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Abstract

Since digital technology has advanced so quickly, consumer behavior has changed, and social media platforms have become
powerful marketing tools. Specifically, TikTok has become well-known for combining entertainment and e-commerce,
allowing viewers to discover products in real time and make purchases through TikTok Shop. This study examines the influence
of electronic word of mouth (e-WOM) and social media usage on purchase decision involvement, with trust as a mediating
variable. Drawing on existing literature, the study highlights how features such as reviews, live streaming, and influencer
endorsements significantly impact consumer trust and engagement. However, the abundance of information on social media
raises concerns regarding credibility, making trust a vital factor in processing online content and making purchase decisions.
The findings aim to provide insights into the interplay between e-WOM, social media usage, and trust in shaping consumer
involvement in purchase decisions on TikTok. This study fills a research gap by exploring the mediating role of trust in a
rapidly evolving social commerce environment.
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Abstrak

Perkembangan pesat teknologi digital telah mengubah perilaku konsumen secara signifikan, sehingga mendorong munculnya
media sosial sebagai alat pemasaran yang berpengaruh. TikTok menjadi salah satu platform yang menonjol melalui integrasi
hiburan dan e-commerce, memungkinkan pengguna menemukan dan melakukan transaksi produk secara langsung melalui fitur
TikTok Shop. Tujuan dari penelitian ini adalah untuk menganalisis dampak penggunaan media sosial dan electronic word of
mouth (e-WOM) terhadap kepercayaan konsumen, dengan menggunakan kepercayaan sebagai variabel mediasi. Berdasarkan
tinjauan literatur, penelitian ini menunjukkan bahwa fitur seperti ulasan pelanggan, live streaming, dan dukungan influencer
berperan penting dalam membangun kepercayaan dan keterlibatan konsumen. Namun, tingginya volume informasi di media
sosial menimbulkan kekhawatiran terhadap kredibilitas, sehingga kepercayaan menjadi faktor penting dalam memproses
informasi dan mengambil keputusan pembelian. Penelitian ini berkontribusi dengan memberikan pemahaman mengenai
hubungan antara e-WOM, penggunaan media sosial, dan trust dalam membentuk keterlibatan keputusan pembelian konsumen
di platform TikTok. Studi ini mengisi kesenjangan penelitian terkait peran trust sebagai variabel mediasi dalam konteks social
commerce yang terus berkembang.

Keywords: Social Media Usage; Electronic word of mouth; Purchase decision; Trust.

. Research Background

The rapid development of digital technology has significantly transformed consumer behavior, especially in how
individuals engage with marketing content online (Muturi, 2024). One of the most notable trends is the extensive usage of
social media as a marketing tool that influences consumer purchasing behavior in addition to providing information (Macias
Urrego et al., 2024). In Indonesia, TikTok has emerged as one of the leading platforms, combining entertainment, social
interaction, and in-app transactions via TikTok Shop, making it highly appealing to younger users (Rosmiati, 2022; Nur et al.,
2023). This integrated social commerce model enables seamless purchases without leaving the app, setting TikTok apart from
other platforms such as Instagram or Facebook which still rely on third-party redirections (Zhao et al., 2023).

Product reviews, unpacking videos, and live stream demos are examples of electronic word-of-mouth (e-WOM) that
has become crucial in influencing consumer trust and buying decision-making in this ecosystem (Sern et al., 2022; Dhanabal,
2024). Influencers like Tasya Farasya have increased the credibility of such content, with her "Tasya Farasya Approved" label
often serving as a trusted reference for Indonesian consumers (Kalodata, 2024). Trust becomes critical, especially when users
face information overload and cannot verify product quality directly (Gefen et al., 2015; Ryswaldi & Pujani, 2020). Features
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like live streaming and interactive reviews not only inform but also foster trust and emotional connection, thereby enhancing
the likelihood of spontaneous purchases (Hu & Chaudhry, 2020; Elvi Susanti & Suhroji Adha, 2023).

Although several studies have investigated the separate roles of social media usage, e-WOM, and trust in consumer
behavior, research that integrates these variables particularly with trust as a mediating factor—remains limited (Prasad et al.,
2017; Appiah Kusi et al., 2022). This gap is especially evident in the context of TikTok Shop in Indonesia. Given TikTok’s
dominance in user engagement time (Meltwater, 2024) and its growing popularity as a shopping platform (Populix, 2022),
there is a compelling need to examine how social media usage and e-WOM influence purchase decision involvement through
the lens of trust. Thus, this study investigates the influence of trust in mediating the relationship between e-WOM and social
media usage toward purchase decision involvement on TikTok.

Il. Literature Review
A Purchase Decision Involvement

Purchase decisions, according to Meliawati et al. (2023), are behaviors that emerge in reaction to items that show a
customer's desire to make decisions about what to buy. Purchase decisions are the process by which customers choose to
purchase a good or service, starting with their understanding of their requirements or desires, claim Nugraha & Firdausy (2022).
Purchase Choice Customers' degree of interest and focus on the purchasing choice is known as involvement. First, the benefits
provided in a particular situation influence the decision to buy; second, the consumer's mindset when selecting a product,
whether they believe the chosen product is the right one and fulfills their desires in comparison to other alternatives; and third,
the emotional reactions that emerge during the purchase decision process, such as information search and product evaluation.
According to Mittal (1989), the degree of consumer involvement in the purchasing decision is influenced by these three criteria.
B. Social Media Usage

Social media, which is defined as digital platforms that facilitate the production, dissemination, and exchange of user-
generated content, is a crucial component of digital marketing because it helps people and organizations engage with audiences
in real time, build relationships with customers, and raise brand awareness (Kotler & Keller, 2022). According to Ohara in
Bautista et al. (2024) said that social media use has grown quickly and has become a significant aspect of peoples' daily lives
through fostering connections, facilitating communications, exchanging information, and even supporting causes and
businesses.

C. Electronic Word of Mouth

Electronic Word of Mouth (e-WOM) plays a significant role in modern marketing as it enables consumers to exchange
opinions and share experiences about products they have used, often through social media platforms or websites (Ryswaldi &
Pujani, 2020). The process by which customers use digital platforms like social media, online forums, and review websites to
express their thoughts, experiences, and recommendations about goods or services is known as "electronic word of mouth"
(Indrawati et al, 2023). Electronic Word of Mouth has become a major area of study in marketing research as internet media
progressively replaces traditional face-to-face marketing strategies and depends on influencer involvement to draw in customers
and sway their decisions to buy (Silva et al., 2020). Furthermore, e-WOM helps expand consumer reach and significantly
impacts buying behaviour by providing easily accessible information based on real user experiences, which supports consumers
in making well-informed decisions during the initial stages of the purchase process (Prasetio et al., 2022)

D. Trust

A company's readiness to depend on a business partner is known as trust (Kotler & Keller, 2022). Madsen & So (2024)
argue that trust can be viewed as a type of risk-taking behavior in which a person decides to act in a way that presumes another
individual will conduct in a way that will result in favorable outcomes, even in the absence of control over the other's behavior.
Trust affects decision-making in leaderless movements, enabling participants to proceed in unclear and dangerous
circumstances. In meanwhile, trust is a type of risk-taking behavior, according to Deutsch in (Madsen & So, 2024), where a
person acts with the belief that others will act as expected, producing positive outcomes, even in the absence of control over
their actions. In leaderless movements, trust is essential in influencing decision-making, allowing participants to take action
and proceed in uncertain and risky situations by depending on the conviction that others will act in accordance with shared
objectives.
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Figure 2. 1 Theoritical Framework
Source: (Prasad et al., 2017) Processed by Author

E. Research Hypothesis
Based on the theoretical foundation and the framework of thought presented in this study, the research hypothesis
can be formulated as follows:
Does social media usage significantly affect purchase decision involvement on Tiktok?
Does electronic word of mouth significantly affect purchase decision involvement on Tiktok?
Does social media usage significantly affect purchase trust on Tiktok?
Does electronic word of mouth significantly affect trust on Tiktok?
Does social media usage significantly affect purchase decision involvement through trust as mediating variable on
Tiktok?
Does electronic word of mouth significantly affect purchase decision involvement through trust as mediating
variable on Tiktok?
7. Does trust significantly affect purchase decision involvement on Tiktok?

arwdE
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I Research Methodology
This study uses the method of quantitative research to investigate how trust functions as a mediating variable
in the relationship between electronic word-of-mouth and social media usage on purchase decision involvement among
TikTok users in Jakarta. Testing hypotheses and examining causal links between the variables are the goals of the
explanatory research design.
A. Population and Sample
A population, according to Indrawati (2015), is the total set of people, things, or events that a researcher plans to
examine. The study's demographic consists of social media users, specifically Jakartan TikTok users. Jakarta's position as
the capital and a significant center of social, digital, and economic activity makes it a pertinent and representative region.
According to data from Populix (2022), Jakarta has the largest TikTok user base in Indonesia, which makes it a perfect
place to research how social media use, e-WOM, and trust affect the involvement of buying decisions.

The study used Bernoulli's method to calculate the right sample size, assuming a 50% response proportion (p =
0.5; g = 0.5), a level of confidence of 95% (Z = 1.96), and a 5% margin of error (e = 0.05). The needed minimum number
of respondents of 384.16, as determined by the algorithm, was rounded up to 385 responders for practical reasons.
Purposive sampling was used to choose respondents based on factors including being active TikTok users in Jakarta and
having previous involvement with TikTok Shop.
B. Data Collection Method

Both primary and secondary data sources were used in this investigation. Sekaran & Bougie (2016) define primary
data as information gathered directly from the source by the researcher for a particular study goal. A structured
questionnaire was distributed via Google Forms in order to collect primary data for this study. Targeting respondents who
fit specific criteria regarding TikTok usage and online purchasing experience, the questionnaire was distributed using the
researcher's social media platforms.

Secondary data, as defined by Sekaran & Bougie (2016), refers to data collected by other parties for purposes
other than the current study. For this research, secondary data was sourced from relevant literature, including international
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and national journals, books, articles, news sources, and previous studies. These materials supported the theoretical

foundation of the study, focusing on concepts such as electronic word of mouth (e-WOM), social media usage, trust, and

purchase decision involvement.

C. Data Analysis Technique

In order to examine the interactions between variables, including the mediating function of trust, this study uses
partial least-squares structural equation modeling (PLS-SEM) with SmartPLS software. Iba & Wardhana (2023) state that

PLS-SEM is a variance-based SEM method that is appropriate for studies including mediating variables because it enables

researchers to examine intricate causal models involving numerous components.

Following the approach suggested by Hair et al. (2017), the PLS-SEM analysis includes two main components:

a) Measurement Model (Outer Model): This model assesses the validity and dependability of constructs. The average
variance extracted (AVE) and outer loadings are used to evaluate convergent validity; satisfactory validity is indicated
by outer loadings > 0.70 and AVE values > 0.50. The Heterotrait-Monotrait Ratio (HTMT) and the Fornell-Larcker
criterion are used to assess discriminant validity; HTMT values less than 0.90 are regarded as acceptable. Internal
consistency is evaluated using Composite Reliability (CR), with scores ranging from 0.70 to 0.90 being sufficient.

b) The inner model, also known as the structural model, looks at how latent variables relate to one another. Path
coefficients, R-Square (coefficient of determination), F-Square (effect size), and Q-Square (predictive relevance) are
all included in the study. One can interpret R-Square values as weak (> 0.19), moderate (> 0.33), or strong (> 0.67).
At the level of confidence of 95%, path coefficients are deemed relevant if the t-values are more than 1.65.

(AVA Result and Discussion
The respondents in this study were TikTok users in Jakarta who had engaged in online shopping on the platform,
regardless of whether they had completed a purchase. Out of 464 total respondents, 385 (87.1%) passed the screening
criteria. Based on gender, the majority were female, accounting for 55.8%, while males made up 44.2%. In terms of age,
most respondents were in the 24-29-year range (39.5%). Regarding occupation, the largest group consisted of employees
(57.4%), followed by students (32.7%), and a smaller portion were unemployed (9.9%).

A. Descriptive Analysis
The four research variables social media usage, trust, e-WOM, and purchase decision involvement are shown in
this section along with their descriptive statistical findings. This analysis's goal is to give a broad picture of respondents’
opinions based on how they answered the questionnaire's statements. Resulting from descriptive analysis are the following:
Table 4. 1 Descriptive Analysis Score

Variable Item Code  Percentage  Category
SM1 76.8% Good
SM2 77.1% Good
SM3 77.7% Good
Social Media Usage SM4 69.5% Good
SM5 75.1% Good
SM6 72% Good
Total Score 80.1% Good
EW1 75,6 Good
EW2 76,0 Good
Electronic Word of Mouth EW3 76,7 Good
EW4 77,4 Good
EW5 78,5 Good
Total Score 82.4% Good
TR1 78,3 Good
TR2 78,5 Good
Trust TR3 77,2 Good
TR4 78,7 Good
TR5 79,8 Good
Total Score 84.2% Very Good
Purchase Decision PD1 79,8 Good

Involvement PD2 78,8 Good
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PD3 79,2 Good
Total Score 85% Very Good
Source: Data Processed by Author (2025)

The descriptive analysis results indicate that all four research variables fall into the good to very good
category. Social Media Usage scored 80.1%, reflecting active engagement with TikTok features, especially in
following sales and promotions. Electronic Word of Mouth (e-WOM) scored 82.4%, showing that respondents rely
heavily on peer reviews and online recommendations when shopping. Trust received a higher score of 84.2%,
suggesting that users feel confident and satisfied with TikTok as a shopping platform. Purchase Decision Involvement
achieved the highest score of 85.0%, indicating that respondents are highly involved and thoughtful in their decision-
making process.

B. SEM-PLS
1. Outer Model

Outer Model Analysis The outer model is used to assess the quality of measurement instruments through
convergent validity, discriminant validity, and composite reliability tests.
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Figure 4. 5 Outer Model
Source: Data Processed by Author (2025)

Table 4.2 Reliability and Validity Test Result

Latent Variable Composite AVE Description
Reliability
Electronic Word of Mouth 0.831 0.644 Valid and Reliable
Purchase Decision Involvement 0.720 0.622 Valid and Reliable
Social Media Usage 0.871 0.612 Valid and Reliable
Trust 0.842 0.603 Valid and Reliable

Source: Data Processed by Author (2025)

According to the findings of the reliability and validity analyses shown in Table 3.2, every variable satisfies the
requirements for construct reliability, discriminant validity, and convergent validity. The validity and reliability of the
measurement model are confirmed by the significant outer loading values (> 0.70), average variance extracted (AVE >
0.50), and reliability values (Cronbach's Alpha and Composite Reliability > 0.70) displayed by all indicators. In order to
investigate the connections between latent variables, the analysis can move on to the evaluation of the outer model and
then the structural framework (inner model) based on these findings.

Additionally, tests of validity and reliability were conducted to determine whether or not each indicator in the
research could be considered reliable and valid. The Composite Reliability, or CR, score is used to assess reliability, and
the value of the Average Variance Extracted (AVE) is used to determine validity. Table 2 displays the data for AVE and
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CR. Additionally, to assess the degree of influence of exogenous factors and ascertain their capacity to explain fluctuations
in endogenous variables, the R Square test (R2) was used. The following are the outcomes of the R-squared test:

2. Inner Model
Table 4.3 R-Square
Variable R-Square R-Square Adjusted
Purchase Decision Involvement 0.500 0.496
Trust 0.422 0.419

Source: Data Processed by Author (2025)
The R-square results show that Purchase Decision Involvement is moderately explained by the model with a value

of 0.500, while Trust is also moderately explained with a value of 0.422, indicating that both variables are influenced by
the predictors to a moderate degree.

Table 4.4 F-Square

EW PD SM TR
EW 0.048 0.175
PD
SM 0.105 0.089
TR 0.098

Source: Data Processed by Author (2025)
The F-square analysis shows that electronic word of mouth (e-WOM) has a small effect on purchase decision
involvement and a moderate effect on trust. Meanwhile, social media usage has a small effect on both purchase
involvement and trust, and trust itself also shows a small effect on purchase decision involvement.

Table 4.5 Q-Square

SSO SSE Q?
Electronic Word of Mouth 2.105.000 2.105.000 0.000
Purchase Decision 1.263.000 862.667 0.317
Involvement
Social Media Usage 2526.000 2526.000 0.000
Trust 2105.000 1565.798 0.256

Source: Data Processed by Author (2025)

Based on Table 4.5, the Q analysis shows that the values for each variable are 0.317 for purchase decision
involvement and 0.256 for trust, which are greater than 0. This indicates that the model has predictive relevance.

Table 4. 6 Hypothesis Testing Result
Path Original Sample Standard T- P-Value Result
Sample Mean Deviation = Statistic
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H1 EW->PD 0.219 0.219 0.051 4.261 0.000 Accepted
H2 EW->TR 0.417 0.416 0.059 7.101 0.000 Accepted
H3  SM->PD 0.313 0.312 0.062 5.025 0.000 Accepted
H4  SM->TR 0.297 0.298 0.057 5.237 0.000 Accepted
H5 TR->PD 0.291 0.293 0.063 4.623 0.000 Accepted
H6 ~ EW->TR->PD 0.121 0.122 0.031 3.880 0.000 Accepted
H7  SM->TR->PD 0.086 0.088 0.029 2.964 0.003 Accepted

Source: Data Processed by Author (2025)

The findings of this study's hypothesis testing show that all seven assumptions were accepted, pointing to important
connections between the variables looked at. In particular, trust and purchase decision involvement are positively and
significantly impacted by both social media usage and electronic word-of-mouth (e-WOM). Furthermore, Trust's mediating
role is confirmed by the fact that it significantly improves Purchase Decision Involvement. This is further supported by the
mediation tests, which show that trust plays a major mediating role in the links between social media usage and purchase
decision involvement as well as between e-WOM and purchase decision involvement. According to these findings, trust is
essential for transforming peer recommendations and TikTok involvement into significant online social influence that
influences consumer decision-making.

V. Conclusion and Suggestion
A Conclusion

This study shows that social media usage and electronic word-of-mouth (e-WOM) have a significant effect on
purchase decision involvement among Jakartan TikTok users, either directly or indirectly through trust. The findings show that
trust is an important mediator that enhances the impact of online interactions on the purchasing habits of consumers. When
consumers trust the platform and the information that is given, especially through peer reviews and social interaction, they are
more involved in the choice to buy. These findings underline the significance of trust, engagement, and credible e-WOM in the
context of social commerce, supporting current theories on information uptake and consumer attitudes. As a based-on content
platform, TikTok offers marketers a great opportunity to shape customer behavior by creating reliable and genuine digital
experiences.

B. Suggestion
1. Theoritical Suggestion
This study suggests that TikTok Shop sellers should focus on building trust through authentic and transparent
content, such as real product usage, behind-the-scenes footage, and verified customer testimonials. Trust elements like
payment guarantees, official badges, and responsive customer service should be highlighted in captions or pinned
comments. Since most users are aged 18-29, content should be tailored to Gen Z and young millennials through trend-
based and visually appealing formats. Collaborating with micro-influencers is recommended to enhance e-WOM
authenticity, while using features like “Reply with video” and pinning high-engagement comments can turn user reviews
into effective conversion tools. Posting trust-driven content during peak hours and combining educational with
promotional elements can further improve engagement and purchase involvement.
2. Practical Suggestion
This research contributes to the understanding of how social media usage, electronic word of mouth (e-WOM),
and trust interact to influence purchase decision involvement within TikTok’s ecosystem. Future studies are encouraged to
expand demographic coverage beyond Jakarta to capture regional diversity. A generational comparison could also reveal how
different age groups perceive and respond to e-WOM and social media trust. Additionally, testing the same model across
platforms such as Instagram Shopping, WhatsApp Business, or Facebook Marketplace could uncover platform-specific
consumer behavior and deepen the theoretical understanding of trust and engagement in digital commerce.

C. Study Limitations and Implications

This study is limited to TikTok users residing in Jakarta, with a sample dominated by individuals aged 18-29, which
restricts generalization to other age groups and regions. Moreover, the use of a quantitative approach through SEM analysis
captures statistical relationships but lacks insight into deeper behavioral aspects such as motivations, cultural context, or content
fatigue. Future research should consider adopting a mixed-method approach to explore these qualitative dimensions and provide
a more comprehensive understanding of consumer engagement in social media marketing



ISSN : 2355-9357 e-Proceeding of Management : Vol.12, No.4 Agustus 2025 | Page 4642

REFERENCE

Appiah Kusi, G., Rumki, M. Z. A., Quarcoo, F. H., Otchere, E., & Fu, G. (2022).

The Role of Information Overload on Consumers’ Online Shopping Behavior. Journal of Business and Management Studies,
4(4), 172-188. https://doi.org/10.32996/jbms.2022.4.4.16

Bautista, R. A. L., Demanawa, M. L. S., Pedrigosa, J. L. D., & Culajara, C. L. B. (2024). Boredom Proneness and Social Media
Usage of College Students. American Journal of Human Psychology, 2(1), 121-131.
https://doi.org/10.54536/ajhp.v2i1.2825

Chetioui, Y., Lebdaoui, H., & Chetioui, H. (2021). Factors influencing consumer attitudes toward online shopping: the
mediating effect of trust. EuroMed Journal of Business, 16(4), 544-563. https://doi.org/10.1108/EMJB-05-2020-

0046

Dhanabal, S. (2024). A Study on Influence of Online Review On

Consumer Purchasing International Research Journal of Multidisciplinary Science & Technology A Study on Influence Of
Online Review On. April, 0-6.

Elvi Susanti, & Suhroji Adha. (2023). The Effect of Tik Tok Live Streaming in Increasing Consumer Trust and Purchasing
Decisions. Formosa Journal of Applied Sciences, 2(12), 3293-3306. https://doi.org/10.55927/fjas.v2i12.7214

Gefen, D., Karahanna, E., & Straub, D. W. (2015). Trust and Tam In Online Shopping: An Integrated Model. By: Statewide

Agricultural Land Use Baseline 2015, 1(1), 51-90.

Gupta, P., & Harris, J. (2010). How e-WOM recommendations influence product consideration and quality of choice: A
motivation to process information perspective. Journal of Business Research, 63(9-10), 1041-1049.
https://doi.org/10.1016/j.jbusres.2009.01.015

Hair, J. F., Hult, G. T., Ringle, C., & Sarstedt, M. (2017). A Primer on Partial Least Squares Structural Equation Modeling
(PLS-SEM) - Joseph F. Hair, Jr., G. Tomas M. Hult, Christian Ringle, Marko Sarstedt. In Sage.

Iba, Z., & Wardhana, A. (2023). Operasionalisasi Variabel, Skala Pengukuran & Instrumen Penelitian Kuantitatif (Issue June).
Penerbit Cv. Eureka Media Aksara.

https://www.researchgate.net/publication/381613023%0D

Indrawati. (2015). Metode Penelitian Manajemen dan Bisnis: Konvergensi Teknologi Komunikasi dan Informasi. Refika
Aditama.

Indrawati, 1., Yones, P. C. P., & Muthaiyah, S. (2022). eWOM via the TikTok application and its influence on the purchase
intention ~ of  Somethinc  products.  Asia  Pacific Management  Review, 27(4),218-227.
https://www.sciencedirect.com/science/article/pii/S1029313222000392?via%3Dihub

Kalodata. (2024). “Ulasan & Perkembangan TikTok Shop Indonesia 2024 Telah Dirilis Kalodata! Buka Kunci Kata Sandi
Trafik TikTok Shop.

Https://Www.Kalodata. Com/ld/Blog/2024/02/Ulasan-Perkembangan-Tiktok- Shop-Indonesia-2024-Telah-Dirilis-Buka-Kunci-
Kata-Sandi-Trafik-Tiktok- Shop/.

Kotler, P., & Keller, K. L. (2022). Marketing Management (16th Editi). Pearson Education, Inc.

Kotler, P., & Keller, K. lane. (2016). Marketing Management. Pearson Education Limited.

Macias Urrego, J. A., Garcia Pineda, V., & Montoya Restrepo, L. A. (2024). The power of social media in the decision-making
of current and future professionals: a crucial analysis in the digital era. Cogent Business and Management, 11(1).
https://doi.org/10.1080/23311975.2024.2421411

Madsen, J. K., & So, J. (2024). To trust or not to trust? How Hong Kong protesters build and maintain trust in a leaderless
movement. https://doi.org/10.1177/1354067X241297290

Meliawati, T., Gerald, S. C., & Akhmad Edhy Aruman. (2023). The Effect of Social Media Marketing TikTok and Product
Quality Towards Purchase Intention. Journal of Consumer Sciences, 8(1), 77-92. https://doi.org/10.29244/jcs.8.1.77-
92

meltwater. (2024). Time Spent Using Social Media Apps.

Https://Www.Meltwater.Com/En/Blog/Social-Media- Statistics-Indonesia.

Mittal, B. (1989). Measuring Purchase-decision involvement. Psychology & Marketing, 6(2), 147-162.
https://doi.org/10.1002/mar.4220060206

Muturi, H. (2024). Impact of Social Media on Fashion Trends and Consumer Behavior in Kenya. International Journal of
Fashion and Design, 3(1), 24—

36. https://doi.org/10.47604/ijfd.2386



http://www.researchgate.net/publication/381613023%0D
https://www.sciencedirect.com/science/article/pii/S1029313222000392?via%3Dihub

ISSN : 2355-9357 e-Proceeding of Management : Vol.12, No.4 Agustus 2025 | Page 4643

Nugraha, G. A., & Firdausy, C. M. (2022). Pengaruh Brand Image, Product Price, dan Sales Promotion terhadap Purchase
Decision Konsumen Produk ABC Multivitamin di Toko Watsons Indonesia pada Masa Pandemi Covid-19. In Jurnal
Manajemen Bisnis dan Kewirausahaan (Vol. 6, Issue 4, pp. 439- 444). https://doi.org/10.24912/jmbk.v6i4.19345

populix. (2022). Social Media Used by Indonesian Consumers for Shopping. Https://Info.Populix.Co/ld/Reports/2022-09-the-
Social-Commerce-in- Indonesia.

Prasad, S., Gupta, I. C., & Totala, N. K. (2017). Social media usage, electronic word of mouth and purchase-decision
involvement. In Asia-Pacific Journal of Business Administration (Vol. 9, Issue 2). https://doi.org/10.1108/APJBA-
06-2016-0063

Prasetio, A., Rahman, D. A, Sary, F. P., Pasaribu, R. D., & Sutjipto, M. R. (2022). The role of Instagram social media
marketing activities and brand equity towards airlines customer response. International Journal of Data and Network
Science, 6(4), 1195-1200. https://doi.org/10.5267/j.ijdns.2022.6.014

Prasetio, A., Witarsyah, N. A., & Indrawati. (2022). The effect of e-WOM on purchase intention in e-commerce in Indonesia
through the expansion of the information adoption model. International Journal of Data and Network Science, 6(3),
777-786. https://www.growingscience.com/ijds/\ol8/ijdns_2024 17.pdf

Rosmiati, R. (2022). Dari Video Ke Toko Budaya Konsumen Melalui Media Sosial Tiktok Shop. Braz Dent J., 2(1), 1-12.

Ryswaldi, R., & Pujani, V. (2020). Faktor-Faktor Yang Mempengaruhi Purchase Decision Involvement Generasi Millennial Di
Traveloka. Journal of Management and Business Review, 17(1), 45-62. https://doi.org/10.34149/jmbr.v17i1.168

Sari, 1., Rinawati, T., & Rizkiana, C. (2022). Pengaruh Electronic Word of Mouth (E-Wom) Dan Online Consumer Review
(Ocr) Terhadap Keputusan Pembelian Melalui Shopee. Solusi, 20(2), 160. https://doi.org/10.26623/slsi.v20i2.5147

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A Skill Building Approach. John Wiley & Sons.

Silva, M. J. de B., Farias, S. A. de, Grigg, M. K., & Barbosa, M. de L. de A. (2020). Online Engagement and the Role of Digital
Influencers in Product Endorsement on Instagram. Journal of Relationship Marketing, 19(2), 133—

163. https://doi.org/10.1080/15332667.2019.1664872

Zhao, W., Hu, F., Wang, J., Shu, T., & Xu, Y. (2023). A systematic literature review on social commerce: Assessing the past
and guiding the future. Electronic Commerce Research and Applications, 57(October 2022), 101219.
https://doi.org/10.1016/j.elerap.2022.101219



https://doi.org/10.5267/j.ijdns.2022.6.014
https://www.growingscience.com/ijds/Vol8/ijdns_2024_17.pdf

