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ABSTRACT

The objective of this study is to analyze how Electronic Word of Mouth influences the Purchase Decision of the Scarlett
brand in Yogyakarta. This research also aims to understand the role of Brand Attitude and Brand Awareness as
mediating variables in the relationship between Electronic Word of Mouth and Purchase Decision. Data were collected
from 160 respondents. The sample consisted of individuals in Yogyakarta who had used and purchased products from
the Scarlett Whitening brand, were between 18 and 40 years old, and used social media and e-commerce. The sampling
technique used was purposive sampling. The research findings show that Electronic Word of Mouth has a positive and
significant influence on Purchase Decision. The results indicate that positive Brand Attitude can mediate the relationship
between Electronic Word of Mouth and Purchase Decision. Similarly, Brand Awareness is also found to positively
mediate the relationship between Electronic Word of Mouth and Purchase Decision. Based on these findings, the study
emphasizes the importance for companies to maintain positive Electronic Word of Mouth, a strong Brand Attitude, and
superior Brand Awareness to effectively influence consumers' Purchase Decisions.
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1. INTRODUCTION

In today's digital era, advancements in information and communication technology, such as the internet, have
changed to lifestyles, culture, and social behavior in various aspects of life. Consumer behavior has evolved to keep up
with the times, making it crucial for the current generation to explore and understand the internet. The internet offers
numerous conveniences in life, making consumer behavior easier, especially when using social media, and it has become
inseparable from the use of the internet. In Indonesia, the Indonesian Internet Service Providers Association (APJII)
announced that the number of internet users in Indonesia in 2024 reached 221,563,479 people out of a total population
0f 278,696,200 in 2023 [1].

The dissemination of information is crucial for companies to introduce their products to the public. Information can
be conveyed through various communication channels, and one of the most effective today is through social media
platforms. Through social media, word of mouth is no longer limited to individuals; it can now be carried out by
everyone, without boundaries, worldwide. This phenomenon has given rise to Electronic Word of Mouth (e-WOM). e-
WOM occurs across various online channels such as discussion forums, customer reviews, ratings, video reviews, or
content created by other consumers before purchasing anything they need.

The business world is currently experiencing significant growth, particularly in the cosmetics industry. According
to data published by the UK-based Research and Markets, global cosmetics sales were estimated to be worth $143.5
billion in 2020 and are expected to grow at a compound annual growth rate of 3.6% per year during this period [2]. The
Indonesian cosmetics industry has also experienced significant growth. The sector grew by 21.9%, from 913 companies
in 2022 to 1,010 companies by mid-2023 [3].
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Given its vast and diverse market, it's no surprise that new local beauty brands emerge daily, one of which is Scarlett
Whitening by Felicia Angelista. Scarlett is one of Indonesia's local body care brands, which Felicya Angelista launched.
Scarlett's skincare line includes body care and facial care products. Scarlett's popularity among consumers is because it
meets their needs, effectively influencing their purchasing decisions.

Data from [4] indicates that from June 4, 2023, to October 15, 2023, the trend for Scarlett Whitening was superior
to that of Ponds Flawless White Deep Whitening. After October 15, 2023, through January 2024, the trend for Scarlett
experienced inconsistent fluctuations. During this period, Scarlett's performance showed unpredictable ups and downs.
Subsequently, from February 2024 to June 2024, the trend for Scarlett Whitening remained flat and did not increase.
The data indicates that Scarlett Whitening’s product sales may experience ups and downs.

Purchase Decision can occur due to Electronic Word of Mouth (e-WOM). [5] They have conducted research on the
relationship between Electronic Word of Mouth and purchase decisions. The results of their study indicate that
Electronic Word of Mouth has a significant impact on Purchase Intention. Other studies have also investigated
Electronic Word of Mouth and Purchase Decision, including research conducted by [6], which indicates that Electronic
Word of Mouth has a positive impact on Purchase Decision.

The research conducted by [7] proves that Electronic Word of Mouth significantly influences on Purchase Decision.
Meanwhile, studies on Electronic Word of Mouth regarding Purchase Decision have also been previously conducted,
but with different results. The research conducted by [8] states that Electronic Word of Mouth does not significantly
impact on Purchase Decision.

In this study, the Theory of Planned Behavior serves as the foundation for the research. TPB is a theory that explains
the causes of behavioral intentions. [9] Developing a theory is crucial for examining the relationship between attitude
and behavior. It explores how an attitude can manifest as behavior. This study outlines how E-WOM influences Brand
Attitude, Brand Awareness, and Purchase Decision. The reason for using the Theory of Planned Behavior (TPB) is the
presence of the variables Brand Attitude and Purchase Decision. In research by [10], the variables Brand Attitude and
Purchase Decision are also present, along with the Theory of Planned Behavior (TPB).

2. LITERATURE REVIEW

2.1. Theory Planned of Behaviour (TPB)

The Theory of Planned Behavior (TPB) is a psychological theory that explains the determinants of individual
intentions and behaviors. The Theory of Planned Behavior (TPB) is an extension of the Theory of Reasoned Action
(TRA) developed by Ajzen and Martin Fishbein in 1975 [9]. Due to the limitations of the early models in dealing with
behavior over which people do not have full control. The Theory of Planned Behavior (TPB) states that behavioral
intention best predict of actual behavior [11]. [12] It is stated that the Theory of Planned Behavior (TPB) is a robust
theory for predicting or explaining behavior. The Theory of Planned Behavior (TPB) explains the extent of effort an
individual is willing to exert and how much effort is put into accomplishing something [13][14].

2.2. Electronic Word of Mouth (E-WOM)

Electronic Word of Mouth is an extension of traditional Word of Mouth, where conversations about consumer
experiences in using products voluntarily and independently serve as a popular way for consumers to obtain information
about products from the experiences of other consumers who have used those products [15]. E-WOM has a significant
impact on Purchase Decision. In the study by [16], it was found that Electronic Word of Mouth has a significant
influence on Purchase Decision on Bukalapak.com.

[17], Also found that Electronic Word of Mouth has a positive impact on the Purchase Decision of Samsung
products. [ 18] Demonstrated that positive Electronic Word of Mouth significantly influences purchasing decisions. This
combination of findings supports the hypothesis that brand image has a positively affects on consumers' purchasing
decisions.

HI: Electronic Word of Mouth has a significant influence on purchase decisions.

2.3. Brand Attitude

Brand attitude is defined as the overall evaluation of a brand and reflects consumers' reactions to the brand [19].
When consumers consistently see positive comments and good feedback, they tend to have a more positive attitude
toward the brand. In addition, Electronic Word of Mouth allows direct communication between consumers, allowing
them to ask questions and receive answers from other experienced users, thereby increasing their trust and positive
attitude toward the brand [20]. [21] Research has been conducted on the influence of Electronic Word of Mouth on
Brand Attitude, and the results indicate that Electronic Word of Mouth positively affects Brand Attitude through the
mediating role of brand image in the fashion e-commerce platform Shopee in Denpasar.
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[22] Additionally, studied the effects of Facebook reaction icons and user comments on brand attitude, trust,
information search, purchase intention, and eWOM intention regarding health brands, as well as the potential
moderating effects of SNS usage. The results showed that Electronic Word of Mouth significantly impacts on Brand
Attitude. This combination of findings supports the hypothesis that brand image positively effect on consumers'
purchasing decisions [23]. This combination of findings supports the hypothesis that brand image positively affects on
purchase decisions.

H2: Electronic Word of Mouth has a significant influence on Brand Attitude.

2.4. Brand Awareness

Brand Awareness is defined as the consumer's ability to recognize and recall a brand within a specific product
category [24]. [25] Brand Awareness refers to how consumers associate a brand with the desired products. Brand
awareness is built and enhanced through outreach activities via social media marketing.

When consumers share reviews, recommendations, or their experiences with a brand on digital platforms such as
social media, forums, or review sites, this information can spread rapidly and reach many people who may not have
heard of the brand before. [26]. Electronic Word of Mouth is often considered more trustworthy information because it
comes from consumers who are perceived as more objective. As discussions and positive reviews about a brand increase
on online platforms, consumer awareness of the brand may also rise.

[27] Research has been conducted on the influence of Electronic Word of Mouth on Brand Awareness, the results
indicate that Electronic Word of Mouth positively affects Brand Awareness, particularly in Ice Cream Store (X). This
study explains brand awareness and trust were identified as having a partial mediating effect in the relationship between
social media marketing, e-WOM, and purchase decisions. The study highlights the managerial importance of enhancing
social media marketing, e-WOM, trust, and brand awareness to impact purchasing decision positively.

[28] It was found that Electronic Word of Mouth positively impacts Brand Awareness in this study of the beauty
brand Secondate, which conducted a buzz marketing campaign during its initial launch. Instead of using a buzzer,
Secondate employed more than 20 Indonesian influencers to create buzz on social media and enhance brand awareness
for the Secondate brand.

[29] It is demonstrated that Electronic Word of Mouth significantly impacts Brand Awareness. This study defines
Electronic Word of Mouth as a means to market products or services and enhance brand awareness. The research uses
TikTok as a social media platform capable of quickly conveying information through its comment and sharing features.
This combination of findings supports the hypothesis that Electronic Word of Mouth has a significant influence on
Brand Awareness.

H3: Electronic Word of Mouth has a significant influence on Brand Awareness.

2.5. Purchase Decision

According to [30], Purchase Decision is the process by which customers are guided to recognize their needs, make
decisions, and select a specific brand or product. The purchase decision is the final outcome that indicates the extent to
which marketers have successfully promoted the product to consumers [31][32].

[33] It was found that an assertive Brand Attitude can influence the Purchase Decision among consumers of Nivea
products in Yogyakarta, and the results indicate that Brand Attitude has a positive effect on Purchase Decision. [34] It
emphasizes that brand attitude, or consumers' overall evaluation of a brand, can serve as the basis for purchase intentions
and actual behavior. Brand attitude determines consumers' decisions when selecting a brand. [35] It also highlights the
relationship between Brand Attitude and Purchase Decision at Batik Jetis Sidoarjo. The results indicate that Brand
Attitude has a significant impact on Purchase Decision. All these studies underscore that a positive Brand Attitude is
crucial in influencing Purchase Decision.

H4: Brand Attitude has a significant influence on Purchase Decision.

According to [36], high Brand Awareness can increase consumers' confidence that they are making the right choice.
[37] as previously researched the influence of Brand Awareness on Purchase Decision for Bir Bintang Zero, and the
results indicate that Brand Awareness positively affects Purchase Decision.

[38] It emphasizes that superior Brand Awareness on the Shopee e-commerce platform can enhance purchase
decisions among Shopee users at SMA Muhammadiyah 5 Karanggeneng. They demonstrate that brand awareness can
be understood as the greater our awareness of a brand, the easier it becomes for us to make purchasing decisions.

[39] It also examines the influence of Brand Awareness on purchase decisions on online platforms, and the results
are consistent with other studies. Specifically, Brand Awareness has a positive effect on Purchase Decision. The study
also states that the higher the consumers' brand awareness, the higher their purchase decisions will be. This finding is
consistent with the general understanding that Brand Awareness significantly enhances Purchase Decisions [40].

H5: Brand Awareness has a significant influence on Purchase Decision.
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Figure 2.1 Research Model

3. METHODOLOGY

This research uses a quantitative design that utilizes SMART PLS to analyze the relationship between Electronic
word of mouth, Brand Awareness, Brand Attitude, and purchasing decisions for the Scarlett Brand in Yogyakarta. The
model is evaluated based on direct and indirect effects to understand the complex relationships among these variables.
The sample consists of people in Yogyakarta who have used and purchased products from the Scarlett Whitening brand,
are between 18 and 40, and use social media and e-commerce. The research uses a sampling technique called purposive
sampling to determine and select a sample from a population whose exact number is unknown.

A structured questionnaire was distributed both online and in person to collect data. The survey includes questions
about Electronic Word of Mouth, Brand Attitude, Brand Awareness, and purchasing decisions. The target sample size
was determined using data analysis to ensure sufficient statistical data for SMART PLS analysis. Data was collected
from a total of 160 respondents.

4. RESULT

This section presents the main findings of the research that was conducted. The data obtained has been analyzed to
answer the research questions and test the formulated hypotheses.

Table 4.1. Outer loading -Mean, STDEV, T value, p values

s;)nrllpgll: (a(l)) MS:amanSI) sm"‘:;}%%‘{f;a""“ T Statistics | P Values
X.1 <- E-WOM 0.799 0.794 0.046 17.420 0.000
X2 < E-WOM 0.753 0.752 0.050 15.197 0.000
X3 < E-WOM 0.846 0.841 0.038 22.064 0.000
X4 < E-WOM 0.762 0.758 0.038 20.196 0.000
Y.1 < Purchase_Decision | 0.785 0.782 0.049 16.147 0.000
Y.2 < Purchase_Decision | 0.874 0873 0.027 31.884 0.000
Y.3 < Purchase_Decision | 0.704 0.697 0.052 13.426 0.000
Y.4 < Purchase_Decision | 0.843 0.841 0.039 21882 0.000
Z1.1 <- Brand_Attitude | 0.775 0.768 0.047 16372 0.000
Z1.2 < Brand_Attitude | 0.801 0.799 0.043 18.736 0.000
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S;)I:ll[)gll:?(l)) Nf:a?%\s[) Stan(i;f&)]%te\;f;atmn T Statistics | P Values
Z1.3 <- Brand_Attitude 0.747 0.739 0.051 14.773 0.000
71.4 <- Brand_Attitude 0.843 0.844 0.025 34.071 0.000
72.1 <- Brand_Awareness | 0.806 0.805 0.037 21.594 0.000
72.2 <- Brand_Awareness | 0.713 0.706 0.055 12.970 0.000
72.3 <- Brand_Awareness | 0.759 0.754 0.047 16.142 0.000
Z2.4 <- Brand_Awareness | 0.772 0.769 0.039 19.639 0.000

The table presented shows that all P-values are 0.000, indicating that the difference between the original sample
mean and the overall mean is statistically significant for all measurement items studied. The result suggests that each
measurement item contributes significantly to determining the measured construct or factor. The high T-statistic values
for most rows also indicate that the indirect effects are relatively large compared to the standard deviation, adding further
evidence of the statistical significance of the results. Overall, the table results indicate that the measurement items
selected to represent specific constructs or factors in this study have strong validity and are reliable for measuring their
intended measures.

Table 4.2. Path Coefficients Mean, STDEYV, T-Values, P-Values

Original Sample Standard Deviation T P
Sample (O) Mean (M) (STDEYV) Statistics Values

Brand_Atitude-> 0.308 0.308 0.079 3.897 0.000
Purchase_Decision
Brand_Awareness> 0327 0323 0.067 4.886 0.000
Purchase_Decision
E-WOM-> Brand_Attitude 0.638 0.641 0.068 9.377 0.000
E-WOM-> Brand_Awareness 0.539 0.545 0.082 6.600 0.000
E-WOM -> Purchase_Decision | 0.222 0.224 0.081 2.730 0.006

The table presented shows that most P-values are 0.000, indicating that the relationships between the studied
constructs are highly statistically significant. Only the P-value for the relationship between E-WOM and Purchase
Decision (0.006) indicates statistical significance at a high level (we typically use a significance level of 0.05). Overall,
the table results suggest a statistically significant relationship between most of the constructs analyzed, further
confirming the model's robustness and the hypothesized relationships' validity.

Table 4.3. Specific Indirect Effects Mean, STDEV, T-Values, P-Values

Original Sample Standard Deviation .

Sample (0) | Mean (M) (STDEV) T Statistics | P Values
E-WOM->  Brand_Attitude > | , 14¢ 0.198 0.057 3.455 0.001
Purchase_Decision
E-WOM-> ~ Brand_Awareness-> | , |, 0.176 0.045 3.966 0.000
Purchase_Decision

The influence of E-WOM on purchase decision mediated by brand attitude resulted in a path coefficient of 0.196
(T-statistic 3.455 > 1.96 and P-value 0.001 < 0.05). Thus, brand attitude can significantly mediate the effect of E-WOM
on purchase decision. The influence of E-WOM on purchase decision mediated by brand awareness resulted in a path
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coefficient of 0.177 (T-statistic 3.966 > 1.96 and P-value 0.000 < 0.05). Therefore, it can be concluded that brand
awareness can significantly mediate the effect of E-WOM on purchase decision.

5. DISCUSSION

The results of this study provide insights into Electronic Word of Mouth, Brand Attitude, Brand Awareness, and
Purchase Decision. All outcomes support the proposed hypotheses. This section discusses the implications of these
findings in relation of previous research.

The Influence of E-WOM on Purchase Decision aligns with [38], who stated that positive E-WOM can influence
purchase decisions. In this study, the path coefficient calculation shows that the effect of E-WOM on purchase decision
is 0.222, with a T-statistic of 2.730 and a P-value of 0.006. The positive path coefficient indicates a direct relationship,
meaning that the better the E-WOM, the stronger the purchase decision. With a T-statistic of 2.730 > 1.96 and a P-value
of 0.006 < 0.05, H1 is accepted. Thus, E-WOM has a significant influence on the purchase decisions.

Furthermore, the influence of E-WOM on brand attitude aligns with the research by [17] which also found that
Electronic Word of Mouth has a positive effect on the Purchase Decision of Samsung products. This study obtained a
path coefficient of 0.638, with a T-statistic of 9.377 > 1.96 and a P-value of 0.000 < 0.05. Thus, H2 is accepted. The
result means that E-WOM has a significant influence on brand attitude.

The relationship between the influence of E-WOM on brand awareness also yielded significant results. This study
obtained a path coefficient of 0.539, with a T-statistic of 6.600 > 1.96 and a P-value of 0.000 < 0.05. Thus, H3 is
accepted. Therefore, E-WOM has a significant influence on brand awareness. According to previous research [29] it
has been proven that Electronic Word of Mouth has a significant influence on Brand Awareness. This research defines
Electronic Word of Mouth as a means to market products or services and enhance brand awareness.

Brand attitude has a positive relationship with purchase decision. This research obtained a path coefficient of 0.308
with a T-statistic of 3.897 > 1.96 and a P-value of 0.000 < 0.05, so H4 was accepted. Therefore, brand attitude has a
significant effect on purchase decision. Supports the theory of planned behavior [9]. This is consistent with the research
findings and aligns with the Theory of Planned Behavior presented in the study. [10], A person's positive attitude toward
a brand is one of the crucial factors influencing purchase intention and behavior. Therefore, the better the consumer's
attitude toward a brand, the more likely they will purchase products from that brand.

The effect of brand awareness on purchase decision was obtained with a path coefficient of 0.327, a T-statistic of
4.886 > 1.96, and a P-value of 0.000 < 0.05, which means H5 is accepted. Thus, there is a significant effect of brand
awareness on purchase decision. These results are consistent with the study conducted by [39], where brand awareness
plays an important role in influencing consumers to make purchases.

6. CONCLUSION

Electronic Word of Mouth (e-WOM) has been proven to have a significant and positive impact on purchase decision.
This indicates that positive reviews play an important role in influencing consumer decisions, as seen with Scarlett brand
consumers in Yogyakarta. In addition, e-WOM can also influence consumer attitudes toward the brand (brand attitude).
When consumers are exposed to positive reviews, it tends to shape a better evaluation of the brand, which can encourage
consumers to make purchase decisions. Moreover, e-WOM also plays a crucial role in enhancing brand awareness
among consumers. With the presence of reviews or discussions about a brand online, consumers become more aware of
the brand's existence. Brand attitude has been shown to have a significant impact on purchase decisions, indicating that
the better the consumer's attitude toward a brand, the greater the likelihood they will purchase products from that brand.

Finally, brand awareness also has a significant impact on purchase decisions, where an increase in awareness of a
brand makes consumers more likely to choose products from that brand. Thus, e-WOM, brand attitude, and brand
awareness play a crucial role in influencing consumers' purchase decisions. In conclusion, this study highlights the
importance of enhancing superior electronic word of mouth (e-WOM) to encourage positive brand attitude and high
brand awareness, ultimately influencing purchase decisions regarding the Scarlett brand in Yogyakarta. These findings
indicate that positive online reviews and recommendations can strengthen consumer attitudes toward the brand and
enhance awareness of that brand, thereby encouraging consumers to make purchases. Future research can explore how
other factors, such as consumer engagement, brand loyalty, and product quality, also play a role in influencing purchase
decision. Thus, a more comprehensive approach to digital marketing strategies can better maximize the impact on
consumer behavior.
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