). As established in Section 2.1, online reviews are
positioned in this study as the organism (O) in the S-O-R model the internal, evaluative state that consumers construct from the
stimuli of social media marketing and affiliate marketing before arriving at a behavioral response. This positioning is central
to the study's contribution: rather than treating online reviews as a standalone independent variable, this study tests them as the
mechanism through which digital marketing stimuli are converted into marketing performance.

Conceptually, online reviews are expected to relate to marketing performance in two ways. Directly, accumulated reviews
function as a trust and quality signal that lowers perceived risk for prospective buyers and thereby supports sales, market share,
and brand position independent of any single marketing campaign. Indirectly, because online reviews sit at the organism stage
of the S-O-R chain, they are expected to mediate the effect of both social media marketing and affiliate marketing on marketing
performance: the stimuli alone are only converted into a market response once they have been processed into consumer-
generated evaluative content that other prospective buyers can trust.

This dual role is supported by both market evidence and prior studies. Brands that have successfully dominated the market,
such as Skintific (10.8% share for serums) and The Originote (7.8% share for moisturizers), are known to have accumulated a
large number of positive reviews with an average rating above four stars (Muhamad, 2024; Intelligence, 2024), while brands
with less favorable reviews tend to experience market share erosion despite comparable levels of SMM and affiliate activity.
At the empirical level, Feng et al., (2023) show that online reviews, as a form of eWOM, significantly affect consumer decisions
in e-commerce; Liu et al., (2020) found that responding to online reviews positively affects e-commerce sales performance;
and Ranjith et al., (2025) show that the credibility of eWOM on social media increases purchase intention for skincare products
specifically, with trust in the online community acting as an intermediary. Taken together, these findings support both a direct
effect of online reviews on marketing performance and a mediating role between digital marketing stimuli and marketing
performance.

HS: Online reviews have a positive effect on marketing performance.

H6: Online reviews mediate the effect of social media marketing on marketing performance.

H7: Online reviews mediate the effect of affiliate marketing on marketing performance.
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Figure 1. Conceptual Framework
3. RESEARCH METHOD
3.1 Research Sample

All Indonesians who have ever bought skincare goods on Shopee Indonesia are considered part of the study's population.
This research made use of purposive sampling, a non-probability sampling technique. It involves picking a sample based on
specified criteria that are relevant to the study's objectives, since the population is infinite and cannot be accurately identified.
This method is in line with other research that has used purposive sampling to examine the S-O-R model in the context of e-
commerce and digital marketing Rahmadini Yolanda, (2024); Rachmiani et al., (2024).

The respondent criteria established in this study include: (1) being at least 17 years old and having the authority to conduct
online transactions independently; (2) having purchased at least one skincare product on Shopee Indonesia within the last six
months; (3) having been exposed to social media marketing activities by skincare brands, whether through Instagram, TikTok,
or YouTube, and/or having made a purchase via an affiliate marketing link; and (4) having read online reviews of a product
before deciding to buy. The researchers made sure that the people who filled out the surveys had first-hand knowledge of the
organisms, stimuli, and response variables that were part of this study by establishing these criteria.

According to the standard procedure for SEM-PLS, the sample size was determined to be ten times the number of indicators
that make up a single latent variable. Hair et al., (2022). The sample size for this study was determined using the 10 times rule
guideline in Partial Least Squares-Structural Equation Modeling (PLS-SEM). According to Hair et al., (2022), the
recommended minimum sample size is 10 times the largest number of formative indicators, or 10 times the largest number of
structural paths leading to a single latent construct. In practice, however, the most commonly used approach is 10 times the
number of initial indicators before screening based on outer loading values.

Based on the initial measurement model, this study used a total of 13 indicators/items. Accordingly, the minimum required
sample size was 10 x 13 = 130 respondents. Given the limitations in access to and availability of respondents during data
collection, the number of samples successfully collected in this study was 127 respondents. This number is close to the
minimum requirement and is considered sufficiently representative for data analysis using PLS-SEM Hair et al., (2022).The
data gathering phase lasted around one month, and it involved administering an online questionnaire (GForm) to user groups
on Shopee and social media regarding skincare.

3.2 Definitions and Measurement of Variables

There are a total of four key variables in this research: online reviews, social media marketing, and affiliate marketing (the
stimulus variables), and marketing performance (the response variable). To quantitatively capture respondents’ impressions of
each indication, all variables were measured using a “five-point Likert scale, with 1 representing strongly disagree and 5
strongly agree”.

Social media marketing was measured based on the definition by ElSayad & Md Saad, (2024), by adapting the five

dimensions of Social Media Marketing Activities that have been widely used in previous S-O-R theory-based research Yuniarti

JBMP | jpmp.umsida.ac.id/index.php/jbmp 481 September, 2026 | Volume 12 | Issue 02



Enhancing Marketing Performance through Social Media Marketing, and Affiliate

Neira Arindha, Firdaus, Nurhayati Marketing: The Mediating Role of Online Reviews in Shopee's Skincare Industry

et al., (2025), namely interactivity (correlations among the brand and consumers), informativeness (the quality of information
provided), WOM (consumers’ inclination to discuss the brand), personalization (the alignment of content with consumer needs),
and trendiness (the up-to-date nature of the content presented). These five dimensions were operationalized into statement items
that measure respondents’ perceptions of the SMM activities of the skincare brands they follow on Shopee.

Affiliate marketing is measured based on the definition Tan et al., (2025) using indicators that include the credibility of the
affiliate/content creator recommending the product, the quality and clarity of the recommendation content, the ease of accessing
affiliate product links, the frequency of affiliate promotions on digital platforms used by consumers, and the attractiveness of
incentives (discounts or commissions) offered through Shopee’s affiliate marketing program.

Online reviews are measured based on the definition Kaur, (2025) using indicators that include review volume (the number
of available reviews), review valence (whether reviews tend to be positive or negative), review credibility (the level of trust in
the reviews read), and the quality of review information that aids the product evaluation process, in line with the indicators
used Rachmiani et al., (2024) to measure online customer reviews and ratings on e-commerce platforms.

Marketing performance is measured based on the definition Fahmi et al., (2024) using indicators that include an increase
in sales volume, market share growth, growth in the number of new customers, and the strengthening of brand equity in
consumers’ minds. In line with the context of the skincare industry on Shopee Indonesia, additional indicators—such as
respondents’ perceptions of a brand’s position in the Top Brand Index and post-purchase satisfaction levels—were also included
to enrich the measurement of this variable. These indicators were operationalized into questionnaire items reflecting
respondents’ own perceptions rather than firm-level financial data; following evaluation of the outer model (Section 4.1.2),
three items with the strongest outer loadings were retained as the final indicators for this construct, labeled Y1.1-Y'1.3 in Table
1. The same refinement procedure was applied to the Social Media Marketing, Affiliate Marketing, and Online Reviews
constructs, whose final retained indicators are likewise presented in Table 1 as X1.1-X1.3, X2.1-X2.3, and Z1.1-Z1.3,
respectively.

3.3 Data Analysis Techniques

Using SmartPLS software, the acquired data were analyzed using SEM-PLS. This method was selected for this research
due to its applicability to both exploratory and predictive purposes, its capability to manage complicated structural models with
mediating variables, and its adaptability to data that does not necessarily adhere to a normal distribution assumption and
relatively moderate sample sizes Hair et al., (2022).

Both the outer (measuring) and inner (structural) models were evaluated during the model evaluation process. Tests for
convergent validity were conducted using outer loadings (>0.7) and AVE (>0.5) in the evaluation of the outer model. Tests for
discriminant validity were conducted using the Fornell-Larcker criterion and the Heterotrait-Monotrait Ratio (HTMT <0.90).
Construct reliability was checked using Cronbach's Alpha and Composite Reliability. A threshold of 0.7 or more is considered
appropriate Hair et al., (2022).

A number of metrics were used to evaluate the internal model, including the coefficient of determination (R?), predictive
relevance (Q?), and effect size (f?), which measure the relative contribution of each exogenous variable. These metrics were
used to gauge the extent to which the exogenous variables could explain the endogenous variables. Hypothesis testing was
conducted using a bootstrapping procedure with 5,000 resamplings. A hypothesis was considered supported when the path
coefficient was in the hypothesized direction and the corresponding t-statistic exceeded 1.96 and/or the p-value was below 0.05,
indicating rejection of the null hypothesis at the 5% significance level.

The testing of the mediating role of online reviews in the correlations among social media marketing and affiliate marketing
on marketing performance (H6 and H7) was conducted using a bootstrapping approach to assess the specific indirect effect,
supplemented by a calculation of the VAF to determine the mediation category, namely full mediation, partial mediation, or no

mediation, in accordance with standard procedures used in SEM-PLS analysis Hair et al., (2022).
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4. RESULTS AND DISCUSSION
The findings of this study reinforce the S-O-R model, which positions Social Media Marketing and Affiliate Marketing

as stimuli, Online Reviews as the organism, and Marketing Performance as the response Mehrabian & Russell, (1974). The
finding that Social Media Marketing does not have a significant direct effect on Marketing Performance (H1 rejected), but does
have a significant effect on Online Reviews (H2 supported) and exerts a significant indirect effect on Marketing Performance
through Online Reviews (H6 supported), indicates that SMM activities on Shopee—such as educational content, collaborations
with beauty creators, and live commerce interactions—are not sufficient to directly drive marketing performance without first
fostering positive consumer evaluations in the form of online reviews. This pattern is consistent with the view that the
effectiveness of SMM is indirect and requires a consumer evaluation mechanism as an intermediary. Liadeli et al., (2023); Tatik
& Setiawan, (2024); Dwivedi et al., (2021).
4.1 RESULTS
4.1.1. Data Characteristics

The questionnaire was distributed online to skincare consumers who had previously purchased skincare products
through Shopee Indonesia. After data cleaning to eliminate incomplete responses and those that did not meet the established
respondent criteria, 127 valid respondent records were obtained and deemed suitable for use in SEM-PLS model testing. The
data was subsequently examined using SmartPLS software, which went through two evaluation stages: outer for measuring
accuracy and inner for assessing the structural validity of the data.
4.1.2. Evaluation of the Measurement Model (Outer Model)

In order to ensure that the four study variables were valid, reliable, and discriminant, the measuring model was evaluated:
Social Media Marketing (SMM), Affiliate Marketing (AM), Online Reviews (OR), and Marketing Performance (MP).
Convergent validity was assessed using outer loadings (>0.7) and AVE (>0.5), while reliability was evaluated using Cronbach's

Alpha, rho A, and Composite Reliability (>0.7), according to the criteria suggested by Hair et al., (2022).

Table 1| Outer Loading, Convergent Validity, and Construct Reliability

Variable Indicator Outer Loading Cronbach's rho_A Composite AVE
Alpha Reliability
Social Media X1.1 0.818 0.689 0.712 0.826 0.613
Marketing
X1.2 0.706
X1.3 0.820
Affiliate X2.1 0.831 0.773 0.778 0.868 0.686
Marketing
X222 0.827
X2.3 0.826
Online Review Z1.1 0.829 0.784 0.789 0.874 0.698
Z1.2 0.845
713 0.832
Marketing Y1.1 0.802 0.724 0.748 0.841 0.639
Performance
Y1.2 0.750
Y13 0.844

Source: Data Processed (2026)

All of the indicators are convergently valid in reflecting their respective constructs, as seen in Table 1, since all of the
outer loading values are more than the 0.7 criterion. Every one of the four constructs accounts for over half of the variation in
its corresponding indicators, since their AVE values are all greater than 0.5 (range from 0.613 to 0.698). From 0.826 to 0.874,
every Composite Reliability rating is higher than 0.7. Given that Cronbach's Alpha tends to be conservative for constructs with

a limited number of indicators, the higher values of tho A (0.712) and Composite Reliability (0.826) suggest that the construct
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remains reliable, even though the Social Media Marketing Cronbach's Alpha value of 0.689 is slightly below the ideal threshold
of 0.7 Hair et al., (2022). Therefore, convergent validity and reliability are satisfied by all study constructs.

The last step was to see whether the HTMT and the Fornell-Larcker criterion could establish discriminant validity. For
each construct to meet the Fornell-Larcker criterion, its square root of the AVE (VAVE) must be higher than its correlation with
other constructs, while the HTMT value must be less than 0.90 Hair et al., (2022). The test outcomes are shown in Tables 2 and

3.

Table 2 | Discriminant Validity — Fornell-Larcker Criterion

Variable Social Media Affiliate Marketing Online Review Marketing
Marketing Performance
Social Media Marketing 0.783
Affiliate Marketing 0.515 0.828
Online Review 0.544 0.501 0.835
Marketing Performance 0.455 0.498 0.499 0.800

Source: Data Processed (2026)
Table 3 | Discriminant Validity — Heterotrait-Monotrait Ratio (HTMT)

Variable Social Media Marketing Affiliate Marketing Online Review
Affiliate Marketing 0.697
Online Review 0.713 0.635
Marketing Performance 0.615 0.637 0.635

Source: Data Processed (2026)

Table 2 shows that the VAVE value for each construct (0.783-0.835) is higher than the interconstruct correlation values in
the corresponding rows and columns. These results are supported by Table 3, where all HTMT values range from 0.615 to
0.713, well below the threshold of 0.90. All constructs in this study demonstrate discriminant validity, meaning they are

empirically separate from one another and may be used in structural equation modeling.

4.1.3. Evaluation of Structural Models (Inner Models)

Before testing the hypotheses, a check for collinearity among indicators and among exogenous constructs was conducted
using the VIF. The results of the test demonstrated that there is no multicollinearity in this study model, as all outer VIF values
were within the range of 1.305 to 1.721 and all inner VIF values were within the range of 1.361 to 1.598, which is significantly
lower than the threshold of 3 (or 5).

As shown in Table 4, the model's capacity to account for the endogenous variables was assessed by calculating the
coefficient of determination (R?) and the effect size (f?).

Table 4 | Coefficient of Determination (R?) and Effect Size (*)

Endogenous Variable R Square R Square Adjusted Category
Online Review 0.362 0.352 Moderate
Marketing Performance 0.348 0.332 Moderate

Source: Data Processed (2026)

Table S| Inter-pathway f* Value (Effect Size)

Route 2 Category
Social Media Marketing — Online Review 0.174 Moderate
Affiliate Marketing — Online Review 0.104 Small
Social Media Marketing — Marketing 0.026 Small
Performance
Affiliate Marketing — Marketing 0.079 Small
Performance
Online Review — Marketing Performance 0.072 Small

Source: Data Processed (2026)

JBMP | jpmp.umsida.ac.id/index.php/jbmp 484 September, 2026 | Volume 12 | Issue 02



Enhancing Marketing Performance through Social Media Marketing, and Affiliate

Neira Arindha, Firdaus, Nurhayati Marketing: The Mediating Role of Online Reviews in Shopee's Skincare Industry

Table 4 shows that the model explains 36.2% of the variance in Online Reviews and 34.8% of the variance in Marketing
Performance, both of which fall into the moderate category according to Chin’s (1998) criteria. Table 5 shows that Social Media
Marketing contributes the largest effect size to Online Reviews (f2 = 0.174, moderate category), while the other paths show
relatively small contributions to the target endogenous variables.

Overall model fit was evaluated using the SRMR and the NFI. The analysis outcomes showed an SRMR value of 0.085
and an NFI value of 0.682. The SRMR value is slightly above the ideal threshold of 0.08 but still below the tolerance limit of
0.10, so the model is still acceptable (acceptable fit), while the relatively moderate NFI value should be noted in the study’s
limitations section, given that the NFI tends to be sensitive to model complexity and sample size. Hair et al., (2022). A
bootstrapping approach with 5,000 resamplings was used to test the hypothesis for direct effects. When either the t-statistic or
the p-value was larger than 1.96 or smaller than 0.05, the hypothesis was deemed supported. Table 6 displays the outcomes of

the experiments conducted to determine the direct effects (H1-HS5).

Table 6 | Results of the Hypothesis Testing on Direct Effects (Structural Model)

Hypothesis Route Coefficient (B) t-statistic p-value Decision

H1 Social Media 0.165 1.406 0.160 Rejected
Marketing —
Marketing
Performance

H2 Social Media 0.389 3.757 0.000 Accepted
Marketing — Online
Review

H3 Affiliate Marketing 0.278 2.959 0.003 Accepted
— Marketing
Performance

H4 Affiliate Marketing 0.301 2.936 0.003 Accepted
— Online Review

H5 Online Review — 0.270 2.869 0.004 Accepted
Marketing
Performance

Source: Data Processed (2026)

Table 6 shows that of the five direct effect hypotheses tested, four were statistically supported (H2, H3, H4, and HS),
whereas H1 (the effect of Social Media Marketing on Marketing Performance) was not supported because the t-statistic value
(1.406) was below 1.96 and p-value (0.160) was higher than 0.05. Affiliate Marketing was found to have a positive and
significant effect on both Marketing Performance (H3) and Online Reviews (H4), while Social Media Marketing was found to
have a significant effect only on Online Reviews (H2). Online Reviews were also found to have a positive and significant effect
on Marketing Performance (HS5).

The testing of the mediating role of Online Reviews (H6 and H7) was conducted using the specific indirect effect
approach with bootstrapping procedures, supplemented by the calculation of VAF to determine the mediation categories: VAF
< 20% is categorized as no mediation, 20%—-80% as partial mediation, and > 80% as full mediation Hair et al., (2022). The
test results are presented in Table 7.

Table 7 | Mediation Test Results (Indirect Effects)

Hypothesis Route Indirect t-statistic p-value Total Effect VAF Mediation
e Category
Ho6 SMM — OR 0.105 2.139 0.033 0.270 38.9% Partial
— MP Mediation
H7 AM — OR — 0.081 1.960 0.050 0.359 22.6% Not
MP Significant
(Marginal)

Source: Data Processed (2026)
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Table 7 shows that the indirect effect of Social Media Marketing on Marketing Performance through Online Reviews
(H6) is statistically significant (t = 2.139; p = 0.033), with a VAF value of 38.9%, indicating that Online Reviews partially
mediate this relationship. Conversely, the indirect effect of Affiliate Marketing on Marketing Performance through Online
Reviews (H7) yielded a t-statistic of 1.960 and a p-value of 0.050, which falls exactly on the 5% significance threshold. Thus,
H7 cannot be statistically supported at the 95% confidence level, although the VAF value of 22.6% indicates a mediating
contribution that approaches the threshold for partial mediation. These outcomes suggest that Online Reviews play a stronger
mediating role in bridging the influence of Social Media Marketing on Marketing Performance compared to that of Affiliate

Marketing.

4.2 DISCUSSION

Taken together, the seven hypothesis tests reveal a consistent pattern: the two stimuli in this study, Social Media Marketing
and Affiliate Marketing, do not translate into Marketing Performance through the same mechanism. This pattern is discussed
hypothesis by hypothesis below, before turning to what it means for the mediating role of Online Reviews.

H1 (Social Media Marketing — Marketing Performance) was rejected (B = 0.165; t = 1.406; p = 0.160). Read through the
S-O-R lens adopted in this study, this outcome is consistent with the central argument advanced in Section 2.1: brand-generated
content such as educational posts, creator collaborations, and live-commerce interactions is a stimulus that consumers must still
evaluate before it shapes a market outcome, so a simple, unmediated path from stimulus to response is theoretically unlikely to
be strong. This finding diverges from Tatik & Setiawan, (2024) and the meta-analytic evidence in Liadeli et al., (2023), both
of which report a significant direct effect of social media activity on performance or sales. The divergence is plausibly explained
by differences in model specification and unit of analysis: those studies estimate SMM's effect without a mediating organism
variable, so the influence that actually passes through consumer evaluation processes may be absorbed into what appears to be
a direct effect. In a model that explicitly separates the evaluative stage — as this one does — that same influence is reassigned
to the indirect path, which is precisely what H6 confirms below. The rejection of H1 is therefore better read as evidence that
the direct-effect models used in prior research may overstate SMM's unmediated influence, rather than as evidence that SMM
is ineffective; it is consistent, however, with Cao & Weerawardena, (2023), who likewise found that social media strengthens
marketing performance only through an intervening capability rather than on its own.

H2 (Social Media Marketing — Online Reviews) was the strongest relationship in the model (B = 0.389; t = 3.757; p <
0.001; 2 = 0.174, moderate). This supports the theoretical role assigned to SMM in Section 2.3: consistent, credible, and
interactive brand content encourages consumers to try the product and subsequently document their experience as a review.
The result is congruent with Dwivedi et al., (2021), who found that digital marketing activity shapes the volume and character
of consumer-generated eWOM. Unlike H1, this path did not surface clearly contradicting evidence in the literature reviewed
for this study; the studies examined consistently treat brand-driven digital content as an antecedent rather than a substitute for
consumer-generated reviews, which strengthens confidence that H2 reflects a genuine mechanism rather than a sample-specific
artifact. Combined with the non-significant H1, this indicates that within this sample, SMM's influence on skincare marketing
performance operates almost entirely by first shaping consumer evaluation, not by acting on performance directly.

H3 (Affiliate Marketing — Marketing Performance) was supported (f = 0.278; t = 2.959; p = 0.003), in contrast to H1.
This asymmetry is theoretically meaningful: as defined in Section 2.4, affiliate marketing is a stimulus grounded in interpersonal
trust in the affiliate or content creator, which functions as a more immediate persuasion cue than brand-owned content and can
move a buyer toward a purchase without requiring the same extent of evaluative processing that brand content does. The result
aligns with Nursal et al., (2022), Gunawan et al., (2024), and Ash Shiddiqy & Arifiona Faradila, (2024), all of which report a
significant, relatively direct effect of affiliate marketing on purchase-related or performance outcomes on Shopee. Not all recent
evidence points the same way, however: in a skincare setting closely comparable to the present study, Kholida & Nuvriasari,

(2026) found that affiliate marketing did not have a significant direct effect on purchasing decisions for skincare products on

JBMP | jpmp.umsida.ac.id/index.php/jbmp 486 September, 2026 | Volume 12 | Issue 02



Enhancing Marketing Performance through Social Media Marketing, and Affiliate

Neira Arindha, Firdaus, Nurhayati Marketing: The Mediating Role of Online Reviews in Shopee's Skincare Industry

TikTok Shop, with online reviews and product knowledge carrying the significant influence instead. A plausible explanation
for this divergence is platform and audience composition: Shopee's skincare buyers in the present sample may place
comparatively more interpersonal trust in affiliates than TikTok Shop's more content-driven audience, which would strengthen
the direct persuasion effect that Kholida and Nuvriasari's sample did not exhibit.

H4 (Affiliate Marketing — Online Reviews) was also supported (B = 0.301; t =2.936; p = 0.003), indicating that affiliate-
driven purchases are also converted into consumer-generated reviews, consistent with the dual-pathway role proposed for
affiliate marketing in Section 2.4. This is congruent with Adriana & Syaefulloh, (2023), who found that online customer reviews
are connected to the relationship between affiliate marketing and purchasing behavior on Shopee. As with H2, no study
identified in this review reports a non-significant affiliate-marketing-to-review-generation path specifically; where affiliate
marketing's effectiveness is questioned in the literature, it is typically its direct effect on purchase or performance outcomes
(see the discussion of H3 below) rather than its capacity to prompt reviews, suggesting that generating post-purchase reviews
is a comparatively robust outcome of affiliate-driven transactions.

HS5 (Online Reviews — Marketing Performance) was supported (f = 0.270; t = 2.869; p = 0.004). This confirms the role
assigned to Online Reviews as the organism in the S-O-R chain: accumulated reviews function as a trust and risk-reduction
signal that lowers perceived purchase risk independent of any single marketing campaign Cheung & Thadani, (2012). The
result is consistent with Feng et al., (2023) and Liu et al., (2020), who both report that online reviews affect e-commerce
outcomes beyond purchase intention alone, and with Ranjith et al., (2025), who found that eWOM credibility increases purchase
intention for skincare products through community trust. This positive link is nevertheless not universal in the wider online-
review literature: in their meta-analysis of studies linking review-related factors to product sales, Li et al., (2020) note that Moe
(2009) found review volume to have an insignificant effect on sales, illustrating that the review-performance link can weaken
or disappear once product category, platform, and review maturity are taken into account. Read against that backdrop, the
significant H5 result in the present study suggests that the risk-reduction function of online reviews is particularly salient for
skincare products on Shopee Indonesia, where consumers face relatively high perceived risk and rely heavily on peer evaluation
before purchase.

The mediation tests (H6 and H7) clarify how these direct effects combine, and this is where the contrast between the two
stimuli becomes most informative. For H6 (SMM — OR — MP), the indirect effect was significant (f = 0.105;t=2.139; p =
0.033) with VAF = 38.9%, which Table 7 classifies as partial mediation under the conventional 20—-80% VAF rule. However,
because the corresponding direct effect (H1, SMM — MP) was not significant, a stricter and more contemporary reading of
mediation type — following the significant-indirect / non-significant-direct logic used by Zhao, Lynch, and Chen (2010) —
would classify this pattern as indirect-only (effectively full) mediation rather than partial: Online Reviews are not simply one
of several channels through which SMM affects Marketing Performance, they appear to be the primary channel through which
any SMM effect reaches Marketing Performance at all in this sample. This indirect-only pattern is consistent with Kashif et
al., (2025), who likewise found that social media marketing's effect on purchase intention was transmitted almost entirely
through an intervening evaluative construct (customer trust) rather than acting directly. Not every study reports such a clean
mediation pattern, however: Salhab et al., (2023) found that brand trust did not significantly mediate the relationship between
social media marketing and purchase intention, illustrating that an evaluative organism does not automatically transmit a
stimulus's effect in every digital marketing context. The mediation observed for H6 in this study is therefore better understood
as evidence that online reviews specifically, rather than consumer evaluation in general, are the operative mechanism for
skincare SMM on Shopee Indonesia.

For H7 (AM — OR — MP), the indirect effect sits exactly at the conventional significance boundary (B = 0.081; t =1.960;
p = 0.050), and the VAF of 22.6% is only marginally above the 20% threshold Table 7 uses to separate no mediation from
partial mediation. Because H3 (AM — MP) is significant while this indirect path is only marginal, the same stricter mediation

logic applied to H6 would place H7 closer to direct-only, non-mediated influence than to genuine partial mediation: Online
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Reviews are not a necessary pathway for Affiliate Marketing to affect Marketing Performance, since affiliate marketing already
reaches Marketing Performance directly through the interpersonal trust consumers place in the affiliate. This reading also helps
explain the apparent tension with Adriana & Syaefulloh, (2023), who found that online customer reviews are linked to the effect
of affiliate marketing on purchase decisions: that study's dependent variable was an immediate behavioral outcome (the
purchase decision itself), whereas the present study's dependent variable, Marketing Performance, is a broader and more distal
construct. It is plausible that Online Reviews mediate affiliate marketing's effect on immediate purchase behavior more strongly
than its effect on longer-run brand-level performance, which affiliate marketing may continue to influence directly through
repeated, trust-based conversions even without an intervening review stage. This marginal role for reviews in the affiliate
pathway is not an isolated result: Gabriel & Nugroho, (2024) found that online customer reviews had no significant effect on
purchase decisions on Lazada even as affiliate marketing itself remained a significant direct predictor, reinforcing the idea that
affiliate-driven persuasion can operate largely independently of the review-reading stage that other digital marketing stimuli
rely on more heavily.

Read together, HI-H7 support a coherent account of how digital marketing stimuli become Marketing Performance for
skincare brands on Shopee Indonesia. Social Media Marketing operates almost exclusively through the evaluative, review-
forming stage that Online Reviews represent, so its practical value depends on whether content actually converts into visible
consumer evaluation. Affiliate Marketing, by contrast, converts into Marketing Performance both through Online Reviews and,
more strongly, through a direct, trust-based channel that does not require a review stage to take effect. This asymmetry is the
substantive answer to why H6 is supported while H7 is only marginal: Online Reviews mediate the pathway that needs
evaluative legitimation the most (brand-generated content) but are less essential for the pathway already carrying interpersonal
trust (affiliate recommendations).

These findings carry both theoretical and practical implications. Theoretically, the study contributes to the development of
S-O-R Theory by providing empirical confirmation that Online Reviews function as the organism that mediates the relationship
between digital marketing stimuli and marketing performance, rather than as a standalone independent or moderating variable,
as online reviews have often been treated in prior research. This directly addresses the theoretical gap identified in Section 1:
by explicitly modeling Social Media Marketing and Affiliate Marketing as stimuli, Online Reviews as the organism, and
Marketing Performance as the response within a single integrated model, the study demonstrates that the S-O-R framework can
meaningfully explain not just whether digital marketing activities affect performance, but the evaluative mechanism through
which that effect is transmitted. A further theoretical contribution lies in the asymmetric mediation pattern uncovered by the
H6 and H7 tests: rather than showing that Online Reviews mediate all digital marketing stimuli uniformly, the findings indicate
that the strength of this mediating role depends on whether a stimulus already carries an alternative, trust-based persuasion
mechanism. Social Media Marketing, which lacks this interpersonal trust component, is transmitted to Marketing Performance
almost entirely through Online Reviews, whereas Affiliate Marketing, which is inherently grounded in interpersonal trust,
reaches Marketing Performance largely through a direct channel that does not require the organism stage. This conditional view
of the organism's mediating strength refines the application of S-O-R theory in digital marketing research and offers a
theoretical explanation, rooted in the trust-basis of the stimulus, for why some digital marketing channels depend more heavily
on consumer evaluation than others. In addition, by integrating Social Media Marketing, Affiliate Marketing, Online Reviews,
and Marketing Performance into a single comprehensive model and combining Uses and Gratifications Theory with S-O-R
Theory, this study offers a context-specific theoretical framework for the skincare e-commerce industry on Shopee Indonesia
that had not previously been tested in this combination.

From a practical standpoint, these results offer concrete guidance for skincare businesses on Shopee Indonesia. For
businesses that rely on Social Media Marketing, the finding that SMM affects Marketing Performance almost entirely through
Online Reviews (H1 rejected, H2 and H6 supported) means that content activity alone—educational posts, creator

collaborations, live commerce—is unlikely to translate into sales, market share, or brand equity unless it also generates visible
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consumer evaluations. Business owners are therefore advised to pair every SMM campaign with a deliberate review-generation
strategy: prompting satisfied customers to leave reviews after purchase, offering small incentives for honest reviews, and
responding promptly and professionally to both positive and negative reviews to sustain their credibility as a trust signal for
future buyers. For businesses that rely on Affiliate Marketing, the significant direct effect on Marketing Performance (H3
supported) together with the only marginal mediation through Online Reviews (H7) indicates that affiliate partnerships can be
relied upon for a relatively immediate performance impact through the interpersonal trust consumers place in the affiliate.
However, because the indirect effect via Online Reviews was close to the significance threshold, businesses should not treat
affiliate marketing and review management as separate efforts: encouraging affiliates and the customers they refer to leave
product reviews can still reinforce marketing performance over the longer term. In practice, skincare brands are advised to
select affiliates and content creators based on credibility and clarity of communication, monitor concrete performance
indicators—Gross Merchandise Value, unit sales, market share, and Top Brand Index position—alongside review volume and
valence, and treat online review management as a strategic bridge that connects both social media content and affiliate

recommendations to sustained marketing performance in a highly competitive market.

5. CONCLUSION

This research aims to analyze the effect of social media marketing and affiliate marketing on marketing performance,
with online reviews as a mediating variable in the skincare industry on the Shopee Indonesia platform. Based on the SEM-PLS
analysis, it was found that affiliate marketing has a positive and significant effect both directly on marketing performance and
on online reviews, whereas social media marketing only has a significant effect on online reviews and has not yet been proven
to directly affect marketing performance. Online reviews are proven to play an important role as an organism in the S-O-R
model because they have a positive significant effect on marketing performance and partially mediate the effect of social media
marketing on marketing performance, while their mediating role in the affiliate marketing path is not statistically significant.
These findings reinforce that the effectiveness of digital marketing in the skincare industry on Shopee Indonesia depends on
how marketing stimuli, whether through social media content or affiliate recommendations, can shape positive consumer
evaluations in the form of online reviews before impacting marketing performance. So, skincare business owners are advised
not to just focus on the intensity of social media marketing activities, but also actively encourage and manage customer reviews

as a strategic bridge to boosting sales, market share, and brand equity.

6. LIMITATION AND IMPLICATION

While this study significantly advances the Stimulus-Organism-Response (S-O-R) framework by proving that online
reviews act as a crucial evaluative bridge especially for social media marketing, which requires this step to drive actual
performance its findings are inherently bounded by specific contextual limitations. Because the research focuses exclusively on
the high-perceived-risk skincare market within Shopee Indonesia, the observed asymmetric dynamics where trust-based affiliate
marketing bypasses the need for reviews to directly boost sales may not universally apply to other product categories or
alternative platforms, such as TikTok Shop, where audience behaviors and content consumption differ. Nevertheless, the
implications provide a powerful, actionable roadmap for e-commerce brands: producing engaging social media content is
fundamentally insufficient on its own. To translate digital marketing stimuli into tangible market share and brand equity,
businesses must proactively incentivize and manage customer reviews to validate their social media efforts, while

simultaneously leveraging credible affiliate partnerships to secure more immediate, trust-driven sales conversions.
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