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ARTICLE INFO  ABSTRACT 
 
 

This paper examines the complex interactions between social media engagement (SME), customer purchase 
behavior (CPB), product promotion (PPR), and business marketing sustainability (BMS). It specifically 
explores the direct influence of SME on BMS, CPB, and PPR. Additionally, the research evaluates the direct 
effects of CPB and PPR on BMS and investigates the mediating roles of CPB and PPR in the relationship 
between SME and BMS.Additionally, the study employed stratified sampling method to gather 460 responses 
from e-commerce business platforms in Indonesia. The final analysis was conducted using the PLS-SEM 
model. The study's outcomes are as follows: First, SME has a significant positive effect on BMS, CPB, and 
PPR. Second, the results indicate that CPB and PPR have a strong direct impact on BMS. Third, the findings 
reveal that CPB serves as a key mediator in the relationship between SME and BMS. Fourth, the research 
highlights that PPR also mediates the connection between SME and BMS. These novel insights contribute to 
the ongoing discussion on SME and its role in promoting CPB, PPR, and BMS.Correspondingly, the study 
also offers practical recommendations, emphasizing the need to integrate AI-driven marketing strategies to 
maximize the impact of social media engagement on consumer purchase behavior and business marketing 
sustainability. 
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INTRODUCTION 
 
The rapid growth of digital platforms has transformed the landscape 
of business marketingsustainability (BMS), with social media 
emerging as a key tool for engaging with consumers(Wiredu, 
2023;Steward et al., 2019). In this digital age, social media 
engagement (SME), customer purchase behavior (CPB), and product 
promotion (PPR) are critical components that influence the 
sustainability of business marketing strategies. The intersection of 
these elements has created both opportunities and challenges for 
businesses aiming to maintain long-term viability in highly 
competitive markets (Sazili et al., 2023). Misra et al., n.d. (2022) 
defines SME as the interactions between businesses and consumers 
on platforms like Facebook, Instagram, and Twitter, encompassing 
likes, comments, shares, and direct messages. These interactions help 
businesses build stronger relationships with customers, increase brand 
awareness, and foster loyalty, which are essential for sustaining long-
term marketing efforts. Furthermore, Zhang & Shi, (2022)suggests 
that consistent engagement helps businesses build trust and credibility 
with their audience. By responding to customer inquiries, addressing 
concerns, and participating in meaningful conversations, businesses 
can position themselves as customer-centric and reliable. A trusted 
brand is more likely to sustain long-term success, as trust leads to 
stronger customer loyalty and positive word-of-mouth, both of which 
are key to marketing sustainability. 

 
 
 
 

Moreso, CPB involves the decisions and actions that lead consumers 
to buy products or services. Understanding how social media 
influences this behavior can give businesses valuable insights into 
consumer preferences and purchasing patterns, enabling them to tailor 
marketing efforts to meet customer needs more effectively(Sarwar-A 
Alam et al., 2019). Also, according to Smith & Anderson, (2018)CPB 
plays a pivotal role in shaping BMS. By understanding and 
responding to how customers make decisions and interact with 
products, businesses can craft marketing strategies that not only drive 
immediate sales but also ensure long-term viability.Thus, analyzing 
CPB, along with post-purchase feedback, helps businesses identify 
areas for product improvement or new product development. 
Customer behavior patterns can reveal gaps in the market or unmet 
needs, allowing businesses to innovate and stay competitive (Sarah et 
al., 2021). Additionally, PPR on social media has become a vital 
strategy for businesses to showcase their offerings, reach broader 
audiences, and drive sales. Promotions, including discounts, 
giveaways, and influencer partnerships, can generate immediate 
interest and long-term engagement, contributing to the overall 
sustainability of marketing efforts(Huang and Rust 2021).The study 
by H. Aslam et al., (2021)argues that promotions often encourage 
customers to actively engage with the brand, whether through social 
media interactions, website visits, or participation in contests and 
giveaways. This engagement helps strengthen the relationship 
between the brand and its customers, creating a sense of community 
and brand loyalty. High levels of engagement also provide businesses 
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with valuable customer data that can be used to refine marketing 
strategies and future promotions (Jain et al., 2022). Customer 
engagement is key to marketing sustainability because it keeps 
customers interested in the brand over time. Regularly interacting 
with customers through promotions helps maintain their interest and 
ensures they continue to see value in the brand, leading to repeat 
purchases and long-term loyalty (Abdelsalam et al., 2020).       
Accordingly, these elements shape the effectiveness and sustainability 
of business marketing strategies. By examining the influence of social 
media engagement, customer purchase behavior, and product 
promotion, this research seeks to provide valuable insights into how 
businesses can develop sustainable marketing approaches that not 
only drive short-term success but also ensure long-term growth in a 
constantly evolving digital environment. Thus, the objectiveof the 
study is to examine how the implementation of SME, PPRs, and CPB 
contribute to enhancing BMS in Indonesia. This research would 
provide insights into the effectiveness of these strategies in the 
Indonesian market context, considering the rising consumer 
awareness of environmental issues and the impact of social media in 
shaping purchasing decisions and BMS.More so, to achieve the 
objectives of the study, the following research questions were 
designed; (1) What is the influence of SME,PPR, and CPBon BMS. 
(2) How does SME influencesPPRandCPB. Lastly, what is the 
mediation effect of PPR and CPB on the link between SME and 
BMS. 
 
This article enriches the body of knowledge in social media and 
business marketing sustainability literature by dissecting how social 
media engagement, customer purchase behavior, and product 
promotion stimulatebusiness marketingsustainability. This finding 
enriches the discussion on the importance of SME and the appropriate 
mechanisms needed to strengthen BMS. The novelty of this 
studyincludes the inclusive assessment of the pathway towards 
fostering BMS integrating a multi-dimensional framework. The paper 
exceptionally integrates the domains of SME, CPB, and PPR to 
expound their collective influence on promoting BMS. Additionally, 
the study introduces the mediation effect of CPB and 
PPR,emphasizing the significance of individual awareness and 
understanding of product development and brand issues in 
influencing the interplay between SME and BMS. In addition, 
theoretically, this study broadly investigates the pathway to fostering 
business marketing sustainability, drawing upon the theory of planned 
behavior (TPB).Hence, the presentstudyoffers enormous practical 
implications for scholars, stakeholders, and government, providing a 
roadmap for improving business marketing sustainabilityamong firms 
in Indonesia. Finally, this researchapplied the PLS-SEM, which 
provides anexceptional statistical tool to evaluate a research model’s 
direct, and indirecteffects. Aside the introduction, the remainder of 
the paper is organized as follows: chapter 2 presents the theoretical 
background and hypothesis development, chapter 3 elucidates the 
research methodology, chapter 4 presents results and analysis, and 
finally, chapter 5 presents the conclusion, implications and limitations 
of the study. 
 
Theoretical Background and Hypothesis Development 
 
Theory of Planned Behavior (TPB): The Theory of Planned 
Behavior (TPB), developed by Ajzen, is a psychological theory that 
links beliefs and behavior. It suggests that an individual's intention to 
engage in a behavior such as purchase behavior is the primary 
predictor of that behavior(Ajzen, 1991). The TPB posits that three 
main factors influence behavioral intentions. Hence, the TPBrefers to 
as the individual's positive or negative evaluation of performing the 
behavior(Anjum et al., 2021). In the context of this study, it would 
involve consumers' attitudes toward purchasing green products and 
supporting businessmarketing sustainability. If consumers perceive 
green marketing and sustainable practices positively, their intention to 
purchase such products increases(Paul et al., 2016). Thus, when 
businesses implement green marketing strategies, they influence 
consumer attitudes by promoting the environmental benefits of their 
products. Positive attitudes toward green marketing can increase the 
likelihood of customers intending to purchase eco-friendly products 

(Gholamrezai et al., 2021). Also, social media platforms serve as a 
space where societal norms are formed and communicated. High 
levels of engagement, such as shares, likes, and positive comments, 
can create a social environment that favors green practices, thus 
encouraging consumers to adopt similar behaviors (Lucarelli et al., 
2020). Furthermore, effective product promotion can shape consumer 
attitudes by highlighting the benefits and value of green products. 
Promotions like discounts and bundles can also enhance perceived 
behavioral control by making green products more accessible and 
affordable(Anjum et al., 2021). When businesses adopt marketing 
sustainability practices, it positively impacts consumer attitudes by 
showcasing a commitment to ethical and responsible behavior, 
making consumers more inclined to support such businesses(Lucarelli 
et al., 2020). Therefore, the TPB provides a robust framework for 
understanding how social media engagement, customer purchase 
behaviour,and product promotioninfluence business marketing 
sustainability in Indonesia. By applying TPB, the study can analyze 
how these independent variables shape consumer attitudes, perceived 
social norms, and perceived control, leading to actual business 
marketing sustainability. 
 
Social Media Engagement and Business Marketing Sustainability 
link: Social media engagement (SME) allows businesses to establish 
direct communication channels with their audience. Through 
interactions like comments, likes, shares, and messages, businesses 
can nurture relationships with both existing and potential customers. 
Engaged customers are more likely to develop loyalty to the brand, 
leading to repeat purchases and long-term brand advocacy. This 
relationship-building helps sustain marketing efforts by creating a 
dedicated community that supports the brand over time (Huang and 
Rust 2021). Kaplan and Haenlein (2020) indicated in their study that 
effective engagement on social media significantly boosts a brand's 
visibility. Users who interact with a brand’s content often share it 
with their networks, expanding the brand's reach organically. This 
increased visibility is crucial for maintaining consistent marketing 
efforts without relying solely on paid advertising. The more a 
business interacts with its audience, the more it can keep its brand 
top-of-mind, fostering long-term awareness that contributes to 
marketing sustainability. Similarly, Jhaveri, Chirputkar, and Ashok 
(2023) discovered in their research that social media offers businesses 
real-time feedback on products, services, and campaigns. Engaged 
customers often provide valuable insights, comments, and suggestions 
that businesses can use to improve their offerings. This feedback loop 
allows businesses to adapt quickly to market demands, improving the 
relevance and effectiveness of their marketing strategies. The ability 
to respond dynamically to customer needs and preferences helps 
ensure long-term sustainability by keeping marketing campaigns in 
line with consumer expectations. Moreso, SME can reduce marketing 
costs by promoting organic growth through customer interaction and 
user-generated content (Dwivedi et al. 2021). Therefore, when 
customers engage with a brand’s content, they help spread the word 
within their social circles, essentially acting as brand ambassadors. 
This form of organic promotion is far more cost-effective than 
traditional advertising, allowing businesses to sustain marketing 
efforts without depleting budgets on paid campaigns(Kapoor et al. 
2017). Hence, the present study contends that SMEis essential to the 
sustainability of business marketing because when businesses 
effectively engage with their audiences, they create a self-sustaining 
ecosystem that supports long-term marketing growth and success. 
 
H1: Social media engagement substantially impacts business 
marketing sustainability 
 
Social Media Engagement and Customer Purchase Behaviour link: 
Social media engagement (SME) significantly impacts customer 
purchase behavior (CPB) by shaping how customers discover, 
evaluate, and make decisions about products and services. Through 
platforms like Instagram, Facebook, Twitter, LinkedIn, and TikTok, 
businesses can directly influence consumers’ attitudes, preferences, 
and purchasing habits(Sarwar-A Alam et al., 2019). Accordingly, the 
research by Abdelsalam et al., (2020) contends that SME exposes 
customers to new products and services, often through organic 
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content, paid advertisements, or influencer partnerships. Engaging 
content such as posts, videos, and stories can introduce consumers to 
brands they may not have otherwise encountered. This increased 
brand awareness is the first step in the purchasing journey. The more 
frequently customers engage with a brand’s contentthrough likes, 
shares, or commentsthe more likely they are to consider the brand 
when making purchase decisions. Thus, when a customer consistently 
engages with a brand on social media, it creates familiarity, which can 
lead to trust. Familiarity with a brand makes consumers more likely to 
include it in their consideration set, thus increasing the chances of 
making a purchase (Liu, Bao, and Zheng 2019). Furthermore, 
engagement with customer feedback, reviews, and product 
discussions on social media can shape purchase behavior by 
influencing how customers perceive the quality, value, or 
performance of a product. Positive reviews, whether they appear in 
comments, posts, or direct recommendations, often act as a validation 
of the product’s benefits (Zhang and Shi 2022). Similarly, when 
businesses respond to negative feedback with solutions or improved 
customer service, it shows that the brand values customer satisfaction. 
This engagement can mitigate the impact of negative reviews and 
reassure potential buyers that the brand is trustworthy and responsive 
(Ming et al. 2021). Also, engagement on social media can help brands 
build an emotional connection with their customers. Posts that evoke 
positive emotions, such as humor, inspiration, or empathy, tend to 
generate higher engagement, which deepens customers' attachment to 
the brand. This emotional connection often drives purchase behavior, 
as customers are more likely to buy from brands they feel personally 
connected to (Zhang & Shi, 2022). Furthermore, customers who are 
consistently engaged with a brand on social media are more likely to 
become loyal. Loyalty stems from repeated positive interactions and 
shared values between the customer and the brand. Loyal customers 
tend to make more frequent purchases, are less price-sensitive, and 
advocate for the brand, which perpetuates the cycle of engagement 
and purchase behavior (Khokhar et al., 2019). Thus, the current paper 
posits that SME has a profound influence on CPB by building 
awareness, trust, and emotional connections, as well as leveraging 
social proof, personalized offers, and urgency. The interactions that 
customers have with brands on social media guide their perceptions, 
shape their preferences, and ultimately drive their purchasing 
decisions. 
 
H2: Social media engagement significantly influences customer 
purchase behaviour  
 
Social Media Engagement and Product Promotion link: SME plays 
a pivotal role in shaping and amplifying product promotion (PPR) 
efforts for businesses. Through platforms like Instagram, Facebook, 
Twitter, TikTok, and others, businesses can not only promote their 
products but also create an interactive environment where customers 
can engage with promotional content. SME enhances the 
effectiveness of PPR by boosting visibility, encouraging interaction, 
and driving conversions (Ismagilova et al., 2020). SME helps amplify 
the visibility of promotional content, extending its reach beyond a 
brand’s direct followers. When users engage with promotional 
poststhrough likes, comments, shares, or retweetsthe content spreads 
organically within their networks, increasing the chances of it being 
seen by a broader audience(de Oliveira Santini et al., 2020).This 
network effect is particularly powerful because social media 
algorithms prioritize content with higher engagement. Posts that 
generate significant interaction are often promoted in users' feeds, 
ensuring that the promotion reaches more potential customers without 
the need for additional advertising spend. In this way, SME enhances 
the reach of PPRs, making them more visible to both current 
followers and new audiences (Kim, 2023). SME helps build trust 
during PPRs by fostering two-way communication between the brand 
and its audience. Instead of simply pushing out promotional 
messages, businesses can use social media to engage directly with 
customers, answer their questions, and provide additional product 
information (Sashi, 2012). Hence, when customers see that a brand is 
responsive and actively engaging with its audience, it builds 
credibility. Engaging with user comments or inquiries about the 
promotion demonstrates transparency and attentiveness, which can 

make potential buyers feel more confident in purchasing the promoted 
product. Trust is a key driver in purchase decisions, and SME 
facilitates the trust-building process during product promotions 
(Shantatula et al., 2024). 
 
Likewise, Wiredu et al., (2020) share the view that one of the most 
effective ways to leverage SME in PPR is through interactive 
campaigns such as contests, giveaways, or challenges. These types of 
promotions are designed to encourage high levels of engagement, 
with users typically required to like, share, comment, or tag friends to 
participate. Additionally, the virality of such promotions can 
significantly boost brand visibility, as users who engage with the 
contest or giveaway often spread the promotional message to their 
followers. The excitement generated by these campaigns increases 
overall engagement while simultaneously driving interest in the 
product being promoted. Contests and giveaways are powerful tools 
for generating immediate interaction and amplifying PPR efforts 
(Roxas & Marte, 2022). Moreover, according to Wiredu et al., (2021) 
user-generated content, which is often a byproduct of social media 
engagement, plays a crucial role in reinforcing product promotions. 
When customers share their own experiences with a product, either 
through reviews, photos, or videos, it acts as social proof, validating 
the promotion. This type of content can be reposted by the brand or 
showcased alongside the promotional campaign, adding authenticity 
to the messaging. Therefore, the study debates that in today’s digital 
landscape, the success of PPRs is closely tied to how effectively 
businesses can engage with their audience on social media platforms. 
 
H3: Social media engagement positively impacts product promotion  
 
Product Promotionand Business Marketing Sustainability link: 
Product promotion (PPR) plays a vital role in ensuringBMS by 
driving awareness, influencing customer behavior, and fostering long-
term brand growth.Sustainable marketing focuses on creating 
strategies that not only generate immediate sales but also ensure the 
long-term viability of the business. The way businesses promote their 
products directly affects their ability to maintain consistent growth 
and market presence (Han & Kim, 2017). Effective PPR increases 
brand visibility, which is crucial for business sustainability. By 
regularly promoting products through various channelssuch as social 
media, email marketing, traditional advertising, and influencer 
collaborationsbusinesses can keep their brand top-of-mind for 
consumers. This consistent visibility helps build brand recognition, 
ensuring that customers remember the brand when they are ready to 
make a purchase (Zhou et al., 2018). For BMS, maintaining 
consistent brand awareness is key to attracting new customers and 
retaining existing ones. Regular product promotion helps businesses 
stay relevant in a competitive marketplace and supports ongoing 
customer engagement (BANICA et al., 2015). 
 
Q. Liu et al., (2020) revealed that one of the primary functions of 
PPR is to drive sales, which is fundamental to the financial 
sustainability of any business. Well-executed promotions, such as 
discounts, limited-time offers, or special bundles, encourage 
customers to make purchases. These sales provide the necessary 
revenue to reinvest in future marketing initiatives and business 
operations(Annunen et al., 2021).When promotions are strategically 
planned and targeted at the right audience, they generate not only 
short-term sales boosts but also long-term customer loyalty, which 
contributes to sustainable revenue growth. This steady income stream 
allows businesses to continuously fund marketing efforts, research 
and development, and expansion, all of which are critical to long-term 
sustainability (Tabiat, 2022). PPRs are a flexible tool that businesses 
can use to respond to changing market trends and consumer 
preferences. By analyzing customer data and market insights, 
businesses can adjust their promotions to reflect current 
demandswhether that’s launching eco-friendly products, offering 
seasonal discounts, or responding to emerging trends (Y. Chawla & 
Chodak, 2021). This adaptability helps businesses stay relevant and 
competitive, which is essential for sustainability. In addition, PPRs 
that align with customer values and market trends can create a deeper 
connection between the brand and its audience, ensuring that the 
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brand remains top-of-mind and continues to meet customer 
expectations over time(Zhou et al., 2018).Consequently, the present 
study debates thatPPR significantly influences BMS by driving sales, 
building brand loyalty, enhancing market reach, and optimizing 
marketing efforts. Well-executed promotions not only generate 
immediate revenue but also help businesses foster long-term 
relationships with customers, adapt to market trends, and support 
sustainable growth. 
 
H4: Product promotion positively impacts business marketing 
sustainability 
 
Customer Purchase Behaviour and Business Marketing 
Sustainability link 
 
Customer purchase behavior (CPB) provides businesses with valuable 
insights into consumer preferences, buying patterns, and triggers. By 
analyzing CPB, companies can identify which products, services, or 
offers resonate most with specific customer segments. This 
understanding allows businesses to develop personalized marketing 
strategies, tailoring their messages, promotions, and product offerings 
to meet the unique needs and desires of different consumer groups 
(Zhang & Shi, 2022). A study showed that personalized marketing 
enhances customer satisfaction and loyalty, which are crucial for 
sustainable marketing. When consumers feel understood and valued, 
they are more likely to return for repeat purchases, thus ensuring a 
consistent revenue stream and reducing the need for aggressive 
customer acquisition efforts (Singh et al., 2023). Hence, CPB often 
reveals patterns of brand loyalty, where customers repeatedly choose 
the same brand for their needs. Loyal customers tend to make more 
frequent purchases, are less price-sensitive, and are more likely to 
recommend the brand to others. Nurturing this loyalty is key to long-
term marketing sustainability, as it reduces the cost of customer 
acquisition over time (Huo et al., 2023). Ming et al., (2021)revealed 
in their research finding that by analyzing the factors that influence 
repeat purchasessuch as product quality, customer service, or brand 
valuesbusinesses can enhance their marketing strategies to focus on 
retaining loyal customers. Marketing to existing customers is 
significantly more cost-effective than acquiring new ones, and it 
fosters sustainability by creating a stable customer base. Similarly, by 
understanding CPB, businesses can eliminate ineffective marketing 
efforts and focus on strategies that directly drive conversions. For 
example, if data shows that certain channels or campaigns fail to 
generate sales, businesses can reallocate their budgets to more 
successful strategies. This efficiency reduces marketing waste and 
ensures that resources are spent on high-impact initiatives, enhancing 
the sustainability of marketing efforts (Chawla, 2020). Hence, the 
present study argues thatCPB is a foundational element in developing 
sustainable marketing strategies. By understanding and leveraging 
CPB, businesses can create more targeted, efficient, and adaptive 
marketing plans that build long-term customer loyalty, maximize 
revenue, and ensure continuous relevance in the market. Ultimately, 
businesses that align their marketing strategies with CPB insights are 
better positioned to sustain growth and profitability over time. 
 
H5: Customer purchase behaviour positively influencesbusiness 
marketing sustainability 
 
Product PromotionMediates the link between Social Media 
Engagementand Business Marketing Sustainability link 
 
Product promotion (PPR) acts as a key mediator between social 
media engagement (SME) and business marketing sustainability 
(BMS) by converting the interactions and attention generated on 
social platforms into measurable business outcomes(Nazir et al., 
2023). Social media engagement creates awareness and draws 
attention to a brand, but product promotion is the mechanism that 
turns that attention into concrete sales opportunities. By offering 
promotionssuch as discounts, limited-time offers, or exclusive 
dealson products highlighted through social media engagement, 
businesses can leverage the interest generated to drive immediate 
purchases (Johnson et al., 2022). 

PPR helps amplify the engagement generated on social media by 
incentivizing customers to take further action. For example, 
businesses can create promotional campaigns that encourage users to 
share content, tag friends, or participate in contests to receive 
discounts or win products. This not only increases SME but also 
creates a viral effect, expanding the promotional reach.This cycle of 
engagement and promotion boosts brand visibility, customer loyalty, 
and saleskey elements for BMS efforts (Kusumasondjaja's 2018). 
Furthermore, social media platforms offer businesses the ability to 
track user behavior and preferences, allowing for more personalized 
engagement. Promotions that are tailored to customers’ specific 
interests, based on their social media interactions, increase the 
likelihood of conversion.The ability to deliver highly targeted PPRs 
leads to better conversion rates, stronger customer relationships, and 
long-term loyalty, which are crucial for maintaining BMS (Liang et 
al., 2023). SME is crucial for building awareness, but PPR serves as 
the bridge that moves customers from awareness to loyalty. By 
offering promotions that reward engaged customerssuch as loyalty 
programs, exclusive discounts, or early access to new 
productsbusinesses can turn social media followers into loyal, repeat 
customers.Repeat purchases and loyal customers are foundational for 
long-term BMS, as customer retention is often more cost-effective 
than acquisition (Mazzucchelli et al., 2018). Accordingly, PPRs that 
emerge from social media engagement offer businesses valuable 
insights into what resonates with their audience. By analyzing the 
results of promotional campaigns launched via social media, 
businesses can fine-tune their marketing strategies, ensuring 
sustainable growth (Seo & Park, 2018).Thus, PPR acts as a vital 
intermediary that translates the awareness, trust, and engagement 
generated through social media into tangible outcomes, such as sales, 
customer loyalty, and long-term BMS success. Thus, PPR effectively 
mediates the relationship between SME and BMS, ensuring that 
engagement efforts contribute to both immediate and long-term 
business success. 
 
H6: Product promotion significantly mediates the linkbetween social 
media engagement and business marketing sustainability 
 
Customer Purchase Behaviourmediates the link between social 
media engagementand business marketing sustainability link 
 
Customer purchase behavior (CPB) serves as a critical mediator 
between social media engagement (SME) and business marketing 
sustainability (BMS). While SME drives customer interaction and 
awareness, it is ultimately the purchasing behavior of customers that 
translates engagement into financial outcomes, ensuring long-term 
BMS (Karimi & Liu, 2020). SME helps build relationships, create 
awareness, and generate interest, but the impact on BMS is realized 
only when this engagement leads to actual purchases. CPB mediates 
this conversion process by representing the shift from passive 
interaction such as likes, shares, and commentsto active buying 
decisions.When customers convert their engagement into purchases, 
businesses generate revenue, which is key to ensuring long-term 
BMS. This income enables reinvestment in future marketing 
initiatives, product development, and customer acquisition (Jain et al., 
2022).  Moreover, Huo et al., (2023) explored the mediation role of 
CPB between SME and BMS. Their study outcome revealed that 
SME allows businesses to interact with potential customers in real-
time, answer questions, and address concerns, which significantly 
influences CPB. Customers who trust a brand based on their social 
media interactions are more likely to make purchase decisions that 
support long-term BMS success. Likewise, Liang et al., (2023) 
suggests that SME offers businesses valuable data about customers' 
preferences, behaviors, and interests. This data helps businesses 
create personalized offers and marketing strategies, which influence 
CPB by aligning promotions and content with individual customer 
needs. Additionally, SME plays a vital role in creating awareness and 
interest, but it is CPB that mediates the transition from interest to 
action. Customers may engage with a brand on social media without 
purchasing, but certain engagement strategiessuch as social proof, 
promotions, and influencer recommendationscan directly influence 
their buying decisions.When awareness leads to action, businesses see 
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direct sales growth, which supports long-term BMS. Increased 
purchase rates strengthen the business’s financial foundation and 
enable it to invest in future marketing efforts (Nazir et al., 2023). 
SME doesn't just influence customers' own purchase behavior, it also 
encourages customers to share their experiences with others, 
influencing their social circles. When customers purchase after 
engaging on social media, they are more likely to promote the product 
or brand within their networks, reinforcing the relationship between 
CPB and BMS (Tafesse & Wien, 2018).Therefore, the paper contends 
that CPB acts as a bridge between the engagement generated on social 
media and the sustainable success of a business. While SME builds 
awareness and trust, CPB translates that engagement into revenue, 
customer loyalty, and advocacy, which are essential for BMS success. 
 
H7: Customer purchase behaviour substantially mediates the 
linkbetween social media engagement and business marketing 
sustainability 
 

 
Figure 1. Conceptual framework for the study 

 

RESEARCH METHODOLOGY 
 
Research method and sampling: As social mediabusiness lingers to 
expand rapidly, shopping trends are shifting from traditional brick-
and-mortar stores to social media platforms, leading to an annual rise 
in online shoppers and BMS. To meet the objectives of this research, 
social media consumer groupsprimarily shoppers from major e-
commerce platforms in Indonesia were chosen for the study. A self-
administered questionnaire was developed for data collection, which 
took place over three months (August 2024 to October 2024). The 
questionnaire was conducted in two phases: Phase 1 collected basic 
information such as respondents’ demographic data, socio-economic 
details, and social media shopping experiences, while Phase 2 
included I6 measurement scales related to respondents’ general social 
media purchase experiences. Each item was rated on a 5-point Likert 
scale (1 = strongly disagree, 5 = strongly agree). The measurement 
scales were adapted from previous studies with slight modifications to 
suit this research. Originally drafted in English, the questionnaires 
were then translated into Bahasa Indonesiawith the help of experts in 
the field. Participants were selected based on their status as social 
media shoppers and business marketing professionals, including 
CEOs, General Managers, Sales Personnel, and socialmedia 
marketing managers. These individuals were required to have been 
social mediaconsumers and engaged in social mediabusiness for over 
5 years, ensuring they had substantial knowledge ofSocial Media 
Engagement, Customer Purchase Behavior, Product Promotion, 
Business Marketing Sustainability, and other relevant areas. 
          
During the distribution of the surveys, the authors provided a consent 
form and explained the study's objectives to participants. They were 
assured that their responses would remain strictly confidential and be 
used exclusively for research purposes. The researchers used a 
stratified sampling method to select participants. This widely used 
technique in research involves dividing a population into subgroups 
or strata based on specific characteristics, then sampling from each 
subgroup. Stratified sampling is commonly applied in areas such as 
market research, public health studies, educational research, and 
ecological studies. In this study, the stratified sampling method was 
employed, with respondents selected from social media consumer 

groups and social media businesses. Throughout the initial phase of 
data collection, the researchers reached out to 400 respondents via 
personal contact, WhatsApp, Instagram, and Facebook. By the end of 
the data collection period, they had achieved a strong response rate of 
90% (N = 360), indicating high participation. Ethical approval was 
not required for this study as no clinical or animal experiments were 
conducted. Furthermore, the data was gathered privately, and 
participants voluntarily responded to the survey. 
 
Demographic Profile of Respondents: The study discovered that the 
demographic profile of the respondents comprises of 190 men, 
accounting for 41% of the respondentsand 270 females, making up 
59% of the totalrespondents, as showed in Table 1. The age 
distribution of the respondents is as follows: 22% (n=100) are aged 
between 18-25, 29% (n = 135) are between the ages of 26-35, 26%, (n 
=120) fall between the ages of 36-49, and 23% (n=105) are above the 
age of 50.The study revealed that 22% of the participants possessed a 
high-school education, whereas 28% held a college degree. Moreover, 
27% of individuals had successfully acquired their undergraduate 
degree, while 23% possessed a postgraduate degree or above. 
Additionally, the survey found that 24% of the respondents are Chief 
Executive Officers, 26% are General Managers, 29% occupy the 
position of Social Media Marketing Manager, and 21% are in the role 
of Sales Personnel. In the business category, 21% of respondents 
primarily deal in clothing and textiles, 23% are in food and beverages, 
26% handle electric appliances, 17% are involved in furniture, and 
13% represent other businesses. Concerning monthly expenditure, 
17% of respondents spend less than or equal to Rp14,000, while those 
spending between Rp15,000- 24,000, Rp25,000-35,000, Rp36,001-
45,000, and above Rp 50,000 account for 20%, 18%, 22%, and 22% 
correspondingly.  
 

Table 1. Demographic Profile of Respondent’s (N=460) 
 

Characteristics Category Frequency % 
Gender Male 

Female 
190 
270 

41% 
59% 

Age 18-25 
26–35 
36–49 
Above 50  

100 
135 
120 
105 

22% 
29% 
26% 
23% 

Educational 
Background 

High school  
College  
Undergraduate  
Postgraduate and above 

100 
130 
125 
105 

22% 
28% 
27% 
23% 

Job Position Chief Executive Officer 
General Manager 
Social Media Marketing 
Manager 
Sales Personnel 

108 
120 
135 
  97 

24% 
26% 
29% 
21% 

Monthly 
Expenditure 

(Rp) 

≤14,000 
15,000–24,000  
25,000–35,000  
36,001–45,000  
Above 50,000 

80 
92 
85 
100 
103 

17% 
20% 
18% 
22% 
22% 

Business 
Category  

Clothing and textile  
Food and beverage  
Electric appliance 
Furniture 
Others  

  95 
105 
120 
80 
  60 

21% 
23% 
26% 
17% 
13% 

 
Measurements: The study's online survey was conducted in two 
phases. In Phase 1, respondents provided basic information such as 
demographic, socio-economic details, and online shopping 
experiences. This included data on gender, age, educational 
background, occupation, job position, monthly income, expenditure, 
and business category, as outlined in Table 1. Phase 2 included 
measurement scales based on previous studies, detailed in Table 2. 
The questionnaire featured two higher-order constructs encompassing 
Social Media Engagement (SME), Customer Purchase Behaviour 
(CPB), Product Promotion (PPR), and Business Marketing 
Sustainability (BMS). To ensure accuracy and reliability, feedback 
from online shoppers and business experts was gathered before 
distributing the questionnaire. A 5-point Likert scale (1 = strongly 
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disagree to 5 = strongly agree) was used to measure the study's 
constructs. 
 
Method of Data Analysis: The PLS-SEM technique was used to 
assess the theoretical framework for several reasons. First, it allows 
for precise estimation of relationships between variables by 
simultaneously analyzing both the structural and measurement 
models(Wiredu et al., 2024). PLS-SEM is well-suited for exploratory 
studies, as it can evaluate moderation and mediation effects and 
handle complex relationships with relatively small sample sizessize 
(Hair et al., 2019;Wiredu, Yang, Saljoughipour, et al. 2023;Otoo et al. 
2024). Finally, its frequent use in various fields and numerous BMS 
studies highlights the reliability of this method in similar 
contexts(Zhang & Shi, 2022;Nazir et al., 2023). 
 

RESULTS AND DISCUSSION 
 
Measurement reliability and validity: The study employed several 
tests, including composite reliability, Cronbach's alpha, factor 
loadings, and average variance extracted (AVE), to evaluate the 
internal reliability of the constructs. According to Wiredu et al. 
(2024), the recommended threshold for composite reliability, 
Cronbach’s alpha, and factor loadings is above 0.70. As presented in 
Table 3, the data analysis confirms that the indicators are both reliable 
and valid. All constructs surpassed the recommended threshold 
values, demonstrating that the scales used in this research exhibit 
strong internal reliability. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Common method bias (CMB): Common method bias (CMB) can 
inflate the standard errors of regression coefficients, making it harder 
to isolate the specific effects of each predictor on the dependent 
variable. By addressing multicollinearity, the study ensures more 
accurate and meaningful interpretations of the relationships between 
variables. In this research, the potential for multicollinearity was 
assessed using the variance inflation factor (VIF). As shown in Table 
3, all VIF scores are below the recommended threshold of 5.00, as 
suggested by Harman (1976), indicating no issues with collinearity or 
CMB. 
 
Assessing reflective measurement model 

 
Discriminate validity (Fornell-Larcker Criterial): Discriminant 
validity is a crucial aspect of construct validity, demonstrating how 
well a measurement accurately represents the intended theoretical 
construct. According to Henseler et al. (2015), a research model is 
considered valid if the values for the structural model constructs are 
below the 0.90 threshold. This paper applied both the Heterotrait-
Monotrait (HTMT) ratio and the Fornell & Larcker (1981) principles. 
As shown in Table 4, the results from HTMT and Fornell & Larcker 
(1981) confirm that the proposed model exhibits strong psychometric 
properties. 
 

Combined loadings and Cross loadings: Table 5 presents the results 
for both cross-loadings and combined loadings of the variables. The 
findings show that each variable has higher loadings on its own items 
compared to its loadings on other variables.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Table 2. Measurement Details 
 

Construct No of Items                       Source 
Social Media Engagement 4 (Dwivedi et al. 2021;Khokhar et al., 2019) 
Customer Purchase Behaviour 4 (Zhang & Shi, 2022;Singh et al., 2023) 
Product Promotion 4 (Abdelsalam et al., 2020;Jain et al., 2022) 
Business Marketing Sustainability 4 (Kaplan and Haenlein 2020;Sarah et al., 2021) 

 
Table 3. Summary of validity results 

 
Indicators Items Factor Loadings Cronbach's 

alpha (α>0.7) 
Composite 

reliability (rho_c) 
 AVE 
(>0.5) 

VIF 

 BMS1 0.868  0.765 0.862 0.627 2.371 
BMS BMS2 0.896     3.069 
 BMS3 0.893     3.007 
 BMS4 0.791     1.030 
 CPB1 0.838  0.768 0.848 0.583 1.130 
CPB CPB2 0.783     2.028 
 CPB3 0.774     2.079 
 CPB4 0.804     1.757 
 PPR1 0.799  0.812 0.875 0.637 2.141 
PPR PPR2 0.799     2.152 
 PPR3 0.805     1.707 
 PPR4 0.789     1.492 
 SME1 0.740  0.763 0.843 0.590 1.533 
SME SME2 0.828     1.170 
 SME3 0.907     2.670 
 SME4 0.898     2.548 

 
Table 4. Results of Discriminant Validity 

 
Fornell & Larcker, (1981) Criteria 
 BMS CPB PPR SME  
BMS  0.792     
CPB  0.664 0.764    
PPR  0.715 0.706 0.798   
SME  0.475 0.597 0.271 0.768  
HTMT Criteria 
 BMS CPB PPR SME  
BMS       
CPB  0.856     
PPR  0.862 0.837    
SME  0.668 0.646 0.302   
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This confirms that each construct in the study exhibits valid 
convergent validity based on its item loadings. These results suggest 
enhanced reliability and validity of the measurement instrument used. 
Additionally, they indicate that the study model is not influenced by 
potential measurement bias (Zhang & Shi, 2022;Singh et al., 2023). 
 

Table 5. Item cross-loading matrix of the constructs 
 

Items BMS CPB PPR SME 
BMS1 0.868 0.581 0.676 0.284 
BMS2 0.896 0.565 0.673 0.300 
BMS3 0.893 0.552 0.654 0.305 
BMS4 0.791 0.355 0.129 0.734 
CPB1 0.433 0.688 0.300 0.779 
CPB2 0.453 0.783 0.601 0.305 
CPB3 0.475 0.774 0.642 0.244 
CPB4 0.644 0.804 0.686 0.321 
PPR1 0.494 0.671 0.799 0.200 
PPR2 0.488 0.693 0.799 0.232 
PPR3 0.546 0.468 0.805 0.216 
PPR4 0.706 0.467 0.789 0.216 
SME1 0.383 0.350 0.120 0.740 
SME2 0.139 0.167 0.019 0.828 
SME3 0.411 0.589 0.279 0.907 
SME4 0.442 0.574 0.290 0.898 

 
Model Performance and Goodness of Fit: Evaluating effect size is 
an important complement to assessing the significance level (p-value) 
of associations between constructs, as it provides a measure of the 
practical significance of the effects in research models. In this 
research, effect size was analyzed using tests such as F2 and R2. As 
shown in Table 6, the results indicate that the statistical coefficients 
for F2 and R2 reflect effect sizes ranging from small to large. 
Additionally, the study measured the model's goodness of fit using 
RMSE, RMS_theta, and NFI. These findings confirm that the analysis 
is robust and reliable, offering a strong foundation for policy-makers 
to use in decision-making based on this research. 
 

Table 6. Structural Model Fit Summary 
 

Variables R2 F2 

BMS 0.601 0.O98 
CPB 0.356 0.552 
PPR 0.073 0.377 
SME   
Model Fitness Indicators Saturated Model Estimated Model 
RMSE 0.151 0.205 
NFI 0.515 0.469 
(RMS_theta) 0.008 0.007 

 
Hypotheses testing 
 
Direct Path and Mediation Analysis: The analysis proposed five 
direct associations in the study model. The empirical 
outcomespecified that SMEhas a direct and substantialinfluence on 
BMSH1(𝛽 = 0.475, 𝑡 = 12.302; 𝑝 − 𝑣𝑎𝑙𝑢𝑒 = 0.000), SME H2 
(𝛽 = 0.597, 𝑡 = 43.836; 𝑝 − 𝑣𝑎𝑙𝑢𝑒 = 0.000) has a direct and 
significantimpact on CPB. The study further revealed that SME 
H3(𝛽 = 0.271, 𝑡 = 31.304; 𝑝 − 𝑣𝑎𝑙𝑢𝑒 = 0.000) has a positive 
impact on PPR. Correspondingly, the studyshowed that PPR H4 
(𝛽 = 0.715, 𝑡 = 63.346; 𝑝 − 𝑣𝑎𝑙𝑢𝑒 = 0.000) has a direct 
connection with BMS. Additionally, the researchrevealed that CPB 
H5 (𝛽 = 0.664, 𝑡 = 16.461; 𝑝 − 𝑣𝑎𝑙𝑢𝑒 = 0.000) positively 
influence BMS. Finally, the study evaluated the mediation effect of 
PPR on the link betweenSME and BMS. The empirical results from 
thestudyrevealed that the indirect impact of PPR on the link between 
SME and BMS was statistically significant H6 (𝛽 = 0.454; t-
value = 21.072; 𝑝 = 0.000). Similarly, the research outcome 
discovered that the indirect influence of CPB on the 
connectionbetweenSME and BMS was statistically substantial H7 
(𝛽 = 0.566; t-value = 17.095; 𝑝 = 0.000).The implicationof this 
outcomepostulates that PPR and CPB have a significant mediation 
influence on SME and BMSrelationships. Thus, the result of the 
direct path and mediation outcome of the study has been reported in 

Table 7. Also, the structural model and the final model with estimated 
parameters are presented in Figure 2. 
 

Table 7. Outcomes of Hypothesis Analysis 
 

Hypoth
esis 

Relationship 𝛽 T-stats P-
value 

Hypothesis 
Supported 

Direct Relationship 
H1 SME -> BMS 0.475*** 12.302 0.000 Supported 
H2 SME ->CPB 0.597*** 43.836 0.000 Supported 
H3 SME ->PPR 0.271*** 31.304 0.000 Supported 
H4 PPR ->BMS 0.715*** 63.346 0.000 Supported 
H5 CPB ->BMS 0.664*** 16.461 0.000 Supported 
Mediation Relationship     
H6 SME ->PPR -

> BMS 
0.454*** 21.072 0.000 Supported 

H7 SME-> CPB -
> BMS 

0.566*** 17.095 0.000 Supported 

 

DISCUSSION 
 
The notion of SME has attracted significant interest from scholars 
studying business marketing sustainability. However, few studies 
have explored the mechanisms through which SME impacts CPB, 
PPR, and BMS, especially in developing regions like Indonesia. 
Therefore, this study examines the direct and mediating relationships 
between these indicators to address this gap.The study results are 
outlined as follows. First, the results confirm that SME has a positive 
and significant influence on CPB, PPR, and BMS among businesses 
in Indonesia. Additionally, the study revealed that PPR and CPB have 
a strong positive impact on BMS. These results validate hypotheses 
H1 through H5 proposed in this study. The positive influence of 
social media engagement (SME) on business marketing sustainability 
(BMS) revealed in the study’s empirical finding can be attributed to 
the fact that SME allows businesses to maintain direct and continuous 
communication with their customers, leading to stronger relationships 
and better understanding of customer needs. This engagement fosters 
loyalty and long-term customer retention, contributing to BMS 
(Huang and Rust 2021).The result of this study further suggests 
thatactive engagement on social media platforms helps businesses 
reach a wider audience, increasing brand visibility. This broader reach 
can drive long-term growth, ensuring consistent customer interest and 
helping maintain sustainable marketing efforts.As championed by the 
TPB theory,engaged customers are more likely to become brand 
advocates, promoting products and services within their networks, 
which strengthens the business’s sustainability by generating organic 
marketing efforts (Kaplan and Haenlein 2020).The outcomes found in 
this study correspond to past research that emphasized that SME 
predicts BMS (Jhaveri, Chirputkar, and Ashok2023;Dwivedi et al. 
2021). 
 
Furthermore, the outcomes of this study align with the conclusions 
from these studies that SME substantially impactscustomer purchase 
behaviour (CPB) (Ming et al. 2021;Khokhar et al., 2019). The 
inference from this intriguing result is that SME allows businesses to 
build trust with their audience through transparent communication, 
user reviews, and social proof. This trust increases customers' 
confidence in the brand, encouraging them to make purchases 
(Abdelsalam et al.,2020). In addition, engaged customers often share 
their experiences, reviews, and recommendations on social media. 
Positive feedback and endorsements from peers can strongly 
influence others' purchase decisions, boosting CPB(Zhang and Shi 
2022).In support of the TPB theory and present study outcome, SME 
ensures that customers are regularly exposed to a brand’s products, 
promotions, and updates. This frequent interaction keeps the brand 
top-of-mind, making customers more likely to consider the brand 
when making purchase decisions. Moreso, the third hypothesis of this 
study confirmed that SME substantially and positively influences 
product promotion (PPR).In line with TPB theory, social media 
platforms have vast user bases, allowing businesses to reach a larger 
and more diverse audience compared to traditional marketing 
methods. Engaging with this audience through posts, shares, and 
interactions helps amplify PPR efforts(Ismagilova et al., 2020).The 
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study by Wiredu et al., (2021) advocated thatsocial media platforms 
provide sophisticated targeting options, enabling businesses to 
promote products to specific customer segments based on 
demographics, interests, behaviors, and past interactions.This targeted 
approach ensures PPRs reach the right audience, improving 
promotional outcomes.Consequently, this study's results align with 
currentstudy, which emphasizes that integratingPPR into business 
operations and models is critical for improving SME (Kim, 2023; 
Roxas & Marte, 2022). Also, the H4 outlined in this research 
enunciated that PPR directly influences BMS.Therefore, effective 
PPR helps businesses consistently reach a broad audience, raising 
brand awareness. Sustained visibility through promotions keeps the 
brand in customers' minds, contributing to long-term marketing 
sustainability by maintaining interest and engagement over time.The 
paper’s results underpin the outcomes by Han & Kim, (2017)that PPR 
impacts BMS.Their researchsuggested thatwell-executed product 
promotions, especially those that offer value such as discounts or 
exclusive offers, can foster stronger customer loyalty. When 
customers feel they benefit from promotions, they are more likely to 
remain loyal to the brand, enhancing the business's ability to sustain 
marketing efforts through repeat engagement.The current 
investigation approves that PPR is a crucial determinant of BMS and 
is consistent with these present studies (Tabiat, 2022; Annunen et al., 
2021). 
 
Additionally, the H5 of this studyestablished that CPB substantially 
and positively impacts BMS.Grounded on the TPB concept,positive 
CPB, such as repeat buying, reflects strong customer loyalty. Loyal 
customers provide a reliable source of income, reducing the need for 
constant new customer acquisition and helping businesses focus on 
sustainable marketing practices that foster long-term 
relationships.The research by Singh et al., (2023)supported 
thatconsistent CPB creates opportunities for businesses to cross-sell 
or upsell additional products and services to existing customers. 
These practices not only increase the lifetime value of each customer 
but also contribute to sustainable growth by maximizing revenue from 
the current customer base.Thus, this study result approves with the 
claim by present studies that CPB improves BMS (Huo et al., 
2023;Chawla, 2020). Finally, concerning the mediation influence of 
CPB and PPR on the connection between SME and BMS, empirical 
evidence from the studyestablished the presence of a positive and 
significant intermediary effect.Hence,this resultaffirmed the H6 and 
H7of this study.In practical terms, thisresearch outcome established 
thatCPB and PPR create a feedback loop where customer purchases 
and successful product promotions encourage more SME. Engaged 
customers who buy products are more likely to share their 
experiences online, generating further engagement and continuing the 
cycle. This self-reinforcing mechanism ensures that SME, CPB, and 
PPR collectively contribute to the long-term sustainability of BMS 
efforts(Jain et al., 2022).Other empirical studies have proposed that 
CPB and PPR function as an efficient mechanism through which 
SME can improve BMS (Johnson et al., 2022; Nazir et al., 2023). 
 

CONCLUSION  
 
This study offers valuable insights into the relationship between 
SME, CPB, PPR, and BMS. The research hypothesis was tested using 
the SEM-PLS methodology. The empirical findings revealed that 
SME positively affects CPB, PPR, and BMS. Additionally, the results 
demonstrated that both CPB and PPR have a significant and positive 
impact on BMS. Lastly, the study confirmed the mediating role of 
CPB and PPR in the connection between SME and BMS. 
 
Theoretical Implications: The research findings make a significant 
contribution to TPB by highlighting how SME and social media peers 
serve as role models, influencing users' attitudes and behaviors. This 
extends TPB’s concept of modeling by demonstrating the impact of 
virtual role models on behavior. In the context of SME, social media 
offers immediate feedback through likes, shares, and comments, 
reinforcing observed behaviors. This aligns with TPB's focus on 
social reinforcement in the acquisition and retention of behavior. 

Therefore, the study's results expand the TPB framework and build on 
previous research on SME, CPB, PPR, and BMS(Huang and Rust 
2021;Roxas & Marte, 2022). The study also highlights the impact of 
CPB and PPR on BMS. The findings indicate that CPB and PPR are 
direct predictors of BMS. This result offers a new insight, expanding 
on previous research related to CPB and PPR (Dwivedi et al. 
2021;Annunen et al., 2021). This paper’s results advance knowledge 
of the concept of BMS. Theoretically, this study introduces a 
distinctive model that adds to the existing literature on CPB and PPR, 
particularly their mediating role in the relationship between SME and 
BMS. It offers a new direction for research that has not been 
adequately explored (Johnson et al., 2022). The study advances this 
field by providing empirical evidence suggesting that CPB and PPR 
can enhance the connection between SME and BMS (Nazir et al., 
2023). 
 
Practical Implications: The paper presentsthe following practical 
contributions:Since the researchoutcomesestablished that SME, 
isimportantinenhancing BMS, CPB, and PPR, the study suggests 
thatbusinesses can leverage SME to interact with customers in real-
time, fostering stronger relationships and gathering immediate 
feedback. This engagement helps brands adjust their marketing 
strategies to better meet customer needs, improving the sustainability 
of their efforts. Moreover, through consistent engagement, businesses 
can nurture customer loyalty, leading to higher retention rates. Loyal 
customers are more likely to continue supporting the brand, 
contributing to long-term marketing sustainability. Furthermore, 
given the importance and central role of CPB and PPR in driving 
BMS, businesses can implement effective sales promotions and 
limited-time offers to stimulate CPB, leading to increased short-term 
sales and overall revenue. The study emphasizes the need to optimize 
website and app design for a seamless and enjoyable shopping 
experience that encourages impulse purchases. Additionally, 
managers should leverage PPR to deliver personalized marketing 
messages and product recommendations to a broad audience, 
enhancing customer experience and boosting sales. The insights from 
this research can support businesses in fostering a culture of 
continuous improvement, where performance is regularly assessed 
and strategies are refined based on data and response. Finally, by 
examining the mediating role of CPB and PPR in the SME-BMS 
association, this study emphasizes the significance of BMS for 
stockholders. From a practical perspective, it highlights the 
importance of strategic resource allocation, recommending that 
businesses invest in PPR tools and technologies to improve the 
effectiveness of their SME efforts and achieve stronger performance. 
Also, the study emphasizes the value of adopting advanced marketing 
methods. Implementing AI-driven policiesempowers businesses to 
stay ahead of evolving marketing trends and technologies, 
guaranteeing they remain viable in the digital landscape. 
 
Limitations and Future Research: While the study provides valuable 
insights, it is important to recognize some limitations. First, the 
research may have generalizability issues due to its focus on a 
specific sample size and regional context. Future studies should aim 
to include larger and more diverse samples to improve the 
representativeness and generalizability of the findings. Additionally, 
examining the potential moderating effects of external factors such as 
economic conditions, cultural differences, and global events could 
enhance our understanding of the complexities involved in fostering 
business marketing sustainability. Finally, investigating the role of 
product promotion and purchase occasions in advancing business 
marketing sustainability presents a promising direction for future 
research, as product promotion increasingly influences customer 
purchase behavior and overall marketing sustainability. 
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