
Electronic Word Of Mouth, Brand Image, Purchase 

Intention And Customer Purchase Decisions For 

Skinceuticals Users 
 

Frediyono Zahid1, Endang Ruswanti2 

Universitas Esa Unggul 
                                 E-mail: endang.ruswanti@esaunggul.ac.id 

 
 

ABSTRACT 

This research is a quantitative study with a causal relationship to determine the direct 
relationship of electronic word of mouth, brand image, purchase intention and purchase decision as 
well as determine the indirect relationship of electronic word of mouth, brand image, purchase 
intention and purchase decision on users of skinceuticals products. Data collection was carried out 
using the information gathering method through a survey with a questionnaire. The population in 
this study is someone who already uses skinceuticals products, regularly uses skinceuticals products, 
lives in Jabodetabek and is at least 20 years old. The sampling method used was non-probability 
sampling with purpose sampling technique. Based on the research results, 6 hypotheses can be 
accepted, namely Electronic of Mouth (E-WOM) influences brand image, Brand image influences 
purchasing intentions, Purchase intentions influence purchasing decisions and those that are not 
accepted Electronic of Mouth (E-WOM) influences purchasing intentions, Electronic of Mouth (E-
WOM) influences purchasing decisions. Brand image influences purchasing decisions. Therefore, it 
is important for skin ceuticals to improve Electronic of Mouth which can improve purchasing 

decisions. The aim of this research is to determine the direct relationship of Electronic word of mouth, 
brand image, purchase intention and purchase decision and also to determine the indirect 
relationship of Electronic word of mouth, brand image, purchase intention and purchase decision 
shown to consumers who use skinceuticals products. 
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INTRODUCTION 
Digital marketing describes the management and implementation of marketing using 

electronic media (Arfan et al., 2022; Rumaidlany et al., 2022; Steven et al., 2023). Digital 

marketing uses the internet as a tool to drive communication with visibility and online 
sales channels and social media advertising, is an effective way to reach various markets 

for business expansion (Izudin et al., 2021; Sagita & Wijaya, 2022). Digital marketing can 

reach customers in an effective, relevant and efficient manner (Bachtiar et al., 2023; Imran 

& Ramli, 2019; Situmorang et al., 2023; Utami et al., 2022). Digital marketing consists of 

interactive and integrated marketing that facilitates relationships between producers, 
marketers and potential buyers (Diatmono et al., 2020; Febriani et al., 2023; Mariam et al., 

2020; Tjahyadi & Mahardhika, 2022). Electronic Word of MouthVery influential with 

consumers who listen more to advice from people who have experience with a particular 
product compared to advertisements made by companies (Laksana & Ruswanti, 2023; 
Sinay & Hussein, 2015). 

Brand image will make consumers remember the advantages and disadvantages of the 
products they have used (Chandra et al., 2019; Mariam et al., 2021; Miati, 2020; Sukarno 

et al., 2020; Takaya et al., 2019). A brand can be said to have a good image and must have 

quality products and can easily attract the attention of consumers (Fahrezi and Sukaesih, 
2020). Purchase intention arises due to the stimulation that the company offers (Sari, 
2020). Purchase decisions arise when consumers are interested and have the desire to use 
the product (Dinawan, 2010; Ghazmahadi et al., 2020; Imran & Ramli, 2019; S. 
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Khasanah et al., 2021; Mulyadi et al., 2020). Purchasing Decisions Every individual has 

almost the same decision making method, but there are several factors that can 
differentiate these decisions such as age, character, income and lifestyle.(Sari and 
Prihartono, 2020). 

Electronic word-of-mouth(E-WoM) is evidence of whether a product is good or bad based 

on consumers who have purchased and experienced the product, and shared this 
information via the internet so that many people can see and may be influenced by the 
information (Imran et al., 2020; Meidiyanty et al., 2023; Takaya et al., 2020; Khotimah 

and Sulistyowati, 2022). Electronic word-of-mouth (E-WoM), which arises from 
consumer satisfaction, will provide positive information about the product and can help 
the company to improve its image and make marketing wider.(Putranti and Pradana, 
2015). The difference between this research and the main journal lies in the addition of 
consumer attitude variables, brand image, purchasing decisions and research objects 

which are different from previous research which used citizens of the Al-Karak 
government.(Mehyar et al., 2020), while this research analyzes the relationship between 

variables and research objects using skinceuticals products. Based on the explanation 
above, this research aims to prove that there is a relationship between all the variables 
shown in the product skinceuticals. 

E-WOMis defined as the flow of message delivery from one individual to another. 

Because of this information, many people are influenced in making decisions to buy 
products or services by providing this information(Marini et al., 2022). Electronic word of 

mouth or e-WOM is a positive and negative statement that is formed due to consumer 
opinion, which comes from potential and previous consumers of a product that can be 
widely accessed via the internet.(Izudin et al., 2021). Electronic word of mouth or e-WOM, 

is an important marketing component that helps create customer expressions of a brand. 

The impact of online branding also shows the important role of e-WOM in creating and 
promoting current brand images to encourage sales(Antin Rakhmawati et al., 2019). E-

WOM is not part of the company so it is considered very influential because consumer 
reviews represent personal experiences, so e-WOM is closely related to consumer 
purchasing decisions and reduces the risk of purchasing decisions (Imran, Mariam, et al., 

2020; Indrawati et al., 2023; Mariam et al., 2023; Rizky et al., 2023; Supiati et al., 2021). 

E-WOM is the exchange of information about products or services that occurs in the 
virtual world due to the existence of the internet which is spread almost throughout the 
world (Mariam et al., 2022; Mariam & Ramli, 2023; Utama et al., 2020; Yunus et al., 2023). 

Based on the definitions above, E-WOM in this research is a source of providing messages 
that individuals have experienced to find out the facts provided via social media. 

Consumer opinion towards a brand which is manifested as brand associations is 
known as brand image so one of the most significant intangible assets that influences 

customer perception of a company is its brand image(Agmeka et al., 2019). Brand image 

defines the extrinsic features of a product or service, including how the brand attempts to 
meet customers' psychological or social demands (Nurcahyani et al., 2023; Nurdiansyah 

et al., 2020; M. P. Pratama et al., 2023; Putra & Raharjo, 2021). Brand image refers to the 

beliefs held by individuals about goods or services that they are familiar with and have 
used or consumed. So buyers will remember the advantages and disadvantages of the 
goods they have used (Mariam & Ramli, 2017; Miati, 2020; R. A. Pratama et al., 2023). 

Manufacturers use brands to convince consumers that a particular brand symbolizes 
certain qualities and standards(Siregar et al., 2022).Brand image is a description of the 

characteristics of goods and services from outside, including the brand's efforts to meet 
consumers' social and mental needs(S. H. Khasanah et al., 2021). Based on the definitions 

above, the brand image in this research is that a good brand will be known to all 
consumers whether they have used it or not, and a well-known brand means the product 

quality is good. 
Purchase intention is a state of mind that shows a consumer's plan to buy a certain 

brand within a certain time period (Komalasari et al., 2021). Purchase intention is a mental 
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statement made by someone representing their intention to purchase a number of goods 
from a certain brand. Marketers must understand customer purchasing intentions to 
forecast future consumer behavior (Ramli, 2013; Sylvia & Ramli, 2023; Yunita et al., 

2019). Consumer purchase intention is the behavior of consumers who want to buy or 
choose a product based on their previous experience with choosing, using, consuming, or 
even wanting a product.(Putra Laksana and Ruswanti, 2023). High customer purchase 
intentions will encourage people to buy a product. Conversely, a low consumer purchase 
intention will stop customers from buying the product(Nurlinda, 2018). Purchase 
intention can be used to describe customer purchasing behavior for the surrounding 
environment ( Elciano et al., 2023; Nurcahyani et al., 2023; Sari & Ramli, 2023). Based 

on the definitions above, purchase intention in this research is Purchase intention is an 
important factor in marketing management because online purchase intention through 
convenience and consumer trust is very important in increasing sales and business profits. 

Purchasing decisions can occur in unexpected situations. Consumers may utilize 
income projections, estimated costs, and expected profits from a product to develop 
consumer purchase intentions(Nurfauzi et al., 2023). Purchasing decisions are a unifying 

process that combines knowledge and attitudes in evaluating and selecting one or more 
alternative behaviors (Gunawan & Ramli, 2023; Sinurat et al., 2024) (Asnawati et al., 

2022). Purchasing decisions are a process of combining all consumer knowledge into 
value considerations that are useful in choosing between two or more alternatives so that 
consumers can choose one product (Akbar and Sunarti, 2018). Purchasing decisions are 
an important aspect of consumer behavior. Consumer purchasing choices are the 
processes people go through when purchasing products and services. Purchasing decisions 
are a problem-solving approach to human activities to purchase goods or services to fulfill 
their wants and needs (Batee, 2019; Ramli, 2020). Consumer behavior includes all actions 
directly related to the purchase and identification of goods and services, as well as the 
purchase decision making process and after these actions(Marbun et al., 2022). Based on 

the definitions above, the purchasing decision in this research is that several factors, such 
as need, profit, quality, price, brand preference, other people's attitudes, and 
circumstances, influence purchasing decisions. 

Relationship of Electronic of Mouth (E-WOM) on Brand Image 
According to researchSaputra and Barus, (2020)E-WOM plays a very important role 

in influencing the brand image of a product that will be offered. The better the Electronic 
of Mouth will improve the brand image of the products offered(Nurdin and Wildiansyah, 
2021).E-WOM that appears in communication about the Slincare brand will increase 
brand perception of local skincare products(Manuella and Sander, 2022). E-WOM plays 
an important role in a brand to attract consumers to have more confidence in the brand 
they use(Nst, 2023). Consumers now choose e-WOM because it can provide information 

to the brands they target(Marbun et al., 2022). Research conducted byManuella and 

Sander, (2022); Marbun et al., (2022); Nst, (2023); Nurdin and Wildiansyah, (2021); 

Saputra and Barus, (2020)Proving that Electronic of Mouth (E-WOM) has a significant 
effect on brand image. H1: Electronic of Mouth (E-WOM) has a significant effect on 
brand image 

Relationship of Electronic of Mouth (E-WOM)on Purchase Intention 
According to researchNaufal and Sari, (2017)stated that E-WOM plays a very 

important role in encouraging purchase intentions for long-term customer development 
relationships. The more often potential consumers collect information with high 
credibility and good Electronic of Mouth (E-WOM), the more likely they will be to 
purchase intention.(Lestari and Gunawan, 2021). The existence of e-WOM in the media 
can create interaction between potential consumers so that they give each other opinions 
and attract purchasing intentions(Luthfiyatillah et al., 2020). Apart from advertising, 

promotions using Electronic of Mouth (E-WOM) as their marketing community are 
based on the success of reviews which are considered more effective in influencing 
purchasing intention decisions.(Tonida and Dimas, 2016).The better a person's e-WOM 
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review on the internet regarding a product, the higher the purchase intention will 
be(Nurdin and Wildiansyah, 2021). Research conducted byLestari and Gunawan, 
(2021) ; Luthfiyatillah et al., (2020); Naufal and Sari, (2017); Nurdin and Wildiansyah, 

(2021); Tonida and Dimas, (2016)proves that Electronic of Mouth (E-WOM) has a 
significant effect on purchase intention. H2: Electronic of Mouth (E-WOM) has a 
significant effect on purchase intention 

Relationship of brand imageon Purchase Intention 
Brand image is a very important thing for the company and consumers, with a good 

brand image it will attract consumer purchase intentions.(Ahmad et al., 2020). Because a 

good brand image will make it easier for people to recognize a product and enable them 
to make purchase intentions towards a product(Fauziah and Aziz Mubarok, 2019). 
Because a good brand image will make it easier for consumers to find out about a product 
and make them interested in purchasing the product(Benowati and Purba, 2020).If the 
company's brand image is good and the price is in line with the competitiveness and 
quality of the product, it will attract purchasing intentions(Zulviani et al., 2019). 

According to researchSitorus and Hidayat, (2019)The better the consumer's view of the 
brand image, both the price and quality of the product, the more likely consumers will be 
to purchase the product. Research conductedAhmad et al., (2020) ; Benowati and Purba, 

(2020); Fauziah and Aziz Mubarok, (2019); Sitorus and Hidayat, (2019); Zulviani et al., 

(2019)proves that brand image has a significant effect on purchase intention. H3: Brand 
image has a significant effect on purchase intention 

Relationship of Purchase Intentions on Purchase Decisions 
According to researchAdila and Aziz, (2019)The purchase intention that arises in 

making a purchase creates a motivation that continues to be recorded in his mind to make 
a purchase decision. Purchase intention can create purchasing decisions for consumers to 

buy a product they like(SP Sari, 2020). According to researchSriyanto and Kuncoro, 
(2019)Consumer purchasing intentions that arise as a response to objects that indicate the 
customer's desire to make a purchasing decision. That the more consumers purchase 
intentions towards a product, the greater the purchasing decision regarding the product 
will be(Kumadji et al., 2015). Purchase intent is defined as a customer's tendency to 

purchase a brand or take actions related to a purchase decision that enables them to do 
so(Solihin, 2020). Research conductedAdila and Aziz, (2019); Kumadji et al., (2015); Sari, 

(2020) ; Solihin, (2020); Sriyanto and Kuncoro, (2019)proves that purchase intention has 
a significant effect on purchasing decisions. H4: Purchase intention has a significant effect 
on purchasing decisions 

The Relationship of Electronic of Mouth (E-WOM) on purchasing decisions 
E-WOM carried out online through various platforms has an influence on customers 

before they make virtual purchasing decisions(Nyoko and Semuel, 2021). E-WOM plays 

an important role in consumer behavior in making purchasing decisions, because it can 
convince them to choose a product(I Gusti et al., 2022). The existence of e-WOM in the 

media can create interaction between potential consumers so that they give each other 
opinions to make purchasing decisions(Himmah and Prihatini, 2021). Dissemination via 
Electronic of Mouth (E-WOM) makes it easier for consumers to make purchasing 
decisions when making products(Yulindasari and Fikriyah, 2022).e-WOM is able to 
attract consumers to make product purchasing decisions because it can attract consumers 
just by looking at good posts(Ayunita et al., 2021). Research conductedAyunita et al., 

(2021); Himmah and Prihatini, (2021); I Gusti et al., (2022); Nyoko and Semuel, (2021) ; 

Yulindasari and Fikriyah, (2022)proves that Electronic of Mouth (E-WOM) has a 
significant influence on purchasing decisions. H5: Electronic of Mouth (E-WOM) has a 
significant effect on purchasing decisions 

The Relationship of Brand Image on Purchasing Decisions 

Building a good brand image reputation in the eyes of customers such as comfort when 
making purchasing decisions(Auliannisa Gifani and Syahputra, 2017). The company's 
reputation from its brand image can make consumers make purchasing decisions(Zagoto 
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and Taryo, 2022). Products with a good brand reputation have a greater chance of being 
chosen by customers in purchasing decisions(Safitri et al., 2022). According to 

researchDzulkharnain, (2019)when e-commerce has a good brand image reputation there 
is a greater possibility that they will choose to make a purchase decision on the item in 
question. When the brand image is increasingly recognized by customers, they make 
purchasing decisions to get the goods they need or want(Sitinjak and Arief, 2022). 
Research conducted Auliannisa Gifani and Syahputra, (2017) ; Dzulkharnain, (2019) ; 
Safitri et al., (2022); Sitinjak and Arief, (2022); Zagoto and Taryo, (2022)proves that brand 

image has a significant influence on purchasing decisions. H6: Brand image has a 
significant effect on purchasing decisions  

Based on the hypothesis framework above, the research model can be described as 
Figure 1 below: 

 
Source: Processed data, 2023 

Figure 1. Research Model 

RESEARCH METHODS 
This research uses a casual (cause-and-effect) design. This research design is used to 

prove the existence of a cause and effect relationship between one variable and another. 
The research approach used in this research uses a quantitative approach. In this research 
there are exogenous variables, namely Electronic of Mouth (E-WOM), brand image and 
purchase intention variables as well as endogenous variables, namely purchasing 
decisions. This research uses primary data. Primary data is data that has never been 
processed by certain parties for certain purposes. Data collection was carried out using 
data collection techniques through surveys using questionnaires. Distribution of 
questionnaires using Google Form via social media such as WhatsApp, Instagram. 

In this research, a questionnaire was used to collect data. The scale used to compile 

the questionnaire was the Likert scale. The Likert scale is a research scale used to measure 
attitudes and opinions. In this study, five levels of the Likert scale were used, namely 
Strongly Disagree (STS), Disagree (ST), Neutral (N), Agree (S), and Strongly Agree (SS). 
This research uses four variables consisting of Electronic of Mouth (E-WOM), brand 
image, purchase intention and purchase decision. Electronic of Mouth (E-WOM) 
measurement uses dimensions Marini et al., (2022)which consists of intensity, valence of 

opinion, content. To measure brand image According toAzmi et al., (2021)in his research 

stated that brand image is influenced by four dimensions, namely Functionality, Quality, 

reliability, and Fellings.Then to measure the purchase intention variable according 

toPicaully, (2018)states that the purchase intention has lThe five dimensions of purchase 
intention are: Transactional Intention, Referential Intention, Preferential Intention, and 
Explorative Intention. Then to measure purchasing decision variables according 
to(Mappesona et al., 2020)There are 4 dimensions in measuring purchasing decisions 

including:product choice, dealer's choice, time of purchase, and purchase amount. 

The study involved users of unspecified skinceuticals products. Data were collected 
using a Likert scale questionnaire; each questionnaire contains three questions about 
Electronic of Mouth (E-WOM), four questions about brand image, four questions about 
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purchasing intentions, and four questions about purchasing decision preferences. So a 
total of fifteen questions. To determine the number of samples in this study, it was 
determined that the minimum sample size was 5 times the number of utterances, and 
there were 19 questions in the questionnaire(Hair et al, 2021). Therefore, the intended 

sample for receiving the questionnaire must be at least 100 people. Sampling used a non-
probability technique, namely purposeful sampling. The sample selection criteria for this 
research areHave you used and purchased skincare products, have you used skincare 
regularly for the last 6 months, live in JABODETABEK and are aged 20 years or over? 

This study uses Structural Equation Modeling (SEM) data analysis, which is a 
combination of analysis and regression or trajectory factor analysis, according toSarstedt 
et al., (2021). Using Smart PLS, data analysis is carried out in two stages. The first stage 

includes the outer model, where validity tests are carried out. The convergent validity test 
consists of (1) convergent validity test with a standard loading factor value of more than 

0.70 and (2) extraded average variation (AVE) test with an AVE cut-off value of more 
than 0.50.Then a discriminant validity test was carried out (2). If the standardized 
correlation of a construct with a measurement item is greater than that for other measures 
of the construct, the latent construct indicates that the measures in the other blocks are 
predicted. The reliability test uses combined reliability and Cronbrach alpha, with a 
minimum reliability standard value of 0.70. The second stage is to check the inner model. 
With R-square values of 0.75, 0.50, and 0.25, we can know that the inner model is strong, 
moderate, and weak. Testing shows that the model meets the SRMR standard > 0.1. 
Hypothesis testing also looks at the calculated path coefficient. The statistical T value is 

greater than the T table 1.96 (α 5%), which indicates that the hypothesis can be accepted 
or proven if the statistical T value is greater than the T table. 
 

FINDING AND DISCUSSION 

 
Figure 2. Data processed by the author, 2024 

Figure 2. Outer Model 

Outer Model 

Validity test 
In this research, we will test a validity test which is useful for determining a measurement 
of a statement on the questionnaire used in this research which aims to measure the 
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indicators and variables studied. There are 15 statements that will be tested in this research. 
The validity test in this research is as follows:  

Convergent Validity 

Outer Loading (Loading Factor) 
Outer loading analysis to determine the magnitude of the correlation between indicators 
and their latent constructs so that it can be determined whether the indicators are valid or 
invalid. The indicator can be declared valid if the value is >0.70. Based on the outer 
loading image above, all indicators in the 15 questions have an Outer Loading valueEOM 
1 = 0.136 and NB 2 = 0.312 are smaller than 0.7 so they will be removed for further 
processing (the results are presented in the attachment). 

Average Varience Extraded (AVE) 
AVE results can show the ability of latent variables to represent the original score. A larger 
AVE value indicates that the explanatory power of the indicator measuring the latent 

variable increases. The AVE threshold value is usually 0.50, with a minimum AVE value 
of 0.50 to indicate good convergent values. The average extracted (AVE) results are 
shown below. 

Table 1. Average Variance Extracted 

 Average Variance Extracted (AVE) 

Brand Image 0.695 

Electronics of Mouth 0.827 

Buying decision 0.799 

Purchase Intention 0.625 

Source: data processed by the author, 2023 
From the results of the AVE value, it shows that all constructs are > 0.5, this shows that 
they meet the requirements for convergent validity and reliability. 

Discriminant Validity 
Cross Loading DiscriNent Validity is a model for measuring where the reflectance index 
evaluated comes from the results of cross load testing when measuring structures. If the 
correlation of one structural item is higher compared to other structures, then it can be 
concluded that these results can indicate that the latent structure can predict the size of 
one block well compared to the size of other blocks. The results show that all variables 
are declared good and exceed 0.7. (Results can be seen in the attachment). 

Reliability Test 
In research, reliability tests are carried out to find out whether the measuring instrument 
really has consistency and can be used at the next stage. The reliability test results were 
evaluated using the Composite Reliability and Cronbach's Alpha measurement provisions. 

Table 2. Reliability Test 

 Cronbach's Alpha Composite Reliability 

Brand Image 0.853 0.901 

Electronics of Mouth 0.793 0.906 

Buying decision 0.915 0.941 

Purchase Intention 0.700 0.833 

Source: data processed by the author, 2023 
Based on the outer loading image above, all indicators in the 15 questions have an Outer 
Loading valueEOM 1 = 0.136 and NB 2 = 0.312 are smaller than 0.7 so they will be 
removed for further processing (the results are presented in the attachment). 

Inner Model 
Measurements in the model are carried out with the aim of measuring model suitability 
and calculating direct and indirect effects. The research model must be boosted to obtain 
inner model analysis results. To analyze the inner model, R-Square (Goodness Fit Model), 
Path Coefficient, and Indirect Effect are used. 
R-Square 

The calculation results in table 3 can be seen that the R-Square value above shows that 
the Brand Image variable can be explained by 0.218 or 21.8% by the variableby 
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variablesElectronics of Mouthamounted to 78.2% from other studies. Meanwhile, the R-

Square value of the Purchase Decision Variable can be explained by 0.792 or 79.2% by 
the variables Brand Image, Purchase Intention andElectronics of Mouththe remaining 

20.8% came from other variables outside this research. The Purchase Intention variable 
can explain 0.511 or 51.1% by the Brand Image, Purchase Decision andElectronics of 

Mouththe remaining 48.9 came from other variables outside this research. 

Table 3. R-Square results 

 R Square Adjusted R Square 

Brand Image 0.226 0.218 

Buying decision 0.798 0.792 

Purchase Intention 0.520 0.551 

Source: data processed by the author, 2024 
Based on the T-Value Path Diagram in Figure 2 above, the research model hypothesis 
testing can be presented as follows: 

Table 4. Research Model Hypothesis Testing 

Hypothesis Statement 

Hypothesis 

Sample 

Original 

T Statistics P 

Values 

Description 

n 

H1 Electronics of 

Mouth(E-

WOM)> 
brand image 

0.475 2,353 0.019 Supported 

H2 Electronics of 

Mouth(E-

WOM)> 
purchase 

intention 

-0.253 1,093 0.275 Not 
supported 

H3 Brand image 
> Purchase 
Intention 

0.806 3,406 0.001 Supported 

H4 Purchase 
intention > 
purchase 
decision 

0.537 2,773 0.006 Supported 

H5 Electronics of 

Mouth(E-

WOM) > 
purchasing 

decisions 

0.184 0.988 0.323 Not 
supported 

H6 Brand image 
> Purchase 
decision 

0.355 1,328 0.185 Not 
supported 

In hypothesis testing it can be said to be significant when the T-Value value is greater than 
1.96, or the P-value is smaller than 0.05, whereas if the T-Value value is less than 1.96 
then it is considered not significant(Ghozali, 2018). Based on the hypothesis testing table 
above, it is known that Hypotheses 1, 3, and 4 are accepted as proven by the T-value > 
1.96 and pValue < 0.05. Based on the hypothesis testing table above, it is known that for 
indirect relationships, hypotheses 2, 5 and 6 are also all accepted. 

This research explores and empirically tests the relationship of Electronic of Mouth 
(E-WOM)on Brand Image. In the first hypothesis (H1), there is a relationship between 
Electronic of Mouth (E-WOM) which has a significant positive effect on Brand Image 

which is discussed in more depth through this study. This statement is in line with the 
study put forward bySaputra and Barus (2020), which shows that Electronic of Mouth (E-
WOM) on Brand Image has a significant positive influence. Consumers now choose 
Electronic of Mouth because it can provide information to the brands they are 
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targeting(Marbun et al., 2022). The better the Electronic of Mouth will improve the brand 

image of the products offered(Nurdin and Wildiansyah, 2021). 
Contrary to the first hypothesis, this research shows that the results of a different 

hypothesis (H2) on the Electronic of Mouth (E-WOM) variable have a significant and 
negligible influence on purchase intention. Suggests that E-WOM plays a very important 
role in encouraging purchase intentions for long-term customer development 
relationships (Naufal and Sari, 2017). Different from researchLuthfiyatillah et al., (2020), 

The existence of e-WOM in the media can create interaction between potential consumers 
so that they give each other opinions and attract purchasing intentions.The better the 
reviewsElectronics of Mouth(E-WOM)someone on the internet about a product will create 

a high purchase intention(Nurdin and Wildiansyah, 2021). 
This study empirically examines the relationship of brand image on purchase intention. 

The third hypothesis (H3) shows a relationship between brand image that has a 

significantly positive impact on purchase intention. It is very important for companies and 
consumers to have a good brand image; A company's good brand image and prices that 
match its competitiveness will attract purchasing intentions(Ahmad et al., 2020). This is 

because a good brand image will make it easier for consumers to find out about a product 
and make them interested in intending to buy(Zulviani et al., 2019).Because a good brand 

image will make it easier for consumers to find out about a product and make them 
interested in purchasing the product(Benowati and Purba, 2020). 

In the fourth hypothesis (H4)Purchase intention has a significant influence on 
purchasing decisions. This statement is in line withSriyanto and Kuncoro, 
(2019)Consumer purchase intentions that arise as a response to objects that indicate the 
customer's desire to make a purchasing decision. Purchase intent is defined as a customer's 
tendency to purchase a brand or take actions related to a purchase decision that enables 

them to do so(Solihin, 2020). That the greater the consumer's purchase intention towards 
a product, the greater the purchasing decision regarding the product will be(Kumadji et 

al., 2015). Contrary to the first hypothesis, this research shows that the results of a different 

hypothesis (H5) on the Electronic of Mouth (E-WOM) variable have a significant and 
negligible influence on purchasing decisions. The existence of e-WOM in the media can 
create interaction between potential consumers so that they give each other opinions to 
make purchasing decisions(Himmah and Prihatini, 2021). E-WOM carried out online 
through various platforms has an influence on customers before they make virtual 
purchasing decisions(Nyoko and Semuel, 2021). Dissemination via Electronic of Mouth 
(E-WOM) makes it easier for consumers to make purchasing decisions when making 
products(Yulindasari and Fikriyah, 2022). 

In the sixth hypothesis (H6)Brand image does not significantly influence purchasing 
decisions. The company's reputation from its brand image can make consumers make 

purchasing decisions(Zagoto and Taryo, 2022). According to researchDzulkharnain, 
(2019)when e-commerce has a good brand image reputation there is a greater possibility 
that they will choose to make a purchase decision on the item in question. When the 
brand image is increasingly recognized by customers, they make purchasing decisions to 
get the goods they need or want(Sitinjak and Arief, 2022). 
 

CONCLUSION 
Based on research results, the direct relationship of Electronic of Mouth (E-WOM) has 

a significant effect on brand image. Then Electronic of Mouth (E-WOM) has no 
significant effect on purchase intention. Furthermore, brand image has a significant effect 
on purchase intention. Then purchase intention has a significant effect on purchasing 
decisions. Then Electronic of Mouth (E-WOM) does not significantly influence 
purchasing decisions. Furthermore, brand image does not significantly influence 

purchasing decisions. 
These results indicate that overall, brand image, Electronic of Mouth, purchase 

decisions, and purchase intentions are related to each other. A good brand reputation and 
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high levels of Electronic of Mouth from customers will ensure successful use of skincare. 
In this case, company management must work hard to improve and maintain product 
quality in consumer purchasing choices, as well as implement strong use strategies to 
increase consumer confidence and increase purchasing intentions. 

This research proves that there is a direct influence between electronic word of mouth, 
brand image, purchasing decisions and purchasing intentions. The results of this research 
also say that e-WOM has a big influence in improving brand image. This means that the 
more respondents feel the benefits of using a smartphone anywhere and anytime, the more 
their purchase intention, especially for skincare products, increases, resulting in an 
increase in purchase intention for skincare products. Brand image does not have a 
significant effect on purchasing decisions, it can be said that brand image does not affect 
purchasing decisions. When respondents intend to use skinceuticals products, they don't 
need to believe in the product first because they already believe in the brand image offered, 

especially in providing a guarantee of 100% protection for all beauty product users. 
Some limitations in this research are that this research only discusses electronic word 

of mouth variables, brand image, purchasing decisions and purchase intentions, even 
though there are many other variables that can influence intention to use. This research 
only focuses on someone who uses skinceuticals products and who is in the 
JABODETABEK area, where if the distribution is carried out more widely they will get 
different or better results 

Based on the results of research on electronic word of mouth, brand image and 
purchase intention on purchasing decisions, the aim is to create a healthy ecosystem 
between customers and users of skincare products. Increasing electronic word of mouth 
aims to increase the level of brand image. By creating more active and sustainable 
interactions between customers and skinceuticals products, it is hoped that they can 

strengthen emotional connections and positive interactions. Purchase intention 
Increasing the level of purchasing decisions is a crucial goal. Every interaction with 
customers should be designed to provide a positive experience. This goal can be measured 
through electronic word of mouth surveys, feedback, and ongoing monitoring of 
purchasing intent indicators. 

The aim of this research is to determine the direct relationship of electronic word of 
mouth, brand image, and purchase intention on purchasing decisions and also to 
determine the indirect relationship of electronic word of mouth, brand image, and 
purchase intention on purchasing decisions shown to consumers who use the product. 
skinceuticals. In this research, skinceuticals products need to focus on improving the 
quality of electronic services provided to users. These include ordering speed, 
responsiveness, easy navigation and product quality. By ensuring a positive and smooth 
user experience, skinceuticals can influence skincare users' positive perceptions, which in 
turn can increase purchase intentions. Furthermore, the user brand image of skinceuticals 
products and electronic word of mouth needs to be improved. Management must take 
steps to improve skinceuticals products, resolve product issues, and provide transparency 
in transactions. Increased trust in skincare brands will have a positive impact on 
purchasing decisions. And finally, skinceuticals management can design promotional 
programs that focus on the use of skincare products. This may include special discounts 
for customers using skinceuticals products. This kind of program can encourage users to 
purchase intentions towards skincare products and increase purchasing decisions. 
 

REFERENCES 
[1] Adila, S. N., & Aziz, N. (2019). Pengaruh Strategi Promosi Terhadap Keputusan Pembelian 

Yang Dimediasi Oleh Minat Beli Pada Konsumen Restoran Kfc Cabang Khatib Sulaiman 

Padang. OSF Preprint, 1–16. 

[2] Agmeka, F., Wathoni, R. N., & Santoso, A. S. (2019). The relationship of discount framing 

towards brand reputation and brand image on purchase intention and actual behaviour in 

e-commerce. Procedia Computer Science, 161, 851–858. 

https://doi.org/10.1016/j.procs.2019.11.192 

Determinant of 
Customer Purchase 
Decision 

 
 
 
 
 
 

238______ 



[3] Ahmad et al. (2020). Pengaruh Citra Merek Terhadap Minat Beli Produk Oriflame Di Kota 

Manado. Jurnal Administrasi Bisnis, 10(1), 25–31. 

[4] Akbar, M. J. C., & Sunarti. (2018). Pengaruh Electronic Word of Mouth Terhadap 

Keputusan Pembelian (Survei pada Konsumen Restoran Sushi Tei Kelapa Gading). Jurnal 

Administrasi Bisnis (JAB), 60(3), 45–51. 

[5] Antin Rakhmawati, Muhammad Nizar, & Kholid Murtadlo. (2019). Pengaruh Electronic 

Word Of Mouth (E-WWOM) dan Viral Marketing Terhadap Minat Berkunjung dan 

Keputusan Berkunjung. Sketsa Bisnis, 6(1), 13–21. https://doi.org/10.35891/jsb.v6i1.1584 

[6] Arfan, N., Ali Hasan, H., & Jasri. (2022). Penerapan Digital Marketing dalam Upaya 

Peningkatan Pendapatan Usaha Mirko Kecil dan Menengah. Iltizam Journal of Shariah 

Economic Research, 6(2), 212–224. 

[7] Asnawati, Nadir, M., Wardhani, W., & Setini, M. (2022). The effects of perceived ease of 

use, electronic word of mouth and content marketing on purchase decision. International 

Journal of Data and Network Science, 6(1), 81–90. 

https://doi.org/10.5267/J.IJDNS.2021.10.001 

[8] Auliannisa Gifani, & Syahputra. (2017). Pengaruh Citra Merek Terhadap Keputusan 

Pembelian Produk Smartphone Oppo Pada Mahasiswa Universitas Telkom. Bisnis Dan 

Iptek, 10(2), 84. 

[9] Ayunita, Magdalena, S., & Muskita, W. (2021). Pengaruh promosi melalui media sosial 

dan electronic word of mouth (e-wom) terhadap keputusan pembelian (studi kasus pada 

online shop thyy thyy) di kota sorong. Jurnal Badati Ilmu Sosial & Humaniora, 4(1), 42–53. 

[10] Azmi, M., S. Shihab, M., Rustiana, D., Indra, & Lazirkha, D. P. (2021). The Effect Of 

Advertising, Sales Promotion, And Brand Image On Repurchasing Intention (Study On 

Shopee Users). IAIC Transactions on Sustainable Digital Innovation (ITSDI), 3(2), 76–85. 

https://doi.org/10.34306/itsdi.v3i2.527 

[11] Bachtiar, I. H., Supiati, Gazali, Safrin, A., Ramli, A. H., & Mariam, S. (2023). Pelatihan 

Pencatatan Keuangan Usaha Dalam Rangka Pemberdayaan Pelaku Ekonomi Kreatif Di 

Desa Pabben-Tengang. Jurnal Pengabdian Masyarakat AbdiMas, 9(3), 442–446. 

https://doi.org/10.47007/abd.v9i05.6729 

[12] Bagus Elciano, A., Atmaja, D. R., Rojuaniah, R., Hafidz, I. L. H., & Trianda, F. (2023). 

Pengaruh Faktor Kualitas Layanan Aplikasi J&T Express terhadap Kepuasan Pelanggan, 

Niat Beli, dan Pembelian Aktual. Jurnal Informatika Ekonomi Bisnis, 5, 844–851. 

https://doi.org/10.37034/infeb.v5i4.673 

[13] Batee, M. M. (2019). Pengaruh Media Sosial Terhadap Keputusan Pembelian Di Toko 

Kaos Nias Gunungsitoli. Jesya (Jurnal Ekonomi & Ekonomi Syariah), 2(2), 313–324. 

https://doi.org/10.36778/jesya.v2i2.108 

[14] Benowati, S. G., & Purba, T. (2020). Pengaruh Citra Merek dan Electronic Word Of Mouth 

Terhadap Minat Beli Kosmetik Wardah di Kota Batam. Journal of Management, Accounting, 

Economic and Business, 1(1), 56–70. 

[15] Chandra, K., Takaya, R., & Ramli, A. H. (2019). The Effect Of Green Brand Positioning, 

And Green Brand Knowledgeon Brand Image, And Green Purchase Intentionin Green 

Products Consumers. International Journal of Business and Management Invention (IJBMI) 

ISSN, 8(07), 47–52. www.ijbmi.org 

[16] Diatmono, P., Mariam, S., & Ramli, A. H. (2020). Analysis of Human Capital in Talent 

Management Program, Training and Development to Improve Employee Competence 

Case Study in BSG Group. Business and Entrepreneurial Review, 20(1), 45–66. 

https://doi.org/10.25105/ber.v20i1.6812 

[17] Dinawan, M. R. (2010). Analisis Faktor - Faktor yang Mempengaruhi Keputusan 

Pembelian (Studi kasus pada konsumen Yamaha Mio PT Harpindo Jaya Semarang). Jurnal 

Sains Pemasaran Indonesia, IX(3), 335–369. 

[18] Dzulkharnain, E. (2019). Pengaruh Persepsi Harga, Citra Merek Dan Kualitas Produk 

Terhadap Keputusan Pembelian Produk Tas Sophie Martin di Kabupaten Sidoarjo. Jurnal 

QTISHADequity, 1(2). 

[19] Fahrezi, A., & Sukaesih, U. (2020). Pengaruh Citra Merek Terhadap Keputusan Pembelian 

Produk Merek Aldo (Studi Kasus di Pondok Indah Mall Jakarta). Seminar Nasional 

Pariwisata Dan Kewirausahaan (SNPK), 189–199. 

[20] Fauziah, N., & Aziz Mubarok, D. A. (2019). Pengaruh Citra Merek Terhadap Minat Beli : 

Studi Pada Produk Kecantikan. Image : Jurnal Riset Manajemen, 8(1), 37–44. 

https://doi.org/10.17509/image.v8i1.22686 

[21] Febriani, F. A., Ramli, A. H., & Reza, H. K. (2023). Pengaruh Budaya Organisasi Terhadap 

Determinant of 
Customer Purchase 

Decision 

 
 
 
 
 
 

______239 



Kinerja Karyawan Melalui Keterikatan Karyawan. Jurnal Ilmiah Manajemen Kesatuan, 11(2), 

309–320. https://doi.org/10.37641/jimkes.v11i2.1999 

[22] Ghazmahadi, Basri, Y. Z., Kusnadi, & Ramli, A. H. (2020). The Relationship of Strategic 

Management Information System, Strategic Partnership On Organizational Performance 

Mediated By Organizational Culture In Occupational Safety and Health (OSH) Service 

Centre In Indonesia. INTERNATIONAL JOURNAL OF CREATIVE RESEARCH AND 

STUDIES, 4(1), 32–39. 

[23] Ghozali, I. (2018). Aplikasi Multivariete Dengan Program IBM SPSS 19 (edisi 5). Semarang: 

Badan Penerbit Universitas Diponegoro. 

[24] Gunawan, T., & Ramli, A. H. (2023). The Relationship of Firm Size , Leverage , Liquidity 

, Cash Turnover On Profitability. Jurnal Ilmiah Akuntansi Kesatuan, 11(3), 638–652. 

https://doi.org/10.37641/jiakes.v11i3.2383 

[25] Hair et al, 2021. (2021). Handbook of Market Research. In Handbook of Market Research (Issue 

July). https://doi.org/10.1007/978-3-319-05542-8 

[26] Hair, J. F., Ringle, C. M., & Sarstedt, M. (2020). Handbook of Market Research. In 

Handbook of Market Research (Issue July). https://doi.org/10.1007/978-3-319-05542-8 

[27] Himmah, A. R., & Prihatini, A. E. (2021). Pengaruh Citra Merek Dan Electronic Word Of 

Mouth (E-Wom) Terhadap Keputusan Pembelian (Studi Pada Konsumen Pixy Di Kota 

Semarang). Jurnal Ilmu Administrasi Bisnis, 10(2), 1153–1161. 

https://doi.org/10.14710/jiab.2021.31359 

[28] I Gusti, N. S. W., Ni Wayan, C. A. P., Ni Nyoman, M., & I Gede, D. Y. (2022). Pengaruh 

Electronic Word Of Mouth (E-Wom), Persepsi Risiko, Kepercayaan Pelanggan, Dan 

Keputusan Pembelian E-Commerce Tokopedia. E-Jurnal Manajemen, 11(1), 107–115. 

[29] Imran, B., Arvian, D., & Ramli, A. H. (2020). Work Life Balance Effect (Case Investigation 

on PT PJB Power Plant Maintenance Unit). Proceedings of the International Conference on 

Management, Accounting, and Economy (ICMAE 2020), 151(Icmae), 68–71. 

https://doi.org/10.2991/aebmr.k.200915.017 

[30] Imran, B., Mariam, S., Aryani, F., & Ramli, A. H. (2020). Job Stress, Job Satisfaction and 

Turnover Intention. Proceedings of the International Conference on Management, Accounting, and 

Economy (ICMAE 2020), 151(Icmae), 290–292. 

https://doi.org/10.2991/aebmr.k.200915.065 

[31] Imran, B., & Ramli, A. H. (2019). Kepuasan Pasien, Citra Rumah Sakit Dan Kepercayaan 

Pasien Di Provinsi Sulawesi Barat. Prosiding Seminar Nasional Pakar, 1–7. 

https://doi.org/10.25105/pakar.v0i0.4328 

[32] Indrawati, Putri Yones, P. C., & Muthaiyah, S. (2023). eWOM via the TikTok application 

and its influence on the purchase intention of somethinc products. Asia Pacific Management 

Review, 28(2), 174–184. https://doi.org/10.1016/j.apmrv.2022.07.007 

[33] Izudin, A. nuriman, Ruswanti, E., & Januarko, M. U. (2021). The Effect Of Electronic 

Word Of Mouth Social Media, Youtube Durian Traveler On Interest In Buying: Study On 

Development Of Information Adoption Approach. Fakultas Ekonomi Dan Bisnis, Universitas 

Esa Unggul Jakarta, 1–14. 

[34] Khasanah, S., Abduh, S., Tanti, E., & Ramli, A. H. (2021). The Effect of Organizational 

Culture , Job Satisfaction and Compensation Mediated by Motivaton on Women Navi’s 

Performance at The Indonesian Navy Headquarters. INTERNATIONAL JOURNAL OF 

CREATIVE RESEARCH AND STUDIES, 5(5), 106–115. 

[35] Khasanah, S. H., Ariani, N., & Argo, J. G. (2021). Analisis Citra Merek, Kepercayaan 

Merek, dan Kepuasan Merek terhadap Loyalitas Merek. Prosiding Konferensi Riset Nasional 

Ekonomi, Manajemen, Dan Akuntansi, 2, 394–411. 

[36] Khotimah, I., & Sulistyowati, R. (2022). Pengaruh Electronic Word of Mouth (Ewom) Di 

Media Sosial Terhadap Minat Dan Keputusan Berkunjung Di Surabaya (Studi Pada 

Wisatawan Yang Pernah Mengunjungi Wisata Sejarah Surabaya). Jurnal Pendidikan Tata 

Niaga (JPTN), 10(2), 1679–1688. https://doi.org/10.26740/jptn.v10n2.p1679-1688 

[37] Komalasari, F., Christianto, A., & Ganiarto, E. (2021). Factors Influencing Purchase 

Intention in Affecting Purchase Decision: A Study of E-commerce Customer in Greater 

Jakarta. BISNIS & BIROKRASI: Jurnal Ilmu Administrasi Dan Organisasi, 28(1). 

https://doi.org/10.20476/jbb.v28i1.1290 

[38] Kumadji, R. D. A., Kumadji, S., & Yulianto, E. (2015). Pengaruh green marketing terhadap 

minat beli serta dampaknya pada keputusan pembelian (Survei Pada Konsumen Non-

Member Tupperware Di Kota Malang). Jurnal Administrasi Bisnis, 22(2), 37–36. 

[39] Lestari, E. D., & Gunawan, C. (2021). Pengaruh E-Wom Pada Media Sosial Tiktok 

Determinant of 
Customer Purchase 
Decision 

 
 
 
 
 
 

240______ 



Terhadap Brand Image Serta Dampaknya Pada Minat Beli. Jurnal Ekonomi, Manajemen, 

Bisnis Dan Sosial, 1(2), 75. 

[40] Luthfiyatillah, L., Millatina, A. N., Mujahidah, S. H., & Herianingrum, S. (2020). 

Efektifitas Media Instagram Dan E-Wom (Electronic Word Of Mouth) Terhadap Minat 

Beli Serta Keputusan Pembelian. Jurnal Penelitian IPTEKS, 5(1), 101–115. 

https://doi.org/10.32528/ipteks.v5i1.3024 

[41] Manuella, W., & Sander, O. A. (2022). PENGARUH ELECTRONIC WORD OF 

MOUTH (E-WOM) DI INSTAGRAM TERHADAP MINAT PEMBELIAN PADA 

MEREK KOSMETIK LOKAL YANG DIMEDIASI OLEH CITRA MEREK DAN 

SIKAP MEREK. Journal of Strategic Management, 6(1), 63–65. 

https://doi.org/10.1007/s12599-013-0306-0 

[42] Mappesona, H., Ikhsani, K., & Ali, H. (2020). Customer purchase decision model, supply 

chain management and customer satisfaction: Product quality and promotion analysis. 

International Journal of Supply Chain Management, 9(1), 592–600. 

[43] Marbun, M. B., Ali, H., & Dwikoco, F. (2022). Pengaruh Promosi, Kualitas Pelayanan Dan 

Keputusan Pembelian Terhadap Pembelian Ulang (Literature Review Manajemen 

Pemasaran). Jurnal Manajemen Pendidikan Dan Ilmu Sosial, 3(2), 716–727. 

[44] Mariam, S., Aryani, F., Mustikasari, D. S., & Ramli, A. H. (2021). Determinant of Net 

Interest Margin Banking In Indonesia, During The Period 2009 - 20018. Ilomata International 

Journal of Management, 2(4), 300–308. https://doi.org/10.52728/ijjm.v2i4.385 

[45] Mariam, S., Febrian, E., Anwar, M., Sutisna, Imran, B., & Ramli, A. H. (2020). Unique 

Capability for Poultry Distributor Companies. Proceedings of the International Conference on 

Management, Accounting, and Economy (ICMAE 2020), 151(Icmae), 54–58. 

https://doi.org/10.2991/aebmr.k.200915.014 

[46] Mariam, S., Panji Kresna, E., & Ramli, A. H. (2022). The Effect of Diferentiation, Price, 

and Facility on Customers’ Satisfaction (Case Study on Goen Authentic In East Jakarta). 

Majalah Ilmiah Bijak, 19(1), 96–106. https://doi.org/10.31334/bijak.v19i1.2193 

[47] Mariam, S., Putra, A. H. P. K., Ramli, A. H., & Aryani, F. (2023). Analysis of the Effect 

of Debt Level , Market Orientation , and Financial Literacy on Microenterprise Financial 

Performance : The Mediating Role of Consumer Behaviour. ATESTASI: JURNAL ILMIAH 

AKUNTANSI, 6 (2), 469–494. https://doi.org/doi.org/10.57178/atestasi.v6i2.706 : 2621-

1963 : 2621-1505 

[48] Mariam, S., & Ramli, A. H. (2017). Determinan Kinerja Perusahaan pada Distributor 

Unggas di Provinsi DKI Jakarta. Seminar Nasional Cendekiawan Ke 3 Tahun 2017, Buku 2, 

3(2), 413–417. https://doi.org/10.25105/semnas.v0i0.4521 

[49] Mariam, S., & Ramli, A. H. (2023). Pelatihan Dan Pendampingan Membangun Praktik 

Digital Marketing Unggul Untuk Peningkatan Pemasaran UMKM Di Kota Jakarta Barat. 

Indonesian Collaboration Journal of Community Services, 3(4), 379–390. 

https://doi.org/https://doi.org/10.53067/icjcs.v3i4.149 

[50] Marini, S., Rosdiana Aprilia, L., & Sakti Wibawa, I. (2022). Efektivitas Dimensi Electronic 

Word Of Mouth (E-WOM) Di Instagram Terhadap Keputusan Berkunjung Wisatawan. 

Jurnal E-Bis, 6(2), 482–497. https://doi.org/10.37339/e-bis.v6i2.924 

[51] Mehyar, H., Saeed, M., Baroom, H., Afreh, A. L. I. A., & Al-adaileh, R. (2020). The Impact 

of Electronic Word of Mouth on Consumers Purchasing Intention. Journal of Theoretical and 

Applied Information Technology, 98(02). 

[52] Meidiyanty, E., Ramli, A. H., & Mariam, S. (2023). Peran Mediasi Dari Inovasi Karyawan 

Pada Hubungan Antara Internet Banking dan Kinerja Karyawaan. Jurnal Bisnisman: Riset 

Bisnis Dan Manajemen, 5(2), 106–117. 

https://doi.org/https://doi.org/10.52005/bisnisman.v5i2.162 

[53] Miati, I. (2020). Pengaruh Citra Merek (Brand Image) Terhadap Keputusan Pembelian 

Kerudung Deenay (Studi pada Konsumen Gea Fashion Banjar). Abiwara : Jurnal Vokasi 

Administrasi Bisnis, 1(2), 71–83. https://doi.org/10.31334/abiwara.v1i2.795 

[54] Mulyadi, H., Basri, Y. Z., Ramli, A. H., & Takaya, R. (2020). Relationship of Competency 

, Organization Learning On Strategic Change Management and Its Implications on Military 

Sealift Command. International Journal of Business and Management Invention, 9(10), 13–21. 

https://doi.org/10.35629/8028-0910011321 

[55] Naufal, A., & Sari, D. (2017). Pengaruh Electronic Word of Mouth (e-WOM) Terhadap 

Minat Beli Buldalk Bokkeummyeon (samyang) pada masyarakat di Kota Bandung. E-

Proceeding of Management, 4(1), 1–9. 

[56] Nst, V. F. H. (2023). PENGARUH E-WOM TERHADAP KEPUTUSAN PEMBELIAN 

Determinant of 
Customer Purchase 

Decision 

 
 
 
 
 
 

______241 



DENGAN DIMEDIASI CITRA MEREK DAN KEPERCAYAAN MEREK PADA 

INDOMARET CABANG MANDALA BY PASS Oleh: Jurnal Ilmiah Metadata, 5(2), 350–

372. 

[57] Nurcahyani, W., Ramli, A. H., Larasati, A., & Reza, H. K. (2023). Influence Audit Fee , 

Tenure Audit And KAP Rotation On Audit Quality Empirical Study on BUMN Banking 

in Indonesia. Jurnal Ilmiah Akuntansi Kesatuan, 11(3), 613–624. 

https://doi.org/10.37641/jiakes.v11i3.1259 

[58] Nurdiansyah, R., Mariam, S., Ameido, M. A., & Ramli, A. H. (2020). Work Motivation, 

Job Satisfaction and Employee Performance. Business and Entrepreneurial Review, 20(2), 153–

162. https://doi.org/10.25105/ber.v20i2.8006 

[59] Nurdin, S., & Wildiansyah, V. (2021). Peran Mediasi Citra Merek Pada Hubungan Antara 

Electronic Word of Mouth (E-Wom) Oleh Beauty Vlogger Dan Minat Beli Produk 

Kosmetik. Jurnal Sain Manajemen, 3(1), 11. 

[60] Nurfauzi, Y., Taime, H., Hanafiah, H., Yusuf, M., Asir, M., Majenang, S., Jambatan 

Bulan, S., Bina Bangsa, U., Bandung, S., & Makassar, I. (2023). Literature Review: 

Analysis Of Factors Influencing Purchasing Decisions, Product Quality And Competitive 

Pricing Literature Review: Analisis Faktor yang Mempengaruhi Keputusan Pembelian, 

Kualitas Produk dan Harga Kompetitif. Management Studies and Entrepreneurship Journal, 

4(1), 183–188. 

[61] Nurlinda, R. A. (2018). Model Purchase Intention Sebagai Intervening Variable dari 

Kepercayaan, Kemudahan, dan Kualitas Informasi terhadap Keputusan Pembelian di 

Online Shop. Forum Ilmiah, 15, 36–47. 

[62] Nyoko, A. E. L., & Semuel, A. D. D. (2021). Pengaruh electronic word of mouth (e-wom) 

di media sosial facebook terhadap keputusan pembelian. Journal of Management : Small and 

Medium Enterprises (SMEs), 14(1), 63–76. https://doi.org/10.35508/jom.v14i1.3857 

[63] Picaully, M. R. (2018). Pengaruh Kepercayaan Pelanggan Terhadap Niat Pembelian 

Gadget Di Shopee Indonesia. Jurnal Manajemen Maranatha, 18(1), 31–40. 

https://doi.org/10.28932/jmm.v18i1.1094 

[64] Pratama, M. P., Ramli, A. H., & Mariam, S. (2023). Customer Engagement , Customer 

Satisfaction , Customer Commitment And Customer Loyalty. Jurnal Ilmiah Manajemen 

Kesatuan, 11(3), 1437–1452. https://doi.org/10.37641/jimkes.v11i3.2309 

[65] Pratama, R. A., Prasetyo, W. B., & Ramli, A. H. (2023). E-Service Quality, E-Trust, E-

Satisfaction And E-Loyalty In Online Shopping. Jurnal Ilmiah Manajemen Kesatuan, 11(3), 

1377–1388. https://doi.org/10.37641/jimkes.v11i3.2313 

[66] Putra, D. N. G., & Raharjo, S. T. (2021). Analisis Pengaruh Kemudahan Penggunaan, 

Kualitas Layanan, dan Persepsi Manfaat Terhadap Loyalitas Pengguna dengan Kepuasan 

Pengguna Sebagai Variabel Intervening. Diponegoro Journal of Management, 10(1), 1–11. 

[67] Putra Laksana, R., & Ruswanti, E. (2023). The Influece Of Service Quqlity On Customer 

Sastisfcation and Customer Trust And Impaction Repurcase Intention and Site Revition. 

International Journal of Science, Technology & Management, 4(1), 212–216. 

https://doi.org/10.46729/ijstm.v4i1.747 

[68] Putranti, H. R. D., & Pradana, F. D. (2015). Electronic Word Of Mouth (E-WOM), 

Kepuasan Konsumen dan Pengaruh Langsung dan Tak Langsung terhadap Minat Beli 

Konsumen (Studi pada Mahasiswa FEB Untag di Semarang). MEDIA EKONOMI DAN 

MANAJEMEN Vol. 30 No. 1 Januari 2015, 30(1), 101–113. 

[69] Ramli, A. H. (2013). Pengaruh Sistem Penyampaian Jasa terhadap Citra Rumah Sakit 

Swasta Tipe C di Makassar. Media Riset Bisnis & Manajemen, 13(2), 147–168. 

https://doi.org/httphttps://doi.org/10.25105/mrbm.v13i2.1132 

[70] Ramli, A. H. (2020). Employee Innovation Behavior in Health Care. Proceedings of the 

International Conference on Management, Accounting, and Economy (ICMAE 2020), 151(Icmae), 

31–34. https://doi.org/10.2991/aebmr.k.200915.008 

[71] Rizky, A. O., Ramli, A. H., & Mariam, S. (2023). LEADER-MEMBER EXCHANGE , 

COMMUNICATION SATISFACTION , JOB SATISFACTION , EMPLOYEE 

ENGAGEMENT DAN EMPLOYEE PERFORMANCE. JURNAL LENTERA BISNIS, 

12(September), 667–682. https://doi.org/10.34127/jrlab.v12i3.891 

[72] Rumaidlany, D., Mariam, S., & Ramli, A. H. (2022). Pengaruh Brand Image Dan Brand 

Awareness Terhadap Keputusan Pembelian Pada Mc Donald’S Di Palmerah Jakarta Barat. 

Jurnal Lentera Bisnis, 11(2), 102. https://doi.org/10.34127/jrlab.v11i2.567 

[73] Safitri, H. kharisma, Budiraharjo, K., & Mukson. (2022). Pengaruh kesadaran dan citra 

merek terhadap keputusan konsumen pada pembelian buah dan sayur the farmhill 

Determinant of 
Customer Purchase 
Decision 

 
 
 
 
 
 

242______ 



semarang. Jurnal Ekonomi Pertanian Dan Agribisnis (JEPA), 6(3), 795–804. 

[74] Sagita, G., & Wijaya, Z. R. (2022). Penerapan Digital Marketing Sebagai Strategi 

Pemasaran Bakmi Tando 07. Jurnal Ekonomi, Bisnis Dan Manajemen (EBISMEN), 1(3), 24–

31. 

[75] Saputra, S., & Barus, F. M. (2020). PENGARUH ELECTRONIC WORD OF MOUTH 

(e-WOM) DAN CITRA MEREK TERHADAP MINAT BELANJA KONSUMEN DI 

BATAM. Jurnal Ilmiah Manajemen DanBisnis, 5(1), 1–11. 

[76] Sari, P. I. P., & Ramli, A. H. (2023). The Effect Of Leverage , Company Size , Company 

Risk On Tax Avoidance In 2020-2022 Case Study of a Manufacturing Company in the Raw 

Materials Sector. Jurnal Ilmiah Akuntansi Kesatuan, 11(3), 625–636. 

https://doi.org/10.37641/jiakes.v11i3.2074 

[77] Sari, R. M., & Prihartono. (2021). Pengaruh Harga Dan Kualitas Produk Terhadap 

Keputusan Pembelian (Survey Pelanggan Produk Sprei Rise). Jimea, 5(1), 106–113. 

[78] Sari, S. P. (2020). Hubungan Minat Beli Dengan Keputusan Pembelian Pada Konsumen. 

Psikoborneo: Jurnal Ilmiah Psikologi, 8(1), 147. 

https://doi.org/10.30872/psikoborneo.v8i1.4870 

[79] Sinay, S. O., & Hussein, A. S. (2015). Pengaruh Electronic Word Of Mouth (EWOM) 

Terhadap Sikap dan Niat Beli Konsumen Pada Produk The Body Shop dalam Forum 

Female Daily. Jurnal Ilmiah Mahasiswa FEB Universitas Brawijaya, 3(2), 25–3(5), 1689–1699. 

[80] Sinurat, A. E. T., Ramli, A. H., & Purnomo, S. H. (2024). Pengaruh E-Service Quality , E-

Trust , E-Customer Satisfaction Terhadap E-Customer Loyalty Pada Marketplace Shopee. 

Jurnal Bisnisman: Riset Bisnis Dan Manajemen, 5(3), 80–102. 

https://doi.org/https://doi.org/10.52005/bisnisman.v5i03 

[81] Siregar, A. P., Tannady, H., Jusman, I. A., Cakranegara, P. A., & Arifin, M. S. (2022). 

Peran Harga Produk dan Brand Image terhadap Purchase Decision Produk Cold Pressed 

Juice Re.Juve (The Role of Product Price and Brand Image on Purchase Decision of Cold 

Pressed Juice Re.Juve Product). Management Studies and Entrepreneurship Journal, 3(5), 2657–

2665. 

[82] Sitinjak, T. J. R., & Arief, A. R. A. (2022). Pengaruh Citra Merek Dan Promosi Terhadap 

Keputusan Pembelian Produk Uniqlo. Jurnal Ilmiah Akuntansi Dan Keuangan, 5(2), 1132–

1143. 

[83] Sitorus, C. V., & Hidayat, A. M. (2019). Pengaruh Citra Merek dan Kualitas Produk 

Terhadap Minat Beli Iphone Di Bandung Tahun 2019. E-Proceeding of Applied Science, 5(2), 

637–644. 

[84] Situmorang, N., Ramli, A. H., & Reza, H. K. (2023). PENGARUH PENGEMBANGAN 

KARIR TERHADAP TURNOVER INTENTION MELALUI KINERJA KARYAWAN 

YANG DIMODERASI OLEH BUDAYA ORGANISASI. Jurnal Lentera Bisnis, 

12(September), 633–646. https://doi.org/10.34127/jrlab.v12i3.890 

[85] Solihin, D. (2020). Pengaruh Kepercayaan Pelanggan dan Promosi Terhadap Keputusan 

Pembelian Konsumen Pada Online Shop Mikaylaku Dengan Minat Beli Sebagai Variabel 

Intervening. Jurnal Mandiri, 4(1), 38–51. 

[86] Sriyanto, A., & Kuncoro, A. W. (2019). Pengaruh brand ambassador, minat beli dan 

testimoni terhadap keputusan pembelian. Jurnal Ekonomika Dan Manajemen, 8(1), 21–34. 

[87] Steven, J., Ramli, A. H., & Mariam, S. (2023). E-Service Quality , E-Wallet Dan 

Kepercayaan Terhadap Minat Beli Pada Pengguna Pembayaran Non Tunai Aplikasi 

Shopee. Jurnal Ilmiah Manajemen Kesatuan, 11(2), 267–278. 

https://doi.org/10.37641/jimkes.v11i2.1997 

[88] Sukarno, D. B., Umar, H., & Ramli, A. H. (2020). The Effect of Corporate 

Enterpreneurship, Organizational Culture Through Innovation of Firm Performance in The 

Strategic Industry of State Deffense. American Research Journal of Business and Management, 

6(1), 1–5. https://doi.org/10.21694/2379-1047.20008 

[89] Supiati, S., Hafidah, A., & Ramli, A. H. (2021). Analysis of Market Retribution 

Management Systems in Efforts of Increasing Regional Original Income in The Office of 

Pd. Makassar Raya Market, Makassar City. Business and Entrepreneurial Review, 21(1), 23–

46. https://doi.org/10.25105/ber.v21i1.9224 

[90] Sylvia, & Ramli, A. H. (2023). The Relationship of Digital Marketing on Purchase Intention 

with Brand Awareness as a Mediating Variable. Jurnal Ilmiah Manajemen Kesatuan, 11(3), 

1535–1544. https://doi.org/10.37641/jimkes.v11i3.2307 

[91] Takaya, R., Arsil, & Ramli, A. H. (2020). Perceived Organizational Support and Turnover 

Intention. Proceedings of the International Conference on Management, Accounting, and Economy 

Determinant of 
Customer Purchase 

Decision 

 
 
 
 
 
 

______243 



(ICMAE 2020), 151(Icmae), 59–63. https://doi.org/10.2991/aebmr.k.200915.015 

[92] Takaya, R., Ramli, A. H., & Lukito, N. (2019). The effect of advertisement value and 

context awareness value on purchase intention through attitude brands and advertising 

attitude in smartphone advertising. International Journal of Creative Research and Studies, 3(3), 

106–118. http://www.ijcrs.org/issue-details/191 

[93] Tjahyadi, R. A., & Cornellia Stella Mahardhika. (2022). Pengujian Pemasaran Media Sosial 

Terhadap Keputusan Pembelian: Peran Kesadaran Merek Sebagai Variabel Mediasi Pada 

Kosmetik Emina. JRB-Jurnal Riset Bisnis, 5(2), 130–142. 

https://doi.org/10.35814/jrb.v5i2.3130 

[94] Tonida, G. T., & Dimas, H. (2016). ANALISIS PENGARUH ELECTRONIC WORD OF 

MOUTH (e-WOM) TERHADAP MINAT BELI KONSUMEN PADA PRODUK TAS 

DI INSTAGRAM RGFASHION STORE. Universitas Brawijaya Jurnal Ilmiiah Mahasiswa 

FEB, 3, 1–12. 

[95] Utama, R., Basri, Y. Z., & Ramli, A. H. (2020). The Relationship of Service Quality And 

Product Quality on Customer Loyalty with Customer Satisfaction as Mediating on The 

Purchase Of Indonesian Navy Ships. International Journal of Creative Research and Studies, 

4(6), 56–67. 

[96] Utami, P. P., Wilona, K., & Tabitha, C. (2022). Pengaruh Social Media Marketing 

Terhadap Ekuitas Merek E-Commerce Sociolla. Jurnal Ilmu Pengetahuan Sosial, 9(No 1), 

223–238. 

[97] Yulindasari, E. R., & Fikriyah, K. (2022). Pengaruh e-WoM (Electronic Word of Mouth) 

terhadap Keputusan Pembelian Kosmetik Halal di Shopee. Journal of Islamic Economics and 

Finance Studies, 3(1), 55. https://doi.org/10.47700/jiefes.v3i1.4293 

[98] Yunita, D., Nazaruddin, A., & Nailis, W. (2019). Pengaruh Youtube Advertising terhadap 

Brand Awareness dan Purchase Intention. Jurnal Manajemen Dan Kewirausahaan, 7(1). 

https://doi.org/10.26905/jmdk.v7i1.2538 

[99] Yunus, R. R. S., Septyanto, D., & Ramli, A. H. (2023). Analysis of Factors Affecting 

Customer Satisfaction and Customer Loyalty in the Shopee Marketplace. Majalah Ilmiah 

Bijak, 20(2), 293–310. https://doi.org/https://doi.org/10.31334/bijak.v20i2.3427 

[100] Zagoto, Y., & Taryo, T. (2022). Pengaruh Citra Merek Terhadap Keputusan Pembelian 

Pada Aplikasi Shopee Di Wilayah Tangerang Selatan. Jurnal Tadbir Peradaban, 2(1), 21–29. 

https://doi.org/10.55182/jtp.v2i1.100 

[101] Zulviani, M., Akramiah, N., & Mufidah, E. (2019). Pengaruh citra merek dan harga 

Terhadap minat beli produk tas “sophie martin paris.” Jurnal Ekonomi Manajemen Akuntansi 

(Jurnal EMA), 4(1), 1–13. 

 

Determinant of 
Customer Purchase 
Decision 

 
 
 
 
 
 

244______ 


