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Abstract 

 

The aim of this study is to examine the impact of social media marketing (SMM) and 

electronic word of mouth (e-WOM) on purchasing decisions for Baraja Coffee 

Indonesia, with brand image serving as a mediating variable. The type of research used 

is associative research with a quantitative approach and data were collected by using 

questionnaires through Google Forms to consumers of Baraja Coffee Indonesia. A 

total of 210 respondents were selected using the accidental sampling method, based on 

who was available at Baraja Coffee Indonesia during the study. Data analysis was 

performed through Partial Least Squares-Structural Equation Modeling (PLS-SEM) 

with SmartPLS program. The findings of this study indicate that social media 

marketing and electronic word of mouth have a positive and significant influence on 

brand image. In addition, social media marketing shows a positive and significant 

influence on purchasing decisions, while electronic word of mouth has no effect on 

purchasing decisions. Furthermore, brand image is proven to have a positive and 

significant influence on purchasing decisions. Other findings show that brand image 

acts as a mediating influence of social media marketing and electronic word of mouth 

on purchasing decisions. 
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INTRODUCTION 

The coffee processing industry is currently exhibiting increasing growth and 

prospects. The Small and Medium Scale Enterprise (SME) industry is also experiencing 

growth, especially in the food and beverage sectors, including restaurants, cafes, and other 

areas (Kementerian Perindustrian RI, 2019). The United State Department of Agriculture 

(USDA) identifies Indonesia as the third largest coffee grower globally, having produced 

11.85 million bags in the 2022/2023 year (Databoks, 2023). In contemporary times, the 

coffee trade In Indonesia has evolved into coffee shops or cafes. The development of the cafe 

industry has now brought a new impact on consumer lifestyles, where visiting cafes is not 

only for consumption but also for leisure time, work meetings, as well as gathering with 

friends and even relatives. In this regard, many cafes have changed concept to follow the 

modern lifestyle of consumers, which has significantly increased competition in the industry. 

Therefore, companies need to focus on attracting and retaining customers to compete 

(Sembiring & Supriyanto, 2021).  

The café company in West Java is flourishing, with data from the Central Statistics 

Agency reporting 4,225 cafés in the province in 2018. Meanwhile, in the city of Cirebon, 

there are 147 cafe units with rapid development in recent times. According to Wandi Sofyan, 

as Head of Tourism and Plt. Head of Youth and Sports, there are more than 300 cafes in 

Cirebon City in 2021 (Hasyim, 2021). A famous and pioneering cafe in the city of Cirebon 

is Baraja Coffee Indonesia, which started operating on 1 October 2011, conciding with the 

World Coffee Day. Baraja Coffee Indonesia has 3 branches in Cirebon City, namely Baraja 

Coffee Tentara Pelajar, Baraja Coffee Siliwangi, and Baraja Coffee Amphitheater. The data 

in Figure 1 shows the number of Baraja Coffee Indonesia sales in 2019-2023. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. 

Baraja Coffee Indonesia 2019-2023 sales data 

Source: Owner of Baraja Coffee Indonesia (2024) 
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Based on the sales data in Figure 1, Baraja Coffee Indonesia experienced sales 

fluctuations. The first decline occurred in 2020 when sales for the April-June period only 

reached IDR153,627,000, significantly lower than the same period in 2019, which amounted 

to IDR282,061,000. The decline continued in 2021, particularly in the April-June period, 

with sales of IDR200,968,000, although higher than in 2020. At the end of 2022, a sharp 

decline occurred in October-December, with sales of IDR217,532,000, after recording 

IDR325,346,000 in July-September. In addition, a decline occurred in early 2023, with sales 

of only IDR190,027,000 in the January-March period, although there was a recovery in the 

following period. 

Fluctuations in sales of Baraja Coffee Indonesia occurred along with the increasing 

number of coffee shops in Cirebon, which caused high competition. In addition, external 

factors such as the COVID-19 pandemic and economic instability also affect market 

conditions. This situation encourages consumers to be more selective in making purchasing 

decisions. The sales decline showed that consumers’ purchasing decisions have decreased or 

switched to competitors offering a more attractive experience. Therefore, the fluctuations 

reflect how purchasing decisions are strongly influenced by the attractiveness and expertise 

provided by each coffee shop. 

Understanding purchasing decisions plays an important role in analyzing consumer 

behavior in the midst of market competition. Purchasing decisions are an essential part of 

consumer behavior that determines the selection of a product or service  (Ramli, 2020). This 

decision represents the primary objective of the efforts companies undertake to influence 

consumer behavior. Ultimately, consumers must make their own choices based on their 

considerations of the products to be purchased (Saktiawan & Harsono, 2021). Consumers go 

through several stages in making decisions, such as problem recognition, alternative 

evaluation, information search, the decision to buy, as well as post-purchase behavior (Kotler 

& Keller, 2009). Problem recognition occurs when consumers realize a need or desire that 

must be met. In this case, information is needed from various sources to evaluate alternatives 

before purchasing. In the process, sometimes additional unplanned purchases occur, followed 

by an assessement of satisfaction or dissatisfaction based on expectations formed from 

previous information (Ishomi et al., 2025).  

Several factors influence purchasing decisions, such as social media marketing 

(SMM),  e-WOM, as well as brand image. The first factor is SMM, a strategy companies use 

to connect online (Wibowo et al., 2021). Social media has evolved into a vital component of 

broader sales, service, communication, and marketing strategies and continues to grow as 

online company activities increase (Upadana & Pramudana, 2020; Aditi et al., 2023). 

Effective use of SMM can influence consumer purchasing decisions (Awaludin & Sukmono, 

2020). 

Another factor that influences purchasing decisions is e-WOM, which is the 

dissemination of information about products, brands, services, or companies through the 

Internet that can have positive or negative impacts depending on the reviews given by 

consumers (Ismagilova et al., 2020; Amin & Yanti, 2021). This strategy provides various 

advantages for companies, such as a wider reach and a higher level of trust than conventional 

communications, thus playing a role in shaping buying decisions (Wandoko & Panggati, 

2022; Arifin & Syah, 2023; Anggraeni & A’yuni, 2023). 
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Additionally, to SMM as well as e-WOM, brand image influences purchasing 

decisions. A brand is characterized as a name, term, sign, logo, visual style, or a blend of 

these elements that recognize a particular product or service and differentiate it from 

competitors (Kotler & Keller, 2012). The brand must be well maintained as a vital asset for 

the company. Although brands are intangible, the existence can influence consumer attitudes 

and behavior (Febriyantoro, 2020). Brand image is how the company is perceived by 

individuals, which is formed from connected associations (Safitri & Syarif, 2023). According 

to a previous study, when the brand image formed in the minds of consumers is positive, trust 

will increase, thereby promoting purchasing decisions (Sari et al., 2022). 

Previous studies have investigated the influence of SMM as well as e-WOM on 

consumers' purchasing decisions. A survey carried out by (Hannan et al., 2023; Blanco & 

Ketut, 2024) showed that SMM has a substantial and positively impacts purchasing 

decisions. However, the study conducted by (Rakhmawati, 2023; Bilgah & Joesah, 2022) 

showed that SMM does not influence purchasing decisions. (Asnawati et al., 2022; 

Rahmawati et al., 2022) reported that e-WOM significantly and positively affects purchasing 

decisions. Conversely, studies conducted by (Slamet et al., 2022; Bahi et al., 2020) suggests 

that e-WOM does not affect purchasing decisions. 

In previous study findings, the analysis revealed inconsistencies on the impact of 

SMM and e-WOM on purchasing decisions. This inconsistency indicates the need to include 

other variables that have the potential to mediate the relationship, one of which is brand 

image. According to Kotler & Keller, (2012), brand image refers to how consumers perceive 

and believe in a brand, as represented by the associations they retain in their memory. In this 

context, SMM and e-WOM are expected to form a brand image that further influences 

consumer purchasing decisions. Therefore, this study aimed to examine the influence of 

SMM and e-WOM on purchasing decisions at Baraja Coffee Indonesia, with brand image 

serving as a mediating factor. This research is expected to provide a more comprehensive 

insight into the factors that influence consumer purchasing decisions at Baraja Coffee 

Indonesia and the coffee shop industry in Indonesia. 

 

REVIEW OF LITERATURE 

Social Media Marketing 

Social media marketing is the process of utilizing social media channels by 

companies to understand and interact with customers to achieve key objectives in marketing 

and business (Zahay, 2015). This statement emphasizes the importance of social media not 

only as a promotional tool, but as a strategic means to build sustainable consumer 

understanding. Arianto & Rani, (2024), also underline that marketing through social media 

includes efforts to promote products, services or brands through various platforms, such as 

Facebook, Instagram, Twitter and TikTok. But more than that, the use of these platforms 

allows companies to create two-way communication that can strengthen brand closeness with 

consumers. In other words, the effectiveness of social media marketing depends not only on 

the presence on digital platforms, but on the company's ability to create content that is 

relevant, informative, and able to build meaningful relationships with audiences. 

Social media marketing has several dimensions and indicators; 1) entertainment with 

indicators fun and interesting, 2) interaction with indicators of information sharing, 
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information exchange, and opinions, 3) trendiness with indicators of the latest and current 

information, 4) customization with indicators of information search and customized 

information services, 5) word of mouth with indicators of the desire to recommend and share 

content (Kim & Ko, 2012). 

Electronic Word of Mouth 

Electronic word of mouth communication refers to positive or negative comments 

made by current, potential, or former customers about a product or business, with the 

information available to individuals or organizations through online platforms (Hennig-

Thurau et al., 2004). This definition emphasizes that e-WOM not only reflects individual 

opinions, but also serves as a collective source of information that can influence other 

consumers' decisions. Meanwhile, Litvin et al., (2008), broaden the perspective by stating 

that e-WOM includes all forms of informal communication delivered over the internet and 

focuses on product features, service usage, and seller reputation. This shows that e-WOM is 

not just a form of personal expression, but part of a digital information ecosystem that has 

great potential in shaping brand image and purchase preferences. Therefore, understanding 

the dynamics of e-WOM is crucial in digital marketing strategies based on consumer 

interaction and trust. 

Electronic word of mouth has several dimensions and indicators; 1) namely intensity 

with indicators of frequency of accessing information, interaction, and number of reviews on 

social networking sites, 2) valence of opinion with indicators of positive comments and 

recommendations from users on social networking sites, 3) content with indicators of 

information on product variations, product quality, and product prices (Goyette I. et al., 

2010). 

Brand Image  

Brand image describes the way consumers perceive a brand, which is summarized by 

the brand associations that exist in their minds. In simpler terms, brand associations comprise 

the set of information associated with a brand in a consumer's memory, which gives the brand 

special meaning. These associations can manifest in various forms, including those directly 

related to product features as well as other elements that may not be related to the product 

(Keller, 2013). This suggests that brand image is not static or singular, but rather formed 

through subjective experiences that can differ between individuals. Meanwhile, Kapferer, 

(2008), adds that brand image is the result of collective perceptions in social groups, which 

are influenced by consumer interactions with products, services, and brand communication. 

Thus, brand image acts as a social construction that is formed simultaneously through 

personal experience and social dynamics, making it a strategic factor in shaping consumer 

preferences for a brand. 

Brand image has several dimensions and indicators; 1) company image with 

indicators of company popularity, company credibility, and company network, 2) product 

image with indicators of product attributes, benefits for consumers, and guarantees for 

consumers, 3) user image with indicators of consumer lifestyle, and consumer social status 

(Aaker & Biel, 2009). 

Purchasing Decisions 

Purchasing decisions are decisions made by consumers that are influenced by various 

factors, including economics, technology, politics, culture, products, prices, locations, 

promotions, physical evidence, people, and processes. These factors influence the way 
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consumers perceive information and form conclusions which ultimately materialize as their 

reactions to the products they choose to buy (Alma, 2016). In this context, consumers' 

perceptions and interpretations of information are the main determinants in the decision-

making process. Samsiyah et al., (2023), reinforces this view by explaining that purchasing 

decisions are the result of a process of analyzing, evaluating, and selecting alternatives that 

best suit consumer needs and preferences. Therefore, understanding purchasing decisions is 

not enough to look at the end result, but must explore the cognitive and affective dynamics 

that underlie consumer choices in the face of various market options. 

Purchasing decisions has several dimensions and indicators; 1) problem recognition 

with indicators of wants, needs, and stimulants, 2) information search with indicators of 

personal sources, commercial sources, and public sources, 3) evaluation of alternatives with 

indicators of comparison of other brands, quality standardization, and product choice, 4) 

purchasing decisions with indicators of buying stability, according to needs, and easy 

payment facility, 5) post-purchase behavior with indicators of satisfaction, repurchase, and 

commitment (Kotler & Keller, 2009). 

Hypotheses Development 

Social media comprises online applications that enable interaction and the sharing of 

information (Hamid et al., 2022). Marketing efforts conducted through social media 

significantly influence brand image, as the participation of consumers in brand-related 

activities on these platforms increases familiarity with the product and enhances recognition 

compared to competing brands (Guha et al., 2021). Furthermore, SMM is vital in influencing 

brand image by fostering direct engagement, showcasing content that embodies brand 

identity, and conveying positive values to the audience. Companies effectively implement 

SMM strategies to enhance brand image while developing stronger consumer relationships 

(Wulandari & Respati, 2024). Therefore, we hypothesize that social media marketing (SMM) 

positively influences brand image. 

E-WOM offers benefits, such as accessibility, transparency, and a broad reach, 

making e-WOM a powerful communication tool between companies and consumers 

(Sepfiani et al., 2023). In digital marketing, e-WOM includes the reviews, recommendations, 

and comments consumers exchange online through social media. As consumers increasingly 

depend on feedback and suggestions from other users, it is crucial for brands to actively 

oversee and manage e-WOM to ensure that the messages shared align with the intended 

positive image (Maulidia et al., 2024). The greater the positive e-WOM received, the better 

the chances companies will cultivate a favorable brand perception among consumers. This 

positive perception will enhance trust in the company’s brand (Hakim et al., 2021). 

Therefore, we hypothesize that electronic word of mouth positively influences brand image. 

In the digital age, social media functions as a tool for developing and enhancing 

personal connections through platforms focused on information sharing. Social media 

presence also influences how consumers make purchasing decisions (Wu et al., 2020). 

According to previous studies, SMM uses digital formats, such as text, images, videos, and 

audio to disseminate information to consumers (Sutariningsih & Widagda, 2021). Successful 

SMM can motivate consumers to purchase (Tauran et al., 2022). Therefore, we hypothesize 

that social media marketing (SMM) positively influences on purchasing decisions. 

E-WOM refers to communication where individuals share insights about products, 

services, brands, or companies online, including positive, neutral, or negative consumer 
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feedback that can reach a broad audience. Embracing e-WOM can lead to a shift in attitudes, 

thereby affecting buying decisions (Oktaviani & Estaswara, 2022). E-WOM arises 

organically when consumers candidly express genuine experiences and viewpoints regarding 

a brand or product (Alzate et al., 2022). Positive e-WOM tends to significantly impact 

purchasing behavior due to its contribution to forming favorable perceptions of products and 

services (Mainolfi & Vergura, 2022). Therefore, we hypothesize that electronic word of 

mouth positively influences purchasing decisions. 

Brand image refers to the perception, impression, and associations established in 

consumers' perceptions of a brand (Mariano et al., 2022). This variable can affect consumers’ 

purchasing decisions when selecting a product. Before making a purchase, consumers often 

consider brand image, as brands with a more potent image tend to be favored over those with 

a weaker image (Prawira & Setiawan, 2021). Thus, a favorable perception of a brand or 

company can significantly impact consumers’ decisions to purchase products from that brand 

(Ebrahim, 2020). Therefore, we hypothesize that brand image positively influences 

purchasing decisions.  

Social media is a marketing platform that allows companies and consumers to engage 

in 2-way communication regarding the products of a brand. This engagement occurs on a 

publicly accessible platform created by users (Nurrohman & Adiwijaya, 2021). Companies 

can leverage SMM to foster and sustain customer relationships (Chusnaini & Rasyid, 2022). 

The strategic utilization of social media can enhance the image of a brand. Companies that 

possess a strong brand image tend to gain greater trust from consumers, thereby influencing 

purchasing decisions (Narayana & Rahanatha, 2020). Therefore, we hypothesize that brand 

image mediates the influences of social media marketing (SMM) on purchasing decisions. 

Finally, e-WOM is a marketing method that leverages online media to generate 

information that can be shared between individuals (Sahanaya & Madiawati, 2023). The 

consumer purchasing process frequently includes exposure to e-WOM before making a 

purchase, and subsequently, contributing to post-purchase, rendering e-WOM a crucial 

source of insight into consumer decision-making dynamics (Babić Rosario et al., 2020). 

Positive e-WOM helps to enhance the brand image of the company and affect buying 

decisions (Saraswati & Giantari, 2022). Therefore, we hypothesize that brand image mediates 

the influence of electronic word of mouth on purchasing decisions. 

H1: Social media marketing positively influences brand image 

H2: Electronic word of mouth positively influences brand image 

H3: Social media marketing positively influences purchasing decisions 

H4: Electronic word of mouth positively influences purchasing decisions 

H5: Brand image positively influences purchasing decisions 

H6: Brand image mediates the influences of social media marketing on purchasing decisions 

H7: Brand image mediates the influences of electronic word of mouth on purchasing 

decisions 
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Figure 2. 

Research Framework 

Source: Developed by the authors (2025) 

 

RESEARCH METHOD 

This study was classified as an associative type due to the identification of the 

relationship between 2 or more variables. A quantitative method based on the philosophy of 

positivism was used and the study was carried out on a specific population or sample. Data 

were collected through study instruments and analyzed quantitatively or statistically to test 

the formulated hypothesis (Sugiyono, 2019).  

The population is customers of Baraja Coffee Indonesia, though the exact number is 

not known. Consequently, the sample size was calculated utilizing the formula suggested by 

Hair et al., (2019), which is 5 to 10 times the number of indicators used. In this study, the 

authors used 42 indicators, leading to a calculation of 5 x 42 indicators, resulting in a sample 

size of 210 respondents. A nonprobability sampling was carried out, specifically accidental 

sampling, targeting individuals present at Baraja Coffee Indonesia during the study period. 

Data was gathered by sending out questionnaires to respondents through Google Forms, 

employing a 5-point Likert scale as the measurement instrument. 

The PLS-SEM was performed for analysis with SmartPLS program. The method was 

selected because it can elucidate the relationship between variables and conduct various 

analyses in a single test. This method was appropriate because of the inclusion of latent 

variables that are assessed through indicators, enabling a clearer and more detailed study. 

The analysis procedure comprises 2 phases, namely evaluating the outer model to assess the 

validity and reliability of the instrument and assessing the inner model to investigate the 

connections between latent variables (Dewi et al., 2022).  

 

RESULTS AND DISCUSSION 

Respondent Demographics 

In this section, an overview of the demographics of the respondents by age, gender, 

and occupation is presented. This study included 210 Baraja Coffee Indonesia consumers as 

respondents, as shown in Table 1. 
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Table 1. 

Respondent Demographics 

Category Frequency Percentage 

Gender 
Males 118 56.2% 

Females 92 43.8% 

Age 

16-30 Years 155 73.8% 

31-40 Years 47 22.4% 

41-50 Years 5 2.4% 

>50 Years 3 1.4% 

Jobs 

Students 7 3.3% 

College Students 64 30.5% 

Employee 114 54.3% 

Self-employed 21 10% 

Other 4 2% 

Source: Processed data (2025) 

According to the data in Table 1, there were 118 (56.2%) and 92 (43.8%) male and 

female respondents, respectively. Concerning age, the majority fall within the 16 to 30-year-

old range, accounting for 155 individuals (73.8%). The largest demographic in terms of 

occupation was comprised of employees, totaling 114 individuals (54.3%). 

 

Convergent Validity 

Convergent validity was evaluated by examining the factor loading value for each 

construct. Indicators are regarded as reliable when the outer loading value exceeds 0.70 

(Ghozali, 2021). The result of the convergent validity assessment is presented in Table 2. 

Table 2. 

Convergent Validity 

Item 

Social Media 

Marketing 

(SMM) 

Electronic Word 

of Mouth 

(EWOM) 

Brand Image 

(BI) 

Purchasing 

Decisions (PD) 

SMM.1 0.826    

SMM.2 0.824    

SMM.3 0.830    

SMM.4 0.822    

SMM.5 0.814    

SMM.6 0.819    

SMM.7 0.781    

SMM.8 0.837    

SMM.9 0.846    

SMM.10 0.802    

SMM.11 0.746    

EWOM.1  0.899   

EWOM.2  0.864   



Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE)                Vol. 8. No. 3 (2025)  

e-ISSN: 2621-606X           Page: 7967-7987 

 

Social Media Marketing and Electronic Word of Mouth….. 7976 

 

Item 

Social Media 

Marketing 

(SMM) 

Electronic Word 

of Mouth 

(EWOM) 

Brand Image 

(BI) 

Purchasing 

Decisions (PD) 

EWOM.3  0.904   

EWOM.4  0.896   

EWOM.5  0.906   

EWOM.6  0.916   

EWOM.7  0.915   

EWOM.8  0.905   

BI.1   0.747  

BI.2   0.770  

BI.3   0.746  

BI.4   0.784  

BI.5   0.854  

BI.6   0.823  

BI.7   0.856  

BI.8   0.767  

PD.1    0.789 

PD.2    0.750 

PD.3    0.751 

PD.4    0.768 

PD.5    0.762 

PD.6    0.742 

PD.7    0.738 

PD.8    0.837 

PD.9    0.852 

PD.10    0.837 

PD.11    0.856 

PD.12    0.836 

PD.13    0.853 

PD.14    0.850 

PD.15    0.863 

Source: Processed data (2025) 

According to the data in Table 2, all variable indicators were deemed valid as their 

outer loading values exceeded 0.70. Consequently, the items in the questionnaire were 

suitable for use in future studies. 

Average Variance Extracted (AVE) 

Table 3 presents the AVE values, which should surpass 0.5, as suggested by Ghozali 

(2021). The results from the SmartPLS analysis indicated that all variables examined exhibit 

an AVE value greater than 0.5. Consequently, the benchmark for convergent validity 

according to the AVE value has been satisfied, rendering the result suitable for further 

investigation.  
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Table 3. 

AVE (Average Variance Extracted)  

Variable  AVE 

SMM 0.662 

EWOM 0.811 

BI 0.631 

PD 0.651 

Source: Processed data (2025) 

Construct Reliability 

Table 4 shows the values for Cronbach's Alpha and Composite Reliability. According 

to Ghozali (2021), the reliability test is used to establish the degree of accuracy, consistency, 

and precision of the instrument used to measure a construct. A construct is deemed reliable 

when both Cronbach's alpha and composite reliability values exceed 0.70. All the variables 

had values higher than 0.70, signifying validity and reliability.  

Table 4. 

Cronbach's Alpha and Composite Reliability 

Variable Cronbach's Alpha Composite Reliability (rho_c) 

SMM 0.949 0.956 

EWOM 0.967 0.972 

BI 0.916 0.932 

PD 0.961 0.965 

Source: Processed data (2025) 

R-Square Test 

The R-square values, which assess the influence of the independent latent variables 

on the dependent is presented in Table 5. The classification of R-square values was 

categorized into 3, namely 0.75 (strong), 0.50 (medium), and 0.25 (weak) (Ghozali, 2021). 

The R-square value for the dependent variable is shown in Table 5. 

Table 5. 

R-square and R-square Adjusted 

Variable R-square R-square Adjusted 

BI 0.661 0.658 

PD 0.859 0.857 

Source: Processed data (2025) 

According to Table 5, the R-square value for the brand image variable, which stands 

at 0.661, falls into the “strong” category. This result shows that SMM and e-WOM account 

for 66.1% of the variance in the brand image variable, while the rest 33.9% is affected by 

other factors not addressed in this study. Similarly, the R-square value for the purchase 

decision variable is 0.859, falling in the category of “strong”. This result shows that SMM 

and e-WOM contribute 85.9% to the purchasing decisions variable, with the remaining 

14.1% being influenced by variables not explored in this study. 
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Hypotheses Testing 

Hypothesis testing is done by observing the T-statistic and p-value. The T-statistic is 

used to determine the effect of variables in the model. In this study, the T-value limit used is 

1.97 with a significance level of 0.05. If the T-statistic value > 1.97 and the p-value < 0.05, 

then the hypothesis can be accepted (Ghozali, 2021). 

Direct Effect 

Table 6. 

Direct Effect Test 

Direction 

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 
Conclusion 

SMM → BI 0.709 0.707 0.039 18.001 0.000 Accepted 

EWOM → BI 0.171 0.177 0.050 3.433 0.001 Accepted 

SMM → PD 0.305 0.307 0.057 5.378 0.000 Accepted 

EWOM → PD 0.020 0.024 0.033 0.613 0.540 Rejected 

BI → PD 0.652 0.649 0.063 10.434 0.000 Accepted 

Source: Processed data (2025) 

Table 6 shows a direct effect analysis of the effect of SMM and e-WOM on 

Purchasing Decisions, with Brand Image as the mediating variable. For Hypothesis 1 

examines the impact of SMM on Brand Image, showing a positive and significant 

relationship with a path coefficient of 0.709, a t-statistic of 18.001 > 1.97, and a p-value of 

0.000 < 0.05, resulting in the hypothesis being accepted. Hypothesis 2 assesses the effect of 

e-WOM on Brand Image, showing a positive and significant relationship with a path 

coefficient of 0.171, a t-statistic of 3.433 > 1.97, and a p-value of 0.001 < 0.05, leading to 

the acceptance of the hypothesis. Furthermore, hypothesis 3 evaluates the effect of SMM on 

Purchasing Decisions, showing a positive as well as significant impact. In this case, the path 

coefficient of 0.305, a t-statistic of 5.378 > 1.97, and p-value of 0.000 < 0.05, hence the 

hypothesis is accepted. Hypothesis 4 investigates the influence of e-WOM on Purchasing 

Decisions, showing no impact with a path coefficient of 0.020, a t-statistic of 0.613 < 1.97, 

and a p-value of 0.540 > 0.05, resulting in the rejection of the hypothesis. Hypothesis 5 

examines the effect of Brand Image on Purchasing Decisions, presenting a positive and 

significant impact with a path coefficient of 0.652, a t-statistic of 10.434 > 1.97, as well as a 

p-value of 0.000 < 0.05, therefore the hypothesis is accepted. 

Indirect Effect 

Table 7. 

Indirect Effect Test 

Direction 

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 
Conclusion 

SMM → BI → PD 0.462 0.459 0.050 9.240 0.000 Accepted 

EWOM → BI → PD 0.112 0.114 0.032 3.472 0.001 Accepted 

Source: Processed data (2025) 
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Table 7 shows the analysis of the indirect effects of SMM and e-WOM on PD, using 

BI as the mediating variable. For Hypothesis 6 tests the indirect effect of SMM on Purchasing 

Decisions through Brand Image. The results showed a significant indirect effect with a path 

coefficient value of 0.462, a t-statistic value of 9.240 > 1.97, as well as a p-value of 0.000 < 

0.05. This implies that Brand Image mediates the effect of SMM on Purchasing Decisions. 

Similarly, Hypothesis 7 tests the indirect effect of e-WOM on Purchasing Decisions through 

Brand Image. The result shows a significant indirect effect with a path coefficient value of 

0.112, a t-statistic value of 3.472 > 1.97, and p-value of 0.001 < 0.05, respectively, suggesting 

that brand image mediates the impact of e-WOM on Purchasing Decisions. 

The Effect of Social Media Marketing on Brand Image 

It was revealed by the findings that brand image was positively and significantly 

influenced by SMM. SMM contributes to the creation and reinforcement of brand image. 

Through direct interaction, interesting content, and consistent communication, social media 

contributes to creating a favorable perception among consumers. Therefore, the better SMM 

implemented by Baraja Coffee Indonesia, the stronger as well as more positive the brand 

image formed among consumers. This result is consistent with the reports of Salhab et al., 

(2023), Sanny et al., (2020), and Ali & Naushad (2023) that SMM has a positive and 

significant effect on brand image. 

The Effect of Electronic Word of Mouth on Brand Image 

In this study, e-WOM was found to have a positive and significant effect on brand 

image. E-WOM plays an important role in shaping the image of a brand. Through reviews, 

recommendations, and positive comments from consumers on social media, the positive 

perceptions of the brand can increase. Consumers who read positive experiences from other 

customers tend to build good associations with the brand. Therefore, the more positive e-

WOM received by Baraja Coffee Indonesia, the stronger the brand image formed in the minds 

of consumers. This result is consistent with the report of Solihin & Ahyani (2022), Maya et 

al., (2021), and Gunawan & Wayan, (2022) that e-WOM positively as well as significantly 

influences brand image. 

The Effect of Social Media Marketing on Purchasing Decisions 

Further studies showed that SMM had a positive as well as significant effect on 

purchasing decisions. Through interesting and interactive content, SMM promotes consumer 

buying decisions. The effective use of SMM  helps consumers to know the product better, 

obtain relevant information, and increase confidence in making purchasing decisions. 

Therefore, a good implementation of SMM results in a greater influence in increasing 

consumer purchasing decisions for Baraja Coffee Indonesia. This finding is also aligns with 

the report of Adhimursandi et al., (2024), Sarah et al., (2021), Wikantari, (2022), and Intan 

et al., (2023) that SMM has a positive and significant effect on purchasing decisions. 

The Effect of Electronic Word of Mouth on Purchasing Decisions 

The result of this study showed that e-WOM did not affect purchasing decisions. 

Although consumers’ reviews and recommendations are available on social media, these 

factors alone cannot determine purchasing decisions. This is supported by Huang et al., 

(2012), who stated that the influence of e-WOM is different from Word of Mouth (WOM) 

because e-WOM uses online media. As a result, the interaction between the information 

provider (informant) and the information recipient does not occur face to face, but is limited 

to written comments from one or several informants. Therefore, the credibility of one or 
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several informants cannot be guaranteed. This result is consistent with the report of Slamet 

et al., (2022), Bahi et al., (2020), and Rahayu & Witjaksono, (2023) that e-WOM does not 

affect purchasing decisions. 

The Effect of Brand Image on Purchasing Decisions 

The findings also indicated that brand image positively and significantly impacts 

purchasing decisions. Brand image holds a significant role in shaping perceptions and 

impressions in the minds of consumers. A brand with a strong and positive image tends to be 

preferred by consumers compared to the competitors. In this context, the better the brand 

image owned by Baraja Coffee Indonesia, the greater the influence in promoting consumer 

purchasing decisions. This finding aligns with the study by  Simbolon et al., (2020), Putri & 

Fauzi, (2023), and Djatmiko & Pradana, (2016) that brand image positively and significantly 

influences purchasing decisions. 

The Effect of Brand Image in Mediating Social Media Marketing on Purchasing 

Decisions 

The analysis shows that SMM has a significant indirect effect on purchasing decisions 

through brand image. Effective SMM can lead to an attractive and credible brand image in 

the sight of consumers. This positive brand image becomes a key factor in driving purchasing 

decisions because consumers tend to choose products from brands that have a good 

reputation. Therefore, brand image can mediate the influence of SMM on purchasing 

decisions for Baraja Coffee Indonesia. This result is consistent with the report of Agi & Kerti, 

(2023) that brand image mediates the influence of SMM on purchasing decisions.  

The Effect of Brand Image in Mediating Electronic Word of Mouth on Purchasing 

Decisions 

The result of this study also showed that the e-WOM has a significant indirect effect 

on purchasing decisions through brand image. Positive reviews and recommendations from 

previous customers can increase positive perceptions of the brand, thereby strengthening the 

image. A strong brand image will increase consumer confidence in choosing and making 

purchases. Therefore, brand image can act as a mediate in the impact of e-WOM on 

purchasing decisions for Baraja Coffee Indonesia. This result is also consistent with the 

report of Marwida et al., (2023) and Pratiwi et al., (2024) that brand image mediates the 

influence of e-WOM on purchasing decisions. 

 

CONCLUSION 

The results showed that both SMM and e-WOM positively and significantly 

influenced brand image. Additionally, SMM had a positive and significant effect on 

purchasing decisions, while e-WOM did not influence purchasing decisions. The brand 

image was shown to have a positive and significant impact on purchasing decisions. Further 

observations also showed that brand image functioned as a mediating factor between SMM, 

e-WOM, and purchasing decisions. 

The practical implications focused on the importance of companies in optimizing 

SMM strategies to build a strong brand image and promote purchasing decisions. Companies 

need to develop interesting, interactive, and informative content on digital platforms to 

increase consumer engagement. In addition, there is a need to actively manage e-WOM by 

promoting positive customer reviews and responding to feedback quickly and professionally 

in order to strengthen brand perception. Through the use of this strategy, companies can 
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increase competitiveness in the market and drive consumer purchasing decisions more 

effectively. 

Future studies are encouraged to investigate additional mediating variables, such as 

brand awareness, trust, equity, or loyalty. These additional variables aim to achieve a more 

comprehensive understanding of the factors that influence consumer purchasing decisions. 

In addition, the application of a qualitative or mixed method could provide deeper insight 

into consumer perceptions in making purchasing decisions. 
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