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Abstract. The Covid-19 pandemic has an impact on wedding organizer services,
many business actors have suffered losses due to the cancellation of wedding ser-
vice bookings, the retreat of wedding reception events to a reduction in the number
of guests so that they experience a decrease in sales turnover, amid competition
and challenges of wo services to stay afloat and face competition, so research by
evaluating the factors that strengthen consumers in choosing wedding organizer
services, in addition to that there is a gap in the results of previous studies on
variables that affect purchasing decisions. This research will prove the role of
brand image as a mediating variable for the influence between service quality,
promotion, and social media marketing on purchasing decisions. This research
will examine consumers at one of the wedding organizers in Yogyakarta, namely
Azza wedding organizer, with the main market share in Yogyakarta and Central
Java. It turns out that promotion and social media marketing have not been proven
to improve brand image and the decision to use wedding services.. In this study,
brand image proved to be a mediating variable between service quality and the
decision to use services Azza wedding and its influence on the decision to use the
service is greatest compared to other variables.

Keywords: brand image · service quality · purchase · social media marketing ·
promotion

1 Introduction

The COVID-19 pandemic has had a tremendous impact on the tourism industry, espe-
cially on wedding organizer service. The existence of regulations set by the government

© The Author(s) 2023
B. Setiawan (Ed.): ICoMB 2022, AEBMR 243, pp. 171–193, 2023.
https://doi.org/10.2991/978-94-6463-160-9_19

http://crossmark.crossref.org/dialog/?doi=10.2991/978-94-6463-160-9_19&domain=pdf
https://doi.org/10.2991/978-94-6463-160-9_19


172 S. K. Prastiwi et al.

to reduce the spread of the COVID-19 virus, there is an application of PPKM in various
regions in Indonesia, so there are restrictions on activities, especially events that pose a
risk of virus transmission. One of the events that were restricted was a wedding recep-
tion, and even a wedding reception was not allowed. Many wedding organizer services
in the early days of the pandemic suffered losses due to the cancellation of wedding
service bookings, and the retreat of wedding receptions to a reduction in the number of
guests so that they experienced a decrease in sales turnover. Regions with ppkm level
1 status can invited guests 50% of the space capacity while regions with ppkm level 2
status can only invite a maximum of 50 invited guests, even if the wedding location is
in an area with ppkm level 3 status is only allowed to invite a maximum of 20 guests.
Brides-to-be who will hold a wedding reception are also required to take care of permits
on the Covid-19 task force and meet the rules in their respective regions.

Several major cities in Indonesia have ppkm level 3 to level 4 status, one of which
is Yogyakarta which is one of the tourism cities in Indonesia based on in mendagri no.
15 of 2022 PPKM level 4 is valid in all DIY until March 14, 2022. So the tightening
of community activities is also enforced, one of which is the wedding reception. This
certainly has an impact on reducing orders and turnover of wedding service actors. The
economic sector in the facilitative sector, including wedding organizers at the beginning
of the pandemic, this business was almost zero income but in mid-2020 and beyond the
revival began to be felt by WO business actors because the government relaxed poli-
cies [1]. Pandemic conditions made the wedding organizer service sector experience a
decrease in demand for services, but according to the chairman of the Yogyakarta Tradi-
tional Party Entrepreneurs Association, in August 2020 the demand for wedding services
began to increase, but the demand for wedding services mostly had intimate packages,
namely for 50–100 invitations, with implementation with strict Health protocols [2].
Health protocols at the wedding must be followed, including wearing masks, washing
hands, maintaining distance, using gloves, limiting the number of invited guests, and
checking body temperature.

The pandemic condition that has hit for almost 2 years certainly makes wedding
service business actors make every effort to survive, besides that the challenges of wed-
ding service business actors are not only that but how to survive in the future in the
pandemic, because pandemic conditions also result in changes in people’s behavior. The
wedding market share has also changed, reported by iprice.co.id based on BPS data that
the number of marriages in Indonesia in 2020 decreased by 9.14% from 1.97 million
marriages to 1.79 marriages. Even based on data from katadata.co.id in 2021, it also still
experienced a decrease of 2.8%, namely 1.74 million marriages, so the trend of marriage
in Indonesia has continued to decline in the last ten years (Ahdiat, 2021).

One of the provinces that experienced a large number of marriage rates was the
Yogyakarta Special Region, data processed from simbi.kemenag.go.id data sh owed a
drastic decline in the pandemic era, namely 2021 a decrease of 46% compared to 2020
(Table 1).

Of course, it is a challenge for wedding organizer services to survive in the pandemic
era and post-pandemic. Moreover, Indonesia’s marriage data has decreased over the past
decade while there are also more and more competitors so there is fierce competition.
So that businesses engaged in wedding services need to know the factors that make
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Table 1. Data on the Number of weddings in Yogyakarta

Year Number of Marriages Decline %

2019 24.508

2020 22.771 1.737 7%

2021 12.262 10.509 46%

brides-to-be choose their wedding services. If variables can be known that can increase
the decision to select wedding organizer services, it is expected to optimize the sales of
wedding organizer services and as a consideration for developing a competitive business
strategy.

Themain segmentation of wedding organizer services is the age of marriage, namely
the millennial generation. The millennial generation is close and familiar with the use of
gadgets and social media, so marketing through social media becomes a medium to mar-
ket wedding organizer services. One of the wedding organizer services in Yogyakarta,
namely Azza Wedding, uses internet platforms and social media as the main marketing
media because the majority of consumer segmentation is the age of the millennial gen-
eration who are already familiar with the internet and social media. Azza wedding has a
website, facebook account, Instagram, tiktok, youtube and continuously upload content.

Social media marketing activities as the main form of marketing today can have a
positive impact on customers’ purchase intentions, as well as help shape and preserve
brand image to attract customers through brands with a good and positive image so that
they can maintain and expand market share [3]. The more often social media marketing
activities are held by companies, the higher the level of brand awareness and the possi-
bility of buying [4]. The results of the study explained that advertising, sales promotion
and brand image are antecedents of attitudes that encourage the formation of behavior
within the framework of the theory of planned behavior (SDGs) [5]. If the service quality
is improved, it will form a good brand image in the eyes of consumers and the public in
general, so as not to close the possibility that sales volumewill increase [6]. Brand image
is an intervening variable between word of mouth, perceived price and service quality
to purchasing decisions [7]. Based on the explanation above as evidenced by previous
research that the variable of social media marketing is the main factor in marketing
activities today, especially since the main market share of wedding organizer services is
the millennial generation who are familiar with the use of social media in daily activities
and information search. Promotion is also one of the attractions to improve purchasing
decisions. Service quality is an important factor in the service industry if the quality of
wedding organizer services is getting better, it will certainly increase the degree of a
decision to choose wedding organizer services. A good brand image in the eyes of con-
sumers and the public in general, is certainly a consumer preference in choosingwedding
organizer services, especially weddings are a sacred momentum so that brand image is
one of the factors considered in choosing professional wedding organizer services.

However, contrary to the results of the research that social media marketing has
proven to have no significant effect on repeat purchases through brand image as a medi-
ator [8]. And the relationship between social media advertising content and consumer
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purchasing behavior turned out to be insignificant [9]. The results of the study also
showed different results that service quality had a negative effect on brand image [6].
The results of the study reveal that brand image no significant effect on purchasing
decision [10].

Based on the description above and the gaps in the results of previous studies between
various variables that affect purchasingdecisions, and there has beennoprevious research
that tests the variables of service quality, promotion, socialmediamarketing, brand image
and purchasing decisions simultaneously and comprehensively, this studywill also prove
the role of brand image as a mediation variable for the influence between service quality,
promotion, social media marketing on purchasing decisions. This research will exam-
ine consumers at one of the wedding organizers in Yogyakarta, namely azza wedding
organizer, with the main market share in Yogyakarta and Central Java.

2 Literature Review

A. Brand Image

Brand Image is an important component in describing a company towards consumers.
The brand image reflects the brand stored in the memory of customers. According to
Kotler and Keller, the brand image is the public’s perception of the company or its
products. The study concluded that brand image is when a brand can influence customers
on the product, service or company. [11] stated that brand image is a collection of
various brands that are remembered and formed by customers. Another view of brand
image according to [12] in the journal is what consumers see when they see the brand.
Customer attachment to a brand will be stronger if it is based on the way of delivery of
communication and customer experience that will form a brand image. A good brand
image will increase sales and company image. It can be concluded from the statement
above that the brand image is the customer’s ability to remember and form a memory
when seeing the brand.

B. Social Media Marketing

Socialmedia is a place to interactwith eachother betweenpeople through the internet.
Social media is available in various forms, not only in the form of text conversations
between fellow users but also available in the form of videos, images, blogging and
others. The use of mobile-based online communication platforms used for business
purposes is very effective to be presented to social media users in general (Fahmi et al.,
2020).

Social Media Marketing is a form of marketing that uses social media as a forum to
market products, brand services, or issues that utilize the people who use social media.
According to Treattne’s opinion, social media marketing is a process to get mass traffic
to the available social media platforms. According to Gunelius, Social Media Marketing
involves media that are directly or indirectly related to gaining consumer awareness,
to take advantage of people’s characteristics in the form of social media (Facebook,
Youtube, Instagram, and Youtube). The company utilizes social media marketing to



The Existence of Post-pandemic Wedding Organizer Services 175

build and strengthen relationships with customers, good relationships increase company
value in the eyes of customers. There are 4 elements of success in Social media market-
ing according to Gunelius, namely: [3, 13] 1. Content creation, 2. Content Sharing, 3.
Connecting and 4. Community Building.

C. Promotion

Promotion is included in the form of marketing communications, marketing commu-
nications are marketing activities that seek to disseminate information about products
or services, and influence or persuade the target market of the company to be willing to
accept, buy and be loyal to the company. Promotion according to Susanto is defined as
persuading people to accept products, concepts and ideas. Sales promotion according to
Kotler and Keller is a short-term incentive to encourage the purchase or sale of a product
or service. A promotion is formed aimed at making customers switch from competitors,
lure customers to try new products and give appreciation to customers who are royal
towards the company [11].

According to Rusmini in the journal, it is stated that promotion is a form of busi-
ness carried out by the company to interact and communicate with customers. By doing
advertising continuously so that it can be recognized by many people. Advertisements
can be disseminated through newspapers, radio, email, social media or websites. Pro-
motion is a marketing activity that plays an active role in attracting many consumers by
informing, introducing and reminding the benefits of the product so that consumers buy
the product being promoted. In carrying out promotions, the company must be able to
determine which is the right promotional tool to achieve success in making sales [11,
14].

D. Service Quality

Service quality according to Kotler & Amstrong is a customer assessment of excel-
lence or the entire entity that shows the perception of quality. Service quality plays
an important role in marketing a product or service. Because those who dominate the
market are technology-based and low prices, now companies have to compete based
on quality and customer service. Service quality is a measure of how good the level
of service provided is to meet customer perceptions. By improving service quality, the
business will affect customer satisfaction and loyalty to the company. Quality is used
by customers to buy a product or service, by comparing a product or service with other
competitors based on its quality. Service quality is defined by the extent to which the
service can meet the criteria of the customer. Service quality is the determinant of the
success or failure of an activity [15].

Five Dimensions of SERVQUAL ( service quality) according to [16].

• Tangibles: physical facilities, equipment and personnel appearance
• Constraints: the ability to perform the promised service reliably and accurately
• Responsiveness: Willingness to help customers and serve
• Assurance: knowledge and courtesy of employees and the ability to reja to inspire
trust and confidence in consumers
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• Empathy: Care, individual attention that the company gives to customers

E. Purchasing Decision
The purchase decision is the last stage for the consumer to buy something that suits

his wishes. Before making a purchase decision, consumers first look for information
about the products or services they need. According to Kotler & Amstrong The purchase
decision is a stage in making a decision where the consumer actually buys the product or
service. In a decision-making, the consumer has a certain objective to fulfill his desires.
[17] concluded that the purchase decision is the risk of buying something that is not in
accordance with the wishes or needs in choosing a product to meet the needs and desires
of customers. Meanwhile, according to Kotler (2011) in the book, the purchase decision
is an action from consumers to want to buy or not to buy the product. It can be concluded
from the description above that the buyer’s decision is the customer’s willingness to
make a purchase decision and accept the consequences after making a purchase if it is
not in accordance with the needs or desires [11, 18].

According to Kotler & Keller (2012) in the journal mentions the indicators of
purchasing decisions, namely:

1. Stability in a product
Customers will decide to purchase a product or service if the evaluation is as they
want.

2. Habits in buying products
The purchase of a product or service can also occur because customers are used to
buying the brand or product.

3. Other people’s recommendations
Biased purchasing decisions occur due to reviews from relatives, friends or from
other groups.

4. Repurchase
The purchase decision also occurs because you have previously made a purchase
and then feel satisfied, so the decision taken now is the second or more decision.

3 Hypothesis

Social media marketing has proven to have a significant effect on brand image [8, 19].
The relationship between social media advertising content to hedonic brand image and
functional brand image is positive and statistically significant [9]. Socialmediamarketing
statistically has a significant positive effect on the brand image, it is seen that the better
a social media marketing, the better the brand image of a company [20]. The Study
finds that social media marketing have significant positive effect in brand equity and teo
main dimensions, brand awareness and brand image [21]. The better of social madia
marketing program carried out by the company, it is suspected that the brand image will
increase.

H1. Social Media marketing has a significant effect on Brand Image

Promotion has a positive impact and a significant influence on the brand image, if
the promotion increases it will affect the brand image of the company [11]. Promotion
has a positive and significant effect on brand image variables, the better the promotion
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carried out, the brand image will increase [22]. Research proves that advertising and
sales promotion are found to have a significant influence on brand image and customer
purchasing decisions [5]. If the company carries out a good promotional program, it will
increase the company’s brand image.

H2. Promotion has a significant effect on Brand Image

Service quality has a significant effect on the brand image, if consumers feel happy
with a service, the consumer’s mind can produce the right brand image of the service
product [7]. Based on the results of hypothesis testing, it is known that the quality
of service affects the image [17]. Good service quality will form a good brand image
among consumers [11]. If the company performs good service quality, it will increase
the company’s brand image.

H3. Service Quality has a significant effect on Brand Image

Social media marketing has a positive and significant influence on brand awareness
and purchasing [4]. By maximizing the use of social media marketing will help dissemi-
nate information about products or services to the general public to improve purchasing
decisions [23] On Social media marketing research consists of four dimensions; inter-
action, entertainment, perceived relevance and informativeness, all dimensions except
entertainment were found to have significant effect as a predictor of purchase decisions
[24]. If the company carries out a good social media marketing it will further increase
the decision to use the company’s services.

H4. Social Media marketing has a significant effect on the decision to use wedding
organizer services

Promotion has a positive and significant effect on purchasing decisions, company
promotion will influence purchasing decisions [11]. Promotion variables have a positive
and significant effect on the variable of purchasing decisions, the better the promotions
made, the purchase decisions will increase [22]. The promotional mix has significant
effect on consumer purchasing decision [25]. The omnichannel retailers should consider
congruent promotion as more important when the consumer is making planned purchase
[26]. If the company carries out and effective promotion program, it will further increase
the decision to use the company’s services.

H5. Promotion has a significant effect on the decision to use wedding organizer
services

Service quality has a positive and significant effect on purchasing decisions, con-
sumers who are happy to bring a positive attitude towards a product finally determine
the purchase decision for the service [7]. Service quality influences purchasing decisions
[17]. The results of similar research also prove that good service quality will affect pur-
chasing decisions [11]. The research findings show that good service quality is one of
the benchmarks for consumers to make purchases, especially service products because
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with good service, a good perception will be formed so that consumers do not hesitate
to make purchases continuously which aims to maintain existing customers [6]. Over-
all e-service quality statistically significantly related to customer behavior [27]. Brand
Image significantly influencing purchase decision [28].

H6. Service Quality has a significant effect on the decision to to use wedding organizer
services

Brand image has a significant influence on purchasing options [17]. The relationship
between hedonic brand image, functional brand image to purchasing behavior is positive
and statistically significant [9]. Brand reputation and brand image as a consequence of
discount framing, which causes consumers to buy product [29].

H7. Brand Image has a significant effect on the decision to to use wedding organizer
services

The empirical findings of the study support the hypothesis that Social media market-
ing activities indirectly affect consumers’ purchase intentions mediated by brand image,
perceived value and trust [3].

H8. Brand Image significantly mediates the influence of social media marketing on
the decision to use wedding organizer services

Hypothesis testing of the role of brand image mediates the influence of promotion on
consumer purchasing decisions using the sobel test shows that the role of brand image
significantly mediates the influence of promotion on consumers’ purchasing decisions
[22]. According to the results of the mediation test or the promotional label test has
a positive impact and there is an influence of intervening variable brand image in the
relationship betweenpromotion variables andpurchasing decisions[30].Brand Imange is
significantly mediates social media marketing and purchase decision [31]. The results of
this study empirically proves that brand image has full mediating promotion to purchase
decisions of private label products in Malaysia [32].

H9. Brand Image significantly mediates the influence of promotion on the decision to
use wedding organizer services

Brand image significantly mediates the influence between word of mouth, perceived
price and service quality on purchase [7]. Brand image mediates definitively and signif-
icantly the relationship between service quality and purchasing decisions [17]. Brand
image has proven to play a role inmediating service quality to purchasing decisions [11].
Store imgae has been shown to mediate the relationship between service quality and pur-
chase intention [15]. Service quality is positively related ti customer buying behavior
through brand image on flight company. Sobel test results revealed that indirect sig-
nificant relationship between service quality and purchase behavior, thus suggests that
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Fig. 1. Research Model

brand image mediates the relationship between service quality and buying behavior [33]
(Fig. 1).

H10. Brand Image significantly mediates the influence of service quality on the
decision to use wedding organizer services

4 Research Methodology

A. Research Design

This research uses a quantitative approach, with expost facto method. The design of
this study uses a descriptive and regression design with mediator variables, namely path
analysis. Data processing in this study using the SPSS program.

B. Population and Sample

Population according to Ferdinand [34] is a combination of all elements that take the
form of events, things or people that have similar characteristics that are the center of
attention of a researcher because it is seen as a universe of research. The population in
this study were consumers who had already used services at azza wedding. The sample
in this study was taken as many as 50 respondents,

C. Data Collection Techniques

The data sources used are from primary and secondary data. Sampling in this study
with purposive technique, namely judgment sampling. Judgment sampling, samples
are selected using certain considerations tailored to the research objectives or research
problems developed [34]. The criteria that can be a research sample are consumers who
have used azza wedding services from 2021–2022. The scale used in this study is an
interval scale with a scale range of 1 to 10 ranging from strongly disagreeing to strongly
agreeing.
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D. Respondent Data Description

Respondents in this study were consumers who had used azza wedding services
between 2021–2022 all consumers were given a google form link to fill out the ques-
tionnaire but only 52 were willing to fill in and 2 data were rejected because it was
incomplete in filling out the questionnaire.

5 Data Analysis

1) Reliability Test

The questionnaire instrument is declared valid if the rhitung > r table and if the
r count < rtable it is said that the statement item is invalid. The technique used for
reliability tests is Cronbach’s Alpha technique. According to Ghozali [35] that the value
of Cronbach’s Alpha is between 0.41 - 0.60 is said. Quite reliable, Cronbach’s Alpha
values between 0.61 – 0.80 are categorized as reliable, and Cronbach’s Alpha values
between 0.81 – 1.00 are said to be very reliable. The research variable has a Cronbach
Alpha value of > 0.70, so it can be concluded that all question indicators are reliable.

2) Validity Test

The results of the rotation of factors with the varimaxmethod show that the indicators
of social media marketing, brand image, service quality, promotion and decision to use
services all have loading factors above 0.5 and are grouped into one on their respective
factors so that all indicators are valid.

3) Test of Classical Assumptions

The classical assumption tests used in this study are the normality test, the multi-
collinearity test, and the heteroskedasticity test. The multicollinearity test aims to test
whether the regression model found a correlation between free (independent) variables
[35]. The tolerance value is less than 0.10, meaning there is no correlation between
independent variables. The result of the Variance Inflation Factor (VIF) value of all
independent variables of the VIF value is no more than 10. Sehingga does not occur
in multicollinearity between independent variables in the regression model. The het-
eroskedasticity test aims to test whether there is a variance inequality in the regression
model from the residual of one observation to another [35]. The Glejser test showed
a significance above 0.05, so it can be concluded that there is no heteroskedasticity in
the regression model. The magnitude of Kolmogorov Smirnov’s statistical test value
is significant at 0.068 above α = 0.05. This means that H0 is accepted, which means
residual data is usually distributed (Table 2).

4) Hypothesis Test
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Table 2. Data Analysis

Variable Name Question items Validity Mean Reliability

Social Media Marketing Azza wedding social media
content
(Instagram/tiktok/youtube) is
posted continuously

0.651 8.34 0,923

Want to share information with
colleagues/relatives regarding
the information on azza social
media

0.742 8.26

Azza wedding social media
content
(Instagram/tiktok/youtube) is
quite contemporary/trendy

0.805 7.98

Azza wedding social media
content
(Instagram/tiktok/youtube) is
very informative

0.827 8.50

Azza wedding social media
content
(Instagram/tiktok/youtube) is
interesting

0.845 7.96

Promotion Azza wedding ads on social
media are quite interesting

0.847 8.10 0,935

Azza wedding promotion by
participating in wedding expo
and holding wedding talk shows
and azza wedding fair is quite
interesting

0.911 8.64

Sales promotion in the form of
discount vouchers is very
attractive to me

0.842 8.66

Marketing can explain and
market azza wedding services
well

0.833 8.80

(continued)
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Table 2. (continued)

Variable Name Question items Validity Mean Reliability

Corporate social activities such
as rice box alms every Friday
provide a positive perception

0.784 9.14

Service quality Customer service and marketing
as well as the azza wedding
team have a professional
appearance

0.874 8.78 ,972

Customer service and marketing
as well as the azza wedding
team are sincere, pay attention,
and provide empathy to
customers well and provide
good consultations to customers

0.899 8.90

Customer service and marketing
as well as the azza wedding
team provide service quickly
and deftly

0.907 8.70

Customer service and marketing
as well as the azza wedding
team can provide information
and help customers well

0.907 8.72

Customer service and marketing
as well as the azza wedding
team are friendly and polite

0.877 9.12

Azza wedding provides
guarantees of service and good
handling of complaints

0.899 8.70

Brand Image Azza wedding brand reputation
is very important in the selection
of wedding service vendors

0.899 8.64 0,973

Azza wedding brand has a good
impression

0.935 8.62

Azza wedding brand has a good
reputation as a wedding service,
catering and wedding organizer

0.924 8.60

Azza wedding can meet my
wedding reception needs

0.915 8.74

I am sure that azza wedding can
serve its clients’ orders well

0.915 8.82

(continued)
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Table 2. (continued)

Variable Name Question items Validity Mean Reliability

The decision to use the
services

I am looking for information
about azza wedding both
through the internet, social
media and other media

0.716 8.80 0,922

It is very important for me to
find clear and precise
information regarding azza
wedding for my wedding event

0.698 9.10

Azza wedding is one of the
good choices among other
alternative wedding services

0.839 8.66

I chose to use wedding services
from azza wedding because it
suits what I want

0.879 8.70

Azza wedding can fulfill all my
orders well

0.920 8.78

Table 3. Coefficients of determination Eq. 1

Model Summary

Model Summary R R Square Adjusted R Square Std. Error of the Estimate

1 0.930ª 0.865 0.853 2.053

ªPredictors: (Constant), bi, smm, sq, p

Test the accuracy of the model
The coefficient of determination (R2) essentially measures how far the model’s abil-

ity to describe variations in dependent variables is. a value close to one means that
independent variables provide almost all the information needed to predict variations in
dependent variables [35].

In Table 3, the R Square value is 0.858 which means that 85% of the service quality,
social media marketing and promotion variables affect the brand image and 15% are
influenced by other variables outside this research model.

In Table 4, the R Square value is 0.865 which means that 86% of the variables
of service quality, social media marketing, promotion and brand image influence the
selection decision and 14% are influenced by other variables outside this researchmodel.
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Table 4. Coefficients of determination Eq. 2

Model Summary

Model Summary R R Square Adjusted R Square Std. Error of the Estimate

1 0.925ª 0.855 0.845 2.388

ªPredictors: (Constant), sq, smm, p

Table 5. Anova Table of Eq. 1

ANOVAª

Model Sum of Squares df Mean Square F Itself.

Regression 1545.768 3 515.256 90.323 .000b

Residual 262.412 46 5.705

Total 1808.180 49

ªDependent Variable: bi
bPredictors: (Constant), sq, smm, p

Table 6. Anova Table of Eq. 2

ANOVAª

Model Sum of Squares df Mean Square F Itself.

1 Regression 1216.291 4 304.073 72.158 .000b

Residual 189.629 45 4.214

Total 1405.920 49

ªDependent Variable: kp
bPredictors: (Constant), bi, smm, sq, p

5) Test F

Based on Table 5 of ANOVA test results or F Test, it is found that F calculates 90.323
with a probability of 0.000, because the probability is much smaller than 0.05, the model
can be used to predict the brand image.

Based on Table 6 of ANOVA test results or F Test, it was found that F counted 71.158
with a probability of 0.000, because the probability is much smaller than 0.05, the model
is fit where the variable service quality, social media marketing, promotion and brand
image can simultaneously influence the selection decision.
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Table 7. T Test Eq. 1

Coefficientsª

Model Unstandardized
Coefficients

Standardized
Coefficients

B Std.
Error

Beta t Itself.

1 (Constant) 1.572 2.579 .610 .545

Smm .213 .129 .232 1.650 .106

P .166 .171 .169 .972 .336

Sq .490 .084 .586 5.848 .000

ªDependent Variable: bi

6) T Test

To find out whether a variable has a partial effect or not using a statistical t-test.
A statistical test demonstrates how far one independent variable’s influence goes in
explaining variables independently [35]. To determine whether a variable is partially
influential using a statistical test t. By using the significance probability number, the
research decision-making criteria are as follows: if the probability of significance >

0.05, then Ho is accepted, and Ha is rejected.
Based on Table 7, the T value of the social media marketing variable is 1.650, and

the table T value for N = 50 with a 5% error rate is 1.98. The figure shows the T ≤
T table, and the Sig value of 0.106 is more significant than 0.05. Ho is accepted at a
95% confidence level, meaning there is no significant influence between social media
marketing and brand image. Based on Table 7, the T value of the promotion variable is
0.972, and the table T value for N = 50 with a 5% error rate is 1.98. The figure shows
the T count ≤ T table, and the Sig value of 0.336 is more significant than 0.05. Ho is
accepted at a 95% confidence level, meaning there is no significant influence between
promotions and brand image.

Based on Table 7, the T value of the service quality variable is 5,848, and the table
T value for N = 50 with a 5% error rate is 1.98. The figure shows T count < T table,
and the Sig value of 0.000 is less than 0.05. Ho is rejected at a 95% confidence level,
meaning there is a significant influence between service quality and brand image.

Based on Table 8, the T value of the social media marketing variable is 1,756 and the
table T value for N = 50 with a 5% error rate is 1.98. The figure shows the T count ≤ T
table and the Sig value of 0.086 is greater than 0.05. Ho is accepted at a 95% confidence
level, meaning that there is no significant influence between social media marketing
on order decisions. Based on Table 8, the T value of the promotion variable is 1,733
and the table T value for N = 50 with a 5% error rate is 1.98. The figure shows the T
count ≤ T table and the Sig value of 0.090 is greater than 0.05. Ho is accepted at a 95%
confidence level, meaning that there is no significant influence between promotions on
order decisions. Based on Table 8, the T value of the service quality variable is 2,366 and
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Table 8. T Test Eq. 2

Coefficientsª

Model Unstandardized
Coefficients

Standardized
Coefficients

B Std.
Error

Beta t Itself.

1 (Constant) 8.083 2.225 3.633 .001

Smm .201 .114 .248 1.756 .086

P -257 .148 −297 −1.733 .090

Sq .225 .095 .305 2.366 .022

Would .621 .127 .704 4.900 .000

ªDependent Variable: kp

the table T value for N = 50 with a 5% error rate is 1.98. The figure shows T count < T
table and the Sig value of 0.02 is less than 0.05. Ho is rejected at a 95% confidence level,
meaning that there is a significant influence between service quality and order decisions.
Based on Table 8, the T value of the brand image variable is 4,900 and the table T value
for N = 50 with a 5% error rate is 1.98. The figure shows T count< T table and the Sig
value of 0.000 is less than 0.05. Ho is rejected at a 95% confidence level, meaning that
there is a significant influence between the brand image on the order decision.

7) Sobel Test

Sobel test is used to test whether the influence of the resulting intervening variables
on the path analysis is significant or not. Sobel test requires the assumption of a large
sample number and a normal distribution mediation coefficient value [35].

In the test results, the results were obtained that the variables of social media mar-
keting and Pormosi did not have a significant effect on the variable of order decision
so that there was no direct influence of independent variables on dependent variables in
this study. The brand image variable as a mediation and service quality variable is the
only independent variable that has proven to have a significant effect on order decisions.
Therefore, to test whether the brand image mediation variable is significant, it becomes
a mediation variable between social media marketing, promotion and service quality to
order decisions. In this study, the results were obtained that social media marketing and
promotion were proven to have an insignificant effect on brand image so that it could
not be tested for mediation. Based on these results, the mediation test is only carried out
on variables that have a significant influence on the brand image variable as a mediator,
namely service quality.

To test Hypothesis 10 whether the brand image variable is significant in mediating
the relationship between service quality and order decisions, it was tested with a sobel
test. The SPSS output results provide a standardized beta service quality value of 0.305
and significance at 0.02.
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Service quality purchase

0.490

0,225

Brand image 0,621

Fig. 2. Research Results Model

The value of the beta unstandardized coefficient of 0.715 is the value of the path or
path p2. The unstandardized beta value of the perceived usefulness variable of 0.807 is
the path value of p1 and the unstandardized beta value of 0.273 is the path value of p3.

The results of the path analysis show that service quality can have a direct effect on
purchases of 0.305, but can have an indirect effect on purchases, namely by mediation of
brand images. Themagnitude of the indirect influence must be calculated bymultiplying
its indirect coefficient i.e.; 0.490x 0.621 = 0.304 (Fig. 2).

The effect of mediation indicated by the multiplication of the coefficients p2 and p3
of 0.304 is significant or not tested with a sobel test, as follows:

Sp2p3 = √
p32Sp22 + p22Sp32+ Sp22Sp32

Sp2p3= √
(0.621)2(0.084)2+(0.490)2(0.127)2+(0.084)2(0.127)2

t= p2p3 = 3,747

sp2p3

The calculated value of t = 3.747 is greater than the t of Table 8 with a significance
level of 0.05 which is 1.66, so it can be concluded that the mediation coefficient is 0.
000 is significant, which means that there is an influence of partial mediation. Because
the magnitude of the direct influence is smaller between the variables of service quality
on purchase than the indirect influence with brand image mediation.

6 Results and Discussion

H1. Social Media marketing has a significant effect on Brand Image

Hypothesis 1 that social media marketing has a significant effect on brand image is
not supported, this is evidenced by a significance value of 0.106 greater than 0.05 and a
calculated T value of 1,650 smaller than the TTable value. So that the results of this study
do not support the research results of [8], namely social media marketing has proven to
have a significant effect on brand image. Although in this study, social media marketing
is not one of the factors that can increase brand image, but the assessment of social media
marketing activities at azza wedding service companies has been good, among others,
respondents answered on average agreeing that azza wedding social media content both
on Instagram, TikTok and YouTube platforms is posted continuously, and the content
created is quite trendy and contemporary„ interesting and informative even respondents
stated that they agreed to share information about the information on the company’s



188 S. K. Prastiwi et al.

social media. Social media marketing activities as a form of providing information to
respondents, interesting content is expected to attract the attention of users on social
media to get to know more about the services offered by the company, if the bride-to-be
who needs information about wedding services will type in keywords on social media
and there are various wedding services that appear, one of which is services from azza
wedding, by providing interesting information on a continuously updating content, it is
hoped that users will judge that the company’s social media is active and provide good
information, but have not been able to improve the company’s brand image.

H2. Promotion has a significant effect on Brand Image

Hypothesis 2 that promotion has a significant effect on brand image is not supported,
this is evidenced by a significance value of 0.336 greater than 0.05 and a calculated T
value of 0.972 smaller than the T Table value. So that the results of this study do not
support the results of the research from [11], namely if the promotion increases, it will
affect the company’s brand image. Although in this study, promotion is not one of the
factors that can improve brand image, but the assessment of promotional activities at azza
wedding service companies is good, among others, respondents answering the average
agreeing that azza wedding advertisements on social media are quite interesting, inter-
active promoso activities carried out, namely participating in wedding expo exhibitions
and wedding talk shows and azza wedding fairs are considered quite interesting, Sales
promotion activities can also attract respondents, personal selling activities are also rated
good by respondents. Promotional activities such as advertising, sales promotion, per-
sonal selling, and others carried out by the company can attract the attention and interest
of prospective brides to get to know the services offered by the company, but in this
study the better the promotion carried out has not been able to significantly improve the
company’s brand image.

H3. Service Quality has a significant effect on Brand Image

Hypothesis 3 that service quality has a significant effect on the brand image is sup-
ported, this is evidenced by a significance value of 0.000 less than 0.05 and a calculated
T value of 5,848 greater than the T Table value. So that the results of this study support
the results of the research from [11] namely if the quality of service is good, it will form
a good brand image in the minds of consumers. This is also supported by respondents’
assessment that the company’s customer service has a professional appearance, pays
attention to and provides empathy and provides good consulting services. Employee
service is also considered good and deft by respondents, besides that respondents also
on average agree that the marketing team is friendly and polite and the company can pro-
vide guarantees of service and handling complaints well, if the quality of service to the
company is as good as it can significantly improve its reputation and good impression.

H4. Social Media marketing has a significant effect on the decision to use azza wedding
services

Hypothesis 4 that social media marketing has a significant effect on the decision to
use services is not supported, this is evidenced by a significance value of 0.086 greater
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than 0.05 and a calculated T value of 1,756 smaller than the T Table value. So that the
results of this study do not support the results of the research from [4], namely social
media marketing has a significant influence on purchasing decisions. Good social media
marketing activities, including content on social media that is continuously updated with
interesting and informative content, can not significantly directly influence the decision
to use the company’s services. There are various stages that need to be considered specifi-
cally for brides-to-be to choose awedding service that will handle thewedding reception.
Moreover, the selection of using wedding services has high involvement and includes
broad purchasing decisions where consumers will seek more intense information and
more careful consideration in choosing a wedding service company.

H5. Promotion has a significant effect on the decision to use azza wedding services

Hypothesis 5 that promotion has a significant effect on the decision to use services
is not supported, this is evidenced by a significance value of 0.090 greater than 0.05
and a calculated T value of -1.733 less than the table T value. So that the results of this
study do not support the results of the research from [22] namely that the better the
promotion carried out, the purchase decision will increase. Although the promotional
activities carried out by the company have been both advertisements on social media are
attractive, sales promotions in the form of discounts, cash back, free digital invitations
and extra portions of catering, as well as interesting personal selling activities have not
significantly increased the decision to use the company’s services. There are still many
things that are considered by brides-to-be, not only tempted by sales promotions or
attractive advertisements to then be able to choose to use wedding services.

H6. Service Quality has a significant effect on the decision to use azza wedding services

Hypothesis 6 that service quality has a significant effect on the decision to use
services is supported, this is evidenced by a significance value of 0.02 less than 0.05
and a calculated T value of 2,366 greater than the T Table value. So that the results
of this study support the results of research from [6] namely good service quality is
one of the benchmarks for consumers to make purchases, especially service products
because with good service, a good perception will be formed so that consumers do not
hesitate to make purchases continuously. Good service quality, namely the company’s
customer service has a professional appearance, pays attention to and provides empathy
and provides consulting services well, good employee service, dexterous, friendly and
polite and the company can provide guarantees of service and handling complaints well,
it will improve the decision to use the company’s services. Especially for the selection
of wedding services, of course, prospective brides want to get excellent service on the
special day of theirwedding so that service quality is an important thing that is considered
by consumers in choosing wedding services.

H7. Brand Image has a significant effect on the decision to use azza wedding services

Hypothesis 7 that brand image has a significant effect on the decision to use services
is supported, this is evidenced by a significance value of 0.000 less than 0.05 and a cal-
culated T value of 4,900 greater than the T Table value. So that the results of this study
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support the results of the research from [17] namely that brand image has a significant
influence on purchasing choices. This is also supported by respondents’ assessment of
the company’s brand image who on average agree that the company’s brand reputation
is very important in the selection of wedding vendors, the company’s brand has a good
reputation as a wedding service provider company, catering fan wedding organizer ser-
vices, and the average respondent has a positive perception that the company can meet
the needs of wedding receptions and serve client orders well. Especially for the selection
of wedding services, of course, prospective brides and grooms want to choose the ser-
vices of a company that has a good reputation and is experienced in handling weddings
professionally. The better the company’s brand image as a wedding service company,
the more it increases the decision of the bride and groom to use the company’s wedding
services.

H8. Brand Image significantly mediates the influence of social media marketing on the
decision to use azza wedding services

Brand image is not supported as amediating variable between socialmediamarketing
and the decision to use services, because the social media marketing variable has not
been shown to significantly affect the brand image mediation variable.

H9. Brand Image significantly mediates the influence of promotion on the decision to
use azza wedding services

Brand image is not supported as a mediation variable between promotion and
the decision to use services, because the promotion variable has not been shown to
significantly affect the brand image mediation variable.

H10. Brand Image significantly mediates the influence of service quality on the decision
to use azza wedding services

Hypothesis 10 that the brand image has a significant effect as a mediating variable
between service quality and the decision to use the service is supported, this is evidenced
by the value of the T value calculated by the sobel test of 3.737 greater than the T Table
value. So that the results of this study support the research results from [11], namely the
brand image is proven to play a role in mediating service quality to purchasing deci-
sions. The better the company’s service quality, including a good appearance, dexterous
attitude, friendly in serving consumers, providing a sense of empathy and the existence
of a guarantee of service and good handling of complaints will increase the impression
and good reputation for the company so that the brand image as a wedding service
provider company is getting better in the community, of course, it will further increase
the decision to use the company’s services.

7 Conclusion

Inwedding services, it turns out that promotion and socialmediamarketing have not been
proven to improve brand image and the decision to use wedding services. Social media
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marketing and promotional activities are only able to attract attention, and the response
from brides-to-be compared to other competitors, the main factors for brides-to-be in the
alternative evaluation stage and steadily using wedding services are service quality and
the company’s brand image. The bride and groom certainly expect thewedding reception
to be a sacred procession that will be remembered as momentum and beautiful memories
in the course of life so that expecting all the completeness of the wedding can be planned,
organized and carried out properly by the wedding service provider, so that excellent
service quality and a good brand image are the main factors for them to choose to use the
company’s services. In this study, brand image proved to be amediating variable between
service quality and the decision to use azza wedding services and its influence on the
decision to use services was the greatest compared to other variables. Therefore, both
the companies studied and other wedding service companies are expected to maintain a
good reputation and image. Wedding service companies that have a good brand image
reputation, of course, their names will be well known by the public, have an image that
wedding receptions will be handled professionally and well by the company. The better
the company’s brand image as a good wedding service provider company will certainly
bethe main factor that prospective brides-to-be expect to use the company’s wedding
services compared to other wedding businesses. This research is still limited to research
in one of the wedding service companies in the Yogyakarta area, future research can
be tested in other areas, and the results with the same research model can be different
if researched at other service companies, and crucial factors can be developed that can
improve decisions to use company services other than the variables studied in this article.

References

1. M. F. A. Rasyid, S. Azzahra, M. H. Rizki, andMusktakim, “EksistensiWedding Organizer Di
Tengah PandemiCovid-19,” SeminarNasional PengabdianMasyarakat LPPMUMJ, pp. 1–7,
2021.

2. F. Xaverius and Y. P. Ginting, “Sosialisasi penyelenggaraan resepsi pernikahan pada masa
pandemi 1,2,” vol. 5, no. 3, pp. 2–6, 2022.

3. H. Zhang, Y. Zhang, A. Ryzhkova, C. D. Tan, and F. Li, “Social Media Marketing Activities
and Customers’ Purchase Intention: The Mediating Effect of Brand Image,” IEEE Interna-
tional Conference on Industrial Engineering and Engineering Management, pp. 369–373,
2019, https://doi.org/10.1109/IEEM44572.2019.8978520.

4. F. Ardiansyah and E. Sarwoko, “How social media marketing influences consumers purchase
decision? A mediation analysis of brand awareness,” JEMA: Jurnal Ilmiah Bidang Akuntansi
dan Manajemen, vol. 17, no. 2, p. 156, 2020, https://doi.org/10.31106/jema.v17i2.6916.

5. L. Supardin, U. S. Tamansiswa, C. Behavior, and D. Bisnis, “The Role of Brand Image
as a Mediation of The Effect of Advertising and Sales Promotion on Customer Purchase
Decision,” Journal of Economics and Sustainable Development, no. August, 2022, https://
doi.org/10.7176/jesd/13-8-09.

6. F. A. Puspita, PPuspita, P., Sihab, M., & Barata, “The Effects of Service Quality, Price Inter-
net, Facility Internet, Customer Care on Purchasing Decision at Grapari Telkomsel Mall
in Bekasi.,” International Journal of Scientific Engineering and Science, vol. 5, no. 12,
pp. 2456–7361, 2022.

7. N. Andrianto and A. Y. A. Fianto, “Brand image among the purchase decision determinants,”
Jurnal Studi Komunikasi (Indonesian Journal of Communications Studies), vol. 4, no. 3,
p. 700, 2020, https://doi.org/10.25139/jsk.v4i3.2546.

https://doi.org/10.1109/IEEM44572.2019.8978520
https://doi.org/10.31106/jema.v17i2.6916
https://doi.org/10.7176/jesd/13-8-09
https://doi.org/10.25139/jsk.v4i3.2546


192 S. K. Prastiwi et al.

8. M. Fahmi, M. Arif, S. Farisi, and N. I. Purnama, “Peran Brand Image dalam Memediasi
Pengaruh Social Media Marketing terhadap Repeat Purchase pada Fast-Food Restaurant di
Kota Medan,” Jurnal Samudra Ekonomi dan Bisnis, vol. 11, no. 1, pp. 53–68, 2019, https://
doi.org/10.33059/jseb.v11i1.1722.

9. R. A. Raji, S. Rashid, and S. Ishak, “The mediating effect of brand image on the relationships
between socialmedia advertising content, sales promotion content and behaviuoral intention,”
Journal of Research in Interactive Marketing, vol. 13, no. 3, pp. 302–330, 2019, https://doi.
org/10.1108/JRIM-01-2018-0004.

10. S. Helmi and B. Setyadi, “Mediation Role of Brand Image and Brand Quality on the Effect of
Sales Promotion on Purchase Decisions : Study of IndonesianMSMEs,” vol. 30, pp. 566–577,
2022.

11. Saparso, Soegeng Wahyoedi, and Santoso, “The Role Of Brand Image In Mediating Service
Quality And Promotion Towards Decisions To Buy Car On Credit In The Covid-19 Period
(Study Case At Pt Maybank Indonesia Finance Dki Jakarta And Tangerang Branch),” Inter-
national Journal of Science, Technology & Management, vol. 2, no. 5, pp. 1907–1917, 2021,
https://doi.org/10.46729/ijstm.v2i5.353.

12. I. Hussain, S. U. Rahman, A. Zaheer, and S. Saleem, “Integrating factors influencing con-
sumers’ halal products purchase: Application of theory of reasoned action,” Journal of Inter-
national Food and Agribusiness Marketing, vol. 28, no. 1, pp. 35–58, 2016, https://doi.org/
10.1080/08974438.2015.1006973.

13. N. N. K. Yasa et al., “Service strategy based on Tri Kaya Parisudha, social media promotion,
business values and business performance,” Management Science Letters, vol. 10, no. 13,
pp. 2961–2972, 2020, https://doi.org/10.5267/j.msl.2020.5.029.

14. D. I. Permana, “Pengaruh Promosi Terhadap Keputusan Pembelian Produk Lantai Kayu Dan
Pintu Pt.Piji Di Jawa Timur,” Jurnal Administrasi Bisnis, vol. 5, no. 006, p. 269393, 2017.

15. A. Abbas, M. A. H. Akbar, andM. H. Ali, “The effect of service quality on purchase intention
with mediating role of store image,” International Journal of Supply ChainManagement, vol.
9, no. 1, pp. 375–384, 2020.

16. A. Parasuraman, V. A. Zeithaml, and A. Malhotra, “E-S-QUAL a multiple-item scale for
assessing electronic service quality,” J Serv Res, vol. 7, no. 3, pp. 213–233, 2005, https://doi.
org/10.1177/1094670504271156.

17. F. Pranoto, P. B. Haryono, and A. F. Assa, “The effect of service quality and price on purchase
decisions mediated by brand image,” Social Science, Public Administration andManagement
(HUSOCPUMENT), vol. 2, no. 2, pp. 67–77, 2022.

18. R. Irwansyah et al., Perilaku Konsumen. 2021.
19. L. Sanny, A. N. Arina, R. T. Maulidya, and R. P. Pertiwi, “Purchase intention on Indonesia

male’s skin care by social media marketing effect towards brand image and brand trust,”
Management Science Letters, vol. 10, pp. 2139–2146, 2020, https://doi.org/10.5267/j.msl.
2020.3.023.

20. S. Damayanti, A. Chan, and C. S. Barkah, “Pengaruh SocialMediaMarketing terhadap Brand
ImageMy Pangandaran Tour and Travel,” Jurnal IlmuManajemen, vol. 9, no. 3, pp. 852–862,
2021, https://doi.org/10.26740/jim.v9n3.p852-862.

21. B. Godey et al., “Social media marketing efforts of luxury brands: Influence on brand equity
and consumer behavior,” J Bus Res, vol. 69, no. 12, pp. 5833–5841, 2016, https://doi.org/10.
1016/j.jbusres.2016.04.181.

22. D. Veronica and I. M. Wardana, “The Role of Brand Image Mediates the Effect of Promotion
on Purchasing Decision,” American Journal of Humanities and Social Sciences Research
(AJHSSR), vol. 4, no. 2, pp. 192–200, 2020.

23. N.M. P. Dewi, G. A. Imbayani, and P. K. Ribek, “Pengaruh SocialMediaMarketing Terhadap
Keputusan Pembelian Yang Dimediasi E-Word of Mouth Pada Givanda Store Denpasar,”
Jurnal Emas, vol. Vol. 2 No, no. ISSN : 2774–3020, pp. 1–15, 2021.

https://doi.org/10.33059/jseb.v11i1.1722
https://doi.org/10.1108/JRIM-01-2018-0004
https://doi.org/10.46729/ijstm.v2i5.353
https://doi.org/10.1080/08974438.2015.1006973
https://doi.org/10.5267/j.msl.2020.5.029
https://doi.org/10.1177/1094670504271156
https://doi.org/10.5267/j.msl.2020.3.023
https://doi.org/10.26740/jim.v9n3.p852-862
https://doi.org/10.1016/j.jbusres.2016.04.181


The Existence of Post-pandemic Wedding Organizer Services 193

24. J. R. Hanaysha, “Impact of social media marketing features on consumer’s purchase decision
in the fast-food industry: Brand trust as a mediator,” International Journal of Information
Management Data Insights, vol. 2, no. 2, p. 100102, 2022, https://doi.org/10.1016/j.jjimei.
2022.100102.

25. J. Jasmani andD. Sunarsi, “The Influence of ProductMix, PromotionMix andBrand Image on
Consumer PurchasingDecisions of Sari Roti Products in SouthTangerang,”PINISIDiscretion
Review, vol. 1, no. 1, p. 165, 2020, https://doi.org/10.26858/pdr.v1i1.13409.

26. A. Blom, F. Lange, and R. L. Hess, “Omnichannel-based promotions’ effects on purchase
behavior and brand image,” Journal of Retailing and Consumer Services, vol. 39, no. xxxx,
pp. 286–295, 2017, https://doi.org/10.1016/j.jretconser.2017.08.008.

27. P. Rita, T. Oliveira, and A. Farisa, “The impact of e-service quality and customer satisfaction
on customer behavior in online shopping,” Heliyon, vol. 5, no. 10, p. e02690, 2019, https://
doi.org/10.1016/j.heliyon.2019.e02690.

28. T. Djatmiko and R. Pradana, “Brand Image and Product Price; Its Impact for Samsung Smart-
phone Purchasing Decision,” Procedia Soc Behav Sci, vol. 219, pp. 221–227, 2016, https://
doi.org/10.1016/j.sbspro.2016.05.009.

29. F. Agmeka, R. N. Wathoni, and A. S. Santoso, “The influence of discount framing towards
brand reputation and brand image on purchase intention and actual behaviour in e-commerce,”
Procedia Comput Sci, vol. 161, pp. 851–858, 2019, https://doi.org/10.1016/j.procs.2019.
11.192.

30. Y. P. Budianto and A. Budiatmo, “Pengaruh Promosi Dan Kualitas Produk Terhadap Kepu-
tusan Pembelian Dengan Brand Image Sebagai Variabel Mediasi,” Diponegoro Journal of
Social and Politic, pp. 1–10, 2019.

31. C. Savitri, R. Hurriyati, L. A. Wibowo, and H. Hendrayati, “The role of social media mar-
keting and brand image on smartphone purchase intention,” International Journal of Data
and Network Science, vol. 6, no. 1, pp. 185–192, 2021, https://doi.org/10.5267/J.IJDNS.2021.
9.009.

32. S. W. L. Fong, T. P. Kian, Y. S. Fern, andW. Vincent, “Monetary and Image Influences on the
Purchase Decision of Private Label Products inMalaysia,” Journal of AdvancedManagement
Science, vol. 3, no. 4, pp. 312–318, 2015, https://doi.org/10.12720/joams.3.4.312-318.

33. Y. Q. Li and C. H. S. Liu, “Understanding service quality and reputation effects on purchase
behavior through image: the moderating roles of service reliability,” Transportation Letters,
vol. 11, no. 10, pp. 580–588, 2019, https://doi.org/10.1080/19427867.2018.1478929.

34. Ferdinand, A. Metode Penelitian Manajemen. Universitas Diponegoro, Semarang, BP, 2014
35. Ghozali. Aplikasi Analisis Multivariete Dengan Program IBM SPSS. Badan Penerbit

Universitas Diponegoro, Semarang, 2016

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the source,
provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter’s Creative
Commons license, unless indicated otherwise in a credit line to the material. If material is not
included in the chapter’s Creative Commons license and your intended use is not permitted by
statutory regulation or exceeds the permitted use, you will need to obtain permission directly from
the copyright holder.

https://doi.org/10.1016/j.jjimei.2022.100102
https://doi.org/10.26858/pdr.v1i1.13409
https://doi.org/10.1016/j.jretconser.2017.08.008
https://doi.org/10.1016/j.heliyon.2019.e02690
https://doi.org/10.1016/j.sbspro.2016.05.009
https://doi.org/10.1016/j.procs.2019.11.192
https://doi.org/10.5267/J.IJDNS.2021.9.009
https://doi.org/10.12720/joams.3.4.312-318
https://doi.org/10.1080/19427867.2018.1478929
http://creativecommons.org/licenses/by-nc/4.0/

	The Existence of Post-pandemic Wedding Organizer Services Through the Role of Brand Image Mediation in Social Media Marketing, Promotion, and Service Quality Toward the Decision to Choose Wedding Organizer Services
	1 Introduction
	2 Literature Review
	3 Hypothesis
	4 Research Methodology
	5 Data Analysis
	6 Results and Discussion
	7 Conclusion
	References




