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Abstract

This study aims to analyze how influencers and e-WOM affect the purchase intention of Samsung smartphones in
Denpasar, with brand awareness serving as a mediator. Data collection involved selecting 100 respondents who were
interested in or already owned Samsung smartphones through purposive sampling. SmartPLS 4 was used to analyze
the direct and indirect relationships between the variables. Research shows that brand awareness plays a role in con-
necting influencers, E-WOM, and purchase intention. This suggests that a higher level of brand awareness enhances
consumers' willingness to purchase, supported by positive influencer engagement and e-WOM content. The findings
highlight the significance of influencers and e-WOM in marketing plans, improving brand awareness and ultimately
increasing purchase intent. This marketing strategy, driven by social factors, can help Samsung stay competitive in the

domestic market.
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1. Introduction

The advancement of technology in communica-
tion and information within the context of globalization
facilitates easier global exchange of information. The
internet and social media are currently driving eco-
nomic growth by enabling online transactions and
changing marketing strategies for goods and services
(Kaur & Kumar, 2021). Demonstrating the benefits of
a brand to customers not only builds trust but also in-
creases the likelihood of them making a purchase
(Handayani, 2023). This confidence fosters positive
perceptions of the brand's excellence, honesty, and eth-
ics, ultimately strengthening the brand's relationship
with customers and enhancing their purchasing inten-
tions (Arachchi, 2022).

In the first quarter of 2024, Samsung achieved sig-
nificant growth in the Indonesian smartphone market,
with a 27.4% increase from the previous year, as re-
ported by International Data Corporation (IDC, 2024).
Samsung has made a significant impact in the mid-price
range market (ranging from US$200 to US$600), rival-
ing Apple, vivo, and Xiaomi, while maintaining a
28.2% market share in the 5G industry. Despite an
8.2% drop in market share from the previous quarter,
Samsung continued to adjust its strategies by expanding
distribution and implementing price changes despite
obstacles such as production costs and fluctuations in
the rupiah exchange rate, market share gains were im-
peded. Table 1 presents IDC Indonesia Smartphone
Market data on shipments and market share of the top 5
companies for the 1% Quarter 2023 and 1* Quarter 2024,
Including Year-over-Year Growth.
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The internet and social media have made it easier
for consumers to share information and receive Feed-
back before buying (Ho et al., 2021). One popular strat-
egy in marketing to boost branding is collaborating with
influencers, influential individuals on social media who
have the power to influence others' decisions and be-
haviors (Rahayu & Mulyaningsih, 2022). Many con-
sumers consider the opinions of influencers before
making a purchase ( Keme¢ & Yiiksel, 2021). Trust
plays a crucial role in developing social relationships
and creating strong connections between customers and
brands. (Koesuma & Kurniawati, 2022).

Table 1. Indonesia’s smartphone market, top 5 company
shipments, & market share

=IDC

Indonesia’s Smartphone Market, Top 5 Company Shipments,
Market Share, and YoY Growth, 1Q24

1Q24 1Q23
Market Share | Market Share
19.9% 23.3%
17.3%)| 24.0%
16.1%| 5.4%
15.8%) 16.5%)
15.6% 13.7%
15.4%| 17.0%)|
100.0% 100.0%

Company YOY Growth

1. OPPO
2. Samsung
3. Transsion

8.5%
-8.2%
279.4%
21.4%)|
44.4%
15.4%
27.4%)

4. vivo

5. Xiaomi
Others
Total

Source: Worldwide Quarterly Mobile Phone Tracker, May 2024
Note: All figures are rounded off

Consumers rely on word of mouth (WOM) from
their inner circle to gather information that influences
their purchasing choices (Sanjaya et al., 2022). E-
WOM is perceived as more powerful than traditional
WOM due to its accessibility and broader audience, en-
abling information to spread rapidly to diverse individ-
uals. E-WOM consists of consumers' feedback and
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evaluations, which can be either favorable or unfavora-
ble (Elgahwash et al., 2024). E-WOM pertains to con-
sumers' opinions about products or businesses shared
online (Sulistiyani & Sudirjo, 2020). According to
Zulfahmi et al. (2023), E-WOM enables consumers to
select smartphones that match their requirements and
preferences.

In addition to E-WOM impacting purchase intent,
brand awareness can also affect consumers' interest in
buying a product (Chen, 2024). Brand awareness refers
to a consumer's ability to recognize or recall a brand
within a specific category (Zia et al., 2021) Consumers
can develop brand awareness by focusing on specific
product features like colors, logos, images, or other ele-
ments that represent the product's identity (Mulyadi &
Hendri, 2023).

Customer purchase intention is a reliable indicator
of actual buying behavior, reflecting consumers' incli-
nation to purchase products or services (Sanita et al.,
2019). Previous studies have shown that information
quality and information reliability are crucial factors in-
fluencing customer purchase intentions. Higher quality
information and message reliability lead to increased
customer purchase intention (Koesuma & Kurniawati,
2022). In this research, intention is defined as an indi-
vidual's readiness to make a purchase. Hence, it is cru-
cial to understand purchasing behavior by identifying
purchase intention (Kemeg & Yiiksel, 2021).

This is supported by research by Gautam et al.
(2023), which shows that influencers have a positive
and significant influence on purchase intention. Previ-
ous research supports the findings that influencers have
a positive and significant impact on purchase intention
(Sulistio & Liliana, 2024). Research has found various
results (Koesuma & Kurniawati, 2022), indicating that
influencers do not have a positive and significant influ-
ence on purchase intention.

Previous research conducted by Mariana and Sub-
arjo (2023) has demonstrated that product quality, E-
WOM, and product innovation have a positive influ-
ence on purchase intention. For information from elec-
tronic word-of-mouth to spark consumer interest in pur-
chasing products online. Other research also supports
the idea that E-WOM has a beneficial impact on the in-
tention to buy smartphones, as indicated by Udayana et
al. (2022). However, alternative research (Rusiana et
al., 2023) suggests that variations exist, indicating that
E-WOM does not significantly impact purchase inten-
tion.

Prior research findings indicate discrepancies con-
ceming the impact of e-WOM and influencers on buy-
ing intentions. Studies conducted by Diilek & Aydin
(2020) and Mehyar et al. (2020) reveal that E-WOM
exerts a notable negative influence on purchase inten-
tion. In contrast, Aslami et al. (2022) identified a posi-
tive and significant impact. Likewise, certain studies

identified a detrimental effect of influencers on buying
intentions (Hermanda et al., 2023), whereas Rini (2023)
reported contrasting findings, demonstrating a favora-
ble impact on Gen Z within the marketplace context.
Alongside E-WOM, brand awareness also impacts
consumer purchase intention, as highlighted by Chen
(2024). Brand awareness develops from the recognition
of product features, such as logos, colors, and other vis-
ual components that signify product identity (Mulyadi
& Hendri, 2023; Zia et al., 2021). Considering the var-
ying outcomes of earlier research, this study incorpo-
rates brand awareness as a mediating variable to further
investigate the impact of E-WOM and influencers on
purchase intention. Numerous studies have indicated
the beneficial effects of brand awareness on purchase
intention (Chen, 2024; Prihartini & Fauzi, 2020), alt-
hough some research has presented varying outcomes
(Febriyantoro, 2020).

Consumers' purchase intention increases with the
quality of information and message reliability
(Koesuma & Kurniawati, 2022). Buying interest is in-
fluenced by Social Media Marketing, Brand Aware-
ness, and word of mouth (WOM) (Prihartini & Fauzi,
2020). Further studies indicate that electronic word-of-
mouth, by increasing brand awareness, influences the
decision to purchase, for example, gold jewelry on In-
stagram (Widiyan & Sienatra, 2024).

There is an inconsistency among prior studies re-
garding the relationship between influencers and e-
WOM, as well as their impact on purchase intention.
So, this research aims to examine the gaps by offering
a more in-depth insight into how influencers and E-
WOM impact purchase intention, particularly in rela-
tion to brand awareness as a mediating factor.

2. Literature Review
2.1. Influencer

Influencers possess the power to influence the
buying choices of consumers through their expertise
and credibility among their followers (Anjani &
Simamora, 2022b). Influencers are usually on plat-
forms like YouTube, TikTok, and Instagram, who have
a significant number of followers and use these plat-
forms to endorse businesses or products (Janssen et al.,
2022). Influencers consistently distribute compelling
content that is both educational and engaging, offering
valuable information and alternative products to their
audience (Yuan & Lou, 2020).

The indicators of influencer variables identified by
previous researchers (Anjani & Simamora, 2022b) in-
clude: 1) Trustworthiness: The audience's trust in the in-
fluencer's integrity and honesty affects the acceptance
of promotional messages. 2) Expertise: The influencer's
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level of knowledge and experience in a particular field.
3) Attractiveness: The physical attractiveness of the in-
fluencer. 4) Respect: Recognition from the audience to-
wards the product after it has been promoted by the in-
fluencer.

2.2. Electronic Word of Mouth (E-WOM)

E-WOM refers to any consumer feedback,
whether current, future, or past, about a product or busi-
ness that can be found online (Amanda et al., 2021). E-
WOM consists of positive, negative, or neutral feed-
back and suggestions regarding companies, brands,
products, or services that consumers exchange through
digital channels (Amalia & Zuliestiana, 2020). E-
WOM is crucial in business operations, as it promotes
consumer interaction, thereby enhancing a company's
reputation (Prayoga & Rachman, 2020). The indicators
of influencer variables identified by previous research-
ers (Indrawati et al., 2022) are as follows: 1) Quality of
information: Describes the effectiveness of E-WOM
messages in delivering persuasive information. 2)
Quantity of information: The abundance of online in-
formation enables consumers to boost their confidence
and minimize risks when making decisions. 3) Credi-
bility of information: The trustworthiness of E-WOM
information from a specific source. As stated by Arie
(2022), there are more signs of E-WOM. 1) Concern for
other customers: The wish to provide suggestions or
guidance to other customers. 2) Positive self-enhance-
ment: Expressing gratitude for the company through
sharing positive experiences. 3) Advice seeking: Look-
ing for suggestions or recommendations from fellow
consumers on internet review sites.

2.3. Brand Awareness

Brand awareness is defined as the potential to en-
hance the chances that consumers will view the brand
as a factor in making a purchasing decision (Natalia &
Janamarta, 2022). Brand Awareness is the capacity of
customers to identify a brand's product or acknowledge
its characteristics being discussed (Anggraini, 2022).
The majority believe that a well-known brand can be
trusted, has a strong presence in the market, and delivers
quality products or services (Alfifto et al., 2022).

According to Winadi (2017) and Firmansyah
(2019), four indicators can be utilized to gauge the ex-
tent of consumers' awareness of a brand, specifically: 1)
Recall: how well consumers can recall when prompted
with the brands they remember. Brand names that are
straightforward, easy to say, and convey precise mean-
ings help a brand stay prominent in consumers' minds.
2) Recognition: The extent to which consumers can
identify the brand as belonging to a specific category. 3)

Purchase: The degree to which consumers will consider
a brand among other options when purchasing prod-
ucts/services. 4) Consumption: The extent to which
consumers can identify a brand while using a rival's
brand.

2.4. Purchase Intention

Buying intention refers to a consumer's tendency
to acquire a particular branded product, which can
be evaluated based on the likelihood of making a pur-
chase (Pefa-Garcia et al., 2020). In addition, purchase
intention is triggered by cues from a product that gener-
atea wish to acquire and possess it, acting as the
first stage in the decision-making process (Sanita et al.,
2019).The intention to purchase by consumers encom-
passes fulfilling cognitive requirements, collecting in-
formation, evaluating options, and finally making pur-
chasing and post-purchase decisions (Jufrizen et al.,
2020). Furthermore, the indicators used to measure pur-
chase intention (Yazgan Pektas & Hassan, 2020) are as
follows: 1) Interest in seeking information: Consumers'
desire to seek information about products that meet
their criteria. 2) Considering a purchase: The consumer
plans to buy the product and the amount needed within
a certain period. 3) Interest in trying: Consumer interest
in trying a particular product and considering the
amount required. 4) Want to know the product: The
consumer's desire to learn more about or take action re-
garding the product. 5) Desire to own the product: Con-
sumers' strong desire to own the product through a pur-
chase transaction.

2.5. Research Hypothesis
In light of the findings from the earlier literature

review, this research presents several hypotheses,
which are articulated as follows.

Hi: Influencers have a positive influence on brand
awareness.

H,: E-WOM has a positive influence on brand aware-
ness.

Hs: Influencers have a positive influence on Purchase
Intention.

Hs: E-WOM has a positive influence on Purchase in-
tention.

Hs: Brand Awareness has a positive influence on Pur-
chase Intention.

He: Influencers have a positive effect on Purchase In-
tention through Brand Awareness.

H7:  E-WOM has a positive impact on Purchase Inten-

tion through Brand Awareness.

The research model developed can be observed:
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Figure 1. Research framework

3. Methods
3.1 Data Collection Methods and Processes

The criteria for selecting participants consist of 1)
being aged between 15-24, belonging to Generation Z,
residing in Denpasar City, 2) having an interest in pur-
chasing or testing Samsung Smartphone products, and
3) If the respondent is over 17 years old, having at least
has an income of Rp. Three million five hundred thou-
sand in a month, and if the respondent is under 17 years
old or not working, has a parent's income of at least Rp.
3,500,000. The population of Generation Z in Denpasar
City is estimated to be 114.900 in 2023 (BPS, 2024).
The researchers employed the Slovin formula to calcu-
late the minimum sample size required from a large
population. According to the computations, the overall
sample size for this research is 100. The survey was
conducted online through Google Forms. As stated by
Dinni and Nurhidayat (2020), the Likert scale is used to
evaluate attitudes, opinions, and perceptions regarding
social phenomena. Survey participants assess the state-
ments using a scale of 1-5, with options from strongly
agree to disagree strongly. This scale, often used in
quantitative research, evaluates factors such as beliefs,
motivations, and behaviors, with Google Forms being a
common tool for its implementation.

SmartPLS 4 was utilized in this study for partial
least squares structural equation modeling (PLS-SEM)
rather than covariance-based structural equation mod-
eling (CB-SEM). PLS-SEM offers numerous benefits,
such as its appropriateness for exploratory studies and
target predictions, as well as its adaptability to manage
non-normal data and limited sample sizes. Using a two-
step analytical procedure, both measurement and struc-
tural models were evaluated (Anderson & Gerbing, 1988).

4. Result
4.1 Respondent Characteristics

The research included 100 participants in
Denpasar, Bali. The study assessed five demographic

factors: gender, age, occupation, education, and in-
come. Following data cleaning, 100 participants re-
mained, comprising 70 individuals aged between 15
and 19 years, and 30 individuals aged between 20 and
24 years. The findings indicate that most respondents
are males, aged between 15 and 19 years old, residing
in Denpasar city, belonging to Generation Z, and earn-
ing more than IDR 3,500,000 per month.

4.2 Construct Validity and Reliability

The results show that all the items' loadings range
from 0.783 to 0.886, indicating that all the items' load-
ings meet the minimum requirement (Chin, 1998).

Moreover, the composite validity (CR) found was
above 0.5, and average variance extracted (AVE) val-
ues were above 0.7, respectively. It can be concluded
that the construct is strong and Valid (Hair et al.,2016).

Table 2. Construct validity and reliability

‘Varinble Indicators Loading AVE CR

Trustworthiness
Expertise
Attractiveness.

0.824
0.844
0.853
0.858

Influencer
(Anjani & Simamora,
2022)

0.733 0.917

Respect

Quality of the Information
Quantity of the Information
Credibility of the information

0.842
0.842
0.842

E-WOM
(Aric,2022);
Indrawati et al., 2022).

0.686 0916
0.832

0.783

Concem for other consumer

Advice secking

Recall
Recognition
Purchasc
Consumption

0.866
0.852
0.854
0.853

Brand Awareness
(Prayogo et al., 2023;
Winadi, 2017)

0.714 0.909

0.867
0.856
0.859
0.886

Transactional interest
Referential Interest
Preferential interest

Purchase intention
(Saputro & Mahaputro
2020);. Yazgan Pektas

0.752 0.924

Source: Data Processed, 2024
4.3 Structural Model

The model fit was assessed by evaluating the
standardised root mean square residual.
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Figure 2. Structural model

(SRMR) (Henseler et al., 2016) reported a value
0f'0.054 for the research model, which is lower than the
threshold value of 0.08. Therefore, the model provides
areasonable fit. In addition, the significance of the path
coefficients was tested, and the model’s predictive
power was assessed by examining the coefficient of de-
termination (R?) values of the endogenous constructs
(Hair et al., 2017).
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The model was able to explain 82% of the vari-
ance in Brand Awareness and 88% of the variance in
Purchase Intention.

A bootstrapping technique was performed with
5000 re-samples (Hair et al., 2017), and the outcomes
in Table 2 show that all the hypotheses (direct and indi-
rect effect) have a p-value greater than 0.05, so all the
hypotheses are supported.

5. Discussion

In this study, the first hypothesis suggests that in-
fluencers positively impact brand awareness, as sup-
ported by a t-test value of 7.798 and a sig value of 0.000.
This suggests that influencers have a positive impact on
brand awareness. This idea suggests that influencers
have the capability to enhance consumer knowledge
about a brand by endorsing it (Simamora & Umry,
2020). Influencers' endorsements and feedback are
trusted by the public, leading to increased brand aware-
ness and motivating more individuals to explore prod-
ucts from the brand (Kurniati, 2023). This discovery
aligns with the prior studies by Lie & Sitinjak (2024)
and Ramdan et al. (2023), which state influencers play
a beneficial and a noteworthy role in increasing brand
awareness. The second hypothesis in this study sug-
gests that E-WOM has a positive impact on brand
awareness, which is supported by a t-test value of 3.060
and a significance value of 0.002, indicating statistical
significance at p < 0.05. Thus, E-WOM has a positive
impact on brand awareness, aligning with previous
studies by Aljumah et al. (2023) and Tajuddin et al.
(2020), which aimed to demonstrate the positive and

Table 2. Structural model

significant influence of E-WOM on brand awareness.
This research also indicates that reviews and sugges-
tions can enhance brand awareness and credibility, in-
fluencing potential buying intentions, which aligns with
the findings of Azizah & Huda (2022) and Gabriella et
al. (2022).

The findings indicate that influencers play a sig-
nificant role in influencing purchase intentions, as evi-
denced by a t-value of 3.953 and a p-value of 0.000
(<0.05), supporting Hypothesis 3 that influencers have
an impact on purchase intentions. Influencers create
connections with their audience by sharing content that
impacts consumers' views and urges them to make pur-
chases (Immanue & Alexandria, 2021). Additionally,
prior studies also confirmed that the power of influenc-
ers enhances trust and intention to purchase among con-
sumers, further establishing the beneficial impact of in-
fluencers on purchase intention (Farasandy & Arafah,
2023; Gautam et al., 2023).

Moreover, the findings of Hypothesis 4 reveal that
E-WOM has a positive and significant influence on
purchase intention, with a t-value of 3.386 and a p-value
0f 0.001 (<0.05), thus confirming the acceptance of this
hypothesis. E-WOM refers to information shared by in-
ternet users that succeeds.

They provided their suggestions to consumers
during their purchasing journey (C. Pratama & Astarini,
2023).

Shoppers rely on good reviews when deciding
what to buy (Ilhamalimy & Ali, 2021), and this study
aligns with previous research by Atito et al. (2023) and
Igbal et al. (2022), which demonstrate that E-WOM has
a positive influence on buying intentions.

Hypotheses Beta Bootstrap SE t-Value P Valuie Remark
(5%-95%)

Direct Effect
Influencer-> brand 654 (0.477- 0.808) .084 7.798 .000 supported
Awareness
E-WOM -> Brand 273 (0.108-0.459) .089 3.060 .002 supported
Awareness
Influencer -> .305 (0.151-0.451) 077 3.953 .000 supported
Purchase Intention
E-WOM -> 271 (0.124-0.436) .080 3.386 .001 supported
Purchase Intention
Brand Awareness -> 404 (0.239-0.585) .086 4.674 .000 supported
Purchase Intention
Indirect Effect
Influencer-> brand 264 (0.150-0.407) .065 4.061 .000 supported
Awareness-—>
Purchase Intention
E-WOM -> Brand .110 (0.038-0.216) .046 2.400 .016 supported

Awareness->
Purchase Intention
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The fifth hypothesis suggests that purchase inten-
tion is positively influenced by brand awareness, which
is supported by a t-test value of 4.674 and a significance
value of 0.000, indicating statistical significance at p <
0.05. Hence, Brand awareness influences the intention
to make a purchase.

Consumers are more likely to consider and pur-
chase products from a brand when its brand awareness
is higher (Krisnawan & Jatra, 2020). Promoting brand
awareness can motivate customers to buy products (A.
Pratama et al., 2023). This discovery aligns with prior
studies by Kerse (2023) and Machi et al. (2022), which
suggest that brand awareness has a positive impact on
buying intentions, as consumers prefer to purchase
from trusted and familiar brands.

The sixth hypothesis results show that Brand
awareness has effectively connected the influencer and
purchase intention, through partial mediation. Partial
mediation refers to a situation in which variable X has a
direct positive impact on variable Y, while also influ-
encing Y indirectly through mediator M, resulting in an
overall increase in Y (Hayes, 2022). The test findings
reveal a notable mediation impact linking influencers
and purchase intention via brand awareness, with a t-
value of 4.061 and a bootstrap of 5% and 10% from
0.150 to 0.407, which is statistically found to be signif-
icant. The findings suggest that brand awareness par-
tially mediates the impact of influencers on purchase in-
tention. Both direct and indirect effects are positive,
showing that brand awareness serves as a mediator in
the influencer's impact on purchase intention. Conse-
quently, influencers have a positive effect on increasing
brand awareness, which in turn influences consumers'
purchasing intentions. Prior

The sixth hypothesis results show that Brand
awareness has effectively connected the influencer and
purchase intention, through partial mediation. Partial
mediation refers to a situation in which variable X has a
direct positive impact on variable Y, while also influ-
encing Y indirectly through mediator M, resulting in an
overall increase in Y (Hayes, 2022). The test findings
reveal a notable mediation effect linking influencers
and purchase intention via brand awareness, with a t-
value of 4.061 and a bootstrap confidence interval of
5% and 10% from 0.150 to 0.407, which is statistically
significant. The findings suggest that brand awareness
partially mediates the impact of influencers on purchase
intention. Both direct and indirect effects are positive,
showing that brand awareness serves as a mediator in
the influencer's impact on purchase intention. Conse-
quently, influencers have a significant effect on increas-
ing brand awareness, which in turn positively influ-
ences consumers' purchasing intentions. Prior studies
have demonstrated that influencer marketing efforts
have a substantial impact on creating brand awareness,
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resulting in increased consumer interest and motivation
to purchase products (Lutzow et al., 2024). Influencers
have the ability to educate and inform their followers
about a brand or product, increasing their understanding
and awareness of the newly introduced product (Lestari
& Yuniarinto, 2024). Thus, the research conducted by
Baki (2022) suggests that influencers play a significant
role in influencing purchase intentions by enhancing
brand awareness.

Lastly, Brand awareness was found to mediate the
relationship between e-WOM and purchase intention
effectively. Similar to previous hypotheses, hypothesis
seven suggests that there is partial mediation in this re-
lationship. The findings reveal a significant mediation
effect between E-WOM and purchase intention, medi-
ated by brand awareness, with a t-value of 2.400 and a
bootstrapping confidence interval ranging from 0.038
to 0.216. E-WOM plays a key role in enhancing brand
awareness among audiences (Budiman & Hartoko,
2022), which ultimately drives consumers to purchase
products (Wijaya et al., 2021). This result aligns with
previous studies by Abdullah et al. (2023) and Widiyan
& Sienatra (2024), which found that E-WOM has a
positive influence on purchase intention through brand
awareness.

According to the research findings, specific man-
agerial suggestions include considering the influence of
e-WOM and influencers on Generation Z's purchasing
decisions for products, particularly since they are highly
engaged on social media platforms. Relying on influ-
encers and spreading information can boost brand
awareness, but it may also lead to impulsive buying de-
cisions. As a result, Generation Z should be cautious
when evaluating information and verifying the credibil-
ity of the content they receive. Secondly, to boost Gen
Z's intention to buy Samsung products, the company
can utilize influencers who can deliver product infor-
mation in a distinctive and easily understandable man-
ner to the audience. Increasing electronic word-of-
mouth on social media platforms can also enhance
brand visibility and draw consumer purchasing interest.
Moreover, businesses need to prioritize engaging influ-
encers with their audience, as direct engagement can
help foster stronger trust with Generation Z.

6. Conclusions

According to the study's findings, influencers, E-
WOM, and brand awareness play a significant role in
influencing consumers' intentions to purchase Samsung
Smartphone products. Initially, influencers positively
impact the intent to purchase, as promotional materials
crafted by influencers can boost consumer interest in
making a purchase. Additionally, electronic word-of-
mouth has a positive impact on purchase intent by shap-
ing consumer views of Samsung products through
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online information sharing. Thirdly, E-WOM enhances
brand awareness by sharing reviews and recommenda-
tions on social media, exposing consumers to Samsung
products, and increasing brand awareness. Higher
brand awareness positively impacts purchasing intent,
as it increases the likelihood that consumers will be mo-
tivated to make a purchase. Additionally, influencers
play a crucial role in boosting brand awareness by cap-
turing the audience's interest in learning more about
Samsung products through their promotional efforts.
Brand awareness serves as a mediator between influ-
encers and purchase intention, suggesting that influenc-
ers positively impact purchase intention by boosting
brand awareness. Additionally, the influence of E-
WOM on purchase intention is also affected by brand
awareness. Positive feedback from E-WOM can en-
hance brand awareness and ultimately drive purchase
intention.

The present study has several limitations. First, the
study was conducted among Generation Z residing in
Denpasar; therefore, its findings may not be generaliza-
ble to Generation Z in other regions with different so-
cial, cultural, or economic characteristics. This research
focuses on the Samsung smartphone as an object of
study; thus, the results cannot be generalized to other
brands or different product categories. Third, data col-
lection in the research was carried out within a specific
time frame, and hence its findings will only reflect
trends of that particular moment, with less validity in the
event of crucial changes in the future. Furthermore,
treating brand awareness as a single mediating variable
has limited the scope for analyzing other potential vari-
ables, such as brand trust and perceived quality. Finally,
the quantitative methods used may not capture deeper
insights into more exploratory consumer motivations
and behaviors that can be gained through qualitative
methods. These limitations should be taken into ac-
count when interpreting the results and recommenda-
tions.

References

Abdullah, M., Febrian, W., Perkasa, D., Wuryandari,
N., Pangaribuan, Y., & . F. (2023). The effect of
brand awareness, price perception, and electronic
word of mouth (e-wom) toward purchase inten-
tion on instagram. KnE Social Sciences, 2023,
689-698.
https://doi.org/10.18502/kss.v8i12.13716

Alfifto, S. A., & Hasman, H. C. P. (2022). Faktor-faktor
yang mempengaruhi keputusan pembelian kon-
sumen pada Geprek Bensu Mongonsidi Medan.
Jurnal  Ekonomi  Bisnis, Manajemen Dan
Akuntansi (Jebma), 2(1), 278-284. http://eprints.
unisbank.ac.id/id/eprint/224/

Aljumah, A., Nuseir, M., & Refae, G. (2023). Examin-
ing the effect of social media interaction, E-
WOM, and public relations: Assessing the medi-
ating role of brand awareness. International Jour-
nal of Data and Network Science, 7(1), 467-476.
https://doi.org/10.5267/}.1jdns.2022.8.012

Amalia, D., & Zuliestiana, D. (2020). Pengaruh elec-
tronic word of mouth di media sosial Y outube ter-
hadap minat beli produk kosmetik New Wardah
Exclusive Series (Studi kasus kota-kota di Jawa
Barat). Jurnal Mitra Manajemen, 4(6), 871-884.
https://doi.org/10.52160/ejmm.v4i6.390

Amanda, T., Winoto Tj, H., Kusniawati, A., & Sur-
jaatmadja, S. (2021). Effect of electronic word of
mouth, product quality, and price on purchase in-
tention. Budapest International Research and
Critics Institute-Journal (BIRCI-Journal), 4(3),
6181-6190. 6181-6190.

Anderson, J. C., & Gerbing, D. W. (1988). Structural
equation modeling in practice: A review and rec-
ommended two-step approach. Psychological
Bulletin, 703(3), 411-423. https://doi.org/10.
1037/0033-2909.103.3.411

Anggraini, T. R. (2022). Pengaruh gaya hidup dan
brand awareness terhadap minat beli serta dam-
paknya pada keputusan pembelian produk Emina.
CAPITAL: Jurnal Ekonomi Dan Manajemen,
5(2), 143-161. https://doi.org/10.25273/The

Anjani, E. R., & Simamora, V. (2022a). Pengaruh in-
fluencer, harga dan kualitas produk skincare Scar-
lett Whitening terhadap keputusan pembeli gen-
erasi z, Dki Jakarta. Jurnal llmiah Manajemen,
Ekonomi, & Akuntansi (MEA), 6(3), 1293—1308.
https://doi.org/10.31955/mea.v6i3.2547

Anjani, E. R., & Simamora, V. (2022b). Pengaruh in-
fluencer, harga dan kualitas produk skincare Scar-
lettwhitening terhadap keputusan pembeli gen-
erasi z, Dki Jakarta Elvina. Jurnal llmiah Mea,
6(3), 1293-1308.

APJIL (2024). Internet Indonesia. Survei Penetrasi In-
ternet Indonesia, 1-73

Arachchi, H. A. D. M. (2022). Does perceived corpo-
rate citizenship affect purchasing intention during
the COVID-19 pandemic? Across the mediation
impact of brand trust and consumer—brand rela-
tionship. /IM Ranchi Journal of Management
Studies, 1(2), 124-144. https://doi.org/10.1108/
ijms-10-2021-0136

Ardiansyah, Risnita, & Jailani, M. S. (2023). Teknik
pengumpulan data dan instrumen penelitian
ilmiah pendidikan pada pendekatan kualitatif dan
kuantitatif. Jurnal IHSAN : Jurnal Pendidikan Is-
lam, 1(2), 1-9. https://doi.org/10.61104/ihsan.
v1i2.57

Arie, L. (2022). Pengaruh brand image, electronic word



Pidada: A Tactics on Corroborate Customer Intention

of mouth (e-wom) dan harga terhadap keputusan
pembelian produk air minum galon Crystalline
pada Pt. Pancaran Kasih Abadi. Jurnal Ekonomi
Manajemen Dan Bisnis, 3(1), 73-91.

Aslami, N., Apriani, A., Widayati, C. C., & Losi, R. V.
(2022). The role of trust in mediating perceived
ease of use, perceived risk, and e-wom on pur-
chase intention. Jurnal Perspektif Manajerial Dan
Kewirausahaan (JPMK), 2(2), 69-81. https://doi.
org/10.59832/jpmk.v2i2.189

Atito, M., Jalil, S., Rady, A., & Fawy, W. (2023). The
effect of e-wom through social media on purchas-
ing intention: the mediating role of e-trust at the
Egyptian Youth Hostels. International Journal of
Tourism and Hospitality Management, 6(1), 206—
228. https://doi.org/10.21608/ijthm.2023.300884

Azizah, 1., & Huda, M. (2022). Pengaruh Content Mar-
keting Of Tiktok Dan E-Wom terhadap brand
awareness dan minat beli produk Umkm sektor
kuliner di Kabupaten Pasuruan. JPEK (Jurnal
Pendidikan Ekonomi Dan Kewirausahaan), 6(2).
https://doi.org/10.29408/jpek.v6i2.6336

Baki, H. (2022). Impact of YouTube influencers on
consumer purchase intention with the mediating
influence of brand awareness: an applied study on
university students in Tabuk. European Online
Journal of Natural and Social Sciences, 11(4),
1324-1348. https://doi.org/http://www.european-
science.com

BPS (2024). Kota Denpasar dalam angka (Denpasar
Municipality in figure) 2024 volume 32,2024 (G.
Santika & 1. Sudarmawan (eds.); 32nd ed., Vol.
32). BPS Kota Denpasar. https://web-api.bps.
go.id/download.php?f=xe-
moDi4FN+3JSM5Fw+aYhjFCSGdV VFkyR-
FdnS3ZnZkJCMm-
puRZJQSUQ2RFhmT2YzcXMOTW1ZV2FMc
C9GK204cVeyZHFmY XFzZZXVHZIIINVINR
mV30VBVTWZ4Q3prT11vdEk4Ny-
tUeHdGVWpHSVZwN3JBNDgzNUZBRUFX
ckl6L31tWmpyL2Nhelh-
WOFdWalFWd0YrdytLQXRQRDNYZnQxd0

Budiman, J., & Hartoko, R. (2022). Analisis pengaruh
brand image, brand awareness, e-wom dengan
trust sebagai variabel mediasi terhadap purchase
intention skincare Korea di Kota Batam. Jurnal
1lmiah Mahasiswa Ekonomi Manajemen TERA-
KREDITASI SINTA, 4(3), 589—603. http:jim.un-
sylah.ac.id/ekm

Chen, S. (2024). The Impact of brand awareness on
purchase intention. Highlights in Business, Eco-
nomics and Management, 30, 239-246. https:/
doi.org/10.54097/88gtk880

Chin, W. W. (1998). The partial least squares ap-
proach for structural equation modeling. In G. A.

39

Marcoulides (Ed.), Modern methods for business
research (pp. 295-336). Lawrence Erlbaum As-
sociates Publishers.

Dinni, A., & Nurhidayat, A. 1. (2020). Rancang bangun
repository publikasi ilmiah dosen berbasis web
menggunakan framework Laravel. Jurnal Mana-
Jjemen Informatika., 10(1), 58—66.

Diilek, B., & Aydin, 1. (2020). Effect of social media
marketing on e-wom, brand loyalty, and purchase
intent. Bingol Universitesi Sosyal Bilimler En-
stitiisti  Dergisi, 20, 271-288. https://doi.org/
10.29029/busbed. 734350

Elgahwash, D. F. O., Dowa, D. A., Ahmed, D. K., &
Elhatab, D. A. S. (2024). Examining effective
electronic word of mouth in social media on the
customer’s purchase intention: a quantitative ap-
proach in Libyan Markets. The American Journal
of Management and Economics Innovations,
06(05), 87-103. https://doi.org/10.37547/tajmei/
volume06issue05-10

Farasandy, A., & Arafah, W. (2023). Pengaruh influ-
encer terhadap purchase intention pada platform
media sosial. Jurnal Ekonomi Trisakti, 3(2),
2819-2830.
https://doi.org/10.25105/jet.v3i2.17809

Febriyantoro, M. T. (2020). Exploring YouTube mar-
keting communication: brand awareness, brand
image, and purchase intention in the millennial
generation. Mohamad. Cogent Business & Man-
agement, 7(1). https://doi.org/10.1080/23311975.
2020.1787733

Firmansyah, M. A. (2019). Buku pemasaran produk
dan merek. buku pemasaran produk dan merek,
August, 143-144.

Gabriella, T., Ellitan, L., & Kristanti, M. (2022).
Pengaruh social media marketing, dan e-wom ter-
hadap keputusan pembelian melalui brand aware-
ness sebagai mediasi pada Kedai Kopi Janji Jiwa
di Surabaya. Jurnal llmiah Mahasiswa Mana-
jemen: JUMMA, 11(1), 1-10. https://doi.org/
10.33508/jumma.v11i1.3946

Gautam, U., Shrestha, A., Basnet, R., Khadka, K.,
Ghale, P., & Jadhav, S. (2023a). Effect of influ-
encers on consumer purchase intention. Monetary
Policy Report, 6(1),23-32.

Gautam, U., Shrestha, A., Basnet, R., Khadka, K.,
Ghale, P., & Jadhav, S. (2023b). Effect of Influ-
encers on Consumer Purchase Intention. New
Perspective Journal of Business and Economics,
6(1), 23-32. https://doi.org/10.3126/npjbe.v6il.
58901

Handayani, H. (2023). Implementasi sosial media influ-
encer terhadap minat beli konsumen: pendekatan
digital marketing. Jesya: Jurnal Ekonomi &
Ekonomi Syariah, 6(1), 918-930. https://doi.org/



40 PETRA INTERNATIONAL JOURNAL OF BUSINESS STUDIES, VOL. 8, NO. 1, JUNE 2025: 32 —42

10.36778/jesya.v6il.1023

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M.
(2017b). A primer on partial least squares struc-
tural equation modeling (PLS-SEM) (2nd ed.).
Thousand Oaks: Sage. (PDF) Partial Least
Squares Structural Equation Modeling. Available
from: https://www.researchgate.net/publica-
tion/319669432 Partial Least Squares Struc-
tural Equation Modeling [accessed Dec 23,
2024].

Hayes, A. F. (2022). Introduction to Mediation, Mod-
eration, and Conditional Process Analysis: A Re-
gression-Based Approach, Third Edition (D.
Kenny & T. Little (eds.); 3rd ed.).

He, Y., Yu, X,, Xia, Y., & Cao, Y. (2024). The Influ-
ence of Preschool Teachers’ Social Skills on Job
Burnout: A Moderated Mediation Model. Interna-
tional Journal of Mental Health Promotion, 26(6),
463-474.
https://doi.org/10.32604/ijmhp.2024.051909

Hermanda, A., Sumarwan, U., & Tinaprilla, N. (2023).
The Effect of Social Media Influencer on Pur-
chase Intention with Brand Image and Customer
Engagement as Intervening Variables. Quality -
Access to Success, 04(02), 163—173. https://
doi.org/10.47750/QAS/24.192.19

Ho, V. T., Phan, N. T., & Le-Hoang, P. V. (2021). Im-
pact of electronic word of mouth on the purchase
intention - the case of Instagram. Independent
Journal of Management & Production, 12(4),
1019-1033.
https://doi.org/10.14807/ijmp.v12i4.1336

International Data Corporation. (2024, October 17).
Samsung maintains its lead in the Asia-Pacific
smartphone market in 3024, IDC reports. Re-
trieved from https://www.idc.com/getdoc.jsp?
containerld=prAP52141324

Igartua, J. J., & Hayes, A. F. (2021). Mediation, Mod-
eration, and Conditional Process Analysis: Con-
cepts, Computations, and Some Common Confu-
sions. Spanish Journal of Psychology, 24(6), 1—
23, https://doi.org/10.1017/SJP.2021.46

[lhamalimy, R., & Ali, H. (2021). Model Perceived
Risk and Trust: E-Wom and Purchase Intention
(the Role of Trust Mediating in Online Shopping
in Shopee Indonesia). Dinasti International Jour-
nal of Digital Business Management, 2(2), 204—
221. https://doi.org/10.31933/dijdbm.v2i2.651

Immanue, D., & Alexandria, B. (2021). The Impact of
Using Influencer on Consumer Purchase Intention
With Attitude Towards Influencer and Brand At-
titude As Mediator. Jurnal Aplikasi Manajemen,
19(4), 766—781. https://doi.org/10.21776/ub.jam.
2021.019.04.06

Indrawati, Y., P. C. P., & Muthaiyah, S. (2022). eWOM

via the TikTok application and its influence on the
purchase intention of some products. Asia Pacific
Management Review.

Igbal, A., Khan, N., Malik, A., & Faridi, M. (2022). E-
WOM effect through social media and shopping
websites on the purchase intention of smartphones
in India. Innovative Marketing, 18(2), 13-25.
https://doi.org/10.21511/im.18(2).2022.02

Janssen, L., Schouten, A. P., & Croes, E. A. J. (2022).
Influencer advertising on Instagram: product-in-
fluencer fit and number of followers affect adver-
tising outcomes and influencer evaluations via
credibility and identification. International Jour-
nal of Advertising, 41(1), 101-127. https://doi.org/
10.1080/02650487.2021.1994205

Juftizen, J., Daulay, R., Sari, M., & Nasution, M. L.
(2020). Model Empiris Peningkatan Kepuasan
Dan Niat Beli Konsumen Dalam Pemilihan
Online Shop Instagram. Mix: Jurnal llmiah Ma-
najemen, 10(2), 249. https://doi.org/10.22441/
mix.2020.v10i2.008

Kaur, K., & Kumar, P. (2021). Social media: a blessing
or a curse? Voice of owners in the beauty and
wellness industry. The TOM Journal © Emerald
Publishing Limited, 34(5), 1039—1056. https://doi.
org/10.1108/TQM-03-2021-0074

Kemeg, U., & Yiiksel, H. F. (2021). The Relationships
among Influencer Credibility, Brand Trust, and
Purchase Intention: The Case of Instagram.

Kerse, Y. (2023). The relationship between brand
awareness and purchase intention: A meta-analy-
sis study. Business & Management Studies: An In-
ternational Journal, 11(3), 1121-1129. https://
doi.org/10.15295/bmij.v11i3.2288

Koesuma, M. W., & Kurniawati. (2022). Pengaruh
Electronic Word of Mouth dan Kredibilitas Influ-
encer di Instagram Terhadap Customer Purchase
Intention. Egien: Jurnal Ekonomi Dan Bisnis,
11(1), 1383-1394.

Krisnawan, N., & Jatra, M. (2020). The Effect of Brand
Image, Brand Awareness, and Brand Association
on Smartphone Purchase Intention (Case Study in
Denpasar). American Journal of Humanities and
Social Sciences Research, 5(6), 117-122.
www.ajhssr.com

Kurniati, N. (2023). Pengaruh Influencer Marketing
Terhadap Brand Awareness Suatu Produk. Co-
Value: Jurnal Ekonomi, Koperasi & Kewirausahaan,
14(5), 537-548.

Lestari, R., & Yuniarinto, A. (2024). Pengaruh Social
Media Influencer Terhadap Purchase Intention
Dengan Brand Awareness Sebagai Variabel Me-
diasi. Jurnal Manajemen Pemasaran Dan Per-
ilaku Konsumen, 3(1), 116-127. https://doi.org/
10.21776/jmppk.2024.03.1.12



Pidada: A Tactics on Corroborate Customer Intention 41

Lie, S., & Sitinjak, T. (2024). The Influence of Influ-
encer Marketing on Instagram towards Secondary
Brand Awareness in Jakarta. Jurnal Komunikasi
Dan Bisnis, 12(1), 1-13. https://doi.org/10.
46806/jkb.v12i1.917

Lutzow, V., Soegoto, A., & Palandeng, 1. (2024). The
Influence Of Product Placement And Influencer
Marketing On Purchase Intention Of Scarlett
Whitening Products Among Management Stu-
dents At Sam Ratulangi University. Jurnal
EMBA, 12(33), 1149-1160. https://doi.org/10.
35794/emba.v12i03.58125

Machi, L., Nemavhidi, P., Chuchu, T., Nyagadza, B., &
Venter, M. (2022). Exploring the impact of brand
awareness, brand loyalty, and brand attitude on
purchase intention in online shopping. Interna-
tional Journal of Research in Business and Social
Science, 11(5), 176-187. https://doi.org/10.
20525/ijrbs.v11i5.1841

Mariana, J. R., & Subarjo. (2023). Pengaruh Kualitas
Produk, Electronic Word Of Mouth (E-Wom),
dan Inovasi Produk Terhadap Minat Beli Produk
Iphonedi Apple Store Yogyakarta. JPT: Jurnal
Pendidikan  Tambusai, 7(3), 24159-24167.
https://www .jptam.org/index.php/jptam/arti-
cle/view/10437

Mehyar, H., Saced, M., Baroom, H., Afreh, A. L. L A,,
& Al-adaileh, R. (2020). The Impact Of Elec-
tronic Word Of Mouth On Consumers' Purchas-
ing Intention. Journal of Theoretical and Applied
Information Technology, 98(02), 183—193.

Mulyadi, N., & Hendri, M. (2023). The influence of so-
cial media marketing on purchase intention with
brand awareness and halal awareness of Scarlett
products. 3(3), 312-322. https://doi.org/10.24036/
mms.v3i3.407

Natalia, D., & Janamarta, S. (2022). Pengaruh Pemasa-
ran Digital, Brand Awareness, Dan Brand Trust
Terhadap Consumer Purchase Decision Pada
Produk PT. Surya Global Mandiri. EMabBi:
Ekonomi Dan Manajemen Bisnis, 2, 122—134.
https://jurnal.ubd.ac.id/index.php/emabi/arti-
cle/view/1256%0Ahttps://jurnal.ubd.ac.id/in-
dex.php/emabi/article/download/1256/694

Pefia-Garcia, N., Gil-Saura, 1., Rodriguez-Orejuela, A.,
& Siqueira-Junior, J. R. (2020). Purchase Inten-
tion and Online Purchase Behavior: A Cross-Cul-
tural Approach. Heliyon, 6(6). https://doi.org/
10.1016/;.heliyon.2020.e04284

Pratama, A., Hamidi, L., & Cahyono, E. (2023). The
Effect of Halal Brand Awareness on Purchase In-
tention in Indonesia: The Mediating Role of Atti-
tude. Cogent Business and Management, 10(1),
1-18.
https://doi.org/10.1080/23311975.2023.2168510

Pratama, C., & Astarini, D. (2023). Electronic Word of
Mouth as a Predictor of Purchase Intention: Evi-
dence from Instagram and TikTok in Indonesia.
International Journal of Digital Entrepreneurship
and Business (IDEB), 4(2), 84-94. https://doi.
org/10.52238/ideb.v4i2.119

Prayoga, 1., & Rachman, M. (2020). Pengaruh Elec-
tronic Word Of Mouth Terhadap Keputusan Pem-
belian Konsumen Pada Fore Coffee. Jurnal Syn-
tax Transformation, 1(5), 136-140.

Prayogo, A., Fauzi, A., Bagaskoro, D., Alamsyah, F.,
Tonda, F., Hafidzi, K., Fatturrohman, M., & Wi-
jaya, S. (2023). Pengaruh Brand Image, Viral
Marketing dan Brand Awareness Terhadap Minat
Beli Konsumen. Jurnal llmu Multidisiplin, 1(4),
754-763.
https://doi.org/https://doi.org/10.38035/jim.v1i4

Prihartini, E., & Fauzi, H. (2020). Pengaruh Social Me-
dia Marketing, Brand Awareness dan Word Of
Mouth Terhadap Minat Beli Smartphone Sam-
sung (Studi pada Mahasiswa Universitas
Majalengka). Jurnal Ekonomi Syariah Dan
Bisnis, 3(2), 138-147. http://jurnal.unma.ac.id/in-
dex.php/mr/index

Rahayu, R. O. C., & Mulyaningsih, H. D. (2022).
Pengaruh Content Marketing dan Dukungan In-
fluencer terhadap Minat Beli Konsumen pada
Produk Fashion. Jurnal Riset Manajemen Dan
Bisnis, 1(2), 136-145. https://doi.org/10.29313/
jrmb.v1i2.544

Ramdan, A., Siwiyanti L., Komariah, K., &
Ramdhany, M. (2023). Effect of Influencer Mar-
keting and Green Marketing on Brand Awareness
of Traditional Culinary SMEs in West Java.
Jurnal llmu Sosial Dan Humaniora, 12(3), 453—
462. https://doi.org/10.23887/jish.v12i3.66147

Reza, Ichsan, & Karim, A. (2021). Kualitas Pelayanan
Terhadap Kepuasan Nasabah PT. Jasa Raharja
Medan. Jurnal Penelitian Pendidikan Sosial Hu-
maniora,  6(1), 54-57. https://doi.org/10.
32696/jp2sh.v6il.729

Rini, L. (2023). Factors Influencing Purchase Intention
Against Marketplace Users in Gen Z. Interna-
tional Journal of Economics and Management
Review, 1(2), 58-68. https://doi.org/10.58765/
jemr.v1i2.144

Rusiana, D., Iriani, S., & Witjaksono, A. (2023).
Pengaruh Celebrity Endorser dan Electronic
Word of Mouth terhadap Minat Beli dengan
Brand Image sebagai Variabel Mediasi pada E-
Commerce Tokopedia. Jurnal Maksipreneur:
Manajemen, Koperasi, Dan Entrepreneurship,
12(2), 410-429. https://doi.org/10.30588/jmp.
v12i2.1081

Sanita, S., Kusniawati, A., Lestari, M. N., Ekonomi, F.,



42 PETRA INTERNATIONAL JOURNAL OF BUSINESS STUDIES, VOL. 8, NO. 1, JUNE 2025: 32 —42

& Galuh, U. (2019). Pengaruh Product Knowledge
dan Brand Image terhadap Purchase Intention.
Business Management and Entrepreneurship
Journal, 1(3), 169-184.

Sanjaya, F. A., Ambarwati, R., & Lesmanawati, D.
(2022). Pengaruh Social Media Marketing Dan
Citra Merek Terhadap Keputusan Pembelian
Yang Dimediasi Electronic Word Of Mouth
(Studi Kasus: Konsumen Kedai “Ikhtiar” Ban-
jarbaru). Jurnal Riset Inspirasi Manajemen Dan
Kewirausahaan, 6(2), 82-92. https://doi.org/
10.35130/jrimk

Saputro, A., & Sugiharto, D. S. (2020). Pengaruh Digi-
tal Marketing Dan Brand Ambassador Dalam
Membentuk Brand Identity Sebagai Variabel In-
tervensi Terhadap Purchase Intention Pada
Produk Markobar. Strategi Pemasaran, 5, 1-8.

Simamora, V., & Umry, R. (2020). Pengaruh Influ-
encer Dan Social Media Sebagai Strategi Market-
ing Baba Rafi Enterprise Terhadap Keputusan
Pembelian Produk Ngikan Dengan Brand Aware-
ness Sebagai Variabel Moderating. 4(1).

Soeprajogo, M., & Ratnaningsih, N. (2020). Per-
bandingan Dua Rata-Rata Uji-T. Universitas
Padjajaran, 5-20.

Sugiyono. (2013). Metode Penelitian Kuantitatif Kuali-
tatif Dan R & D.

Sulistio, E., & Liliana, D. (2024). How To Influence
and Viral Marketing Increase Purchase Intention.
Jurnal STIE Semarang, 16(1), 29-40. https://doi.
org/10.33747

Sulistiyani, & Sudirjo, F. (2020). Jurnal Mantik Jurnal
Mantik. Mobile-Based National University Online
Library Application Design, 3(2), 539-564.
http://iocscience.org/ejournal/index.php/man-
tik/article/view/882/595

Tajuddin, U., Hassan, L., Othman, A., & Razak, N.
(2020). Electronic Word-of-Mouth (E-WOM),
Brand Image and Consumer Purchase Intention
on Healthcare Products. Journal of Accounting
Research, Organization and Economics, 3(1), 73—
83. https://doi.org/10.24815/jaroe.v3i1.16823

Udayana, 1. B. N., Hutami, L. T. H., & Mayrenda, N.
(2022). Pengaruh Electronic Word Of Mouth Dan
Celebrity Endorser Terhadap Consumer Purchase

Intention Smartphone Merek Vivo Melalui Brand
Image Sebagai Variabel Mediasi (Studi Pada
Konsumen Smartphone Vivo di Yogyakarta). A/
Kharaj : Jurnal Ekonomi, Keuangan & Bisnis
Svariah, 4(5), 1489-1504. https://doi.org/10.
47467/alkharaj.v4i5.1004

Widiyan, T. R., & Sienatra, K. B. (2024). Pengaruh So-
cial Media Marketing Activities Dan E-Wom
(Electronic Word Of Mouth) Terhadap Purchase
Intention Dengan Brand Awareness Sebagai Var-
iabel Mediasi Pada Produk Toko Emas Rizqgina
Gold Di Instragram. PARSIMONIA Jurnal
Akuntansi, Manajemen, Dan Bisnis, 11(1).

Wijaya, V., Muljani, N., & Koesworo, Y. (2021).
Pengaruh E-Wom Dan Brand Awareness Ter-
hadap Brand Image Dalam Menimbulkan Pur-
chase Intention Di Traveloka Pada Generasi Mile-
nial Di Surabaya. Jurnal llmiah Mahasiswa Ma-
najemen, 10(2), 101-109. https://doi.org/0.33508/
jumma.v10i2.3612

Winadi, J. S. (2017). Hubungan Word of Mouth
dengan Brand Awareness Teh Kotak. Jurnal E-
Komunikasi, 5(1), 1-12.

Yazgan Pektas, S., & Hassan, A. (2020). The Effect of
Digital Content Marketing on Tourists’ Purchase
Intention. Journal of Tourismology, February, 79—
88. https://doi.org/10.26650/j0t.2020.6.1.0011

Yuan, S., & Lou, C. (2020). How Social Media Influ-
encers Foster Relationships with Followers: The
Roles of Source Credibility and Fairness in Par-
asocial Relationship and Product Interest. Journal
of Interactive Advertising, 0(0), 133-147.
https://doi.org/10.1080/15252019.2020.1769514

Zia, A., Younus, S., & Mirza, F. (2021). Investigating
the Impact of Brand Image and Brand Loyalty on
Brand Equity: The Mediating Role of Brand
Awareness. International Journal of Innovation,
Creativity and Change, 15(2), 1091-1106. www.
ijicc.net

Zulfahmi, A., Rayhan, M. A., & Saputra, A. R. (2023).
The Effect of Brand Image and Electronic Word
of Mouth on Purchase Intentions Pengaruh Citra
Merek Dan Electronic Word Of Mouth Terhadap
Niat Pembelian. 5(2), 124-138. /https://doi.org/
10.59806/tribisnis.v5i2.284



