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ABSTRACT 
The rapid growth in the number of restaurants in the city of Denpasar provides many 
alternative choices for consumers, so they need information as a reference, one of which is 
through social media which can help encourage consumer purchase decision. The large 
number of consumers looking for culinary information on social media has also become an 
opportunity for business people such as restaurants or cafes to share their business on 
social media such as Social media. Through this, the level of competition in the culinary 
business becomes increasingly fierce and various efforts are made by culinary entrepreneurs 
to attract consumers. One of the strategies carried out is in collaboration with culinary media 
@foodbali. The purpose of this study is to shed light on how consumers' trust in brands 
affects the effectiveness of social media marketing and word-of-mouth while making 
decisions about food and drink in Bali. In this study, we collected data from people who 
follow the Social media account @Foodbali. The sample size is 128, and the sampling 
technique is purposive sampling, which is not based on probability. The data is gathered 
through the use of a Google Form questionnaire that is shared throughout various social 
media platforms. Structural Equation Modeling (SEM) using Partial Least Square (PLS) is the 
method used to analyze the data in this study. According to the findings, there is a positive 
and statistically significant connection between social media marketing and consumer 
spending, as well as between electronic word of mouth and consumer spending, social 
media marketing and brand trust, electronic word of mouth and brand trust, brand trust and 
consumer spending, and social media marketing and brand trust. Based on the results of this 
research, it is hoped that the results of this research will be able to increase the development 
of marketing management knowledge, especially related to consumer behavior, as well as 
become a reference for marketers and entrepreneurs in the culinary sector to further 
increase the application of social media marketing, EWOM, brand trust in collaboration with 
foodblogger culinary information media so that can improve consumer purchase decision. 
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Consumers are always active in various activities such as making friends, creating 
content and sharing information, experiences and opinions on social media in this era of 
globalization. One of the social media that is in great demand in Indonesia is Social media. 
Social media can be used as promotional or advertising media, including Social media. 
Social media is not a photo application, but rather a new way of communicating through 
images and videos (Kolter and Keller, 2012). Social media is often used for promotional or 
advertising purposes by business people. Based on a survey from Hootsuite We Are Social, 
in 2022, the Social media platform in Indonesia will rank second (84.8 percent) after 
WhatsApp (88 percent). 

Social media technology helps consumers to gain access to information quickly and 
easily. One piece of information that can be sought is recommendations or references for 
culinary places or culinary products. Through social media, consumers can obtain product or 
culinary recommendation information that can influence culinary purchase decision. 

Social media in this digital era can help improve purchase decision, influence 
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consumer behavior and encourage consumers to buy products. The large number of 
consumers looking for culinary information on social media is also an opportunity for 
producers or business people such as restaurants or cafes to share their business on social 
media. The development of the culinary business, especially in Bali, can be seen from the 
increase in the number of restaurants in Bali every year obtained from data from the Central 
Statistics Agency. 

Data from the Central Statistics Agency (BPS), the number of restaurants will reach 
3,868 and will be spread throughout Bali in 2021. This data does not include businesses that 
are not officially registered, so it can be believed that the number of culinary businesses in 
Bali province is actually much higher. The many cafes popping up and new restaurants in 
Bali can provide that alternative culinary choices for potential consumers. This situation 
allows companies to attract consumers to make and influence culinary purchase decision. 
This research was carried out in Bali Province with a focus on the city of Denpasar. The 
development of the culinary business, especially in Denpasar, can be seen from data on the 
number of restaurants or eateries in 2022 obtained from data from the Denpasar City 
Tourism Office. 
 

Table 1 – Number of Restaurants / Restaurants in Denpasar City in 2022 
 

Type of business Number of Restaurants / Restaurant 

Restaurant 539 
Restaurant 407 
Bar 6 
Café 63 
Catering Catering Services 172 
Food Sales Center 2 
  
 

Source: Denpasar City Tourism Office, 2022. 

 
This research was conducted in Denpasar City because Denpasar is the capital of Bali 

province with a total of 1189 restaurants spread throughout Denpasar. This data does not 
include businesses that are not officially registered, so it can be believed that the number of 
culinary businesses in the city of Denpasar is much higher. This indicates that the city of 
Denpasar has many potential consumers for this research. 

The proliferation of culinary businesses makes competition increasingly fierce, so every 
business actor must maximize their ideas and creativity to produce products that are in 
demand by consumers through promotions on social media. One way to produce stronger 
message consistency in the current era is through social media with third party 
intermediaries. Third party here means a person or group of people who are considered as 
artists, influencers, celebs, bloggers, YouTubers, and so on (Puspita & Hendrayati, 2018). 
They are someone who has a following on social media and they have a strong influence on 
their followers. Many business people use it to support the introduction of sales products. 
One of them is a blogger in the culinary field or often called a food blogger. 

Food Bloggers are used to providing reviews of culinary products from street food, 
homemade food, canteens or small food stalls, indie cafes to restaurants located in star 
hotels (Puspita & Hendrayati, 2018). The large number of culinary accounts makes it difficult 
for consumers to make choices and the information spread on social media. Social media 
makes it easier for people to read information from food bloggers and can influence readers 
to follow their recommendations (Hanifati (2015: 153). 

Currently, there are many Social media accounts that contain culinary information 
content in Bali, one of which is @Foodbali. @Foodbali is an Social media account based on 
culinary information content accompanied by pictures and videos about culinary matters in 
Bali, especially Denpasar. Through this Social media account, followers can easily search for 
culinary information in Bali. Because currently many Social media accounts have emerged 
that specifically upload photos and information about culinary delights in Bali. The large 
number of followers on a Social media account can influence other followers to trust that 
account. The number of food bloggers in Bali is shown in Table 2. 
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Table 2 – List of Food Bloggers in Bali 
 

Social media account Number of followers 

@deliciousbali 430,000 
@nomnombali 221,000 
@foodbali 218,000 
@kulinerdenpasar 110,000 
@ balifoodie.official 98,100 
  
 

Source: Processed data, 2022. 

 
Table 2 shows that the @Foodbali account is in third place with the highest number of 

followers in Bali. The @Foodbali account was chosen because it is relatively old with active 
and consistent posts since 2014, with 218 thousand followers. In Table 1, there is the 
@nomnombali account, which was also founded in the same year as @Foodbali, namely 
2014, but the @nomnombali account has more followers. There are several methods that are 
not being well applied by @Foodbali, which is resulting in a lesser number of followers 
compared to @nomnombali. These strategies should be reevaluated and given more 
attention. 

Content consisting of photographs or films showcasing food from cafés, restaurants, 
food stalls, and traditional Balinese cuisine @Foodbali is an information platform that utilizes 
its Social media account to effectively convey promotional messages about client items. The 
aim is to persuade its followers to make informed decisions when purchasing culinary 
products. An Social media social media management plan is essential for effective product 
communication, particularly for marketing services conducted by the food blogger 
@Foodbali. 

Social media marketing is a strategy that leverages social media platforms to promote, 
persuade, and enhance customer awareness of specific products or services with the aim of 
achieving specific goals and expectations in the economic and social domains (Salvation and 
Sorooshian, 2018). The examination of consumer behavior in monitoring social media, 
particularly Social media, presents a significant possibility for using Social media in the 
execution of social media initiatives. Marketing through electronic word-of-mouth (EWOM) 
may be effectively achieved by using a social media marketing plan that focuses on 
distributing culinary reviews and customer testimonials. Electronic word of mouth 
encompasses customers' experiences with purchasing products or using services. EWOM, 
also known as electronic word of mouth, refers to statements made by real, potential, or past 
consumers about a product or company. These statements are accessible to individuals or 
organizations over the internet (Wijaya, 2014). Consumers will assess the product when 
information is shared via electronic word-of-mouth (EWOM). The reference is Zhang et al. 
(2010). Online media facilitates social communication by enabling customers to automatically 
communicate their experiences with the items or services they acquire throughout the 
shopping process (Kamtarin, 2012). Purchase decision refer to the process of customers 
making choices regarding the acquisition of products or services available in the market 
(Ansari et al., 2019). 

Having reviews from virtual consumers can increase other consumers' trust in a 
product, rather than direct promotions carried out by companies or business people. 
Consumers who have a satisfied experience tend to describe the experience in great detail. 

Positive EWOM references are one effort to build trust in the brand (Jansen et al., 
2009). Building brand trust is important for consumers to retrieve and assess information 
from products (Ahmed & Ahmad, 2014). EWOM determines trust in a brand. Brand trust is 
customer confidence in relying on a brand with the hope that the brand will provide results 
that match their expectations (Kotler & Keller, 2016). 

Brand trust is related to consumers' positive expectations of a product, where 
consumers already know what risks they will face from the product (Lau & Lee, 1999; 
Setyawan et al., 2015). Brand trust refers to consumer expectations that a brand is able to 
fulfill what consumers expect (Amron, 2018). Trust in a brand has a huge influence on brand 
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sustainability, because if a brand is no longer trusted by consumers, it will be difficult for 
products with that brand to develop in the market (Dewi & Sudiksa, 2019). Brand trust will 
determine consumer purchases of the brand, and trust will have the potential to create high-
value relationships (Wulandari, 2015). 

The development of restaurants and culinary businesses in Bali means that consumers 
have many choices, so they need information that can be trusted as a preventive measure. 
In the current digital era, the way to obtain information has shifted from print media to 
electronic media, one of which is through social media like Social media to get information, 
and there is EWOM, which can influence purchase decision. The existence of brand trust is 
also an additional value that can influence purchase decision. 

Apart from gaps in research, there are differences in the results of previous research. 
Several previous studies conducted by Gabriella et al. (2019) shows that social media 
marketing and electronic word of mouth have a significant influence on purchase decision. 
Previous research from Furyanah et al. (2021), and Muslim (2018) show that social media 
does not have a significant influence on purchase decision, even though currently social 
media is considered a means that can influence people's purchase decision because of 
social media. This research is still limited to the dissemination of product information. 

Research by Luthfiyatillah, et al (2020), Prastuti (2020), Arta and Yasa (2019) on 
EWOM can have significant or insignificant effects. Inconsistent research results between 
social media marketing and EWOM on purchase decision is a research gap, so to fill the 
research gap the brand trust variable is used as mediation because usually consumers will 
make purchases if they trust a brand or culinary place to avoid risks. This is in line with 
research conducted by Hanayha (2022) that brand trust mediates the relationship between 
media marketing and consumer purchase decision. 

The social media marketing strategy of sharing reviews and culinary reviews is also 
able to create effective marketing through EWOM. Through research gaps and support from 
previous research, this research aims to find out and explain the role of brand trust in 
mediating the influence of social media marketing and EWOM on purchase decision in Bali. 
Based on the support of this research and research gap, it is important to conduct research 
to discuss "The Role of Brand Trust in Mediating Social Media Marketing and EWOM on 
Culinary Purchase decision in Bali (for Social media followers @Foodbali)". 

Based on the background and literature review, the hypothesis formulated: 

 H1: Social Media Marketing has a positive and significant effect on purchase decision; 

 H2: Electronic Word of Mouth has a positive and significant effect on purchase 
decision; 

 H3: Social Media Marketing has a positive and significant effect on Brand Trust; 

 H4: Electronic Word of Mouth has a significant effect on Brand Trust; 

 H5: Brand Trust has a significant effect on Purchase decision; 

 H6: Social Media Marketing has a positive and significant effect on Purchase decision 
through Brand Trust; 

 H7: EWOM has a positive and significant effect on purchase decision through Brand 
Trust. 

 

 
 

Figure 1 – Research Model 
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METHODS OF RESEARCH 
 
This research is quantitative research in associative form. Quantitative research is research 
based on the assumption that a symptom can be classified, and the relationship between 
symptoms is causal (cause-effect), while associative relationships are allegations of a 
relationship between variables in the population to be tested (Sugiyono, 2021:65). This 
research took place in Bali Province, Denpasar City. Considerations for research carried out 
in Bali Province, based on data on the number of restaurants from the Central Statistics 
Agency for the period 2017-202 2 experienced an increase. This research also uses 
research samples of people who use Social media and follow Social media @Foodbali and 
have made culinary purchases. This research was conducted over a period of approximately 
3 months. 
The study's population consists of followers of the Social media account @Foodbali. The 
population size of this investigation is indeterminate or incalculable. The sample for this study 
was drawn from customers who were followers of the @Foodbali account and had made a 
purchase at least once after viewing posts from @Foodbali. The respondents are residents 
of Denpasar City and are required to have at least a high school education or its equivalent. 
This educational requirement is necessary to ensure that the respondents have the 
necessary understanding of the questionnaire's contents. 
Non-probability sampling methods are used to determine the sample. Purposive sampling, in 
which participants are chosen on the basis of predetermined criteria, is used in this study 
(Sugiyono, 2021:131). Here are the parameters we used to pick our sample: (1) A high 
school diploma or its equivalent is required of all applicants, and all applicants must be at 
least 17 years old. The following are the criteria that will be used to choose respondents: 
Participants must meet all of the following criteria: (1) have a minimum age and education 
level that allows them to understand the questionnaire; (2) live in Denpasar City; (3) be 
regular Social media users who follow the @Foodbali account; and (4) have made at least 
one gastronomic purchase after seeing a post from @Foodbali.. The determination of the 
sample size is established based on the conditions outlined by Hair et al. (2010:102). The 
minimum number of samples collected is 5-10 times more than the number of parameters 
employed in the study (Hair et al., 2010:102). Therefore, The research utilized a sample size 
of 128 respondents, which was derived from the total number of indicators in the study, 
namely 16 indicators multiplied by 8 parameters. The data was gathered using a 
questionnaire administered as a Google Form and delivered to respondents via various 
social media platforms such as Whatsapp, Social media, and email. The research utilized a 
questionnaire as the instrument for data collection, administered to 128 respondents. To 
ensure its suitability, the questionnaire underwent validity and reliability testing. The research 
included descriptive analysis using SPSS and Structural Equation Modeling (SEM) based on 
Partial Least Square (PLS). 
 

RESULTS AND DISCUSSION 
 

As presented in sample determination, the number of respondents was 128 Social 
media followers @Foodbali in the city of Denpasar. In Table 3, the respondent profile is 
presented based on several demographic variables such as age, gender and occupation of 
the respondent. 

Table 3 displays the age distribution of respondents. It reveals that the majority of 
respondents fall within the age range of 22-30 years, accounting for 65.6% of the total. 
Conversely, those beyond the age of 40 constitute the smallest proportion, at 10.2%. Judging 
from gender, it shows that the number of male respondents was 42.2% and female 57.8%, in 
terms of percentage there were more female respondents than male. Respondents' 
education is at least high school and the majority of respondents' occupations are private 
employees (31.3%), there are respondents who are students (28.9%), others (19.5%), self-
employed (15.6%), civil servants (3.1%), and BUMN (1.6%). Most of the respondents who 
have worked indicate that their perception in answering is more effective. 
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The majority of respondents in this study had an income of Rp. 2,000,001 – Rp. 6,000,000 as 
many as 54 people with a percentage of 42.2 percent. Next followed by respondents with an 
income of IDR 6,000,001 – IDR. 3,000,000 as many as 25 people with a percentage of 19.5 
percent. Respondent characteristics data in table 2 shows that @Foodbali followers in this 
study are women, aged 22-30 years, private employees and earn IDR 3,000,001 – IDR 
6,000,000. 
 

Table 3 – Respondent Demographic Profile 
 

No. Characteristics Classification Number of Respondents Percentage (%) 

1. Age 

17-21 Years 16 12.5 
22-30 Years 84 65.6 
31-40 Years 15 11.7 
>40 Years 13 10.2 
Amount 128 100 

  Man 54 42.2 
2. Gender Woman 74 57.8 
  Amount 128 100 

3. Work 

Student / Student 37 28.9 
Civil servants 4 3.1 
Private employees 40 31.3 
BUMN 2 1.6 
Self-employed 20 15.6 
Other 25 19.5 
Amount 128 100 

     

3.  Income < Rp. 1,000,000 
Rp. 1,000,000 – Rp. 3,500,000 
Rp. 3,500,001 – Rp. 6,000,000 
Rp. 6,000,001 – Rp. 9,000,000 
> Rp. 9,000,000 
Amount 

15 
20 
54 
25 
14 
128 

11.7 
15.6 
42.2 
19.5 
11 
100 

 

Source: Processed primary data, 2023. 

 
At this point, it is crucial to take into account three specific values: convergent validity, 

discriminant validity, and composite reliability. Convergent validity is employed to ascertain 
which instrument items may serve as indicators for all latent variables. The test outcomes are 
evaluated using the factor loading (outer loading) value of the construct indicators. 

The following are the results of convergent validity testing using indicators of social 
media marketing, EWOM, brand trust and purchase decision which are presented in Table 4. 
 

Table 4 – Covergent Validity Test Results 
 

Indicator Outer Loading p-values Information 

X 1.1.1 0.763 0,000 Valid 

X 1.1.2 0.781 0,000 Valid 

X 1.2.1 0.794 0,000 Valid 

X 1.2.2 0.832 0,000 Valid 

X 1.3.1 0.810 0,000 Valid 

X 1.3.2 0.732 0,000 Valid 

X 2.1 0.735 0,000 Valid 

X 2.2 0.830 0,000 Valid 

X 2.3 0.785 0,000 Valid 

X 2.4 0.864 0,000 Valid 

X 2.5 0.795 0,000 Valid 

Y 2.1 0.792 0,000 Valid 

Y 2.2 0.863 0,000 Valid 

Y 2.3 0.845 0,000 Valid 

Y 2.4 0.827 0,000 Valid 

Y 1.1.1 0.749 0,000 Valid 

Y 1.1.2 0.811 0,000 Valid 

Y 1.2.1 0.851 0,000 Valid 

Y 1.2.2 0.819 0,000 Valid 

Y 1.3.1 0.779 0,000 Valid 

Y 1.3.2 0.815 0,000 Valid 

Y 1.4 0.778 0,000 Valid 
 

Source: Processed primary data, 2023. 
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All variable indicators with outer loading values greater than 0.05 and p-values less 
than 0.05 are shown in Table 4 of the convergent validity assessment. As a result, all of the 
indicators used to measure the variables in this study are credible and meet convergent 
validity standards. 

Comparing the correlation between a given variable and the other variables in the 
model with the square root of the average variance extracted (AVE) for each variable is a 
technique for evaluating discriminant validity. When the correlation between a given variable 
and all the other variables in the model is smaller than the square root of the average 
variance extracted (AVE), we know that the model is discriminantly valid. Discriminant 
validity test outcomes are shown in Table 5. 
 

Table 5 – Discriminant Validity Test Results 
 

Research variable AVE AVE 

Correlation 

Social Media 
Marketing (X1) 

Electronic Word of 
Mouth (X2) 

Buying decision 
(Y1) 

Brand Trust 
(Y2) 

Social Media 
Marketing (X1) 

0.618 0.786 1,000 0.948 0.954 0.945 

Electronic Word of 
Mouth (X2) 

0.645 0.803 0.948 1,000 0.947 0.952 

Buying decision (Y1) 0.642 0.833 0.954 0.947 1,000 0.949 

Brand Trust (Y2) 0.693 0.801 0.945 0.952 0.949 1,000 
 

Source: Processed primary data, 2023. 

 
The discriminant validity test findings, as shown in Table 5, demonstrate that the 

Average Variance Extracted (AVE) value is more than 0.05. Furthermore, the correlation 
coefficient for each variable exceeded the correlation coefficient between variables. These 
results suggest that the latent variable indicators demonstrate superior performance 
compared to the indicators of other hidden variables. Thus, it may be affirmed that the data in 
this research has met the requisite standards. 

Ghozali (2018:61) defines reliability as a metric used to assess the consistency of a 
questionnaire, serving as an indication of a variable or construct. A questionnaire is 
considered trustworthy if an individual's responses to claims remain constant or stable over a 
period of time. Ghozali (2018:62) defines a variable as dependable if the Cronbach Alpha 
value exceeds 0.70. The sample employed to assess the instrument's reliability comprised 
30 respondents. The reliability test results are displayed in table 6. 
 

Table 6 – Composite Reliability Test Results 
 

No. Variable Cronbach's Alpha Composite Reliability Information 

1. Social Media Marketing 0.876 0.906 Reliable 

2. Electronic Word of Mouth 0.861 0.900 Reliable 

3. Brand Trust 0.852 0.900 Reliable 

4. Buying decision 0.907 0.926 Reliable 
 

Source: Processed primary data, 2023. 

 
Table 6 presents the test findings, which include the Cronbach's Alpha and Composite 

Reliability values for all builds. These values were higher than 0.70 to guarantee that all 
variables in this research meet the composite reliability criteria. 

Study was undertaken to assess the relationship between the significant value of the 
construct and the R-square of the research model, using an evaluation of the inner model or 
structural model. The R-square value measures the amount of variation in the dependent 
variable that can be accounted for by the independent variables. Falk & Miller (1992) 
categorize R-square into four separate types. The four categories are as stated: If the R-
square value is greater than 0.67, it is classified as high. If the R-square value is between 
0.33 and 0.67, it is classified as sufficient or moderate. If the R-square value is between 0.19 
and 0.33, it is classified as low or weak. Lastly, if the R-square value is less than 0.19, it is 
not regarded acceptable. 
 



Eurasia: Economics & Business, 12(78), December 2023 
DOI https://doi.org/10.18551/econeurasia.2023-12 

15  

Table 7 – R-square value 
 

Construct R-square 

Brand Trust 0.924 

Buying decision 0.936 
 

Source: Processed primary data, 2023. 

 
The R-square value of the Brand Trust variable is 0.924, as shown in Table 7. This 

indicates that 92.4 percent of the variation in the Brand Trust concept can be accounted for 
by the Social Media Marketing and Electronic Word of Mouth factors, whilst the remaining 7.6 
percent of the Brand Trust factor is attributed to other variables not included in the model. 
Similarly, the Purchase Decision variable exhibits a high R-square value of 0.936. The Social 
Media Marketing, Electronic Word of Mouth, and Brand Trust variables account for 93.6 
percent of the variability in the Purchase Decision construct. The remaining 6.4 percent of 
the Purchase Decision variable is attributed to additional factors not included in the model. 
According to Table 6, the predicted prevalence value may be computed using the following 
method – 98.2 %. 
The Q 2 value obtained in this study was 0.982 or 98.2 percent, thus it can be concluded that 
the model in this study has a relevant predictive value because it explains the information in 
this study. 
The computed parameters hold valuable insights on the correlation between study variables. 
The subsequent section describes the outcomes of direct impact testing and mediating 
variable testing. This study used a Partial Least Squares (PLS) analytical methodology to 
examine the previously mentioned research hypothesis. Figure 2 displays the findings of the 
analysis conducted using the empirical research model. 
 

 
 

Figure 2 – PLS Analysis Results (Source: Data processed, 2023) 

 
According to Figure 2, the variable of social media marketing has a significant impact 

on purchase decision, shown by a coefficient of 0.421. The variable of electronic word-of-
mouth (EWOM) has a significant impact on purchase decision, as indicated by a coefficient 
of 0.249. The social media marketing variable has a significant impact on the brand trust 
variable, with a correlation of 0.425. The variable of electronic word-of-mouth (EWOM) has a 
significant impact on brand trust, as indicated by a coefficient of 0.549. The variable of brand 
trust has a direct impact on purchase decision, with a correlation of 0.315. The findings of 
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bootstrapping in this research are displayed in Figure 3, while the results of the direct effect 
test between variables can be found in Table 8. 
 

 
 

Figure 3 – Boostrapping Source: Data processed (2023) 

 
Hypothesis testing involves examining the t-statistic values and p-values. If the value of 

the t-statistic is more than or equal to the value of the t-table or if the p-value is less than 
0.05, then the null hypothesis (H0) is rejected and the alternative hypothesis (H1) is 
accepted. The outcomes of the direct causation examination between variables are 
displayed in table 8. 
 

Table 8 – Direct Effect Test Results 
 

Construct Path Coefficient T-statistics p-values Information 

X1_ Social Media Marketing -> Y2_Purchase Decision 0.421 4,925 0,000 Accepted 

X2_E-WOM -> Y2_Purchase Decision 0.249 2,800 0.005 Accepted 

X1_ Social Media Marketing -> Y1_ Brand Trust 0.425 4,843 0,000 Accepted 

X2_E-WOM -> Y1_ Brand Trust 0.549 6,306 0,000 Accepted 

Y1_ Brand Trust -> Y2_Purchase Decision 0.315 3,391 0.001 Accepted 
 

Source: Processed primary data, 2023. 

 
Table 7 displays the outcomes of the direct influence examination for each variable. 

The social media marketing factors have a significant impact on purchase decision, as 
shown by a t-statistic value of 4.925, which above the critical value of 1.96, and a p-value of 
0.000, which is less than the significance level of 0.05. Therefore, we may conclude that the 
alternative hypothesis (H1) is accepted. The path coefficient for the variable of social media 
marketing on purchase choices is 0.421. This indicates that for every one unit increase in 
social media marketing, there is an expected rise of 0.421 in purchase decision, providing all 
other variables remain constant. 

The electronic word of mouth variable has a significant impact on purchase decision, 
as indicated by a t-statistic value of 2,800 which above the critical value of 1.96, and a p-
value of 0.005 which is less than the significance level of 0.05. Therefore, we may conclude 
that H2 is accepted. The path coefficient for the electronic word of mouth variable on 
purchase choices is 0.249. This indicates that a one-unit increase in electronic word of mouth 
can lead to a 0.249 increase in purchase decision, providing all other variables remain 
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constant. 
The t-statistic value of 4.843 for the effect of social media marketing factors on brand 

trust is greater than the critical value of 1.96 from the t-table, and the p-value of 0.000 is less 
than the significance level of 0.05. Therefore, we may conclude that H3 is accepted. The 
path coefficient for the variable of social media marketing on brand trust is 0.425. This 
indicates that for every one unit rise in social media marketing, brand trust is expected to 
grow by 0.425 units, providing all other factors remain constant. 

The electronic word of mouth variable has a significant impact on brand trust, as 
indicated by a t-statistic value of 6.306, which above the critical value of 1.96, and a p-value 
of 0.000, which is less than the significance level of 0.05. Therefore, we may conclude that 
H4 is accepted. The path coefficient value for the variable of electronic word of mouth on 
brand trust is 0.549. This indicates that a one-unit rise in electronic word of mouth may lead 
to a 0.549 increase in brand trust, providing all other factors remain constant. 

The brand trust variable has a significant impact on purchase decision, as indicated by 
a t-statistic value of 3.391, which exceeds the critical value of 1.96 from the t-table, and a p-
value of 0.001, which is lower than the significance level of 0.05. Therefore, we may 
conclude that H5 is accepted. The path coefficient for the brand trust variable on purchase 
decision is 0.315. This indicates that a one-unit increase in brand trust is associated with a 
0.315 increase in purchase decision, assuming all other variables remain constant. 

The Sobel test is designed to ascertain the impact of intervening variables or factors. 
The brand trust variable serves as the mediating variable in this investigation. 

Sobel test 
This is achieved by assessing the potency of the indirect impact of the independent 

variables (X) on the dependent variable (Y) via the intermediary variable (M). 
If the Sobel test yields a value greater than or equal to 1.96, with a significance level of 

5%, it can be concluded that the variable mediates the relationship between the independent 
variable and the dependent variable. 

Based on the results of the direct influence test in table 7, a value is obtained 
 

Z =  
ab

 (b2SEa
2) + (a2SEb

2)

= 2,773 

 
The Sobel test results obtained a result of 2, 773 > 1.96. This means that the brand 

trust variable is sure to mediate the influence of social media marketing on buyer decisions. 
The influence of EWOM on purchase decision is mediated by brand trust: 

 

Z =  
ab

 (b2SEa
2) + (a2SEb

2)

= 2,985 

 
The Sobel test results obtained a result of 2, 985 > 1.96. This means that the brand 

trust variable is sure to mediate the influence of electronic word of mouth on buyer decisions. 
 

DISCUSSION OF RESULTS 
 

The statistical research reveals that social media marketing exerts a favorable and 
substantial impact on purchase decision. Consequently, the presence of captivating material 
on Social media will enhance customers' inclination to make purchase decision. The social 
media marketing efforts undertaken by @Foodbali, including the creation and distribution of 
engaging content as well as the establishment of relationships, may enhance customers' 
purchase decision, impact their behavior, and stimulate their inclination to make purchases. 
This suggests that a higher quality of social media marketing will result in improved purchase 
decision. The findings of this study provide additional support to the research conducted by 
Mileva and Fauzi (2018), Irfan et al. (2017), Simbolo et al. (2022), Sagita (2021), Linianti 
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(2018), Ardiansyah and Sarwoko (2020), Pratiwi and Yasa (2019), Ansari et al. (2019), Haudi 
et al. (2022), and Gabriella et al. (2022). These studies collectively demonstrate that social 
media marketing exerts a significant impact on consumer purchase decision. 

This validates the SR Theory, which elucidates the influence on the recipient resulting 
from communication. If the stimulus is deemed unsatisfactory, it signifies that the stimulus 
lacks efficacy in affecting the individual. Social media communications that provide 
information and have the power to motivate people to make purchases. According to the data 
on the respondents' characteristics, the majority of participants in this study were between 
the ages of 22 and 30. These individuals showed a high level of adaptability to technology, 
particularly in their use of social media. As a result, they were able to easily access and 
absorb information. Additionally, some of the respondents were already employed and 
earning an income ranging from Rp. 3,000,001 to Rp. 6,000,000. This higher income level 
increased their likelihood of making purchases related to culinary experiences. 

According to the research conducted by Hardey (2011), Mileva and Fauzi (2018), 
Zanjabila and Hidayat (2017), Kambali and Masitoh (2021), and Nurfitriani (2016), there is a 
positive correlation between the effectiveness of social media marketing and the quality of 
purchase decision. Consumer Behavior Theory refers to the actions and decisions made by 
individuals as they seek, purchase, utilize, evaluate, and decide on items, services, and 
ideas. The consumer behavior model is evident in the process by which consumers make 
purchase decision, facilitated by @Foodbali's social media marketing strategies, which 
involve generating captivating content, disseminating it, and establishing connections that aid 
consumers in enhancing their purchase decision, influencing their behavior, and stimulating 
purchases. 
 
The influence of EWOM on purchase decision 

The statistical study results indicate that electronic word-of-mouth (EWOM) has a 
favorable and substantial impact on consumers' purchase choices. Consequently, customers 
take into account Electronic Word-of-Mouth (EWOM) while making decisions about their 
culinary purchases. shoppers can access information by consulting evaluations from fellow 
shoppers who have already made purchases. Consumers mostly rely on the EWOM 
variable, namely by seeking out recommendations from other followers in the comments 
section of the @Foodbali Social media account, in order to make purchase decision. This 
validates that SR Theory accurately explains the effect on the receiver resulting from 
communication. If the stimulus is deemed unsatisfactory, it indicates that the stimulus lacks 
efficacy in exerting influence on the subject. The act of reviewing information on culinary 
items by followers of @foodbali who have made purchases can encourage other followers to 
make purchase decision. 

According to the data on respondent characteristics, the majority of participants in this 
study were between the ages of 22 and 30. These individuals exhibited a high level of 
adaptability to technology, particularly in their use of social media. As a result, they were able 
to easily access information. Additionally, some respondents were employed and had a 
steady income, which increased their likelihood of making culinary purchases. Electronic 
Word of Mouth (EWOM) provides responders with information that effectively fulfills 
consumer expectations. 

Discoveries This aligns with the findings of Noviandini and Yasa's (2021) investigation. 
The variable E WOM exerts a favorable and statistically significant impact on consumer 
buying behavior. Traveloka operates in Denpasar. Consumer purchase decision will increase 
in proportion to the quality of the electronic word-of-mouth (EWOM) information 
disseminated. Studies conducted by Komalasari and Marjito (2019), Prasad et al. (2017), 
Turkyilmaz (2018), Wahyudi (2018), Desceria (2020), Gultom (2021), Tjhin, Aini (2019), 
Diantari and Jokhu (2021), Syahrivar and Ichlas (2018) have found that electronic word-of-
mouth (e-WOM) has a favorable impact on consumers' purchase decision. 
 
The influence of social media marketing on brand trust 

The statistical research findings indicate that brand trust is positively and significantly 
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influenced by social media marketing. By employing social media marketing strategies, such 
as generating captivating content, distributing material, and establishing relationships, 
@Foodbali may enhance trust in its service brand. This validates the SR Theory, which 
explains how the reception of stimulus communication through social media, in the form of 
information messages with captivating content, interactive design, regular updates, quick 
accessibility, and the discovery of new networks, can have an impact on brand trust. 
Consumer Behavior Theory is influenced by two primary sources of information: the 
company's marketing efforts, including product offerings, pricing, promotions, and distribution 
channels, and external influences from the environment, such as family, friends, neighbors, 
classmates, and both official and unofficial sources. In the culinary sector, entrepreneurs 
collaborate with @Foodbali services through social media marketing strategies, such as 
creating engaging content, sharing information, and building connections, all of which 
contribute to enhancing brand trust. According to the data on respondent characteristics, the 
majority of participants in this study were between the ages of 22 and 30. These participants 
shown a high level of adaptability to technology, particularly in their use of social media. As a 
result, they were able to effectively absorb knowledge and were actively engaged in social 
media usage. 

The findings of this study align with the research carried out by Sohail et al. (2020), 
Hanaysha (2022), Tong (2020), Saadah (2021), Zafar et al. (2021), Hafez (2021), Wottrich et 
al. (2017), Gultom (2021), Sanjaya and Budiono (2021), and Rachmadhaniyati and Sanaji 
(2021), which also provide evidence that social media marketing positively influences brand 
trust. 
 
The influence of EWOM on brand trust 

The statistical study results indicate that electronic word-of-mouth (EWOM) has a 
favorable and substantial impact on brand trust. Electronic Word-of-Mouth (EWOM) is a 
factor that customers take into account while making decisions about culinary products. 
buyers can get information by perusing reviews from fellow buyers who have already made 
purchases. This validates that the SR Theory elucidates the influence on the receiver 
resulting from communication. If the stimulus is deemed unacceptable, it signifies that the 
stimulus lacks efficacy in affecting the individual. The stimulus takes the form of information 
messages that evaluate @Foodbali followers through social media, which has an impact on 
the faith in the business. Potential buyers will peruse the remarks left by existing followers 
before making a purchase decision. Conversely, engaging in discussions with other followers 
might impact the credibility of the @Foodbali brand. 

Consumer Behavior Theory refers to the study of how customers make decisions while 
purchasing items. One aspect of this theory is the influence of Electronic Word of Mouth 
(EWOM), which involves consumers expressing favorable opinions about products through 
social media. This kind of communication has the potential to impact consumer trust. High-
quality information obtained from social media platforms can enhance customer trust and 
mitigate perceived risks associated with unfamiliar direct shopping experiences, hence 
benefiting consumers. When making a purchase, several factors influence consumer 
behavior and motivate customers to make a purchase. 

The results of this study corroborate the research conducted by Lestari and Gunawan 
(2021), which includes both favorable and unfavorable remarks made by current consumers 
to provide fresh information about items to potential consumers over the internet. Yunikartika 
and Harti (2022) conducted more study on the quality of electronic word-of-mouth (E WOM). 
They found that E WOM that is relevant, accurate, comprehensive, and collected from the 
Social media account @carubanmangan can enhance customer confidence. 

The findings of this study align with the research conducted by Annisa (2016), Serra-
Cantallops et al. (2018), Anaya-Sánchez et al. (2020), Yusuf et al. (2018), Nuseir (2019), 
Ismagilova et al. (2021), Wiraandryana et al. (2021), Triani Wahyuni Dewi & Nurcaya (2020), 
Putri & Rahyuda (2021), Dewi & Giantari (2020), Krisnawan & Jatra (2021), Wiraandryana & 
Sri (2021), and Saputra & Wardana (2020). Electronic Word of Mouth (EWOM) exerts a 
favorable impact on brand trust, demonstrating its significance. 
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The influence of brand trust on purchase decision 
The statistical analysis findings indicate that brand trust exerts a favorable and 

substantial impact on purchase decision. Consumers take into account brand trust when 
making purchase decision, since they rely on the @Foodbali service brand to mitigate any 
hazards. The higher the level of confidence in the @Foodbali brand, the more likely 
consumers are to believe the information presented and make buying decisions. This 
validates the notion that the Consumer Behavior Theory pertains to the actions exhibited by 
customers when making buying choices, specifically in relation to their trust in the brand 
@Foodbali. The information disseminated by @Foodbali instills a feeling of assurance and 
confidence in consumers when making their purchasing selections. When customers have 
never made direct purchases, placing trust in a brand can diminish their sense of risk. This, 
in turn, aids consumers in making purchase decision, influences their behavior, and 
ultimately encourages them to buy. 

This discovery aligns with the investigation carried out by Noviandini & Yasa (2021) 
which demonstrates that brand trust exerts a favorable and noteworthy impact on the 
purchasing choices of Traveloka consumers in Denpasar. This demonstrates a positive 
correlation between the amount of customer confidence in a service brand and the 
consumer's purchase decision. In other words, as consumer trust in a service brand 
increases, so does their likelihood of making a purchase. The findings of this study are 
consistent with the studies carried out by Adrian & Zeplin (2017), Dwivedi (2022), Pop et al. 
(2022), Farida (2019), and Dewi and Sudiksa (2019). Tjhin (2019), Ramadhani et al. (2022), 
Nofianti (2014), and Calefato et al. (2015) have found that brand trust has a favorable and 
substantial impact on purchase decision. 
 
The influence of social media marketing on purchase decision through the brand trust 

The statistical analysis findings indicate that social media marketing exerts a favorable 
and substantial influence on purchase decision by fostering brand trust. This validates the 
notion that Consumer Behavior Theory pertains to the actions exhibited by an individual 
when seeking, purchasing, utilizing, evaluating, and deciding upon items, services, and 
concepts. The consumer behavior model is evident in the process by which customers make 
purchase decision, facilitated by the social media marketing efforts conducted by @Foodbali. 
Examples of these activities include generating compelling content, disseminating material, 
and establishing relationships that can enhance customers' purchasing choices, shape 
consumer actions, and stimulate consumer purchases through brand intervention. Reliance. 

The study found that the majority of respondents, aged 22-30, exhibited a high level of 
adaptability to technology, particularly in their use of social media. This enabled them to 
effectively absorb information. Additionally, some respondents were already employed and 
earning between Rp. 3,000,001 – Rp. 6,000,000, which increased their likelihood of making 
culinary purchases. The results of this study align with the research done by Hanaysha 
(2022), which suggests that brand trust plays a mediating role in the connection between 
social media marketing and customer purchase choices. The presence of brand trust 
effectively moderates the impact of social media marketing on consumers' purchase choices. 
The greater the efficacy of social media marketing, the quicker customers would make 
purchase decision, provided they have prior confidence in the company. Noviarita's study 
findings from 2020 indicate that Social Media Marketing has a notable and favorable impact 
on Brand Trust. Investigation Additional studies Anwar and Aprillia (2018), Padmawati 
(2020), and Hasan (2020) have found that social media marketing has a favorable and 
substantial impact on purchase decision by fostering brand trust. 
 
The influence of EWOM t on purchase decision through brand trust 

The statistical study results indicate that Electronic Word of Mouth (EWOM) has a 
favorable and substantial impact on purchase decision by fostering brand confidence. 
Positive electronic word-of-mouth (EWOM) is a strategy aimed at enhancing brand trust. 
Preserving brand credibility is crucial in shaping purchase choices. Positive electronic word-
of-mouth (EWOM) stimulates customers to promptly make buying selections. By using 
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@Foodbali, shoppers can get reviews and comments from fellow consumers, enabling them 
to make informed purchase decision. 

This validates that SR Theory accurately explains the influence on the receiver as a 
result of communication. If the stimulus is deemed unsatisfactory, it signifies that the stimulus 
lacks efficacy in exerting influence on the subject. The review of information about @foodbali 
followers who have bought culinary items serves as a stimulus that influences other followers 
in their purchase decision. Potential buyers often rely on reading comments from other 
followers and engaging in discussions with fellow followers to assess the credibility of the 
@Foodbali brand. 

The majority of respondents in this study were between the ages of 22 and 30, and 
they exhibited a high level of adaptability to technology, particularly in their use of social 
media. As a result, they were able to effectively absorb information. Additionally, a portion of 
the respondents were already employed and earning between Rp. 3,000,001 and Rp. 
6,000,000, which increased their likelihood of making culinary purchases. 

The results of this study align with the research done by Noviandini & Yasa (2021), 
which demonstrates that brand trust plays a major role in mediating the impact of electronic 
word-of-mouth (EWOM) on the purchase choices of Traveloka consumers in Denpasar. In a 
study conducted by Sudiksa (2019), it was found that electronic word-of-mouth (EWOM) has 
a positive and significant impact on brand trust. Additionally, EWOM also has a positive and 
significant effect on purchase decision. The study further revealed that brand trust has a 
positive and significant influence on purchase decision. Moreover, brand trust was identified 
as a significant mediator between EWOM and purchase decision for products in Denpasar 
City. The findings of this study align with the research conducted by Adnyaswari (2022), 
Purnamasari & Yulianto (2018), Indratno et al. (2022), Padmawati (2020), Ridwan (2021), 
and Permatasari et al. (2022). These studies have shown that brand trust plays a key role in 
mediating electronic word-of-mouth (EWOM) effects on consumers' purchase decision. 
 

RESEARCH IMPLICATIONS 
 

The findings of this study indicate that both social media marketing and electronic 
word-of-mouth (EWOM) exert a favorable and substantial influence on consumer purchase 
decision, with brand trust serving as a mediating factor. These findings are expected to 
support future study and enhance the advancement of marketing management expertise in 
areas such as consumer behavior, social media marketing, electronic word-of-mouth 
(EWOM), purchase choices, and brand trust. This research is expected to serve as a 
benchmark for future studies. 

The research findings suggest that culinary entrepreneurs might use practical 
implications when collaborating with food bloggers to aid in culinary decision making. These 
implications include: Consumers prioritize engaging content and interactive design while 
making culinary purchase decision. Therefore, @Foodbali, a culinary information medium, 
enhances its approach by generating captivating material with unique features to avoid 
monotony. Overseeing the @Foodbali Social media account to enhance followers' 
convenience and familiarity. Engaging with followers by responding to their evaluations of 
things that have been tested and consumed may enhance the appeal of these assessments 
to other readers of the message, particularly prospective customers, so encouraging them to 
purchase and experience products that have garnered positive evaluations. Business entities 
operating in the culinary industry should possess the ability to cultivate strong connections 
with culinary media, such as food bloggers, in order to leverage them as a platform for 
advertising their food and beverage goods. Fostering a strong rapport between food bloggers 
and entrepreneurs will provide advantageous outcomes, benefiting both parties involved. 
 

RESEARCH LIMITATIONS 
 

This research has been conducted with maximum efficiency, although it nevertheless 
possesses the following constraints: 
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 This research is constrained in its scope to just examining gastronomic pleasures in 
Denpasar City, thereby precluding generalization to other locales; 

 This data collection is conducted using cross-sectional or longitudinal methods, 
allowing for the examination of environmental changes over time. Therefore, this 
research is crucial for future investigations. 

 
CONCLUSION 

 
Based on the results of statistical analysis and discussion of research results, it can be 

concluded as follows: 

 Social media marketing has a positive and significant effect on purchase decision. 
This shows that the more effective social media marketing is, the better consumer 
purchase decision regarding culinary choices in Bali; 

 EWOM has a positive and significant effect on purchase decision. This shows that the 
better the review comments, the better the culinary purchase decision made by 
consumers who see the reviews; 

 Brand trust has a positive and significant effect on purchase decision. This shows that 
the better the brand trust, the better consumer purchase decision regarding culinary 
delights; 

 Brand trust which has a positive and significant influence mediates the influence of 
social media marketing on purchase decision. This shows that brand trust formed 
through social media marketing will influence better culinary purchase decision; 

 Brand trust which has a positive and significant effect mediates the influence of 
EWOM on purchase decision. This shows that brand trust is formed through EWOM 
then it will influence better purchase decision. 

Based on the conclusions of the research results, it can be described as follows: 

 The lowest score is in the connecting indication, indicating that some followers of 
@Foodbali on Social media are still unable to establish connections with others who 
share their interest in the culinary industry. It is expected that @Foodbali would 
increase their level of engagement in order to foster connections among their Social 
media followers; 

 Furthermore, the admin of the @Foodbali Social media account prioritizes the 
material in order to attract prospective new consumers who are inclined to purchase 
and sample items that have garnered favorable ratings; 

 According to the research findings, it is recommended that businesses in the culinary 
sector create positive ties with culinary media, such as food bloggers, in order to 
utilize them as a means of advertising their food and beverage goods. Cultivating a 
strong rapport between food bloggers and business professionals can provide 
favorable outcomes, resulting in mutual advantages for both parties involved. 

 
REFERENCES 

 
1. Adeliasari, Ivana, V., & Thio, S. (2014). Electronic word-of-mouth (e-WOM) and its 

Influence on Purchase decision in Surabaya Restaurants and Cafes. Business 
Management, 218–230. 

2. Aiman, Nur Ikhwan Kamil. (2020). The Effect of e-commerce and Brand Image 
Towards Sushi Consumer Purchase decision. Journal of Social Studies, Vol. 16 No.1. 
LSPR Communication and Business Institute Jakarta. 
https://doi:10.21831/jss.v16i1.31020. 19-34 

3. Anwar, RN, & Aprillia, R. (2018). The influence of trust and social media on consumer 
purchase decision for Muslim living fashion e-commerce in Jakarta. Krisnadwipayana 
Business Management Journal, 6 (1), 75-85. 

4. Ajzen, I. (1991). The Theory of Planned Behavior. Organizational Behavior And Human 
Decision Processes, 50: 179-211. 



Eurasia: Economics & Business, 12(78), December 2023 
DOI https://doi.org/10.18551/econeurasia.2023-12 

23  

5. As'ad, HA-R., & Alhadid, AY (2014). The Impact of Social Media Marketing on Brand 
Equity: An Empirical Study on Mobile Service Providers in Jordan. Review of 
Integrative Business & Economics Research, 3(1), 315- 326. 

6. Andari, P., & Sumiyarsih, S. (2021). The Influence of Brand Image, Brand Trust, and 
Promotional Strategy on Purchase decision for OXGNDW(OXY) AMDK Products. 
Value: Journal of Management and Accounting, 16 (1), 35 - 52. 
https://doi.org/10.32534/jv.v16i1.1591 

7. Ansari, S., Ansari, G., Ghori, M.U., & Kazi, A.G. (2019). Impact of Brand Awareness 
and Social Media Content Marketing on Consumer Purchase Decision. Journal of 
Public Value and Administrative Insights, 2(2), 5 10. 
https://doi.org/10.31580/jpvai.v2i2.896 

8. Alfian, Nofita. (2019). The Influence of Social Media Marketing Social media, Word of 
Mouth and Brand Awareness of Purchase Decision on Arthenis Tour and Travel. 
International Journal of Entrepreneurship and Business Development, Volume 2 (2), 
218- 225. https://doi.org/10.29138/ijebd.v2i2.770 

9. Ardiansyah, F., & Sarwoko, E. (2020). How does social media marketing influence 
consumers' purchase decision? A mediation analysis of brand awareness. JEMA: 
Scientific Journal of Accounting and Management, 17(2), 156. 
https://doi.org/10.31106/jema.v17i2.6916 

10. Arta, IGS, and Yasa, NNK (2019). The Role Of Purchase Intention on Mediating the 
Relationship of E-WOM and E-Wom Credibility To Puchase Decision. Russian Journal 
of Agricultural and Socio-Economic Sciences, 86(2), 33-39. 
https://doi.org/10.18551/rjoas.2019-02.06. 

11. Asnawi & Masyhuri. (2011). Marketing Management Research Methodology. Malang: 
UIN Maliki Press 

12. Bungin & Burhan. (2008). Qualitative Research Data Analysis. Jakarta: Prenada Media 
Group 

13. Dewi, NS, & Sudiksa. (2019). The Role of Brand Trust in Mediating Electronic Word of 
Mouth in Purchase decision. -Journal Management, 8(6), 3785–3789. 
https://doi.org/10.24843/EJMUNUD.2019.v08.i06.p18 

14. Diantari, NPE, & Jokhu, JR (2021). The Impact of Social media as a Social Media Tool 
on Consumer Purchase Decision on Nike. Scientific Journal of Management and 
Business, 7 (1), 116-127. 

15. Furyanah, A., Adi, PH, & Maharani, H. (2021). Social Media Is A Moderating Variable 
of Purchase decision. Contingency: Journal of Management Science, 9(1), 169-180. 

16. Gabriella, Tabytha Prima, Lena Ellitan, Maria Mia Kristanti. (2022). The Influence of 
Social Media Marketing and EWOM on Purchase decision through Brand Awareness 
as Mediation at Kopi Janji Jiwa in Surabaya. JUMMA: Management Student Scientific 
Journal. 

17. Giantari, I GAK, Zain, D., Rahayu, M., and Solimun. (2013). The Role of Perceived 
Behavioral Control and Trust as Mediator of Experience on Online Purchasing 
Intentions Relationship a Study on Youth in Denpasar city (Indonesia). International 
Journal of Business and Management Invention, 2(1):30-38. 

18. Gunelius, Susan. (2011). 30 Minutes Social Media Marketing. United States: McGraw 
Hill 

19. Gultom, APA, & Irwansyah, I. (2021). The Power of Social media with Electronic Word-
of-Mouth (Ewom) and Influencers in Marketing Communications. InterAct Journal, 10 
(2), 35-46. 

20. Gusti Agung Surya Tanti, Putu Eka Dianita Marvilianti Dewi. (2020). "The Influence of 
Using Social Media, Creativity and Business Capital on the Sustainability of Millennial 
MSME Businesses in Buleleng District." Accounting Student Scientific Journal 
11(2):320–30. 

21. Goyette, et al. (2010), E-Wom: Word of Mouth Measurement Scale for E-Service 
Context. Journal of Administrative Sciences, Volume 27: 23 



Eurasia: Economics & Business, 12(78), December 2023 
DOI https://doi.org/10.18551/econeurasia.2023-12 

24  

22. Hanaysha, JR (2022) Impact of social media marketing features on consumer's 
purchase decision in the fast-food industry: Brand trust as a mediator. International 
Journal of Information Management Data Insights, 2(2), 100102. 

23. Hanifati, AN (2015). The Impact of Food Bloggers Toward Consumer's Attitude and 
Behavior in Choosing Restaurants. International Journal of Humanities and 
Management Sciences (IJHMS) Volume 3, Issue 3 

24. Hasan, M., & Sohail, M.S. (2020). The Influence of Social Media Marketing on 
Consumers' Purchase Decision: Investigating the Effects of Local and Nonlocal 
Brands. Journal of International Consumer Marketing, 33(2), 1–18. 

25. Haudi, H., Santamoko, R., Rachman, A., Surono, Y., Mappedeceng, R., Musnaini, M., 
& Wijoyo, H. (2022). The effects of social media marketing, store environment, sales 
promotion and perceived value on consumer purchase decision in small markets. 
International Journal of Data and Network Science, 6 (1), 67-72. 

26. Kamil. (2020). The Effect of e-WOM and Brand Image towards Sushi Masa consumer 
Purchase decision. Journal of Social Studies (JSS), Volume 16 (1), 19- 34. 

27. Kotler, P., & Armstrong, G. (2016). Principles of Marketing (Sixteenth). Pearson 
Education, Inc. 

28. Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson 
Education. 

29. Komalasari, Y., Sulastriningsih, D., & Marjito, M. (2019). Application EWOM for 
Determining Virtual Goods Purchase decision Online Games (Case Study: West Java 
Region). Journal Computech & Business, 13(2). 

30. Lestari, ED, & Gunawan, C. (2021). The Influence of E-Wom on / Tiktok on Brand 
Image and its Impact on Purchase Intention. Journal of economics, management, 
business and society, 1(2), 75–82 

31. Luthfiyatillah, L., Millatina, AN, Mujahidah, SH, & Herianingrum, S. (2020). The 
effectiveness of Social media and e-WOM (electronic word of mouth) media on 
purchasing interest and purchase decision. Science and Technology Research 
Journal, 5 (1), 101. 

32. Mileva, Lubiana and Fauzi Achmad. (2018). The Influence of Social Media Marketing 
on Purchase decision. Journal of Business Administration (JAB). Vol 58 No. 1. 

33. Muslim, AW (2018). The influence of social media, e-service quality and price on 
purchase decision mediated by lifestyle. Journal of Business and Management 
Research, 6(2), 145-162. 

34. Poturak, M., & Turkyilmaz, M. (2018). The Impact of eWOM in Social Media on 
Consumer Purchase decision: A Comparative Study between Romanian and Bosnian 
Consumers. Management and economic review, 3(2), 138-160. 

35. Pratiwi, NMI, & Yasa, NNK (2019). The Effect Of Store Atmosphere, Social Media 
Marketing, And Lifestyle On Purchase decision On Consumers Of The Alleyway Cafe. 
European Journal of Management and Marketing Studies. 
http://dx.doi.org/10.5281/zenodo.3592913 

36. Prastuti, DI, & Karyanti, Y. (2020). The Influence of Electronic Word of Mouth on Online 
Train Ticket Purchase decision. Exacta Factors, 13 (3). 

37. Puspita, GT, & Hendrayati, H. (2020). Food Blogger Review on Social media as an 
Alternative for Helping Consumer Purchase decision. 3rd Global Conference On 
Business, Management, and Entrepreneurship (GCBME 2018), 16–20. 

38. Rachmadhaniyati, R., & Sanaji, S. (2021). The Influence of Social Media Marketing on 
Customer Engagement with Brand Loyalty and Trust as Mediating Variables. Journal of 
Management Science, 9(3). 

39. Saadah, S. (2021). The Influence of Social Media Marketing on Brand Trust and 
Decisions to Use the Halodoc Application. 

40. Sagita, SA, & Sarsono, S. (2021). Purchase decision From Social Media Marketing, 
Product Innovation, and Celebrity Endorsers. Almana: Journal of Management and 
Business, 5 (1), 71-75. 



Eurasia: Economics & Business, 12(78), December 2023 
DOI https://doi.org/10.18551/econeurasia.2023-12 

25  

41. Saldamlı, A., & Özen, F. (2019). The effect of Influencer Marketing on consumer 
purchase decision in the food and beverage industry. Journal of Tourism Theory and 
Research, 5 (2), 327-339. 

42. Saputra, AF, & Sharif, OO (2022). The Influence of Social Media Usage and eWOM on 
Social media on Purchase Decision Involvement at Starbucks Indonesia Using the 
Trust Mediation Variable. eProceedings of Management, 9 (4). 

43. Schiffman, L. G., & Kanuk, L. L. (2010). Consumer Behavior (10th ed). New Jersey, 
Pearson Prentice Hall. 

44. Simbolon, FP, Nurcholifa, RA, & Safarina, M. (2022). The Influence of Using Social 
media as a Promotional Media in Building Brand Awareness and Its Impact on 
Purchase Decision of Bulog Products in Shopee. Binus Business Review, 13 (1), 57-
66. 

45. Sindunata, I., & Wahyudi, BA (2018). The influence of e-WOM (Electronic-word-of-
mouth) on purchase decision on Agoda. com. Journal of Hospitality and Service 
Management, 6 (1). 

46. Sanjaya, S., & Budiono, H. (2021). The Influence of Using Social Media and E-Wom on 
Purchase decision Mediated by Trust. Journal of Managerial and Entrepreneurship, 
3(4), 1147-1157. 

47. Sekaran, Uma and Roger Bougie, (2017), Research Methods for Business: A Skills-
Development Approach. Edition 6, Book 1, Second Printing, Salemba Empat, South 
Jakarta 12610 

48. Salvation, M.D., & Sorooshian, S. (2018). The role of social media marketing and 
product involvement on consumers' purchase intentions of smartphones, 6(1),65–81. 

49. Sohail, M.S., Hasan, M., & Sohail, A.F. (2020). The impact of social media marketing 
on brand trust and brand loyalty: An Arab perspective. International Journal of Online 
Marketing (IJOM), 10(1), 15–31. 

50. Sulistiyani, S. and Sudirjo, F. (2020). The Influence of Social Media on Purchase 
decision Through Electronic Word of Mouth As a Variable of Mediation. Mantik Journal, 
4(1), pp.539-546. 

51. Sugianto Putri, C. (2016). The Influence of Social Media on Consumer Purchase 
decision Cherie Through Purchase Intention. Journal of Management and Business 
Start-Ups, 1(5), 594-608 

52. Sugiyono. (2021). Quantitative, Qualitative, and R&D Research Methods. Alphabeta, 
Bandung. 

53. Upadana, M., & Pramudana, K. (2020). Brand Awareness Mediates the Influence of 
Social Media Marketing on Purchase decision. E-Journal of Management, 9 (5), 
19211941. 

54. Sindunata, I., & Wahyudi, RA (2018). The influence of e-WOM (Electronic-Word-Of 
Mouth) on purchase decision on agoda.co. Journal of Hospitality and service 
management, 6 (1), 128-138. 

55. Tong, TKPB (2020). Analysis of the influence of social media marketing on repurchase 
intention through brand trust as a mediating variable on Adidas Indonesia Social media 
in Surabaya. Journal of Marketing Strategy, 7(1), 

56. Tjhin, VU, & Aini, SRN (2019). Effect of E-WOM and social media usage on purchase 
decision in clothing industry. In Proceedings of the 2019 5 th International Conference 
on E-business and Mobile Commerce (pp. 30-34). 

57. Umar, Hussein. (1999). Human Resources Research in Organizations, Jakarta: PT 
Gramedia Pustaka Utama, 

58. We Are Social & Hootsuite. (2020). Indonesia Digital report 2020. Global Digital 
Insights. https://datareportal.com/reports/digital-2020-indonesia 

59. Widyastuti, E., & Ahmad. (2021). The influence of Social Media Marketing, Online 
Customer Reviews and Religion on Shopee consumer purchase decision during the 
Covid-19 pandemic with purchase interest as an Intervening Variable. Journal of 
Management and Digital Business, 1(2), 23-38 



Eurasia: Economics & Business, 12(78), December 2023 
DOI https://doi.org/10.18551/econeurasia.2023-12 

26  

60. Wijaya, T. (2014). The influence of electronic word of mouth (ewom) on purchase 
decision for DSLR cameras. Satya Wacana Christian University: Salatiga 

61. Yani, F. (2021). The Influence of Using Social Media, Word of Mouth Marketing and 
Trust on Purchase decision at the Mutimuv Store Samarinda Distro. Journal of 
Business Administration Fisipol Unmul, 9 (2), 161-169. 

62. Yunikartika, L., & Harti, H. (2022). The Influence of Social Media Marketing and 
Electronic Word of Mouth (E-WOM) on Interest in Buying Culinary Through Trust as an 
Intervening Variable on the Social media @ carubanmangan Account. E-Bus Journal 
(Business-Economics), 6(1), 212-230. 

63. Zhang, J. Q., Craciun, G., & Shin, D. (2010). When does electronic word-of-mouth 
matter? A study of consumer product reviews. Journal of Business Research, 63(12), 
1336–1341. 


