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Abstract 
This study investigates the interplay of e-WOM (electronic word-of-mouth), brand 
image, and brand trust on purchase decisions among ERHA cosmetics users in 
Pekalongan City, with purchase intention posited as an intervening variable. A purposive 
sampling technique was employed, collecting data from 100 respondents via Google 
Forms distributed through Instagram and WhatsApp. The analytical model utilized 
Partial Least Squares Structural Equation Modeling (PLS-SEM) with SmartPLS 3.0. Key 
findings indicate that while e-WOM showed a positive, albeit insignificant, effect on 
purchase decisions, brand image surprisingly had a negative, insignificant impact. 
Conversely, brand trust demonstrated a positive and significant influence on purchase 
decisions. Regarding purchase intention, e-WOM and brand trust both exerted a 
positive and significant effect, whereas brand image's effect was positive but 
insignificant. Notably, purchase intention significantly and positively influenced 
purchase decisions. However, purchase intention did not mediate the relationships 
between e-WOM and purchase decisions, nor between brand image and purchase 
decisions. Importantly, purchase intention successfully mediated the relationship 
between brand trust and purchase decisions. This highlights the crucial role of brand 
trust in driving purchase decisions through the formation of purchase intention. 
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Introduction 
The beauty industry is currently booming in Indonesia, where almost all Indonesian 

people use skincare, especially women (1). This makes the development of this beauty 

product make beauty business actors increasingly develop the quality of their products 

to expand the market (2). Beauty business actors compete in branding their products 

so that consumers are interested and decide to buy their products. A purchase decision 

is a state of a person considering various factors when buying a product or service for 

personal consumption (3), which then the product can provide self-satisfaction and is 
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willing to accept the risk that may occur due to the inconsistency of the product or 

service received with consumer expectations. Decision-making is a process of problems 

that consumers will recognize, search for information about brands or products, and 

evaluate whether each alternative can handle the problems that are directed at 

purchase decisions (4). 

Decision making in the current era is closely related to electronic word of mouth (E-

WOM). E-WOM may spread rapidly and is a comparatively simple marketing tool (5). E-

WOM is a type of online communication between customers and sellers that takes the 

shape of different answers that provide details and customer experiences following the 

purchase and use of goods or services (4). 

The public’s opinion of a business or product is known as its brand image (6). A company 

must have a strong brand image since it will influence consumer perception and leave a 

favourable impression. A strong brand image will also help a business plan survive in an 

era of growing competition (7). A brand’s name, symbol, word, or symbol, design, 

colour, or a collection of other characteristics that might give it personality and set it 

apart from competing goods is known as its brand image (8). Customers are more likely 

to accept products with a positive brand image. The attitude of trust in a product is 

linked to its image. Positive perceptions increase the likelihood that customers will make 

purchases (9). The advantages of a positive product image include the development of 

a new product and the utilisation of the favourable perception that has been established 

for previous items (10). 

With over 20 years of experience in promoting skin health in Indonesia, ERHA is a well-

known skincare and cosmetics company there (11). Research & Development clinical 

trials have validated the efficacy and safety of Erha products. ERHA currently has 105 

locations in more than 50 Indonesian cities, and about 90 different kinds of skincare 

products are sold through Erha Networks, e-commerce sites, pharmacies, and cosmetic 

shops located all across the country. 

Hypothesis Development 

The influence of e-WOM on ERHA product purchase decisions 
After a sale and purchase transaction, sellers and buyers can communicate electronically 

through a variety of responses or responses that provide information and customer 

experiences (12). Furthermore, E-WOM has a positive and significant effect on purchase 

decisions, according to researchers; the more responses and E-WOM there is, the better 

the purchase decision will turn out (13). According to (14, 15, 16, 17, 18) E-WOM 

significantly and favourably influences purchase decisions. Based on the explanation 

above, the hypothesis proposed is as follows: 

H1: e-WOM has a positive and significant effect on purchase decisions 
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The influence of brand image on ERHA product purchase decisions 
A positive or negative brand image is necessary for the development of a brand image 

that emerges from consumer perception (19). Customers will have a favourable 

perception of the brand if it has a positive reputation (20). Customers’ perceptions of a 

brand are shaped by their knowledge and interactions with the company. The 

information that consumers have learnt about a brand is part of its image (21).  

Gaining a competitive edge is just one of the many advantages that a strong brand 

reputation will provide to the business. Customer impressions, ideas, and attitudes 

about a specific brand make up its brand image (6). Because consumer opinions of 

quality and service are reflected in brand image, a successful business will be able to 

draw in or convince clients. If a product has a good reputation, the majority of buyers 

will decide to buy it, and this influence increases according to the information source. 

The following hypothesis is put forth because it is consistent with the findings of (22, 23, 

24, 25) that brand image significantly and favourably influences purchase decisions, so 

the hypothesis proposed is as follows: 

H2: Brand image has a positive and significant effect on purchase decisions 

The influence of brand trust on consumer purchase decisions 
A sequence of prior experiences that witness the evolution of consumer brands and 

their portrayal as a process of perception and occasional customer learning experiences 

constitute brand trust (26). Furthermore, brand reliability, which is founded on 

customer confidence that the product can satisfy and meet their demands, is one of the 

two reflections that brand trust offers. Additionally, there is brand intensity (also known 

as brand intention), which is the degree to which consumers believe the brand can put 

their needs first in the event of a dispute. The most crucial factor in both buying and 

selling is brand trust since consumers won’t make a purchase if they don’t already 

believe in the brand or product being offered (27). 

Customers’ perception that a brand puts their needs ahead of its own is the foundation 

of trust. To satisfy clients by preserving their faith in the brand so they will continue to 

rely on it and by offering them good values that motivate them to make purchases. The 

following hypothesis is put forth in light of the findings of studies (24, 28, 29), which 

indicated that brand trust significantly and favourably influences purchase decisions: 

H3: Brand trust has a positive and significant influence on consumer purchase decisions. 

The influence of e-WOM on ERHA product purchase intention  
E-WOM is a development of word of mouth, a form of communication in the form of 

positive or negative statements from a brand that is distributed to consumers one by 

one on the internet. E-WOM is a way for consumers to communicate by word of mouth 

to share recommendations or suggestions, both individually and in groups, about a 

product (30). 
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Electronic word of mouth is a marketing strategy carried out by other consumers by 

providing an explanation of the experience when using a product or service by utilising 

digital media (31). The positive information provided can increase trust in the brand, thus 

allowing the purchasing process to occur. Consumers realise that there are still many 

who recommend to people close to them who need information about the products 

being sold. The e-WOM provided is something that consumers want in talking about 

products, recommending to others and encouragement from friends or relationships. 

In line with (32, 33, 34) stated that electronic word of mouth has a positive and 

significant influence on consumer purchase intention so the hypothesis proposed is as 

follows: 

H4: e-WOM has a positive and significant influence on consumer purchase intention. 

The influence of brand image on ERHA product purchase intention 
Brand image is a concept expressed from the overall perception of a brand and is 

formed from information about past experiences with the brand. Brand image is able to 

increase consumer buying interest by providing an identity for the brand (35). This 

identity is the excellence, quality, service and commitment of the business actor. 

If a brand has a positive image and is able to give a good impression to customers, it 

allows customers to make purchases. Conversely, if the image given tends to be 

negative, customers will avoid and not buy the product. The brand image is already 

attached to the minds of consumers and cannot be imitated so that it will form a positive 

image that becomes a reference for consumer assessment of products or services. 

Research by (36, 37, 38) state that the brand image variable has a positive and significant 

influence on consumer purchase intention, so the hypothesis proposed is as follows: 

H5: Brand image has a positive and significant influence on consumer purchase intention. 

The influence of brand trust on ERHA product purchase intention 

Brand trust is considered an important factor in generating consumer buying interest 

because brand trust is the average consumer’s willingness to rely on the brand’s ability 

to perform the functions set by (39). Brand trust is considered that after consumers 

appreciate a company’s products, when the company talks about the safety, integrity, 

and credibility of its brand to consumers, the brand’s credibility will increase. 

Customers will feel more involved and develop a sense of empathy, trust, happiness, 

and security as well as be able to form strong relationships with the product when 

emotionally charged interactions are more prevalent. Brand trust has an effort to 

achieve satisfaction by growing and maintaining customer trust to continue to rely on a 

brand by providing positive values (40, 41, 42) stated that brand trust has a positive and 

significant influence on consumer purchase intention, so the hypothesis proposed is as 

follows: 

H6: Brand trust has a positive and significant effect on consumer purchase intention. 
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The influence of purchase intention on ERHA product purchase decisions 
Purchase intention is another element that affects decisions to buy. After evaluating 

whether a product meets one’s needs and desires prior to making a purchase, purchase 

intention results from a desire for the product. Consumers interested in buying must 

have received information about the desired product (43). Then consumers tend to 

decide to buy the product according to their wants. Purchase decisions are a process in 

which consumers evaluate various choices and choose one or several alternatives that 

are needed based on certain considerations. 

An intervening variable that lies between the stimulus and response variables is 

purchase intention. Customers will not follow the stimulus variable if they have strong 

opinions and attitudes about the products and services being offered. Research by (44, 

45, 46) stated that consumer purchase intention has a positive and significant influence 

on purchase decisions. If purchase intention increases, the level of customer confidence 

in purchase decisions will also increase, so the expected hypothesis is as follows. 

H7: Purchase intention has a positive and significant effect on purchase decisions 

The influence of e-WOM on purchase decisions mediated by purchase 

intention 
Due to the fact that it is a kind of positive consumer connection via online media, which 

was developed for numerous individuals and businesses, it is one of the most successful 

campaigns. According to (47), E-WOM is a comment that has already been posted on 

the website. Word-of-mouth advertising has grown to be a crucial aspect of conducting 

company. Personal experiences, opinions, conversations, and user suggestions are 

examples of information that is shared on social media by one individual to another. E-

WOM has emerged as a crucial marketing tool that businesses utilise to advertise and 

grow their market share (48).  

According to a number of studies, E-WOM is thought to be more successful than offline 

since it is more accessible. Customers can directly share their opinions regarding 

products online. By mediating buying interest, customer recommendations and 

favourable evaluations disseminated via e-WOM can affect purchase decisions. The 

following hypothesis is put forth in light of (49) assertion that buying interest can 

moderate the relationship between the influence of E-WOM on purchase decisions: 

H8: e-WOM mediated by purchase intention has a positive and significant effect on 

purchase decisions. 

The influence of brand image on purchase decisions mediated by purchase 

intention 
When making selections about what to buy, consumers should consider the brand 

image, which is a significant component of the product (24). Customers will be more 

likely to recall a business actor with a great reputation. When consumers lack prior 

product purchasing experience, brand image becomes a factor in their decision-making. 
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A company’s promises to offer advantages, privileges, and services to customers are 

contained in its brand. 

Customers have a positive perception of the brand; the more they trust the brand, the 

more likely they are to stick with it, which can help the business make more money. 

When it comes to boosting consumer interest in buying things, brand image is crucial. 

Customers will be interested in purchasing the product if they perceive that the brand 

is well-known and of high quality. The following hypothesis is put forth in light of (49) 

assertion that purchase intention can mediate the impact of brand image on purchasing 

decisions: 

H9: Brand image mediated by purchase intention has a positive and significant effect on 

purchase decisions. 

The influence of brand trust on purchase decisions mediated by purchase 

intention 
Trust is another element that might affect decisions about what to buy. In environments 

characterized by unpredictability, the efficacy of a transaction is often contingent upon 

the relationship between the involved parties. Specifically, an individual's capacity to 

engage in a transaction that aligns with their expectations and preferences can be 

critically evaluated through the lens of trust. Since trust has a positive value across all 

things sold, it is a significant component to take into account when making a purchase. 

Brand trust is predicated on the consumer's expectation that the brand will consistently 

act in alignment with their needs and desires (50). Trust is an assessment of product 

expertise from the consumer’s perspective that culminates in a transaction or 

interaction stage that is realised by achieving satisfaction and fulfilling product 

performance expectations. 

Customer trust is a form of customer support from efforts made to obtain something 

desired, with customer trust providing support for purchase decisions. Building trust is 

very important in running a business. The more trust arises from an intense relationship, 

the more interest will increase, which then influences consumer behaviour (51) stated 

that the purchase intention variable can mediate the influence of brand trust on 

purchase decisions positively and significantly, so that the hypothesis proposed is as 

follows: 

H10: Purchase decisions are positively and significantly impacted by brand trust, which is 

mediated by purchase intention. 

Method 
This study employs a causal research design, which aims to establish and examine the 

causal relationships between several independent variables and a dependent variable. 

The target population for this study comprises all consumers of ERHA cosmetic 

products. Given that the precise number of ERHA cosmetic product consumers in 
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Pekalongan is unknown, the sample size for this study will be determined using the 

Margin of Error (MOE) formula. The formula for MOE is as follows: 

n = 
𝑍2

4(𝑚𝑜𝑒)2
  

n = 
1,962

4(0,1)2
 

n = 96,4 

Therefore, the number of samples in this study is 96 respondents, which is then rounded 

up to 100 respondents. 

The sampling methodology employed in this study utilized a purposive sampling 

technique, adhering to specific inclusion criteria. Participants were selected if they were 

women aged 15 to 30 years old and resided in Pekalongan City, having previously 

purchased ERHA cosmetic products. Data collection was primarily conducted through 

questionnaires, supplemented by a literature review. For data analysis, Structural 

Equation Modelling - Partial Least Squares (SEM-PLS) was chosen due to its suitability 

for studies with a limited sample size but a complex model structure. The sample size 

requirement for SEM-PLS was met by ensuring it was at least five times the number of 

indicator variables. 

A total of 120 survey instruments were distributed. Of these, 112 were returned, 

indicating a robust initial response. Following a meticulous verification process, 100 

questionnaires were deemed usable for analysis, while 12 were excluded due to 

unsuitability. The disclosure level (response rate) of the survey was calculated at 93.33%, 

which is well within acceptable limits, surpassing the typical 60% threshold. This rate was 

determined by dividing the number of usable questionnaires (100) by the total number 

distributed (120). Furthermore, the usable response rate for the study's questionnaires 

was 83.33%. This figure, exceeding 76.7%, positions the questionnaires in a category 

generally considered "dubious" by some metrics, highlighting the importance of robust 

initial screening. 

Results 
A total of 100 people have contributed as research respondents; they are consumers of 

ERHA cosmetic products in Pekalongan City. The analysis in this study uses Partial Least 

Squares, which is one of the analysis methods that does not require many assumptions, 

and PLS can be used to confirm the research theory. Figure 1 is a picture of the empirical 

model of the study. The independent variables in this study are e-WOM, brand image, 

and brand trust, while the dependent variable is the purchase decision with purchase 

intention as an intervening variable. 
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Figure 1. Empirical research model 

Validity and reliability testing 
The measurement model employed in this study underwent rigorous validation through 

tests for both discriminant validity and reliability. The results of the validity test 

consistently demonstrated that all individual variable loadings were higher than their 

cross-loadings with other variables. This outcome confirms that each construct is 

sufficiently distinct from the others, thereby fulfilling the criteria for discriminant 

validity. Consequently, the data model is deemed robust and suitable for proceeding to 

subsequent analytical stages. 

The reliability was assessed using Cronbach's Alpha and Composite Reliability. As 

presented in the table above, all variables exhibited values exceeding the generally 

accepted threshold of 0.70 for both metrics. These findings indicate strong internal 

consistency reliability across all variables within the study. 

For constructs employing reflective indicators, composite reliability serves as a primary 

measure of internal consistency. Conversely, for constructs utilizing formative 

indicators, multicollinearity was evaluated by examining the VIF. All VIF values were 

found to be below 5, confirming the absence of significant multicollinearity among the 

formative indicators. 

R-square testing 
The analysis of this study reveals a substantial explanatory power of the independent 

variables on the dependent variables. Specifically, the purchase decision variable 

exhibited an R-squared value of 0.752. This indicates that E-WOM, brand image, and 

brand trust collectively account for 75.2% of the variance in purchase decisions. The 
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remaining 24.8% of the variance is attributable to other unexamined factors not included 

in this research. 

Similarly, for the purchase intention variable, an R-squared value of 0.793 was observed. 

This finding suggests that E-WOM, brand image, and brand trust together explain 79.3% 

of the variability in consumers' purchase intentions. Consequently, 20.7% of the variance 

in purchase intention is influenced by external variables not incorporated into the 

present study's model. These results underscore the significant combined influence of 

E-WOM, brand image, and brand trust on both purchase decisions and purchase 

intentions. 

Model fit testing 
The fit model test is used to see whether or not the model and data are feasible to test 

the influence of the variables. The requirement is SRMR < 0.10; the SRMR value obtained 

is 0.066, less than 0.10. These results indicate that the research model has met the 

criteria and is feasible so that the next testing stage can be carried out. 

Hypothesis testing 
Direct effect 

1. Hypothesis H1 is rejected. This can be seen from the original sample value, which 

shows a value of 0.130, a p-value of 0.197, and a t-statistic of 1.293 (<1.96), and a p-

value of 0.197 (>0.05), which states that there is no significant influence between E-

WOM and purchase decisions.  

2. Hypothesis H2 is rejected. This can be seen from the original sample value, which 

shows a value of -0.016, a p-value of 0.914, and a t-statistic of 0.108 (<1.96), and a p-

value of 0.914 (>0.05), which states that there is no significant influence between 

brand image and purchase decisions.  

3. Hypothesis H3 is accepted. This can be seen from the original sample value, which 

shows a value of 0.506, a p-value of 0.00, a t-statistic of 4.080 (> 1.96), and a p-value 

of 0.00 (< 0.05), which states that there is a significant influence between brand trust 

and purchase decisions. This can be interpreted that the increasing brand trust will 

increase purchase decisions. 

4. Hypothesis H4 is accepted. This can be seen from the original sample value, which 

shows a value of 0.188, a p-value of 0.007, a t-statistic of 2.692 (> 1.96), and a p-value 

of 0.007 (< 0.05), which states that there is a significant influence between E-WOM 

and purchase intention. This can be interpreted that the increasing E-WOM will 

increase purchase intention. 

5. Hypothesis H5 is rejected. This can be seen from the original sample value, which 

shows a value of 0.113, a p-value of 0.287, and a t-statistic of 1.065 (> 1.96), and a p-

value of 0.287 (> 0.05,) which states that there is no significant influence between 

brand image and purchase intention.  
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6. Hypothesis H6 is accepted. This can be seen from the original sample value, which 

shows a value of 0.652, a p-value of 0.000, a t-statistic of 7.839 (> 1.96), and a p-value 

of 0.000 (<0.05), which states that there is a significant influence between brand 

trust and purchase intention. This can be interpreted as the higher the brand trust, 

the higher the purchase intention. 

7. Hypothesis H7 is accepted. This can be seen from the original sample value, which 

shows a value of 0.314, a p-value of 0.012, a t-statistic of 2.522 (> 1.96), and a p-value 

of 0.012 (< 0.05), which states that there is a significant influence between purchase 

intention and purchase decisions. This can be interpreted that the increasing 

purchase intention will increase the purchase decision. 

Indirect effect 

1. Hypothesis H8 is rejected. This can be seen from the original sample value, which 

shows a value of 0.059, a p-value of 0.052, and a t-statistic of 1.945 (<1.96), and a p-

value of 0.052 (>0.05), which states that there is no significant influence between 

electronic word of mouth and purchase decisions. 

2. Hypothesis H9 is rejected. This can be seen from the original sample value, which 

shows a value of 0.035, a p-value of 0.358, and a t-statistic of 0.920 (<1.96) and a p-

value of 0.358 (>0.05), which states that there is no significant influence between 

brand image and purchase decisions.  

3. Hypothesis 10 is accepted. This can be seen from the original sample value,, which 

shows a value of 0.204, a p-value of 0.022, and a t-statistic of 2.289 (>1.96) and a p-

value of 0.022 (<0.05), which states that there is a significant influence between 

brand trust and purchase decisions. Based on the calculation, the role of purchase 

intention in mediating the indirect influence of brand trust on purchase decisions at 

the structural level is relatively low because the upsilon value (v) is 0.042 < 0.75. 

Discussion 
H1 is rejected, which states that there is no influence from the tested variables, seen in 

the respondents’ answers to the questionnaire, which means that not all consumers 

implement reading product reviews before purchasing, not all consumers consult 

online, not all consumers collect information about ERHA products, some consumers do 

not feel worried if consumers have not read reviews, and product reviews from other 

consumers do not affect the confidence of some consumers in purchasing ERHA 

products. The results of the study which produced an insignificant positive effect are in 

line with the research of (24, 52, 53) which stated that Electronic Word of Mouth has a 

positive but insignificant effect on purchase decisions because the influence of E-WOM 

with the use of social media triggers between the information provider and the 

information recipient not to meet face to face with only limited to written comments 

from some information, this certainly does not guarantee the credibility of the 

informant and also the effect of information by several different people can be 
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inconsistent, so consumers are not too influenced by social media in the purchase 

decision-making process. This also reduces the strength of consumer trust in content or 

reviews. 

H2 is rejected, which states that there is no influence from the tested variables, seen in 

the respondents’ answers to the questionnaire, which means that some consumers 

think that ERHA products are low-quality moisturizers. ERHA is not easy to express. The 

results of this study are not in line with the previous research (54, 55). However, this 

study is supported by (56), which states that brand image has a negative and 

insignificant effect on purchase decisions because some consumers have the perception 

that not all brands that already have popularity and have a good image will be the main 

choice for consumers; there are several other considerations, such as other products 

that have unique offerings, skin needs that do not match expectations and better 

quality than other products. 

H3 is accepted, which states that there is an influence of the tested variables. This means 

that consumers believe that ERHA always releases new products, ERHA can fulfill the 

promises that consumers want, consumers believe in the ERHA brand skincare, 

consumers always rely on ERHA products, always use ERHA, and consumers believe that 

ERHA will provide good integrity. Of course, trust is an important factor in the process 

of making purchase decisions because buying and selling activities are carried out online 

and do not involve meeting in person. The results of this study are the results of 

respondents’ answers to the questionnaire that was distributed, with the number 

agreeing reaching 41.33% and answers strongly agreeing at 25.16%. The results of the 

study were significantly positive, in line with the research of (57, 23, 58), which stated 

that brand image had a significant positive effect on purchase decisions. This is because 

the inherent nature of online transactions, where consumers are unable to physically 

inspect goods prior to purchase or directly interact with the seller, often fosters a 

degree of hesitation among potential buyers. This fundamental challenge underscores 

the critical importance of consumer trust for e-commerce platforms like Shopee. To 

mitigate this apprehension and cultivate trust, several strategies are employed. A 

primary approach involves establishing a professional and user-friendly website. 

Furthermore, a strong site reputation, bolstered by positive testimonials from other 

consumers, significantly contributes to enhancing user confidence and encouraging 

transactions on the Shopee e-commerce application. 

H4 is accepted, which states that there is an influence of the tested variables. This means 

that consumers often read product reviews, ensure that the product purchased is 

correct, consult first, and collect information, and product reviews make consumers 

confident in making purchases. This means that E-WOM is the most important part of 

social commerce. Information communicated through E-WOM consists of personal 

experiences, discussions, evaluations, and stated user recommendations because this is 

related to product information, services, and company brands that are disseminated on 

social media. E-WOM marketing is an important measure used by ERHA to promote 
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products so that it will increase market share. The results of this study are by the 

answers of respondents who answered agree by 30.83% and answered strongly agree 

by 43.77%. The results of the study, which produced a significant positive effect, are in 

line with the research of (34, 59, 49), which stated that electronic word of mouth has a 

significant positive effect. E-WOM is an important medium for carrying out promotional 

activities in the current digital era, which will certainly have an impact on a person’s 

purchase intention. 

H5 is rejected, which states that there is no influence from the tested variables, meaning 

that some consumers feel neutral about their intention in ERHA products because the 

products are less attractive to consumers. When a product offers good quality and 

offers, consumers will be interested and glance at ERHA products, but in the results of 

the study conducted, there are still many consumers who feel that the ERHA product 

moisturizer is not suitable and is unable to meet their skin needs, so consumers look for 

other alternatives by buying skincare products with other brands. The results of this 

study are by the answers of respondents who answered neutrally by 19.38%. The results 

of this study do not match the hypothesis that researchers expect with the results of 

the study by (40), which stated that brand image has a significant positive effect, While 

our findings align with previous research (60, 61) indicating a positive, yet non-

significant effect of brand image on purchase intention, this suggests that brand image 

may not be a primary determinant of consumer buying decisions for ERHA products. 

This outcome implies that a strong brand image, while potentially contributing to brand 

recognition, does not inherently translate into increased purchase intention within this 

specific context. In essence, the mere existence of a positive brand image is not always 

sufficient to drive consumer purchasing behaviour. 

H6 is accepted, which states that there is an influence from the tested variables, which 

means that consumers believe that ERHA products on e-commerce platforms have 

various product variants that consumers want and consumers feel safe when using 

products so that the brand is always relied on by consumers. ERHA always provides 

good integrity so that consumers always rely on the brand. This is evidenced by the 

results of the respondents’ answers, who answered agree by 41.33% and those who 

answered strongly agree by 25.15%. The results of the study which produced a significant 

positive are in line with the research of (35), which stated that brand trust has a 

significant positive effect on purchase intention. Consumer trust when making 

transactions boldly is an absolute requirement to have confidence in making 

transactions. Making purchases boldly is prone to system errors or goods sent that are 

not appropriate, so consumer trust is needed so as not to cancel their intention to shop 

on the Shopee e-commerce media 

H7 is accepted, which states that there is an influence of the tested variables, which 

means that the purchase intention that arises in the minds of consumers can influence 

purchase decisions, where consumers are attracted to ERHA because of needs, 

variations in ERHA products can attract consumer attention, ERHA always provides 
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product innovation, consumers are always interested if ERHA products release new 

products, consumers are always looking for more information, consumers have a desire 

to buy ERHA products, consumers have demonstrated with other products, and 

consumers make ERHA products the main choice to meet consumer needs. The results 

of the study which produced a significant positive are in line with the research of (62, 

44, 51), which stated that purchase intention has a significant positive effect on 

purchase decisions. High purchase intention in ERHA products also makes purchase 

decisions high. The experience felt by consumers makes it difficult for them to switch to 

other skincare products. 

H8 is rejected, which states that there is no influence from the tested variables, which 

means that good E-WOM dissemination is still unable to foster interest in consumers. Of 

course, customers prefer to buy ERHA products directly by seeing the physical product, 

and consumers do not pay much attention to the opinions of other consumers on 

Shopee e-commerce. This is evidenced by the results of respondents’ answers to the 

questionnaire, which stated that in the E-WOM variable, with a neutral percentage of 

16%, disagreed 7% and strongly disagreed 2.77%; in the purchase intention variable, with 

a neutral number reaching 20.25%, disagreed 6% and strongly disagreed 2.88%; and in the 

purchase decision variable, with a neutral number of 20.33%, disagreed 5.33% and 

strongly disagreed 3%. The results of this study are supported by (59), which states that 

purchase intention is unable to mediate the influence of E-WOM on purchase decisions. 

This indicates that ERHA cannot increase consumer purchase intention so purchase 

intention cannot be a mediator of the influence of E-WOM and purchase decisions. 

H9 is rejected, which states that there is no influence from the tested variables, which 

means that the image of the ERHA product is still unable to grow intention in 

consumers. Some consumers still have the perception that not all well-known brands 

have a positive image. ERHA products still need to pay attention to the level of quality 

of moisturizers known as non-sticky products, and the characteristics that consumers 

consider are still unclear; the offers given still cannot increase intention in consumers, 

and the services provided to consumers are still neutral and not satisfactory. This is 

evidenced by the results of respondents’ answers to the questionnaire, which stated 

that in the brand image variable, with a neutral percentage of 19.38%, disagreed 5.13% 

and strongly disagreed 2.13%; in the purchase intention variable, with a neutral number 

reaching 20.25%, disagreed 6%, and strongly disagreed 2.88%; and in the purchase 

variable, with a neutral number of 20.33%, did not amount to 5.33% and strongly 

disagreed 3%. The results of this study are supported by (60), who stated that purchase 

intention is unable to mediate the influence of brand image on purchase decisions. This 

indicates that authenticity cannot foster purchase intention in consumers so purchase 

intention is unable to mediate the influence of brand image and purchase decisions. 

H10 is accepted, which states that there is an influence of the tested variables, which 

means that consumers believe that the information provided by ERHA can meet the 

needs of consumer skin so that purchase intention will increase and finally consumers 
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will decide to make a purchase transaction. This is evidenced by the results of 

respondents’ answers to the questionnaire, which stated that in the brand trust 

variable, with a percentage of agreement of 41.33%, strongly agree 25.16%; in the 

purchase intention variable, with the number of agrees reaching 41.25%, strongly agree 

29.63%; and in the purchase decision variable, with the number of agrees of 40.33%, 

strongly agree 5.33% and strongly disagree 31%. Based on these results, it is known that 

trust in purchase decisions through purchase intention can mediate significantly and 

positively. These results are in line with the research of (61), which states that brand 

trust in purchase decisions through purchase intention has a significant positive effect. 

Conclusion 
The conclusion of the analysis of the relationship between variables is that electronic 

word of mouth on consumers of ERHA products is not able to influence purchasing 

decisions directly; likewise, brand image on consumers of ERHA skincare products is not 

able to influence purchasing decisions directly, but brand trust on consumers of ERHA 

skincare products can influence purchasing decisions directly; likewise, e-WOM on 

consumers of ERHA skincare products can influence purchasing interest directly. 

Furthermore, the brand image of consumers of ERHA skincare products is not able to 

influence purchasing interest directly, in contrast to the relationship between brand 

trust on consumers of ERHA skincare products, which is proven to be able to influence 

purchasing interest directly. On the purchasing interest of consumers of ERHA skincare 

products, with results that can influence purchasing decisions directly. 

This study reveals nuanced insights into the indirect pathways affecting purchasing 

decisions for ERHA skincare products. Notably, e-WOM, when mediated by purchase 

interest, does not exert an indirect influence on consumer purchasing decisions. 

Similarly, brand image among ERHA skincare consumers is also indirectly unable to 

shape purchasing decisions through purchase interest as an intervening variable. 

Conversely, the findings indicate that brand trust among consumers of ERHA skincare 

products does indirectly influence purchasing decisions, with purchase interest serving 

as a significant mediating factor. 

This research is still limited to the consumer locus of Cosmotech ERHA in Pekalongan 

City. In the future, it is necessary to expand the research area and several respondents 

and also elaborate the method longitudinally so that the research results can be 

generalized. Then further researchers can expand the model and studies related to 

purchasing decisions. 

Acknowledgement 
The authors are grateful for the support provided by Universitas Pekalongan, which has 

provided funding, and to all respondents who voluntarily participated in the survey. 



BIS Economics and Business  
 

6th BIS-HSS 2024, Virtual Conference, December 11, 2024 V225022-15 

 
 

References 
(1) Herdyanti, L. Q., & Mansoor, A. Z. (2020). Analysing opportunity for new established acne focused 

skincare brand in indonesian beauty industry. European Journal of Business and Management 
Research, 5(2). https://doi.org/10.24018/ejbmr.2020.5.2.272 

(2) Pawar, A., & Pawar, A. (2023). Crafting effective marketing strategies for global success in the beauty 
and cosmetic industry. IJO-International Journal of Business Management (ISSN 2811-2504), 6(12), 14-
24. 

(3) Sunarjo, W. A. (2023). Determinants of Purchase Intention Tendencies of Career Women On Green 
Products. Entrepreneur: Jurnal Bisnis Manajemen dan Kewirausahaan, 4(1), 121-132. 
https://doi.org/10.31949/entrepreneur.v4i1.3559 

(4) Stankevich, A. (2017). Explaining the consumer decision-making process: Critical literature review. 
Journal of international business research and marketing, 2(6). https://doi.org/10.18775/jibrm.1849-
8558.2015.26.3001 

(5) Demirbaş, E. (2018). An overview on traditional and electronic word of mouth communication 
(WOM). Lectio socialis, 2(1), 16-26. 

(6) Išoraitė, M. (2018). Brand image development. Ecoforum, 7(1), 0-0. 
(7) Sintani, L., Ridwan, R., Kadeni, K., Savitri, S., & Ahsan, M. (2023). Understanding marketing strategy 

and value creation in the era of business competition. International journal of business, economics & 
management, 6(1), 69-77. https://doi.org/10.21744/ijbem.v6n1.2087 

(8) Jain, R. A. M. Y. A. (2017). Basic branding concepts: brand identity, brand image and brand 
equity. International Journal of Sales & Marketing Management Research and Development, 7(4), 1-8. 
https://doi.org/10.24247/ijsmmrdaug20171 

(9) Konuk, F. A. (2018). The role of store image, perceived quality, trust and perceived value in predicting 
consumers’ purchase intentions towards organic private label food. Journal of retailing and consumer 
services, 43, 304-310. https://doi.org/10.1016/j.jretconser.2018.04.011 

(10) Abbasi, G. A., Keong, K. Q. C., Kumar, K. M., & Iranmanesh, M. (2022). Asymmetrical modelling to 
understand purchase intention towards remanufactured products in the circular economy and a 
closed-loop supply chain: An empirical study in Malaysia. Journal of Cleaner Production, 359, 132137. 
https://doi.org/10.1016/j.jclepro.2022.132137 

(11) Fitri, M., Rohyani, D., & Helen, M. (2024). Factors Influencing Female Customer Loyalty in the ERHA 
Beauty Clinic at Gandaria City, South Jakarta. Integrated knowledge in Revolutionary Health and 
Science Journal, 1(1), 39-52. 

(12) Parise, S., Guinan, P. J., & Kafka, R. (2016). Solving the crisis of immediacy: How digital technology 
can transform the customer experience. Business Horizons, 59(4), 411-420. 
https://doi.org/10.1016/j.bushor.2016.03.004 

(13) Romadhoni, B., Akhmad, A., Naldah, N., & Rossanty, N. P. E. (2023). Purchasing decisions effect of 
social media marketing, electronic word of mouth (eWOM), purchase intention. Journal of 
Accounting and Finance Management, 4(1), 74-86. https://doi.org/10.38035/jafm.v4i1.194 

(14) Subana, A. I. G., & Kerti, Y. N. N. (2019). The role of purchase intention on mediating the relationship 
of e-WOM and E-WOM credibility to purchase decision. Russian Journal of Agricultural and Socio-
Economic Sciences, 86(2), 33-39. https://doi.org/10.18551/rjoas.2019-02.06 

(15) Nurhadi, M., Suryani, T., & Fauzi, A. A. (2023). The power of website and social media for 
strengthening brand image, E-WoM, and purchase decision. Journal of Economics, Business, & 
Accountancy Ventura, 25(3), 273. https://doi.org/10.14414/jebav.v25i3.3093 

(16) Bataineh, A. Q. (2015). The impact of perceived e-WOM on purchase intention: The mediating role of 
corporate image. International Journal of marketing studies, 7(1), 126. 
https://doi.org/10.5539/ijms.v7n1p126 

(17) Yulindasari, E. R., & Fikriyah, K. (2022). Pengaruh e-WoM (Electronic Word of Mouth) terhadap 
Keputusan Pembelian Kosmetik Halal di Shopee. Journal of Islamic Economics and Finance Studies, 
3(1), 55. https://doi.org/10.47700/jiefes.v3i1.4293 

(18) Sanger, C. A. N. (2013). The effect of traditional and electronic word-of-mouth on purchase 
decision. Jurnal EMBA: Jurnal Riset Ekonomi, Manajemen, Bisnis dan Akuntansi, 1(4). 

(19) Guliyev, S. (2023). The impact of brand perception and brand image on consumer purchasing 
behavior in Azerbaijan. Science, Education and Innovations in the context of modern problems, 6(1), 
137-144. https://doi.org/10.56334/sei/6.1.5 

(20) Mmutle, T., & Shonhe, L. (2017). Customers’ perception of service quality and its impact on 
reputation in the hospitality industry. 

https://doi.org/10.24018/ejbmr.2020.5.2.272
https://doi.org/10.31949/entrepreneur.v4i1.3559
https://doi.org/10.18775/jibrm.1849-8558.2015.26.3001
https://doi.org/10.18775/jibrm.1849-8558.2015.26.3001
https://doi.org/10.21744/ijbem.v6n1.2087
https://doi.org/10.24247/ijsmmrdaug20171
https://doi.org/10.1016/j.jretconser.2018.04.011
https://doi.org/10.1016/j.jclepro.2022.132137
https://doi.org/10.1016/j.bushor.2016.03.004
https://doi.org/10.38035/jafm.v4i1.194
https://doi.org/10.18551/rjoas.2019-02.06
https://doi.org/10.14414/jebav.v25i3.3093
https://doi.org/10.5539/ijms.v7n1p126
https://doi.org/10.47700/jiefes.v3i1.4293
https://doi.org/10.56334/sei/6.1.5
https://doi.org/10.24018/ejbmr.2020.5.2.272
https://doi.org/10.31949/entrepreneur.v4i1.3559
https://doi.org/10.18775/jibrm.1849-8558.2015.26.3001
https://doi.org/10.18775/jibrm.1849-8558.2015.26.3001
https://doi.org/10.21744/ijbem.v6n1.2087
https://doi.org/10.24247/ijsmmrdaug20171
https://doi.org/10.1016/j.jretconser.2018.04.011
https://doi.org/10.1016/j.jclepro.2022.132137
https://doi.org/10.1016/j.bushor.2016.03.004
https://doi.org/10.38035/jafm.v4i1.194
https://doi.org/10.18551/rjoas.2019-02.06
https://doi.org/10.14414/jebav.v25i3.3093
https://doi.org/10.5539/ijms.v7n1p126
https://doi.org/10.47700/jiefes.v3i1.4293
https://doi.org/10.56334/sei/6.1.5


BIS Economics and Business  
 

6th BIS-HSS 2024, Virtual Conference, December 11, 2024 V225022-16 

 
 

(21) Kovalenko, A., Dias, Á., Pereira, L., & Simões, A. (2023). Gastronomic experience and consumer 
behavior: Analyzing the influence on destination image. Foods, 12(2), 315. 
https://doi.org/10.3390/foods12020315 

(22) Andrianto, N., & Aliffianto, A. Y. (2020). Brand image among the purchase decision 
determinants. Jurnal Studi Komunikasi, 4(3), 700-715. https://doi.org/10.25139/jsk.v4i3.2546 

(23) Pramesti, D. Z., & Sujana, I. N. (2023). Pengaruh Brand Image, Brand Awareness Dan Brand Trust 
Terhadap Keputusan Pembelian Smartphone Merek Apple. Ekuitas: Jurnal Pendidikan Ekonomi, 11(1), 
65–71. https://doi.org/10.23887/ekuitas.v11i1.61833 

(24) Aulia, V. D., Sulastri, S., Maulana, A., & Rosa, A. (2023). Pengaruh Brand Image, Brand Trust dan E-
Wom terhadap Keputusan Pembelian Makanan Menggunakan Jasa Shopeefood di Kota Palembang. 
Al-Kharaj : Jurnal Ekonomi, Keuangan & Bisnis Syariah, 6(1), 778–792. 
https://doi.org/10.47467/alkharaj.v6i1.3778 

(25) Adzharuddin, N. A., Moses, I. O., & Yusoff, S. Z. (2017). The influence of brand image of Perodua Axia 
on consumer’s decision making. International Journal of Academic Research in Business and Social 
Sciences, 7(6), 1072-1087. https://doi.org/10.6007/IJARBSS/v7-i6/3067 

(26) Moore, E. S., Wilkie, W. L., & Lutz, R. J. (2002). Passing the torch: intergenerational influences as a 
source of brand equity. Journal of Marketing, 66(2), 17-37. https://doi.org/10.1509/jmkg.66.2.17.18480 

(27) Ilmiyah, K., & Krishernawan, I. (2020). Pengaruh Ulasan Produk, Kemudahan, Kepercayaan, Dan 
Harga Terhadap Keputusan Pembelian Pada Marketplace Shopee Di Mojokerto. Maker: Jurnal 
Manajemen, 6(1), 31–42. https://doi.org/10.37403/mjm.v6i1.143 

(28) Muslim, M., Mubarok, R. R., & Wijaya, N. H. S. (2019). The effect of brand image, brand trust and 
reference group on the buying decision of sneakers. International Journal of Financial, Accounting, 
and Management, 1(2), 105-118. https://doi.org/10.35912/ijfam.v1i2.170 

(29) Lăzăroiu, G., Neguriţă, O., Grecu, I., Grecu, G., & Mitran, P. C. (2020). Consumers’ decision-making 
process on social commerce platforms: Online trust, perceived risk, and purchase 
intentions. Frontiers in psychology, 11, 890. https://doi.org/10.3389/fpsyg.2020.00890 

(30) Srivastava, D., & Sharma, R. W. (2017). Developing a model for studying the antecedents and effects 
of Word of Mouth (WoM) and e-WoM marketing based on literature review. Jindal Journal of 
Business Research, 6(1), 25-43. https://doi.org/10.1177/2278682117700307 

(31) Cheung, C. M., & Thadani, D. R. (2012). The impact of electronic word-of-mouth communication: A 
literature analysis and integrative model. Decision support systems, 54(1), 461-470. 
https://doi.org/10.1016/j.dss.2012.06.008 

(32) Hosfiar, C. R., Astuti, M., & Iswanto, A. H. (2021). Pengaruh Citra Merek, Kesadaran Merek dan E-Wom 
Terhadap Minat Beli Obat Jamu Masuk Angin Bejo Jahe Merah Di Indonesia. Syntax Literate  ; Jurnal 
Ilmiah Indonesia, 6(10), 4920. https://doi.org/10.36418/syntax-literate.v6i10.4351.  

(33) Romadhoni, B., Akhmad, A., Naldah, N., & Rossanty, N. P. E. (2023). Purchasing decisions effect of 
social media marketing, electronic word of mouth (eWOM), purchase intention. Journal of 
Accounting and Finance Management, 4(1), 74-86. https://doi.org/10.38035/jafm.v4i1.194 

(34) Zhao, Y., Wang, L., Tang, H., & Zhang, Y. (2020). Electronic word-of-mouth and consumer purchase 
intentions in social e-commerce. Electronic Commerce Research and Applications, 41, 100980. 
https://doi.org/10.1016/j.elerap.2020.100980 

(35) Azizah, S., & Wardhani, N. I. K. (2023). Pengaruh Brand Image Dan Brand Trust Terhadap Minat Beli 
Pada E-Commerce Bukalapak Di Surabaya. Journal of Economic, Bussines and Accounting 
(COSTING), 7(1), 692–699. https://doi.org/10.31539/costing.v7i1.6321 

(36) Benhardy, K. A., Hardiyansyah, H., Putranto, A., & Ronadi, M. (2020). Brand image and price 
perceptions impact on purchase intentions: mediating brand trust. Management Science Letters, 
10(14), 3425-3432. https://doi.org/10.5267/j.msl.2020.5.035 

(37) Ellitan, L., Harvina, L. G. D., & Lukito, R. S. H. (2022). The effect of social media marketing on brand 
image, brand trust, and purchase intention of somethinc skincare products in surabaya. Journal of 
Entrepreneurship and Business, 3(2), 104-114. https://doi.org/10.24123/jeb.v3i2.4801 

(38) Hien, N. N., Phuong, N. N., Tran, T. V., & Thang, L. (2020). The effect of country-of-origin image on 
purchase intention: The mediating role of brand image and brand evaluation. Management science 
letters, 10(6), 1205-1212. https://doi.org/10.5267/j.msl.2019.11.038 

(39) Sunday, S. A., Nada, R. A., Chairul, T. P., Ni, S. P., Seprianti, P. E., Antonius, G. K. P., Aditya, W., Kristian, 
N. W. S., Eka, H., Putu, S. C., Yunita, P., & Mutia, U. (2022). Brand Marketing: The Art of Branding. CV. 
MEDIA SAINS INDONESIA. 

(40) Dispar, K. A., & Anggarawati, S. (2024). Pengaruh Brand Ambassador, Brand Image, Brand Trust 
Terhadap Minat Beli: Sepatu Specs. Jesya, 7(1), 943–958. https://doi.org/10.36778/jesya.v7i1.1477 

https://doi.org/10.3390/foods12020315
https://doi.org/10.25139/jsk.v4i3.2546
https://doi.org/10.23887/ekuitas.v11i1.61833
https://doi.org/10.47467/alkharaj.v6i1.3778
https://doi.org/10.6007/IJARBSS/v7-i6/3067
https://doi.org/10.1509/jmkg.66.2.17.18480
https://doi.org/10.37403/mjm.v6i1.143
https://doi.org/10.35912/ijfam.v1i2.170
https://doi.org/10.3389/fpsyg.2020.00890
https://doi.org/10.1177/2278682117700307
https://doi.org/10.1016/j.dss.2012.06.008
https://doi.org/10.36418/syntax-literate.v6i10.4351
https://doi.org/10.38035/jafm.v4i1.194
https://doi.org/10.1016/j.elerap.2020.100980
https://doi.org/10.31539/costing.v7i1.6321
https://doi.org/10.5267/j.msl.2020.5.035
https://doi.org/10.24123/jeb.v3i2.4801
https://doi.org/10.5267/j.msl.2019.11.038
https://doi.org/10.36778/jesya.v7i1.1477
https://doi.org/10.3390/foods12020315
https://doi.org/10.25139/jsk.v4i3.2546
https://doi.org/10.23887/ekuitas.v11i1.61833
https://doi.org/10.47467/alkharaj.v6i1.3778
https://doi.org/10.6007/IJARBSS/v7-i6/3067
https://doi.org/10.1509/jmkg.66.2.17.18480
https://doi.org/10.37403/mjm.v6i1.143
https://doi.org/10.35912/ijfam.v1i2.170
https://doi.org/10.3389/fpsyg.2020.00890
https://doi.org/10.1177/2278682117700307
https://doi.org/10.1016/j.dss.2012.06.008
https://doi.org/10.36418/syntax-literate.v6i10.4351
https://doi.org/10.38035/jafm.v4i1.194
https://doi.org/10.1016/j.elerap.2020.100980
https://doi.org/10.31539/costing.v7i1.6321
https://doi.org/10.5267/j.msl.2020.5.035
https://doi.org/10.24123/jeb.v3i2.4801
https://doi.org/10.5267/j.msl.2019.11.038
https://doi.org/10.36778/jesya.v7i1.1477


BIS Economics and Business  
 

6th BIS-HSS 2024, Virtual Conference, December 11, 2024 V225022-17 

 
 

(41) Nosi, C., Pucci, T., Melanthiou, Y., & Zanni, L. (2022). The influence of online and offline brand trust 
on consumer buying intention. EuroMed Journal of Business, 17(4), 550-567. 
https://doi.org/10.1108/EMJB-01-2021-0002 

(42) Ali, A., Xiaoling, G., Sherwani, M., & Ali, A. (2018). Antecedents of consumers’ Halal brand purchase 
intention: an integrated approach. Management Decision, 56(4), 715-735. https://doi.org/10.1108/MD-
11-2016-0785 

(43) Qazzafi, S. H. E. I. K. H. (2019). Consumer buying decision process toward products. International 
Journal of Scientific Research and Engineering Development, 2(5), 130-134. 

(44) Ustadriatul Mukarromah, Mirtan Sasmita, & Lilis Rosmiati. (2022). Pengaruh Konten Marketing dan 
Citra Merek Terhadap Keputusan Pembelian dengan Dimediasi Minat Beli pada Pengguna Aplikasi 
Tokopedia. MASTER: Jurnal Manajemen Strategik Kewirausahaan, 2(1), 73–84. 
https://doi.org/10.37366/master.v2i1.444 

(45) Ela, E., Tri, A. S., Hbibie, K., Bayu, I., Yulini, M, M., Febrisi, D., Nia, B. K., Lidiana, Yeni, S., Abdurohim, 
E, A. E., Lili, M., H, G., & Siswati, R. (2022). Dasar-Dasar Pemasaran. Ahlimedia Press (Anggota IKAPI: 
264/JTI/2020). 

(46) Shah, S. S. H., Aziz, J., Jaffari, A. R., Waris, S., Ejaz, W., Fatima, M., & Sherazi, S. K. (2012). The impact 
of brands on consumer purchase intentions. Asian Journal of Business Management, 4(2), 105-110. 

(47) Sanjaya, S., & Budiono, H. (2021). Pengaruh Penggunaan Sosial Media Dan E-Wom Terhadap 
Keputusan Pembelian Di Mediasi Kepercayaan. Jurnal Manajerial Dan Kewirausahaan, 3(4), 1147. 
https://doi.org/10.24912/jmk.v3i4.13510 

(48) Chatzipanagiotou, K., Azer, J., & Ranaweera, C. (2023). E-WOM in the B2B context: Conceptual 
domain, forms, and implications for research. Journal of Business Research, 164, 113957.  

(49) Ika, D., Jalantina, K., Manajemen, P. S., & Pandanaran, U. (2022). The Role Of Brand Trust As An 
Intervening Variable In Online Customer Purchase Decision Analysis Of Beautyproducts The Body 
Shop Indonesia In The City Of Semarang Dyah Ika Kirana Jalantina. 11(01), 484–494. 

(50) Putri, S. Y., Meria, L., & Amroni. (2023). Pengaruh Persepsi Nilai Dan Kepercayaan Terhadap 
Keputusan Pembelian Yang Di Mediasi Oleh Minat Beli. Technomedia Journal, 8(1SP), 92–107. 
https://doi.org/10.33050/tmj.v8i1sp.2070 

(51) Samosir, M. (2022). Pengaruh Celebrity Endorser, Electronic Word of Mouth, Dan Media Sosial 
Terhadap Keputusan Pembelian Konsumen Scarlett Whitening. Perpustakaan UMBY Kampus 3 
WHITENING, 4(1), 88–100. 

(52) Amin, A. M., & Yanti, F. (2021). INVEST : Jurnal Inovasi Bisnis dan Akuntansi Motivation On The 
Decision To Purchase Korean Skincare Products Nature Republic Motivasi Terhadap Keputusan 
Pembelian Produk Skincare Korea Nature Republic. 2(1), 1–14. https://doi.org/10.55583/invest.v2i1.111 

(53) Roy, K., Paul, U. K., Tiwari, S., & Mookherjee, A. (2024). Impact of electronic word of mouth (e-WOM) 
on purchasing decisions: An empirical study. Benchmarking: An International Journal. 
https://doi.org/10.1108/BIJ-08-2024-0642 

(54) Rohman, I. Z., & Indaryadi, A. I. K. (2020). Pengaruh celebrity endorser, brand image, brand loyalty, 
dan perceived quality terhadap minat beli konsumen dan dampaknya terhadap intensi rekomendasi. 
Jurnal Kajian Manajemen Bisnis, 9(2), 80. https://doi.org/10.24036/jkmb.10955000 

(55) Tarabieh, S. M. Z. A. (2021). The impact of greenwash practices over green purchase intention: The 
mediating effects of green confusion, Green perceived risk, and green trust. Management Science 
Letters, 11(2), 451-464. https://doi.org/10.5267/j.msl.2020.9.022 

(56) Khan, S. N., & Mohsin, M. (2017). The power of emotional value: Exploring the effects of values on 
green product consumer choice behavior. Journal of cleaner production, 150, 65-74. 
https://doi.org/10.1016/j.jclepro.2017.02.187 

(57) Azizah, S., & Wardhani, N. I. K. (2023). Pengaruh Brand Image Dan Brand Trust Terhadap Minat Beli 
Pada E-Commerce Bukalapak Di Surabaya. Journal of Economic, Bussines and Accounting 
(COSTING), 7(1), 692–699. https://doi.org/10.31539/costing.v7i1.6321 

(58) Alviansyach, M. Y., Rianto, M. R., Woestho, C., Bukhari, E., & Widjanarko, W. (2024). Pengaruh 
Electronic Word of Mouth (e-WOM) dan Social Media Marketing Terhadap Keputusan Pembelian 
Melalui Minat Beli Sebagai Variabel Intervening pada Akomodasi Tiket.com di Jabodetabek. 
Indonesian Journal of Economics and Strategic Management (IJESM), 2(1), 617–630.  

(59) Ratnam, D., Salim, E., & Charli, C. O. (2024). Pengaruh Brand Image dan Marketing Mix terhadap 
Keputusan Pembelian melalui Minat Beli Sebagai Variabel Intervening pada Gemilang Smartphone 
Andalas. Jurnal Pendidikan Tambusai, 8(1), 11371–11380. 

(60) Sahabuddin, R., Arif, H. M., Manai, S. D., & Suryani, D. (2023). Jurnal Ilmiah Manajemen dan Bisnis ( 
JIMBI ) The Influence of Brand Image , Product Quality , and Price on Buying. 4(2), 230–237. 

https://doi.org/10.1108/EMJB-01-2021-0002
https://doi.org/10.1108/MD-11-2016-0785
https://doi.org/10.1108/MD-11-2016-0785
https://doi.org/10.37366/master.v2i1.444
https://doi.org/10.24912/jmk.v3i4.13510
https://doi.org/10.33050/tmj.v8i1sp.2070
https://doi.org/10.55583/invest.v2i1.111
https://doi.org/10.1108/BIJ-08-2024-0642
https://doi.org/10.24036/jkmb.10955000
https://doi.org/10.5267/j.msl.2020.9.022
https://doi.org/10.1016/j.jclepro.2017.02.187
https://doi.org/10.31539/costing.v7i1.6321
https://doi.org/10.1108/EMJB-01-2021-0002
https://doi.org/10.1108/MD-11-2016-0785
https://doi.org/10.1108/MD-11-2016-0785
https://doi.org/10.37366/master.v2i1.444
https://doi.org/10.24912/jmk.v3i4.13510
https://doi.org/10.33050/tmj.v8i1sp.2070
https://doi.org/10.55583/invest.v2i1.111
https://doi.org/10.1108/BIJ-08-2024-0642
https://doi.org/10.24036/jkmb.10955000
https://doi.org/10.5267/j.msl.2020.9.022
https://doi.org/10.1016/j.jclepro.2017.02.187
https://doi.org/10.31539/costing.v7i1.6321


BIS Economics and Business  
 

6th BIS-HSS 2024, Virtual Conference, December 11, 2024 V225022-18 

 
 

https://doi.org/10.31289/jimbi.v4i2.2775  
(61) Purwati, A., & Cahyanti, M. M. (2022). Pengaruh Brand Ambassador Dan Brand Image Terhadap 

Minat Beli Yang Berdampak Pada Keputusan Pembelian. IQTISHADUNA: Jurnal Ilmiah Ekonomi Kita, 
11(1), 32–46. https://doi.org/10.46367/iqtishaduna.v11i1.526  

 

https://doi.org/10.31289/jimbi.v4i2.2775
https://doi.org/10.46367/iqtishaduna.v11i1.526
https://doi.org/10.31289/jimbi.v4i2.2775
https://doi.org/10.46367/iqtishaduna.v11i1.526

	Introduction
	Hypothesis Development
	The influence of e-WOM on ERHA product purchase decisions
	The influence of brand image on ERHA product purchase decisions
	The influence of brand trust on consumer purchase decisions
	The influence of e-WOM on ERHA product purchase intention
	The influence of brand image on ERHA product purchase intention
	The influence of brand trust on ERHA product purchase intention
	The influence of purchase intention on ERHA product purchase decisions
	The influence of e-WOM on purchase decisions mediated by purchase intention
	The influence of brand image on purchase decisions mediated by purchase intention
	The influence of brand trust on purchase decisions mediated by purchase intention

	Method
	Results
	Validity and reliability testing
	R-square testing
	Model fit testing
	Hypothesis testing

	Discussion
	Conclusion
	Acknowledgement
	References

