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Abstract

This study aimed to analyze the impact of social media marketing on purchase
intention among clients of Essenza Italian Kitchens. The study was based on a
theoretical framework linking the dimensions of social media marketing—
namely, informativeness, interaction, credibility, and content sharing—with
customers’ purchase intention.

The study employed a descriptive-analytical approach. Data were collected
through a questionnaire distributed to 384 clients representing the study
sample and were analyzed using various statistical methods, including
multiple regression, to test the hypotheses and determine the strength of the
relationships and the relative importance of each marketing dimension in
influencing purchase intention.

The results indicated a statistically significant positive relationship between
the dimensions of social media marketing and purchase intention. Content
credibility was found to be the most influential dimension, followed by
informativeness, interaction, and content sharing. These dimensions explained
approximately 33.6% of the variance in purchase intention among clients.

The study concluded the importance of enhancing the credibility of information
shared on social media, providing interactive and accurate content, and
encouraging clients to share content to increase purchase intention and
strengthen the relationship between the brand and its customers. The study
recommended that companies operating in the Italian kitchen sector
strategically utilize digital marketing to boost sales and build customer loyalty.

Keywords: Social media marketing, purchase intention, Essenza, Italian
kitchens, content credibility, digital interaction.
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