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Abstract
One of the leading commodities in West Kalimantan is aloe vera. However, the marketing per-

formance of processing aloe vera into food products is still relatively low due to suboptimal marketing
strategies. WOM has the potential to improve MSME marketing performance by fostering a positive
consumer perception. This study aims to analyze how brand image mediates the relationship between
WOM and marketing performance among MSMEs producing processed aloe vera food products in Pon-
tianak and Kuburaya. This study uses a quantitative approach, with questionnaires distributed offline.
The sample consisted of 115 respondents, and a census method was used. The data were processed
using the Structural Equation Modeling (SEM) approach in Analysis of Moment Structures (AMOS) to
determine the influence of the relationships among variables. The results of this study show that WOM
has a positive and significant effect on brand image and marketing performance. Still, brand image has
no effect and is not significant on marketing performance. Brand image is also unable to mediate the
effect of WOM variables on the marketing performance of processed aloe vera food MSMEs in Pontianak
and Kuburaya. Therefore, MSMES need to improve communication and interaction to make positive
WOM a strategy for expanding market share and boosting marketing performance.
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I. Introduction

Aloe vera is one of the leading commodities in West Kalimantan, with a harvest area of approx-
imately 365,963 m2. Most aloe vera harvests are in Pontianak, while in the Kubu Raya Regency, it is
harvested on a smaller scale (Source: West Kalimantan Central Statistics Agency 2025). Under the aus-
pices of the Pontianak City Regional National Crafts Council (Dekranasda), aloe vera is processed into
various food and beverage products, including chocolate, fresh drinks, tea, nastar cookies, crackers, and
aloe vera oyster mushrooms (Dekranasda Pontianak, 2023). Processed aloe vera products are still widely
marketed locally, with lower sales volumes. This condition indicates that the marketing strategy for
processed aloe vera products needs to be improved to give them a competitive edge over non-processed
aloe vera products and to enable them to enter foreign markets.

The lack of sales volume for aloe vera-processed food products can be attributed to ineffective
marketing strategies, leading to poor performance. WOM is a marketing strategy often used by consumers
because the information obtained is more easily trusted. However, if the information provided by one
consumer is not fully known to other consumers, it can leave those consumers unaware of the product,
leading them not to purchase it, which can further reduce sales volume. This shows that WOM as a
marketing strategy is not working well and is reducing the marketing performance of MSME business
units (Cahyani et al., 2022; Harahap et al., 2023).

Brand image plays an important role for MSME businesses because it can help products become
more widely known (Triadi & Darnita, 2021). The stronger the brand image of MSME food businesses
that use aloe vera in consumers’ eyes, the better their marketing performance. Effective marketing
strategies can enable SME entrepreneurs to build more personal relationships with consumers by cre-
ating strong branding that influences consumer perceptions of the brand (Setiawati et al., 2024). In
every business unit, such as aloe vera processed products, effective marketing strategies are the goal for
business actors because strong relationships with consumers can increase loyalty, expand market share,
and increase the profitability of aloe vera processed food MSME marketing performance.

WOM is a marketing activity that involves the dissemination of information about a product from
one consumer to another, so that they are willing to give positive reviews about the product, thereby
creating an impression of the product consumer (Kotler et al., 2022). WOM influences the brand image
of a product, because the more consumers who give positive recommendations through WOM about
the product, the better the brand image that is created, and the more consumers will trust the MSME
product (Hasanah et al., 2024). Similar consumer tastes and a better understanding of the product can
influence consumer perceptions of the product, thereby creating a good brand image in the minds of
consumers (Putri & Dwiyanto, 2023). WOM plays a role in shaping a positive brand image, which can
then influence purchasing decisions (Rizkiana et al., 2024). WOM that highlights positive aspects of a
product will also foster a positive brand image. If the brand image is good, consumers will be willing
to buy the product. However, if WOM contains negative things about a product, it will also give a bad
brand image perception, which will make the market share uninterested in buying the product (Saputra
& Rahanatha, 2025; Sari & Isharina, 2024). This means that WOM is not only a communication tool
but also a highly strategic marketing tactic for building a product’s reputation and brand image.

Brand image is how consumers assess a brand’s quality, including the values, quality, and associa-
tions associated with it (Kotler et al., 2022). When consumers begin to remember a brand on a product,
it can influence their perception of that product and their decision to purchase it (Sanjaya et al., 2022).
A product has a strong brand image when consumers prefer it to other products and are even willing to
pay a higher price for it. This certainly has a direct impact on improving marketing performance, such
as increasing sales volume, market share, and company profitability. It is very important for companies
to consistently build a unique, attractive, and strong brand image so that consumers believe in the prod-
uct’s benefits (Qadrifa et al., 2025). By building a good brand image, MSMEs can create a sustainable
competitive advantage in the market. Products with a strong brand image will attract consumers’ at-
tention and increase the likelihood of purchase (Ardiyansyah & Purnama, 2024). Therefore, the higher
the sales level, the better the marketing performance of MSME business units.

The role of WOM in helping companies improve their product marketing is becoming increasingly
important. This is because the market will trust positive reviews from ordinary people more than com-
pany advertisements. When consumers are willing to share product information with other consumers, it
can increase sales of that product. WOM has a significant impact on marketing performance by driving
sales growth, increasing customer satisfaction, boosting profit growth, and enhancing the responsiveness
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of business actors (Mosavi & Gunawan, 2024). Consumers can engage in WOM by discussing, promoting,
and recommending the product to other consumers, spreading information effectively to influence con-
sumers to make a purchase (Arafah & Subali, 2023). Many consumers decide to buy a product because
they feel that recommendations from other consumers who have experience with the product are more
trustworthy than advertisements (Tamtama et al., 2025). Marketing strategies that involve promotion
through WOM have been proven to improve marketing performance because the positive reviews spread
by consumers help potential consumers in purchasing products (Hildayanti & Satriyani, 2022).

Positive WOM can build a good brand image for a product, and this brand image strengthens the
influence of WOM on improving business marketing performance. Without a strong brand image, the
influence of WOM on marketing performance will not be optimal because the brand image reflects the
quality of the product itself (Rahmawati & Witjaksono, 2024). With a strong brand image, consumers
are encouraged to share their experiences with others, so strategic brand image management is crucial
to ensure WOM contributes optimally to marketing results. In mediating between WOM and marketing
performance, MSMEs need to strengthen their brand image to make it more attractive to consumers. In
addition, MSMEs must also focus on strengthening their brand image so that WOM can be maximally
utilized as an effective marketing tool (Putra et al., 2025; Rizkiana et al., 2024). Furthermore, a strong
brand image is also obtained through the role of consumers in promoting products by sharing their
experiences with other consumers, so that promotions carried out by consumers can become an advantage
for MSMEs themselves in increasing sales volume and marketing performance (Hakim et al., 2022).

II. Method

The purpose of this study is to examine the effect of the relationship between brand image and
word of mouth on marketing performance in small and medium enterprises (SMEs) producing processed
foods made from aloe vera. This study uses an associative causality model with a quantitative approach.
The population in this study consists of 115 MSME actors in the aloe vera-based food industry in
Pontianak and Kuburaya, obtained from data from the Cooperative, Micro Business, and Trade Office
in 2024.

The sample size was set at 115 respondents, and a census sampling method was used, in which
all members of the population were included. This technique was chosen because the number of MSME
entrepreneurs who incorporate aloe vera into food is limited. Data will be collected through a question-
naire measured using a rating scale with a value range of 1-10 and interpreted using Three Box Method
(Sujarweni, 2015). The collected data will be processed using the Structural Equation Modeling (SEM)
approach in Analysis of Moment Structures (AMOS) to simultaneously test the influence of the relation-
ships among variables and obtain relevant results. Figure 1 presents a conceptual framework showing
the relationships between variables.

Figure 1. Conceptual Framework
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Table 1. Variables and Indicators

Research Variable Operational Definitions Indicators

WOM WOM is a form of communication or rec-
ommendation from one consumer to another
about their experience, whether positive or
negative, with processed aloe vera food prod-
ucts from MSMEs.

1. Discuss
2. Recommendations
3. Encouragement

Brand Image Brand image is the perception and feelings
consumers have in their minds, based on their
experiences and impressions of processed aloe
vera food MSME products, so that consumers
continue to remember and use these products.

1. Brand strength
2. Brand advantages
3. Brand differentiation

Marketing Performance The level of success achieved by MSME ac-
tors in the processed aloe vera food indus-
try through the implementation of effective
marketing strategies to meet customer needs
and generate sustainable competitive value for
these MSME actors.

1. Increase in sales volume
2. Addition of new customers
3. Achievement of profit targets

Table 1 shows the three variables studied: Word of Mouth (WOM), Brand Image, and Marketing
Performance. Each variable has three indicators. For the WOM variable, the indicators include Discus-
sion, Recommendations, and Encouragement. For the Brand Image variable, the indicators are Brand
Strength, Brand Advantages, and Brand Differentiation. Finally, the Marketing Performance variable
has the indicators Increase in Sales Volume, Addition of New Customers, and Achievement of Profit
Targets. Each indicator in this research variable serves as a measurement tool to assess the extent to
which each variable influences the others.

III. Results and Discussion

1. Testing the Validity and Reliability of Endogenous Constructs

Researchers use validity testing to determine whether the data collected from the questionnaire
are valid. Data input from the questionnaire can be considered valid if the Average Variance Extract
(AVE) value is greater than or equal to 0.5. Meanwhile, the reliability test is used to ensure that the
questionnaire produces consistent data when used repeatedly. Questionnaire data is considered reliable if
the Construct Reliability (CR) value is greater than 0.70. Table 2 below presents the calculation results
and the obtained reliability values.

Table 2. Construct Reliability and Variance Extract of Endogenous Constructs

Construct Word of
Mouth

Brand
Image

Marketing
Performance

Item Std
Loading

(Std
Loading)2

Std.
Error

Std
Loading

(Std
Loading)2

Std.
Error

Std
Loading

(Std
Loading)2

Std.
Error

WOM 1 0.809 0.654 0.346
WOM 2 0.681 0.464 0.536
WOM 3 0.729 0.531 0.469
CM 1 0.749 0.561 0.439
CM 2 0.730 0.533 0.467
CM 3 0.722 0.521 0.479
CM 4 0.660 0.436 0.564
KP 1 0.618 0.382 0.618
KP 2 0.647 0.419 0.581
KP 3 0.755 0.570 0.430
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Construct Word of
Mouth

Brand
Image

Marketing
Performance

Item Std
Loading

(Std
Loading)2

Std.
Error

Std
Loading

(Std
Loading)2

Std.
Error

Std
Loading

(Std
Loading)2

Std.
Error∑

λ 2.219 2.861 2.020∑
εj 1.350 1.949 1.629

(
∑

λ)2 1.650 2.051 1.371
(
∑

λ)2

+
∑

εj
3 4 3

CR 0.785 0.808 0.715
AVE 0.550 0.513 0.500

Using the output table above, the validity of each research indicator can be seen from the Average
Variance Extracted (AVE) value and the Construct Reliability (CR) value by looking at the cut-off value
of 0.5 and the Construct Reliability (CR) value, with a cut-off value of 0.70. The Average Variance
Extracted (AVE) value for each variable is WOM at 0.550, brand image at 0.513, and marketing per-
formance at 0.500. Meanwhile, for the Construct Reliability (CR) value, the cut-off value is 0.70. The
table also shows the Construct Reliability (CR) value for each variable, namely WOM at 0.785, brand
image at 0.808, and marketing performance at 0.715, which means that the values are greater than 0.70.

2. Assessing Structural Model Identification

A model can be declared suitable for identification if the degrees of freedom value is positive.
Table 3 presents the results of the degrees-of-freedom calculation.

Table 3. Calculation of Degrees of Freedom

Number of distinct sampel moments: 55
Number of distinct parameters to be estimated: 23
Degrees of freedom (55-23 ): 32

Based on the results in Table 3, the degrees of freedom are positive (32), indicating that the research
model meets the criteria and is feasible to proceed to the next stage of research.

3. Goodness-of-Fit Test

This study used a sample of 115 respondents, obtained by distributing questionnaires to aloe vera
MSME entrepreneurs in Pontianak and Kuburaya, in accordance with SEM requirements of between 100
and 200 samples. The results of the Goodness-of-Fit test are shown in more detail in Figure 2.

Figure 2. Path Analysis Model Results of WOM Variables on Marketing Performance through
Brand Image
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Based on the model in the Figure 2, it can be concluded that the analysis results are fit, as can be seen
from the goodness of fit index test results in Table 4 below:

Table 4. Goodness of Fit Index Test Results

Goodness of Fit Index Research Results Cut of value Model Evaluation

Chi-square 72.416 ≥46.194 Very good
GFI 0.932 ≥0.90 Very good
AGFI 0.925 ≥0.90 Very good
RMSEA 0.075 ≤0.08 Good
TLI 0.967 ≥0.95 Very good
NFI 0.904 ≥0.90 Good
PCFI 0.967 ≥0.95 Very good
PNFI 0.975 ≥0.90 Very good

From the output path diagram table above, the chi-square value is 72.416, indicating that it meets
the Model Goodness of Fit Index criteria because it exceeds the threshold of 46.194. In addition, the
GFI value is 0.932, indicating that it meets the Model Fit Index criteria because it exceeds the threshold
of 0.90. The AGFI value is 0.925, which also meets the Model Fit Index criteria because the threshold
value is greater than 0.90, so it can be considered reasonable. Furthermore, the RMSEA value is 0.075,
which meets the Model Fit Index criteria because it is less than the threshold of 0.08.

Furthermore, the TLI value is 0.967, which meets the Model Fit Index criteria (threshold> 0.95),
so it is considered good. Similarly, the NFI value is 0.904, which exceeds the 0.90 threshold, so it can
be considered reasonable and meets the Model Fit Index criteria. The PCFI value also meets the Model
Suitability Index criteria, with a threshold greater than 0.95 and a PCFI value of 0.967. Similarly, the
PNFI value meets the Model Suitability Index criteria, with a threshold greater than 0.90 and a value
of 0.975.

4. Hypothesis Test Results

This study tested hypotheses using regression weights to obtain valuable insights into the influence
of variables. A hypothesis can be accepted if the critical ratio (CR) value is equal to or greater than
1.658 and the probability value (p-value) is less than 0.05, meaning that there is a significant relationship
between the exogenous and endogenous variables. However, if the critical ratio (CR) is less than 1.658
and the p-value is greater than 0.05, the relationship between the variables is considered insignificant or
ineffective (Table 5).

Table 5. Hypothesis Test Results

Hypothesis Critical Ratio Cut of Value P-value

H1: WOM has an influence on brand image. 6.984 ≥1.658 0.000
H2: Brand image has no influence on improving marketing
performance.

1.115 ≥1,658 0,265

H3: WOM has an influence on improving marketing perfor-
mance.

2.035 ≥1.658 0.042

Table 5 shows the results of hypothesis testing for each variable. Hypothesis 1 was accepted with a p-
value of 0.000. Meanwhile, Hypothesis 2 was rejected (p-value = 0.265), indicating no significant effect.
Furthermore, Hypothesis 3 was accepted with a p-value of 0.042.

5. Mediation Testing

In this study, the researcher sought to test the relationship between the WOM and marketing
performance variables via the brand image variable, using the Sobel test. The following are the results
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of the Sobel test calculations regarding the relationship between the WOM variable and marketing
performance with brand image as the mediating variable (Figure 3).

Figure 3. Results of the Sobel Test Calculation of the WOM Variable on Marketing
Performance Through Brand Image

The results of the Sobel test indicate that brand image acts as a mediating variable, with a
mediating effect of 1.10221237 and a significance value of 0.27036936. This Sobel test uses criteria to
determine whether a variable can be declared capable of mediating the relationship between variables,
based on the test statistic for variable Z being above 1.658 and below the cut-off value of 0.05. Thus,
it can be concluded that brand image cannot mediate the relationships between WOM and marketing
performance.

The Relationship between WOM and Brand Image

Based on the test results table above, it can be seen that the Critical Ratio (CR) value in H1 is 6.984
and the probability value (p-value) is 0.000, which means that WOM has a positive and significant effect
on brand image. The more communication or recommendations occur between consumers, the stronger
and more positive the perceptions of the product brand become in consumers’ minds. Consumers who
have a positive experience with a brand will not only feel satisfied but also tend to share that experience
with others through various forms of communication, both in person and online. Recommendations
arising from these positive experiences can shape other consumers’ perceptions, increase trust, and
strengthen the brand’s image in the public eye. The more frequently positive information about a brand
is shared, the stronger the positive associations formed in consumers’ minds. This demonstrates that
WOM plays a crucial role in influencing how a brand is perceived and accepted by the market. These
findings align with research conducted by Putri and Dwiyanto (2023) and Martin and Rachman (2024),
which demonstrated that WOM significantly contributes to strengthening brand image through the
dissemination of positive consumer experiences.

The Relationship between Brand Image and Marketing Performance

Table 4 shows that the Critical Ratio (CR) value for H2 is 1.115 and the probability value (p-
value) is 0.265, which means that brand image does not have a positive and significant effect on improving
marketing performance. This shows that even though consumers are familiar with and have perceptions
of the brand, its brand image cannot directly improve marketing performance, because several other
factors, such as price and product quality, can also influence marketing performance. So even though a
brand has a good perception in consumers’ minds, if it has poor price and product quality management,
it can render marketing performance ineffective and reduce the marketing performance of business actors.
This statement is in accordance with the results of research by Azahari and Hakim (2021) and Wowor
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et al. (2021).

The Relationship between WOM and Marketing Performance

Table 4 shows that the Critical Ratio (CR) value in H3 is 2.035 with a probability value (p-value) of
0.042, which means that WOM has a positive and significant effect on improving marketing performance.
This is because when consumers voluntarily share their positive experiences and recommendations about
a product brand with other consumers, it can generate stronger, more trusted promotional ideas. WOM
conducted by consumers can expand market reach, increase brand trust, and create a unique appeal for
consumers. Positive consumer feedback can strengthen perceptions of a brand’s quality and reputation,
ultimately improving marketing performance. This statement is supported by research conducted by
Hildayanti and Satriyani (2022) and (Yusuf et al., 2025).

The Relationship between WOM and Marketing Performance

The results of the Sobel test indicate that brand image acts as a mediating variable, yielding
a mediating effect of 1.10221237 and a p-value of 0.27036936. Thus, it can be concluded that brand
image cannot mediate the relationships between WOM and marketing performance. This is because
consumers tend to trust the experiences and recommendations they get from other consumers more than
the perceptions built by brand image, so that the role of brand image as a mediator variable becomes less
significant and is unable to connect the influence of WOM on marketing performance because consumers
are quicker to respond to information obtained from experiences between consumers, as supported by
statements from Tj et al. (2022) and Indrawan et al. (2024). These findings indicate that brand image
is unable to mediate WOM in improving marketing performance because MSME consumers’ decisions
to purchase MSME products are more influenced by the integrated purchasing experiences of other
consumers, as information from other consumers is considered more accurate and realistic (Shafitry and
Octaviani (2024) and Humris et al. (2022).

IV. Conclusion

Based on the results of research and discussion regarding the influence of Brand Image as a
mediator of the relationship between WOM and Marketing Performance in MSMEs producing processed
foods made from aloe vera in Pontianak & Kubu Raya, it can be concluded that WOM has a positive and
significant effect on brand image and marketing performance in MSMEs producing processed foods made
from aloe vera. Communication and recommendations made by one consumer to another can strengthen
a brand’s image and directly improve marketing performance. However, brand image does not have a
significant effect on marketing performance, indicating that positive perceptions in consumers’ minds are
not sufficient to drive performance without other supporting factors, such as product quality and cost.
The Sobel test indicates that brand image also fails to mediate the influence of the WOM variable on
marketing performance. This is because consumers tend to trust and prioritize direct experiences and
information obtained from fellow consumers rather than perceptions built by brand image.

Based on the conclusions, several recommendations are given to MSME players, namely that
they should improve the quality of their interactions and communication with consumers to strengthen
promotion through positive WOM. Although brand image is important in shaping consumer percep-
tions, MSME players need to focus on improving positive consumer experiences so that consumers are
encouraged to recommend and share their experiences with others voluntarily.

Acknowledgment

The author expresses his deepest gratitude to all parties who have provided support, assistance,
and contributions throughout the compilation of this research.

Declaration

I declare that the entire contents of this article, including data, analysis, and interpretation, are
my original work. Any material taken from the work of others has been appropriately cited, and its

Volume 7, Issue 2, December 2025, Page 99-110
DOI: 10.30812/target.v7i2.5721

https://portal.issn.org/resource/ISSN/2715-9361
https://doi.org/10.30812/target.v7i2.5721


107 | Yulita Raporia Target: Jurnal Manajemen Bisnis | e-issn: 2715-9361

source has been acknowledged in accordance with applicable scientific writing conventions.

References

Arafah, R. N., & Subali, S. (2023). Pengaruh Word Of Mouth Terhadap Keputusan Pembelian Pada
Konsumen Angkringan Cahsaiki Bekasi. Jurnal Pendidikan Ekonomi (JUPE), 11 (3), 361–
367. https://doi.org/10.26740/jupe.v11n3.p361-367

Ardiyansyah, N., & Purnama, S. (2024). Pengaruh Kualitas Produk, Citra Merek dan Harga terhadap
Keputusan Pembelian. Inisiatif: Jurnal Ekonomi, Akuntansi dan Manajemen, 3 (2), 323–
345. https://doi.org/10.30640/inisiatif.v3i2.2374

Azahari, A. A., & Hakim, L. (2021). Pengaruh Citra Merek, Kualitas Produk, dan Persepsi Harga
terhadap Keputusan Pembelian. Jurnal Manajemen, Organisasi dan Bisnis (JMOB), 1 (4),
553–564. https://doi.org/10.33373/jmob.v1i4.3779

Cahyani, P. D., Utami, N., & Lestari, S. B. (2022). Pengaruh Word of Mouth, Kesadaran Merek dan
Kualitas Produk terhadap Keputusan Pembelian. Jurnal Valuasi: Jurnal Ilmiah Ilmu Man-
ajemen dan Kewirausahaan, 2 (2), 851–866. https://doi.org/10.46306/vls.v2i2.114

Hakim, Z., Prasetyo, I., & Indrawati, M. (2022). Analisis Brand Image dan Volume Penjualan pada
UMKM Gemarikan di Desa Bagorejo Gumukmas Jember. Jurnal Manajerial Bisnis, 5 (3),
230–236. https://doi.org/10.37504/jmb.v5i3.464

Harahap, K., Sumitro Sarkum, & Meisa Fitri Nasution. (2023). Pengaruh Implementasi Harga, Word of
Mouth dan Citra Perusahaan dalam Keputusan Pembeli di CFC Rantauprapat. JEMSI (Jurnal
Ekonomi, Manajemen, dan Akuntansi), 9 (3), 660–670. https://doi.org/10.35870/jemsi.v9i3.
1097

Hasanah, W., Muhtarom, A., Mahmudah, H., Yaskun, M., & Rusmawati Dj, Y. (2024). Pengaruh Komu-
nikasi Word of Mouth, Kualitas Pelayanan, Kepercayaan Konsumen, dan Citra Merek terhadap
Loyalitas Pelanggan Dimediasi Kepuasan Pelanggan Pada UMKM Cake n Bakery Pada UD.
Abadi Bakery di Desa Lowayu Kecamatan Dukun Kabupaten Gresik. OPTIMA, 8 (1), 1–8.
https://doi.org/10.33366/optima.v8i1.6689

Hildayanti, S. K., & Satriyani, I. T. (2022). Strategi Promosi Melalui Word of Mouth terhadap Keputusan
Pembelian Konsumen (Studi Kasus UMKM RM Sate Taichan Senayan Palembang). EKOMBIS
REVIEW: Jurnal Ilmiah Ekonomi dan Bisnis, 10 (S1), 149–158. https://doi.org/10.37676/
ekombis.v10iS1.2014

Humris, M. U. A. F., Sadat, A. M., & Rahmi, R. (2022). Pengaruh Harga dan Electronic Word of
Mouth Terhadap Keputusan Pembelian Produk Hand Sanitizer Dimediasi oleh Citra Merek
Dimasa Pandemi Covid-19. Jurnal Bisnis, Manajemen, dan Keuangan, 3 (2), 404–417. https:
//doi.org/10.21009/jbmk.0302.06

Indrawan, P. K., Sukaatmadja, I. P. G., & Yasa, N. N. K. (2024). Role of Brand Trust in Mediating
Influence of E-Wom and Product Quality on Purchasing Decisions. International Journal of
Asian Business and Management, 3 (3), 261–278. https://doi.org/10.55927/ijabm.v3i3.9615

Kotler, P., Keller, K. L., & Chernev, A. (2022). Marketing Management (Sixteenth edition, global
edition). Pearson.

Martin, M., & Rachman, A. (2024). Peran Brand Image sebagai Mediator dalam Pengaruh Word of
Mouth terhadap Purchase Intention: Studi Kasus Produk Mie Sedaap Korean Spicy Chicken
di Kota Tangerang. Maeswara : Jurnal Riset Ilmu Manajemen dan Kewirausahaan, 2 (2),
269–275. https://doi.org/10.61132/maeswara.v2i2.810

Mosavi, H., & Gunawan, T. (2024). Impact of Word-of-Mouth Marketing on the Performance of Small
and Medium Enterprises in Afghanistan. International Journal of Economics, Business and
Accounting Research (IJEBAR), 8 (1), 201–210. https://doi.org/10.29040/ijebar.v8i1.12707

Putra, I. N. C., Utama, I. P., & Prabawa, I. W. S. W. (2025). Peran Mediasi Citra Kuliner pada Pengaruh
E-WOM terhadap Niat Beli Wisatawan pada Produk Kuliner UMKM di Ubud, Gianyar, Bali.

Volume 7, Issue 2, December 2025, Page 99-110
DOI: 10.30812/target.v7i2.5721

https://portal.issn.org/resource/ISSN/2715-9361
https://doi.org/10.26740/jupe.v11n3.p361-367
https://doi.org/10.30640/inisiatif.v3i2.2374
https://doi.org/10.33373/jmob.v1i4.3779
https://doi.org/10.46306/vls.v2i2.114
https://doi.org/10.37504/jmb.v5i3.464
https://doi.org/10.35870/jemsi.v9i3.1097
https://doi.org/10.35870/jemsi.v9i3.1097
https://doi.org/10.33366/optima.v8i1.6689
https://doi.org/10.37676/ekombis.v10iS1.2014
https://doi.org/10.37676/ekombis.v10iS1.2014
https://doi.org/10.21009/jbmk.0302.06
https://doi.org/10.21009/jbmk.0302.06
https://doi.org/10.55927/ijabm.v3i3.9615
https://doi.org/10.61132/maeswara.v2i2.810
https://doi.org/10.29040/ijebar.v8i1.12707
https://doi.org/10.30812/target.v7i2.5721


108 | Yulita Raporia Target: Jurnal Manajemen Bisnis | e-issn: 2715-9361

Al Qalam: Jurnal Ilmiah Keagamaan dan Kemasyarakatan, 19 (2), 992. https://doi.org/
10.35931/aq.v19i2.4811

Putri, R., & Dwiyanto, B. M. (2023). Pengaruh digital marketing dan word of mouth terhadap keputusan
pembelian konsumen dengan brand image sebagai variabel mediasi (studi pada konsumen wingko
babat pak moel di kota semarang). Diponegoro Journal of Management, 12 (1). https : //
ejournal3.undip.ac.id/index.php/djom/article/view/38685

Qadrifa, S. S., Rachim, R. R. P., & Hermansyah, H. (2025). Sosialisasi Public Speaking dan Komunikasi
Kelompok Untuk Meningkatkan Kepercayaan Diri pada Masyarakat Pondok Karya RT 001/RW
007, Kecamatan Pondok Aren, Tangerang Selatan. Jurnal Pengabdian Kepada Masyarakat
Ilmu Komunikasi, 2 (1). https://doi.org/10.32493/comm.v2i1.47468

Rahmawati, V., & Witjaksono, B. (2024). Pengaruh Citra Merek, Kualitas Produk dan Word Of Mouth
terhadap Keputusan Pembelian. PPIMAN Pusat Publikasi Ilmu Manajemen, 2 (3), 64–79.
https://doi.org/10.59603/ppiman.v2i3.407

Rizkiana, C., Rieny, S., Prapti, L., & Triyani, D. (2024). Pengaruh Citra Merek dan Kualitas Produk
terhadap Keputusan Pembelian Melalui Word of Mouth sebagai Variabel Intervening. Jurnal
Ilmiah Edunomika, 8 (4), 1–21. https://doi.org/10.29040/jie.v8i4.14342

Sanjaya, F. A., Ambarwati, R., & Lesmanawati, D. (2022). Pengaruh Social Media Marketing dan Citra
Merek terhadap Keputusan Pembelian yang Dimediasi Electronic Word of Mouth (Studi Kasus:
Konsumen Kedai “Ikhtiar” Banjarbaru). Jurnal Riset Inspirasi Manajemen dan Kewirausa-
haan, 6 (2), 82–89. https://doi.org/10.35130/jrimk.v6i2.354

Saputra, P. A., & Rahanatha, G. B. (2025). Pengaruh Wom terhadap Niat Beli Konsumen dengan Brand
Image sebagai Variabel Mediasi. Buletin Studi Ekonomi, 30 (2), 213–227. https://doi.org/10.
24843/BSE.2025.v30.i02.p08

Sari, F. R., & Isharina, I. K. (2024). Pengaruh Sales Promotion dan Word of Mouth Terhadap Purchase
Decision Dengan Brand Image Sebagai Variabel Mediasi. Jurnal Manajemen Pemasaran dan
Perilaku Konsumen, 3 (1), 47–55. https://doi.org/10.21776/jmppk.2024.03.1.05

Setiawati, W., Insani, S. M., & Ardiati, S. S. (2024). Peran Marketing Terhadap Omset Penjualan
UMKM. MENAWAN : Jurnal Riset dan Publikasi Ilmu Ekonomi, 2 (5), 52–61. https://doi.
org/10.61132/menawan.v2i5.782

Shafitry, M. A., & Octaviani, D. (2024). Pengaruh Kualitas Produk Dan E-Wom Dengan Brand Image Se-
bagai Mediasi Terhadap Keputusan Pembelian Produk Smartphone Realme Di Kota Pontianak.
Jurnal Equilibrium Manajemen Fakultas Ekonomi Universitas Panca Bhakti, 10 (1), 210–
220. https://doi.org/10.54035/jem.v10i1.455

Sujarweni, V. W. (2015). Metodologi Penelitian Bisnis & Ekonomi. Pustaka Baru Press.

Tamtama, N. N., Humairoh Al Hakim, Dea Putri Puspitaningrum, & Belinda Jihan Fadilah Anindita.
(2025). Pengaruh Word of Mouth (WOM) dan Harga terhadap Keputusan Pembelian Ayam
Goreng Pak Kuwadi. eCo-Fin, 7 (1), 519–532. https://doi.org/10.32877/ef.v7i1.2114

Tj, H. W., Saparso, S., & Tamzil, A. K. (2022). Pengaruh Word of Mouth dan Kualitas Produk terhadap
Keputusan Pembelian Dimediasi oleh Brand Image pada Produk Jasa Pembiayaan Kredit Mobil.
Journal of Management and Bussines (JOMB), 4 (1), 594–612. https://doi.org/10.31539/
jomb.v4i1.3712

Triadi, D., & Darnita, C. D. (2021). Strategi Membangun Brand Image dan Promosi dengan Sosial
Media pada UMKM Jawet Sama Arep. Jurnal Pendidikan dan Kewirausahaan, 9 (2), 326–
348. https://doi.org/10.47668/pkwu.v9i2.241

Wowor, C. A. S., Lumanauw, B., & Ogi, I. W. J. (2021). Pengaruh Citra Merek, Harga dan Gaya Hidup
terhadap Keputusan Pembelian Kopi Janji Jiwa di Kota Manado. Jurnal EMBA : Jurnal Riset
Ekonomi, Manajemen, Bisnis dan Akuntansi, 9 (3), 1058–1068. https://doi.org/10.35794/
emba.v9i3.35233

Volume 7, Issue 2, December 2025, Page 99-110
DOI: 10.30812/target.v7i2.5721

https://portal.issn.org/resource/ISSN/2715-9361
https://doi.org/10.35931/aq.v19i2.4811
https://doi.org/10.35931/aq.v19i2.4811
https://ejournal3.undip.ac.id/index.php/djom/article/view/38685
https://ejournal3.undip.ac.id/index.php/djom/article/view/38685
https://doi.org/10.32493/comm.v2i1.47468
https://doi.org/10.59603/ppiman.v2i3.407
https://doi.org/10.29040/jie.v8i4.14342
https://doi.org/10.35130/jrimk.v6i2.354
https://doi.org/10.24843/BSE.2025.v30.i02.p08
https://doi.org/10.24843/BSE.2025.v30.i02.p08
https://doi.org/10.21776/jmppk.2024.03.1.05
https://doi.org/10.61132/menawan.v2i5.782
https://doi.org/10.61132/menawan.v2i5.782
https://doi.org/10.54035/jem.v10i1.455
https://doi.org/10.32877/ef.v7i1.2114
https://doi.org/10.31539/jomb.v4i1.3712
https://doi.org/10.31539/jomb.v4i1.3712
https://doi.org/10.47668/pkwu.v9i2.241
https://doi.org/10.35794/emba.v9i3.35233
https://doi.org/10.35794/emba.v9i3.35233
https://doi.org/10.30812/target.v7i2.5721


109 | Yulita Raporia Target: Jurnal Manajemen Bisnis | e-issn: 2715-9361

Yusuf, M., Izza, N., Naswa, R. A., Maknuun, J., & Darmawan, D. (2025). Pengaruh Word of Mouth
(WOM) terhadap Minat Beli Makanan. PPIMAN Pusat Publikasi Ilmu Manajemen, 3 (3),
105–118. https://doi.org/10.59603/ppiman.v3i3.887

Volume 7, Issue 2, December 2025, Page 99-110
DOI: 10.30812/target.v7i2.5721

https://portal.issn.org/resource/ISSN/2715-9361
https://doi.org/10.59603/ppiman.v3i3.887
https://doi.org/10.30812/target.v7i2.5721


110 | Yulita Raporia Target: Jurnal Manajemen Bisnis | e-issn: 2715-9361

[This page intentionally left blank.]

Volume 7, Issue 2, December 2025, Page 99-110
DOI: 10.30812/target.v7i2.5721

https://portal.issn.org/resource/ISSN/2715-9361
https://doi.org/10.30812/target.v7i2.5721

	Introduction
	Method
	Results and Discussion
	Testing the Validity and Reliability of Endogenous Constructs
	Assessing Structural Model Identification
	Goodness-of-Fit Test
	Hypothesis Test Results
	Mediation Testing

	Conclusion
	References

