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Abstract: This study aims to examine the influence of electronic word of mouth (e-WOM) specifically
its quality, quantity, and credibility on purchase intention, with brand awareness as a mediating variable
for Mixue products in Jember Regency. The research employed a quantitative explanatory method
using purposive sampling involving 160 respondents. The findings indicate that e-WOM quality,
quantity, and credibility significantly influence purchase intention. However, only e-WOM credibility
has a significant impact on brand awareness and is proven to mediate the relationship between e-WOM
credibility and purchase intention. In contrast, e-WOM quality and quantity do not significantly affect
brand awareness, and thus brand awareness does not mediate their relationship with purchase
intention. These findings highlight the importance of information credibility in building brand
awareness and enhancing consumers' purchase intention.
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1. Introduction

Mixue is a multinational franchise chain specializing in ice cream and tea as its core
products, established in 1997. Founded by a university student named Zhang Hongcao, the
company officially became an independent business in 2010 and expanded its franchise model
across China. To date, Mixue operates 21,582 franchise outlets across various Asian countries,
including Indonesia. Through PT Zhisheng Pacific Trading, Mixue launched its first
Indonesian outlet at Cihampelas Walk shopping center in Bandung in 2020. The number of
outlets has since grown to over 1,000, spread across malls, traditional markets, and vacant
shop lots (Momentum Works, 2022). One of Mixue's key strategies to dominate the food and
beverage market is utilizing Electronic Word of Mouth (E-WOM) as a communication tool
to interact with consumers.

E-WOM serves as a communication tool that enables users to actively participate in the
communication process, in contrast to the passive role commonly associated with
conventional media. E-WOM facilitates two-way communication both between individuals
and between individuals and companies. Consumers are free to give reviews, leave comments,
and share their experiences about a product online through E-WOM (Maria et al., 2019:107).
According to Lin et al. (2013), E-WOM consists of three dimensions: First, E-WOM quality
refers to the persuasive power of other consumers' comments regarding a product, which

influences perceptions through the quality of information received and impacts purchase
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decisions. Second, E-WOM quantity refers to the volume of consumer reviews; the popularity
of a product, as reflected by the number of online comments, is considered indicative of
product performance. Third, E-WOM credibility refers to the trust that recipients place in
previous consumer reviews, meaning that E-WOM credibility reflects the extent to which
other consumers rely on online product reviews. This study examines the role of these three
E-WOM dimensions on brand awareness and purchase intention.

The phenomenon of E-WOM in marketing communication is considered crucial in
building and enhancing brand awareness. According to Aaker (1991), one of the expected
outcomes of marketing activities is to build awareness of a product, ideally making it a top-
of-mind brand for customers. E-WOM is also expected to be a factor in increasing and
maintaining brand awareness, whereby customers become more familiar with and recall the
brand, ultimately fostering brand loyalty. Therefore, brand awareness plays a significant role
in influencing customers’ purchase decisions (Hermawan, 2012). A study by Pebrianti,
Arweni, and Muhammad Awal (2020) showed that E-WOM significantly influences brand
awareness. This is because E-WOM plays an essential role in communicating product-related
information, such as customer satisfaction, which affects brand awareness.

A research gap was identified in the study by Tamrin & Huda (2021), which found that
E-WOM does not significantly affect brand awareness. This discrepancy motivates the
present study to re-examine the issue and either confirm or challenge previous findings. Brand
awareness also affects purchase intention. Purchase intention is a key concept in consumer
behavior. According to Sam & Tahir (2009:9), purchase intention refers to the probability
that a consumer will buy a product. A high level of interest indicates a high probability of
purchase, and vice versa. Similarly, Simamora (2002:131) defines purchase intention as an
individual’s personal attitude driven by a strong desire to act in fulfilling a need for a specific
object. Purchase intention arises from stimuli both positive and negative that motivate a
person to make a purchase. As the foundation of any transaction, purchase intention is the
focus of competition among industries vying for consumer interest.

Research by Vincent Leonard et al. (2021) found that brand awareness positively and
significantly affects purchase intention. This means that the greater the consumer’s brand
awareness, the stronger their intention to make a purchase. These findings align with research
by Komariah Ulan et al. (2022), which also confirmed that brand awareness positively and
significantly influences purchase intention. Strong brand awareness provides a competitive
edge by increasing the likelthood that a product will be selected and purchased. E-WOM also
influences purchase intention by shaping consumer trust and perceptions about products or
services (Pramudya, 2020). According to Choi (2020:19), E-WOM such as reviews and ratings
is a key factor in consumer purchase decisions. This view is supported by Lily Purwianti
(2021), who reported that E-WOM positively and significantly affects purchase intention.
Consumers tend to search for and gather information before making a purchase decision,

making E-WOM a crucial factor in shaping purchase intention.



However, another research gap was identified in the study by Tjhin & Aini (2019), which
found that E-WOM does not significantly affect purchase intention. This gap warrants further
research to explore whether differing or consistent results can be obtained. Based on the
phenomena and concepts discussed above, this study aims to investigate the influence of E-
WOM quality, E-WOM quantity, and E-WOM credibility on purchase intention, with brand
awareness as a mediating variable. The inclusion of brand awareness as a mediating variable
is novel, particularly when combined with the three E-WOM dimensions in the context of
food and beverage (F&B) products. It is expected that this research will contribute new

findings to the existing literature.

2. Research Methodology

This study is designed as an explanatory research to examine the influence of the
variables e-WOM quality, e-WOM quantity, and e-WOM credibility on purchase intention,
mediated by brand awareness. The unit of analysis in this study is Mixue consumers who
made purchases at eight (8) locations in Jember Regency. The population in this study consists
of consumers who have purchased Mixue Ice Cream and Tea at the eight (8) Mixue outlets,
located both within and outside the city of Jember. The sampling technique used is purposive
sampling, where only certain members of the population are selected as samples based on
specific criteria determined by the researcher.

Questionnaires were distributed using a hybrid research technique. In this study, the
researcher selected eight (8) Mixue Ice Cream and Tea outlets in Jember Regency as sample
collection sites, with 20 respondents selected from each outlet, resulting in a total of 160
respondents. The criteria for respondents in this study are: Individuals who have previously
purchased Mixue Ice Cream and Tea products in Jember Regency. Aged at least 17 years.
Data were collected through the distribution of questionnaires during the research period.
The questionnaire was designed to gather responses regarding the main variables, including
petceptions of e-WOM, purchase intention, and brand awareness of Mixue Ice Cream and
Tea products. The use of a hybrid research method in distributing the questionnaire is

intended to increase accessibility and reach a broader range of respondents.

3. Results And Discussion
3.1 The Influence of e-WOM Quality on Purchase Intention

The hypothesis testing results indicate that e-WOM quality has a significant effect on
purchase intention, with a significance value of 0.008. The influence is shown to be positive,
meaning that the higher the quality of e-WOM, the greater the increase in purchase intention
(H1 is accepted). Based on the findings, the significant influence of e-WOM quality on
purchase intention demonstrates that the quality of information on social media serves as a
key source in attracting consumer interest. High-quality information enables consumers to
easily gather, store, and compate information with other sources, as well as share it to
influence others. e-WOM leverages digital platforms for individuals to interact, share opinions

and shopping experiences, review products, and recommend specific products or services.
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Thus, e-WOM becomes an effective alternative channel for providing information that
can influence consumer purchase intention. The rapid growth of e-WOM has been
strategically utilized by Mixue Ice Cream & Tea as part of their product marketing strategy.
Since its emergence in 2020, there has been an abundance of positive reviews from consumers
regarding Mixue’s taste, price, and quality of service, making the brand increasingly well-
known to the public. Up-to-date information and positive consumer experiences create a
powerful effect in building trust among potential customers, resulting in consistently high
foot traffic at Mixue outlets. This proves that through social media, Mixue has succeeded in
building a positive brand image and gaining broad exposure, which in turn leads to increased
interest and visits from consumers.

These results are consistent with previous studies by Uwais et al. (2020), Vi Truct et al.
(2021), Anis et al. (2023), Anna et al. (2021), Choi Meng et al. (2022), and Annisah et al. (2020),
all of which show that e-WOM quality has a positive and significant influence on purchase
intention. Therefore, it can be concluded that the completeness of information and positive
reviews about a brand on social media are among the key factors that can trigger consumers
to purchase the product.

3.2 The Influence of e-WOM Quantity on Purchase Intention

The hypothesis testing results show that e-WOM quantity has a significant effect on
purchase intention, with a significance value of 0.000. The influence indicated by the
coefficient value is positive, meaning that the higher the e-WOM quantity, the greater the
increase in purchase intention (H2 is accepted). Based on the findings, the significant effect
of e-WOM quantity on purchase intention demonstrates that the volume of e-WOM
contributes to the frequency and completeness of product information that can be received
by consumers. In the context of e-WOM, product completeness, the number of reviews, and
continuous recommendations are consistently shared to increase consumer awareness and
purchase interest.

The more frequently the information appears, the more valuable the product becomes,
and the better the audience understands it (Ismagilova et al., 2020). This aligns with the
present study, where factors such as the frequency of information appearance combined with
informative narratives about Mixue products play a crucial role in ensuring that consumers
not only receive detailed product information but also learn from the purchasing experiences
and recommendations of previous consumers. As a result, the information shared by Mixue
can enhance engagement among potential consumers, ultimately motivating them to make a
purchase.

These research findings are in line with previous studies conducted by Anis et al. (2023),
Anna et al. (2021), Annisah et al. (2020), Fikri et al. (2020), Hamzah et al. (2020), Tissa et al.
(2023), Michell (2022), and Asif et al. (2022), all of which indicate that e-WOM quantity has

a positive and significant effect on purchase intention. Therefore, it can be concluded that



the completeness of information, perceived product value, reviews, and recommendations
regarding a brand on social media are key factors that can trigger consumer purchase behavior.
3.3 The Influence of e-WOM Credibility on Purchase Intention

The hypothesis testing results indicate that e-WOM credibility has a significant effect on
purchase intention, with a significance value of 0.001. The influence shown by the coefficient
value is positive, meaning that the higher the e-WOM credibility, the more purchase intention
will increase (H3 is accepted). Based on the results, the significant effect of e-WOM credibility
on purchase intention confirms that e-WOM credibility impacts consumer loyalty and the
development of trust. One of the key determinants of e-WOM credibility is the level of trust
that previous consumers or recipients have in the product. Therefore, e-WOM credibility
refers to the degree to which people rely on reviews shared via social media. It also reflects
how much a person perceives shared recommendations as trustworthy.

If recipients consider the reviews to be credible, they are more likely to use them in their
purchase decisions. Conversely, if the information is perceived as less credible, consumers
tend to ignore it. In this context, Mixue effectively utilizes social media to share product
information including product variety, price, and trustworthy customer reviews. This study
found that Mixue consumers provide honest and positive reviews based on their real
purchasing experiences, which in turn attracts new potential customers to try and purchase
the product. These findings are consistent with previous studies conducted by Salsabira &
Albilari (2023), Anis et al. (2023), Anna et al. (2021), Annisah et al. (2020), Choi Meng et al.
(2022), Fikri et al. (2020), Galuh et al. (2022), Dessy et al. (2020), Hamzah et al. (2020), and
Tissa et al. (2023), which demonstrate that e-WOM credibility has a positive and significant
influence on purchase intention. Thus, it can be concluded that a credible source of
information one that is reliable, competent, and trustworthy can significantly influence
consumers' purchase intentions.

3.4 The Influence of e-WOM Quality on Brand Awareness

The hypothesis testing results show that e-WOM quality does not have a significant
impact on brand awareness, with a significance value of 0.406. The effect indicated by the
coefficient value is negative, meaning that hypothesis four confirms there is no influence of
e-WOM quality on brand awareness (H4 rejected). Generally, the quality of information is
considered very important in influencing brand awareness. The completeness of product
information shared with consumers can help them recognize and remember the Mixue
product. The information shared on social media to attract consumer attention can include
images, videos, and other media. Complete information can help consumers understand the
product and provide added value in the form of information that makes consumers feel
connected to the brand, which should increase brand awareness.

Complete, up-to-date, and unique information can attract attention, stimulate purchase
interest, and have a significant impact on brand awareness. However, the timing of posts, the
number of interactions, and reviews on Mixue’s social media do not play a significant role in
forming brand awareness. These results are inconsistent with previous studies by Anang et al.

(2023), Natalia (2020), and Gavin et al. (2022). Therefore, this study does not align with
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existing theories and prior research, as field results show that the quality of product
information for Mixue is not sufficient to create brand awareness among respondents.
3.5 The Influence of e-WOM Quantity on Brand Awareness

The hypothesis test results show that e-WOM quantity does not have a significant impact
on brand awareness, with a significance value of 0.429. The effect indicated by the coefficient
value is negative, meaning that hypothesis five confirms there is no influence of e-WOM
quantity on brand awareness (H5 rejected). The quantity of information should reflect a
detailed description of the product to help consumers understand Mixue’s products. If the
information shared fails to communicate the product details effectively, it will affect
consumers’ memory and awareness of the product’s existence, which in turn impacts their
purchase decisions. The reviews shared may be perceived as insufficiently persuasive by
consumers.

Consistency in the information shared also helps create a strong impression in
consumers’ memories, making the brand easier to recall. Consumers’ understanding of the
product, interest in reviews, and relevance of information contribute to forming brand
awareness. These results are inconsistent with previous studies by Seo et al. (2020), Natalia
(2020), and Park & Eun (2020). Therefore, this study does not align with existing theories and
prior research because field findings demonstrate that the quantity of Mixue’s product
information is not sufficient to generate brand awareness among respondents.

3.6 The Influence of e-WOM Credibility on Brand Awareness

The hypothesis test results show that e-WOM credibility has a significant effect on brand
awareness with a significance value of 0.000. The influence indicated by the coefficient value
is positive, meaning that the higher the e-WOM credibility, the greater the brand awareness
(Ho6 accepted). Based on the research results, e-WOM credibility significantly influences brand
awareness, proving that the presence of social media provides opportunities for companies
to build brand awareness. Information and interactions carried out by consumers through
reviews and recommendations on social media are key factors in enabling consumers to
recognize or recall product categories.

Consumers tend to understand product information shared by previous consumers
because such information is considered to provide a more objective picture. Through social
media, Mixue can share information about product quality as well as product values. Credible
information can shape consumer perceptions of the product, thereby influencing their
purchase decisions.

Thus, interaction via social media plays an important role in creating brand awareness
for Mixue. These findings are consistent with previous studies conducted by Natalia et al.
(2022), Iwan et al. (2020), Galuh et al. (2022), and Dessy et al. (2020), which show that e-
WOM credibility positively and significantly affects brand awareness. Therefore, it can be
concluded that the source of information is trustworthy, competent, and reliable, enabling

consumers to recognize and remember the existence of a product.



3.7 The Influence of Brand Awareness on Purchase Intention

The hypothesis test results show that brand awareness has a significant effect on
purchase intention with a significance value of 0.000. The influence indicated by the
coefficient value is positive, meaning that the higher the brand awareness, the higher the
purchase intention (H7 accepted). Based on the analysis results, it shows that brand awareness
has a positive effect on purchase intention among consumers who have previously purchased
Mixue products in Jember Regency. In other words, the higher the brand awareness of a
product, the greater the purchase intention.

Mixue recognizes that positive brand awareness provides a competitive advantage, which
can influence consumers’ purchase intentions. In this case, Mixue creates new innovations to
differentiate itself from competitors and to build positive emotional connections with
consumers.

One way Mixue creates brand awareness is by interacting with consumers through its
social media platforms. The content and reviews shared are able to make consumers aware of
the existence of Mixue products. These findings are consistent with previous studies
conducted by Gavin et al. (2022), Galuh et al. (2022), Aprilianti et al. (2023), Amitay et al.
(2020), and Dessy et al. (2020), which show that brand awareness positively and significantly
affects purchase intention. Thus, it can be concluded that accurate sources of information
can influence consumers in recognizing, remembering, and being aware of the product’s
existence, leading to purchase.

3.8 The Influence of e-WOM Quality on Purchase Intention Through Brand
Awareness

Based on the results of the mediation effect test, e-WOM quality has not been able to
increase purchase intention even though brand awareness acts as a mediator, with a
significance value of 0.402 (HS8 rejected). In this study, brand awareness does not have a
positive relationship between e-WOM quality and purchase intention. Therefore, it can be
concluded that brand awareness is not a mediator of the effect of e-WOM quality on purchase
intention.

Brand awareness is generally formed through the quality of information shared. In other
wortds, high-quality information that presents complete, timely, accurate, and effective
content can fully help consumers understand the product quality and service level of Mixue,
thus influencing awareness and the level of trust in making appropriate purchase decisions.
Brand awareness is tied to the information and impressions stored in consumers’ minds and
reflects consumers’ ability to remember and recognize Mixue products. Building brand
awareness means providing detailed information to understand the product category. The
quality of information, seen from the completeness of product details shared such as brand
logo, name, design, and color greatly influences consumer awareness even without purchasing
the brand.

Moreover, brand awareness provides product differentiation from similar products and
competitors. Therefore, strong brand awareness will lead to higher preference and purchase

decisions. However, the Mixue product information considered to be of good quality is not
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a determinant for consumers in realizing and making future purchases. These results are
inconsistent with previous research by Maria et al. (2022). Thus, this study does not align with
previous theories and research, as the field results show that brand awareness is not proven
to mediate the creation of purchase decisions for Mixue products.

3.9 The Influence of e-WOM Quantity on Purchase Intention Through Brand
Awareness

Based on the results of the mediation effect test, e-WOM quantity has not been able to
increase purchase intention even though brand awareness acts as a mediator, with a
significance value of 0.433 (H9 rejected). In this study, brand awareness does not have a
positive relationship between e-WOM quantity and purchase intention. Therefore, it can be
concluded that brand awareness is not a mediator of the effect of e-WOM quantity on
purchase intention. Generally, e-WOM quantity plays an important role in influencing
purchase intention through brand awareness. By creating consumer understanding of a brand,
it forms an imagination of awareness toward a particular brand.

Quantity of information refers to the number of product reviews shared by previous
consumers on the Mixue platform. Through the information and reviews provided,
consumers can obtain references that strengthen their trust in a product. Additionally, the
number of reviews shared can also represent the popularity and importance of the product.
In other words, consumers may perceive that the more reviews there are, the higher the
popularity and importance of the product (M. Lee & Youn, 2009). The large amount of
information and reviews shared online by individuals is a communication effect of word-of-
mouth, which forms consumer awareness of the existence of Mixue products and potentially
leads to consumer purchases. However, the number of consumer information and reviews
on the Mixue platform does not have a significant role in forming brand awareness. This
result is inconsistent with previous research by Friana et al. (2022). Therefore, this study does
not align with previous theories and research, as field results demonstrate that brand
awareness is not proven to mediate the formation of purchase decisions for Mixue products.
3.10 The Influence of e-WOM Credibility on Purchase Intention Through Brand
Awareness

The hypothesis test results show that brand awareness is proven to mediate the influence
of e-WOM credibility on purchase intention with a significance level of 0.043. The coefficient
value indicates a positive effect, meaning that the better the brand awareness, the stronger the
mediation effect of e-WOM credibility on purchase intention (H10 accepted). The rapid
development of social media is utilized by Mixue as a platform to create and modify
promotional content, share reviews, and discuss knowledge and information about a product.
Brand awareness can mediate e-WOM credibility on purchase intention when consumers are
aware of positive and detailed reviews of Mixue products shared from previous consumer
experiences. Furthermore, Mixue’s attractive logo, brand name, and advertisement design

make consumers interested and inclined to purchase or even subscribe to the products.



Consumer awareness of Mixue products and trust in the information and reviews shared
influence product understanding and purchase decision-making. This research result aligns
with previous studies conducted by Ababil et al. (2023) and Galuh et al. (2022), which show
that brand awareness positively and significantly mediates the influence of e-WOM credibility
on purchase intention. Therefore, it can be concluded that consumer awareness of Mixue
products is sufficiently strong, thereby providing a positive relationship between information

credibility and purchasing decisions.

4. Conclusion

a. e-WOM quality (X1) has a positive and significant effect on purchase intention (Y)
for Mixue products in Jember Regency.

b. e-WOM quantity (X2) has a positive and significant effect on purchase intention (Y)
for Mixue products in Jember Regency.

c.  e-WOM credibility (X3) has a positive and significant effect on purchase intention (Y)
for Mixue products in Jember Regency.

d. e-WOM quality (X1) does not have a positive and significant effect on brand
awareness (Z) for Mixue products in Jember Regency.

e. e-WOM quantity (X2) does not have a positive and significant effect on brand
awareness (Z) for Mixue products in Jember Regency.

f.  e-WOM credibility (X3) has a positive and significant effect on brand awareness (Z)
for Mixue products in Jember Regency.

g. Brand awareness (Z) has a positive and significant effect on purchase intention (Y)
for Mixue products in Jember Regency.

h. e-WOM quality (X1) does not have a positive and significant effect on purchase
intention (Y) through brand awareness (Z) for Mixue products in Jember Regency.

i e-WOM quantity (X2) does not have a positive and significant effect on purchase
intention (Y) through brand awareness (Z) for Mixue products in Jember Regency.

j. e-WOM credibility (X3) has a positive and significant effect on purchase intention (Y)

through brand awareness (Z) for Mixue products in Jember Regency.

References

[1] D. A. Aaker, *Measuring Brand Equity: Capitalizing on the Value of Brand Name*, New York: The Free Press, 1991.

[2] W. Abdillah and Jogiyanto, *Partial Least Square (PLS): An Alternative Structural Equation Modeling (SEM) in Business Research*,
Yogyakarta: Andi, 2015.

[3] G. Alaric and A. Felicia, "The Influence of Social Media on Brand Awareness and Purchase Intention of Sports Shoe Brands,"
*Business Research Journal*, vol. 5, no. 2, pp. 168—189, 2022.

[4] S. A. Aminah and K. P. Septi, "The Effect of Credibility and Electronic Word of Mouth Communication on Purchase Intentions,"
*Journal of Business Management Review*, vol. 2, no. 1, pp. 038—056, 2020.

[5] Y. Amitay, H. Winoto Tj, S. Saparso, and S. Wahyoedi, "The Impact of Celebgram Endorsement on Purchase Intention: The
Mediating Effects of Customer Attitude and Brand Awateness,” in *Proc. 8th Int. Conf. Entrepreneurship and Business
Management (ICEBM 2019)*, UNTAR, 2020.

[6] A. A. 1. K. Aprilianti, R. Ni Made, and R. Gede Bayu, "The Role of Brand Awareness in Mediating the Influence of Social Media
Marketing on Purchase Intention," *Management Journal*, vol. 12, no. 3, pp. 280—304, 2023.

[7] V. Arumugam and A. Omart, "Electronic Word-of-Mouth Information Adoption by Online Consumers," *International Journal of
Science and Research (IJSR)*, vol. 5, no. 12, pp. 1865-1869, 2016.

[8] T. Aulia, Damayanti, and Indrawati, "The Effect of Social Media Quality, Quantity, Credibility and E-WOM on Revisit Intention:
Destination Brand Awareness and Destination Satisfaction as Intervening Variables," *Academic Journal*, vol. 24, p. 196, 2023.



Harmony Management: International Journal of Management Science and Business 2025 , vol. 2, no. 2, Almas, et al. 204 of 205

[9] F. D. Azzahra and M. Rizan, "The Influence of Social Media Marketing and Brand Awareness on Purchase Intention and Its Impact
on Purchase Decision: A Study on Online Food Delivery Service Users in Jakarta," *]. Bus., Manag., Finance - JBMK*, vol. 2, no.
3, pp. 874-890, 2021.

[10] A. S. Banurea and S. Ni Ketut, "The Role of Brand Awareness in Mediating Celebrity Endorser Credibility toward Putrchase
Intention," *Management Journal*, vol. 9, no. 8, pp. 3125-3144, 2020.

[11] A. Q. Bataineh, "The Impact of Perceived E-WOM on Purchase Intention: The Mediating Role of Corporate Image," International
Journal of Marketing Studies, vol. 7, no. 1, pp. 1-10, 2015.

[12] B. Butler, "Community Effort in Online Groups: Who Does the Work and Why?," in Leadership at a Distance: Research in Technologically-
supported Work, Lawrence Erlbaum, Publishers, NJ, 2002.

[13] N. Chang and S. S. U. Lusia, "The Influence of Food Vlogger Credibility on Brand Awareness of Omija (Case Study on YouTube

[14] J. Choi, "How Consumers Engage in and Utilize the Source of Electronic Word-of-Mouth (E-WOM)?," Journal Academy of Strategic
Management, vol. 19, no. 2, pp. 1-12, 2020.

[15] D. Durianto, Market Innovation with Effective Advertising, Jakarta: Gramedia Pustaka Utama, 2013.

[16] V. F. Ethika, A. Sonja, H. Rusdi, and P. Budi, "The Effect of Kopiko Product Placement on Purchase Intention through Brand
Awareness as a Mediating Variable," Journal of Economic Education, vol. 7, no. 2, 2022.

[17] H. O. Elaydi, "The Effect of Social Media Marketing on Brand Awareness through Facebook: An Individual-based Perspective of
the Mobile Services Sector in Egypt," Open Access Library Journal, vol. 5, no. 10, pp. 1-5, 2018.

[18] A. Fenetta and K. Keni, "The Influence of Brand Awareness and Perceived Quality on Purchase Intention: Brand Loyalty as a
Mediating Variable," Journal of Business and Entreprenenrship Management, vol. 4, no. 6, pp. 270275, 2020.

[19] A. Y. A. Fianto, W. Helmy, and B. B. Dominggo, "Mediation Analysis of Brand Awareness and Brand Trust in the Relationship
between Emotional Marketing and Purchase Intention," Journal of Management and Entrepreneurship, vol. 7, no. 2, pp. 47-59, 2022.

[20] R. Filieri, "What Makes Online Reviews Helpful? A Diagnosticity-Adoption Framework to Explain Informational and Normative
Influences in E-WOM," Journal of Business Research, vol. 68, no. 6, pp. 1261-1270, 2015.

[21] M. A. Firmansyah, Product and Brand Marketing (Planning & Strategy), Surabaya: CV. Penerbit Qiara Media, 2019.

[22] H. Fitrianna and D. Aurinawati, "The Effect of Digital Marketing on Increasing Brand Awareness and Brand Image toward Purchase
Decision of Monggo Chocolate Products in Yogyakarta," INOBIS: Journal of Business Innovation and Indonesian Management, vol. 3, no.
3, pp. 409-418, 2020.

[23] 1. Ghozali, Structural Equation Modeling Alternative Method with Partial Ieast Square (PLS), Semarang: Diponegoro University Publishing
Agency, 2008.

[24] 1. Ghozali, Multivariate Analysis Application with SPSS Program, Semarang: Diponegoro University Publishing Agency, 2011.

[25] J. Hair, R. Anderson, R. Tatham, and W. Black, Multivariate Data Analysis, 5th ed., New Jersey: Prentice Hall, 1998.

[26] N. T. Handoko and M. Tina, "Effect of Electronic Word of Mouth on Purchase Intention through Brand Image as Media in
Tokopedia," International Journal of Economics, Business and Accounting Research (IIEBAR), vol. 5, no. 4, pp. 83-93, 2021.

[27] S. Hansopaheluwakan and E. Oey, "The Impact of Brand Equity and Brand Trust toward," PalArch’s Journal of Archaeology of
Egypt/ Egyptology, vol. 18, no. 1, pp. 505517, 2020.

[28] A. Hermawan, Marketing Communication, Jakarta: Erlangga, 2012.

[29] H. Heskiano, T. Y. R. Syah, and M. R. Hilmy, "Social Media Marketing Relations, Brand Awareness to Brand Loyalty through the
Brand Image," Journal of Multidisciplinary Academic, vol. 4, no. 4, pp. 208-214, 2020.

[30] Y. H. Hsiao, Y. Hsu, S. Y. Chu, and W. Fang, "Is Brand Awareness a Marketing Placebo?," International Jonrnal of Business & Information,
vol. 9, no. 1, pp. 29-60, 2014.

[31] E. B. Hutlock, Develgpmental Psychology, Jakarta: Erlangga, 2000.

[32] Indrawati, P. C. Putri, and S. Muthaiyah, "E-WOM via the TikTok Application and Its Influence on Purchase Intention of Somethinc
Product," Asia Pacific Management Review, 2022.

[33] A. Igbal, A. K. Noor, M. Azam, and M. R. F. Mohammad, "E-WOM Effect through Social Media and Shopping Websites on
Purchase Intention of Smartphones in India," Journal of Innovative Marketing, vol. 18, no. 2, 2022.

[34] M. A. Irpansyah, M. R. Asep, and M. D. R. Deni, "Credibility and Strength of Selebgram in Increasing Purchase Interest on Instagram
Online Stotes," Journal of Econonic, Business and Acconnting, vol. 2, no. 2, 2019.

[35] F. F. P. Islami and H. Ratih, "The Influence of Social Media as Electronic Word of Mouth Strategy and Corporate Image on Purchase
Intention of Oppo in Bandung City," Journal of Management, vol. 7, no. 1, p. 496, 2020.

[36] E. Ismagilova, N. P. Rana, E. L. Slade, and Y. K. Dwivedi, "A Meta-analysis of the Factors Affecting E-WOM Providing Behavior,"
European Journal of Marketing, vol. 55, no. 4, pp. 1067-1102, 2020.

[37] A. Jamaluddin, Public Administration Research Methods, Yogyakarta: Gava Media, 2015.

[38] M. R. Jalilvand and N. Samiei, "The Effect of Electronic Word of Mouth on Brand Image and Purchase Intention: An Empirical
Study in the Automobile Industry in Iran," Marketing Intelligence and Planning, vol. 30, no. 4, pp. 460-476, 2012.

[39] E. Katz and P. F. Lazarsfeld, Personal Influence: The Part Played by People in the Flow of Mass Communications, New York, NY, US: Free
Press, 1995. [40] Khan et al., "Direction for Future Research in E-WOM: Issues of Credibility, Format and Impact," International
Journal of Economic Research, vol. 15, no. 2, pp. 329-341, 2018.

[41] H. Kim and L. S. Niehm, "The Impact of Website Quality on Information Quality, Value, and Loyalty Intentions in Appatel
Retailing," Journal of Interactive Marketing, vol. 23, no. 3, pp. 221-233, 2009.

[42] P. Kotler and K. L. Keller, Marketing Management, 14th ed, New Jersey: Prentice Hall, 2012.
[43] P. Kotler and K. L. Keller, Marketing Management, 15th ed., New Jersey: Pearson Education, 2016.

[44] P. Kotler, Marketing Management, Jakarta: Erlangga, 2014.

[45] N. A. Kusumawati, "The Effect of Electronic Word of Mouth on Purchase Intention in Shopee Application," Journal of Business and
Management, vol. 3, pp. 37—46, 2016.

[46] G. P. Lantos, Consumer Bebavior in Action, New York: M.E. Sharpe, 2010.

[47] J. Lee and J. Lee, "The Effects of Electronic Word of Mouth on Brand Attitude and Putchase Intention in Social Commerce,"
Journal of Electronic Commerce Research, vol. 20, no. 1, pp. 14-28, 2019.



[48] W. M. Lim and D. H. Ting, "E-WOM and Purchase Intention: A Study of Online Hotel Reviews," Journal of Hospitality Marketing &>
Management, vol. 21, no. 7, pp. 693-708, 2012.

[49] N. Lin, M. A. Sherif, and J. C. Hsieh, "The Effects of Expetience and Credibility of Online Reviews on Consumers’ Purchase
Intentions," Internet Research, vol. 15, no. 3, pp. 403—426, 2005.

[50] X. Lu, S. Wang, and C. Fang, "Understanding E-WOM Adoption in Social Commerce," Electronic Commerce Research and Applications,
vol. 51, p. 101098, 2022.

[51] C. H. Mason and W. D. Perreault, "Collinearity, Power, and Interpretation of Multiple Regression Analysis," Journal of Marfketing
Research, vol. 28, no. 3, pp. 268-280, 1991.

[52] J. Meng and J. Choi, "The Effects of Credibility on Electronic Word-of-Mouth (E-WOM) in Social Media on Purchase Intention:
Moderating Role of Perceived Risk and Gendet," Journal of International Business Research and Marketing, vol. 4, no. 6, pp. 22-27, 2019.

[53] N. S. Nair and S. K. Subramanian, "The Impact of Celebrity Endorsements on Consumer Purchase Intention and Brand Loyalty in
India," Journal of Marketing and Consumer Research, vol. 54, pp. 36—42, 2019.

[54] T. F. Nishijima, "The Influence of Brand Awareness on Putrchase Intention: Empitical Evidence from Japanese Consumers," Asian
Journal of Business Research, vol. 10, no. 1, pp. 23-37, 2020.

[55] E. Nurmalasari and F. Azizah, "The Influence of Social Media Matketing, E-WOM, and Brand Awateness on Purchase Intention:
A Study of Local Fashion Brands in Indonesia," Journal of Marketing and Consumer Behavior, vol. 15, no. 2, pp. 45-60, 2023.

[56] C. Obermiller and E. R. Spangenberg, "Development of a Scale to Measure Consumer Skepticism toward Advertising," Journal of
Consumer Psychology, vol. 7, no. 2, pp. 159—186, 1998.

[57] M. I. Pahlevi, "The Impact of Brand Awareness and Electronic Word of Mouth on Purchase Intention of Online Clothing Products
in Indonesia," International Journal of Marketing Studies, vol. 14, no. 3, pp. 1-15, 2022.

[58] A. Putti and T. Santoso, "The Influence of Brand Awareness and Brand Image on Purchase Intention with Product Quality as a
Mediatot," Journal of Management and Marketing Review, vol. 6, no. 1, pp. 20-35, 2021.

[59] M. M. Rahman and M. S. Islam, "The Impact of E-WOM on Purchase Intention of Mobile Phones among Youth in Bangladesh,"
International Journal of Business and Management, vol. 12, no. 10, pp. 152-160, 2017.

[60] A. Rizal and A. Permana, "The Effect of Social Media Marketing and Electronic Word of Mouth on Purchase Intention with Brand
Awareness as a Mediation Variable in Food & Beverage Products," International Journal of Innovation, Creativity and Change, vol. 12, no.
4, pp. 1-15, 2020.

[61] R. P. Sari and B. Haryanto, "The Effect of Brand Awareness on Purchase Intention with Brand Loyalty as a Mediator," Jurnal llmiah
Manajemen dan Bisnis, vol. 22, no. 3, pp. 123-131, 2021.

[62] B. Setiawan and D. Rahayu, "The Influence of Electronic Word of Mouth on Purchase Intention: A Study on Online Shopping

Users," International Jonrnal of Business and Social Science, vol. 10, no. 5, pp. 60-69, 2019.

] A. Smith and M. Anderson, Social Media Use in 2018, Pew Research Center, 2018.

| F. Tjiptono and G. Chandra, Service, Quality and Satisfaction, Yogyakarta: Andi, 2016.

| T. L. Tuten and M. R. Solomon, Social Media Marketing, Sage Publications, 2017.

] Y. Wang and D. R. Fesenmaier, "Modeling Participation in an Online Travel Community," Journal of Travel Research, vol. 42, no. 3,

pp- 261-270, 2004.

[67] E. Yulianti and R. Agustina, "The Influence of Social Media Marketing on Brand Awareness and Purchase Intention of Hijab

Products in Bandung City," Journal of Marketing Research, vol. 10, no. 1, pp. 25-38, 2020.



