
 

 
 

REVISITING THE POWER OF INSTAGRAM 

ADVERTISING THROUGH THE STIMULUS–

ORGANISM–RESPONSE (S-O-R) FRAMEWORK: 

HOW ENGAGEMENT DRIVES REPURCHASE 

INTENTION IN BEAUTY AND SKINCARE MARKETS 

AMONG GLOBAL CONSUMERS 

   

UNDERGRADUATE THESIS 

Submitted as one of the requirements to complete the Undergraduate  

Program (Bachelor’s Degree) at the Faculty of Economics and Business,  

Diponegoro University 

Prepared by: 

KHANSA ALMA SALSABILA 

12010122190078 

 

DEPARTMENT OF MANAGEMENT IUP 

FACULTY OF ECONOMICS AND BUSINESS 

DIPONEGORO UNIVERSITY 

 SEMARANG 

2026 


