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Abstract. The goal of this study is to investigate how brand storytelling and
brand image factors relate to the marketing performance of one hundred micro,
small, and medium-sized businesses (SMEs) in the food and beverage industry
in Semarang through the use of electronic word-of-mouth (e-WOM) as an
intervention factor. A questionnaire survey with a Likert scale of 1 to 5 was
utilized for sampling. Smart-PLS was used to examine the data. According to the
study's findings, e-WOM and marketing performance are significantly enhanced
by brand storytelling and image. It has also been demonstrated that e-WOM can
assist in establishing a link between marketing performance and brand
storytelling and image. This study suggests that in order to improve e-WOM,
SMEs should create communication plans that prioritize brand image
reinforcement and storytelling. As a result, SMEs can use e-WOM to boost their
market presence and competitiveness while encouraging more sustainable
growth in the food and beverage sector. Furthermore, this study informs
stakeholders and policymakers about how to design development initiatives that
support SMEs in utilizing the potential of digital marketing.
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Performance, SMEs.

Introduction

Sulistiyaningsih®, Asepta Hendriyanto®, Kukuh Mulyanto’, Nurhayati Nurhayati®,

1438 Universitas Muhammadiyah Semarang, Semarang, Central Java 50273 Indonesia

In the context of modern communication, electronic word-of-mouth, or e-WOM, has
emerged as one of the most effective communication tools, particularly in the current
digital era. Numerous studies indicate that e-WOM can increase consumer perception,
decrease purchase decisions, and increase brand awarness[1,2]. However, even if there
are many studies that examine the impact of e-WOM on marketing work, there are still
some noteworthy findings that are related to the role that brand storytelling and brand
image play in influencing e-WOM and its impact on marketing performance. Research
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conducted by [3] stating that social media storytelling and brand image may have a
positive and significant impact on a business's productivity, which is supported by
research that has already been done by [4,5], which indicates that brand image and
storytelling by storytellers can increase a business's marketing productivity. On the
other hand, according to [6], storytelling that is used by businesses is not yet able to
increase marketing productivity. To address the inconsistency of the research findings,
this study suggests offering a solution, namely by utilizing e-WOM. It can serve as an
alternate strategy, either theoretically or practically, in real-world business.

Every company must enhance its marketing efforts. Micro, small, and medium-sized
businesses (SMEs) in the food and beverage industry in Indonesia, especially in
Semarang, frequently struggle to improve their marketing effectiveness, which affects
their earnings. The management of brand image and the successful communication of
brand stories, which are occasionally difficult to effectively communicate to the general
public, are among the reasons why this can happen [7]. The problem of enhancing
marketing performance in Semarang's food and beverage SMEs is mirrored in the Drop
in Revenue: A number of SMEs have seen a notable drop in revenue in recent years,
suggesting that the current marketing tactics are failing to draw in clients or keep sales
[11]. Low Customer Satisfaction Levels: Customer surveys and feedback frequently
reveal discontent with the overall experience, service, or quality of the products, which
can erode customer loyalty and lower the likelihood of repeat business [12].

Furthermore, many SMEs lack a strong brand identity, which makes it difficult for
potential customers to recognize or recall their brand. The Low Use of Digital
Technology: SMEs that do not fully utilize digital marketing, such as social media,
websites, and e-commerce platforms, lose out on the chance to reach a wider audience
and interact with customers more successfully [8]. This also makes it more difficult for
them to compete with more well-known brands [9]. Negative Feedback on Online
Platforms: Unfavorable remarks and reviews on social media or review websites can
harm a brand's reputation, impair marketing efforts, and give prospective buyers a bad
impression [10].

Utilize the synergies that exist between different channels of communication and
marketing [13]. Limitations of Product Innovation: SMEs may lose their attractiveness
to customers who are constantly looking for new experiences or more appealing items
if they don't innovate their menus or products. Difficulty Developing Relationships
with Customers: In a competitive market, trust and loyalty are vital, and they can be
diminished by an inability to build solid relationships with customers. Limited Training
and Resource Access: Many MSME players lack the financial resources, technology,
or proper marketing training necessary to improve their marketing efforts.

The ways in which these two factors interact and affect e-WOM and overall marketing
performance have not been fully examined in earlier study from [4,5]. Therefore, it's
critical to comprehend how brand image and storytelling might influence e-WOM and
how e-WOM serves as a link between these two elements and marketing effectiveness.
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Since many SMEs have not yet fully utilized the potential of e-WOM, the gap issue is
also visible in business practices. In a market that is becoming more and more
competitive, a lack of knowledge about effective communication techniques can lead
to decreased visibility and competitiveness. By examining the connection between
brand storytelling, brand image, e-WOM, and marketing performance, this study seeks
to close the research gap and offer advice to SMEs on how to create more successful
marketing campaigns.

The problem formulation in this study is as follows, taking into account the background
described above: (1) What is the impact of brand image and storytelling on e-WOM in
Semarang's food and beverage SMEs (2) What is the impact of brand image and
storytelling on marketing performance in Semarang's food and beverage SMEs (3)
What impact does e-WOM have on Semarang's food and beverage SMEs' marketing
performance (4) Does the relationship between brand image and brand storytelling and
the marketing performance of food and beverage SMEs in Semarang have an
intervening role for e-WOM.

1.1. Literature Review

Businesses known as Micro, Small, and Medium Enterprises (SMEs) are crucial to a
nation's economy, particularly in Indonesia. Businesses with particular attributes, such
as capital, turnover, and employee count, are included in SMEs. The 2008 Law No. 20
SMEs [14] are defined by this statute as companies that satisfy specific requirements
regarding turnover and net worth. The maximum net worth of a microbusiness is Rp50
million, that of a small business is between Rp50 million and Rp500 million, and that
of a medium business is between Rp500 million and Rp10 billion. SMEs are business
units that can produce goods and services on a small to medium size and are run by
people or groups, according to [15]. SMEs significantly affect job generation and the
local economy. According to [16] SMEs are small and medium-sized, independently
run companies that are crucial to reducing poverty and promoting fair economic
growth.

Indicators of SME first Economic, Environmental, Social. SMEs are essentially a vital
economic pillar that greatly supports job development, economic expansion, and
community empowerment. According to the previously described definitions,
dimensions, and indicators, SMEs are considered from social and environmental
viewpoints in addition to economic ones. Thus, the government's and society's support
is crucial to maximizing SMEs' potential in Indonesia.

1.2. Marketing Performance

Marketing performance is the degree to which a business or organization meets its
marketing targets. This involves tracking the outcomes of different marketing
initiatives and how they affect the company's overall performance. According to [17]
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state that marketing performance is a gauge of how well a company's marketing efforts
are working, including an examination of sales figures, market share, and customer
happiness. According to [18], clarify that marketing performance include the
assessment of the effects of different marketing campaigns in addition to the role that
marketing plays in the long-term growth and value of the organization. According to
[19], marketing performance is the capacity to attain the intended outcomes from
marketing strategies, including performance measures like sales growth and return on
marketing investment (ROMI). Financial, market, and operational indicators are the
three types of marketing performance indicators. In essence, a key factor in determining
how successful a company's marketing strategy is is marketing performance.
Businesses can evaluate the success of their marketing goals by using metrics that cover
financial, market, and operational aspects. Businesses can improve their marketing
strategy and attain better outcomes by having a thorough understanding of marketing
performance.

1.3. Brand Storytelling

Using storylines to convey the company's identity, values, and vision to customers is
known as brand storytelling. Brands may establish emotional bonds with consumers,
set themselves apart from rivals, and foster client loyalty by telling captivating stories.
According to [20], asserts that brand storytelling is the process of using storytelling to
communicate brand messaging and establish emotional bonds with customers. For the
audience to remember and value brand tales, they need to be poignant and pertinent.
Brand storytelling, according to [21], is a technique to give the brand meaning by using
anecdotes that support the brand's identity and core values. Customer engagement and
brand recognition can both be improved by a compelling story. According to [22], by
crafting storytelling that speak to the experiences, goals, and identities of consumers,
brand storytelling helps to strengthen the bond between the company and its patrons.

Emotional Engagement, Connection to the Brand, and Impact on Brand Perception are
the three markers of brand storytelling. company storytelling is a powerful technique
for enhancing company identification and creating emotional bonds with customers.
Brands may create profound experiences for consumers through interesting and
pertinent stories, which can improve marketing success and customer engagement and
loyalty. Previous research has shown that a company's E-WOM [23,24], and marketing
performance [25,39,42], when used to advertise a product, can be positively and
significantly impacted by effective brand storytelling.

The first hypothesis states that brand storytelling significantly and favorably influences
electronic word-of-mouth.

Hypothesis 3: Marketing performance is positively and significantly impacted by brand
storytelling.
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1.4. Brand Image

One of the most important components of a marketing plan that affects consumer
perception and behavior is brand image. Brand image affects electronic word-of-mouth
(E-WOM) communication, marketing performance, and purchasing decisions in the
contemporary digital era, where information is readily available and shared. For
businesses to maximize their market presence and develop a strong brand image, a
thorough understanding of brand image becomes crucial. This is how a number of
specialists who have made substantial contributions to the marketing literature define
brand image [43,47].

Image of the Brand As stated according to [29] Consumer perception of a brand is
shaped by encounters, experiences, and information gathered. A brand's image is made
up of things like qualities, advantages, and ideals that customers associate with the
brand. Brand image, according to [30], is a collection of associations associated with
the brand. This covers the symbolic, emotional, and utilitarian elements that affect what
people decide to buy. According to [31], They clarify that a brand's image is a
collection of the ideas, sentiments, and convictions that are connected to it. Repeat
business and customer loyalty can both be increased by a positive brand image.
Perceived quality, brand association, and brand awareness are the components that
make up brand image indicators. When it comes to influencing consumer perception
and purchase decisions, brand image is crucial. A positive perception can boost
marketing effectiveness and increase loyalty.

Therefore, successful brand image management is essential to company success.
According to earlier studies by other academics, a company's E-WOM [26,27,28], and
marketing performance [28,34], when a product has a strong brand image, can have a
positive and significant impact.

Hypothesis 2: E-WOM (Electronic Word of Mouth) is positively and significantly
impacted by brand image.

Hypothesis 4: Marketing performance is positively and significantly impacted by brand
image.

1.5. Electornic Word of Mouth (E-WOM)

One of the main elements affecting customer behavior and purchase decisions in the
contemporary digital era is Electronic Word of Mouth, or E-WOM. Social media's rise
and technological advancements have given customers the ability to swiftly and
extensively express their thoughts and experiences regarding goods and services. E-
WOM is a marketing tool that can either improve or harm a brand's reputation in
addition to being a tool for customer communication. Therefore, in order for businesses
to maximize their marketing efforts, it is crucial that they comprehend the concept and
signs of E-WOM. According to a number of experts and pertinent indicators, this is an
explanation of E-WOM [45,46].
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E-WOM is defined as all consumer-conducted communication about goods or services
on online platforms [37]. This covers evaluations, remarks, and suggestions made via
review websites, forums, and social media. E-WOM, according to [36], includes any
messages about a brand or product that people send to others online. E-WOM has the
power to greatly affect the attitudes and actions of consumers. According to [35], E-
WOM, as defined by customers, is information that customers publish online about
their experiences with a brand or product. This can significantly affect the brand's
reputation and affect other people's purchasing decisions. E-WOM metrics include
Reach, Sentiment, and Review Frequency.

E-WOM is essentially a powerful marketing communication tool that can affect
consumer views and purchase decisions. E-WOM is becoming more and more
significant in marketing tactics as social media usage rises, and it can improve overall
marketing performance. According to earlier studies by other academics, a company's
marketing effectiveness can be positively and significantly impacted by the existence
of positive E-WOM in its product promotion [32,33,34].

Hypothesis 5: Electronic word-of-mouth significantly and favorably affects marketing
performance.

Hypothesis 6: e-WOM acts as an intervening factor between Brand Storytelling and
Brand Image on Marketing Performance.

2. Methods

This study employs a cross-sectional survey design and a quantitative methodology to
gather information from Micro, Small, and Medium-Sized Enterprises (SMEs) in
Semarang's food and beverage industry. Understanding the connection between brand
storytelling, brand image, electronic word-of-mouth (e-WOM), and marketing
performance is the main goal of this study. One hundred Semarang-based food and
beverage SMEs make up the study's population. Simple random sampling is the method
employed to guarantee that every SME has an equal probability of being chosen. The
researcher's criteria for achieving statistical significance are used to calculate the
sample size. The sample size of the number of indicators is calculated using the range
1-10 [38]. The sample used in this study is 12 indicators, which are compared to 8. The
results show that the sample size is 96, and the estimated sample size is 100
respondents.

A 5-point Likert scale, with 1 denoting "strongly disagree" and 5 denoting "strongly
agree," was used in a structured questionnaire to gather data. (very agree). The survey
comprises components that assess marketing performance, e-WOM, brand image, and
brand storytelling. To guarantee a larger audience and boost the response rate, the
survey was disseminated both offline and online. A questionnaire that was created using
the body of current literature as a guide ensures the validity and reliability of the
research instrumentation. The following are the indications utilized for each construct:



The Role of E-WOM as an Intervening Factor 45

According to [39,40,41], brand storytelling has an impact on brand perception, brand
connection, and emotional involvement. Brand image based on perceived quality, brand
affiliation, and brand awareness. e-WOM based on [36,41] Review reach, sentiment,
and frequency. Marketing performance as measured by [31], operational, market, and
financial factors. Smart-PLS (Partial Least Squares Structural Equation Modeling) was
used to evaluate the gathered data. The ability of this statistical tool to evaluate
correlations between latent variables and handle complex models led to its selection. A
summary of the data is provided by descriptive statistics, the validity and reliability of
the constructs are evaluated by measurement models, and the suggested hypotheses are
tested by structural models.

This research approach seeks to fully meet the study's goals and offer insights into how
e-WOM might improve marketing effectiveness among SMEs in Semarang's food and
beverage industry.

3. Results and Discussions

3.1. Result

In this study, we included 100 respondents who own or manager Micro, Small, and
Medium Enterprises (SMEs) in Semarang's food and beverage industry. A thorough
picture of the traits of company managers in the area was painted by the respondents'
diversity in a number of demographic categories. With a 60% male response rate, men
made up the majority of respondents. In the meantime, 40% of all responders were
female. This illustrates that even though men predominate in this industry, women play
a key role in managing SMEs. The vast majority of those surveyed are within the
productive age range. Approximately 35% of the responders are between the ages of
26 and 35, and 30% are between the ages of 36 and 45. Just 10% of the responses are
between the ages of 18 and 25, with the remaining 25% falling between the ages of 46
and 55. According to these results, SMEs in Semarang are significantly managed by
the millennial and Generation X cohorts.

From an educational standpoint, most of the responders had a comparatively high level
of education. 20% of respondents have a diploma, while about 40% have earned a
bachelor's degree. While 25% of responders have a high school or technical school
background, only 5% have completed elementary or junior high school. This suggests
that respondents' comprehension and use of successful marketing methods are
influenced by their educational attainment. Lastly, the majority of SMEs have a range
of monthly revenue. Rp 5 million to Rp 10 million was the turnover for about 30% of
respondents, whereas Rp 11 million to Rp 20 million was the turnover for 25%. Just
15% of those surveyed said their sales was less than Rp 5 million, while 10% said their
turnover was more than Rp 50 million. This shows that a large number of SMEs in
Semarang's food and beverage industry are still in the growth and development phase.

All things considered, this respondent description offers valuable information for more
research on how Electronic Word of Mouth (e-WOM) affects marketing effectiveness.
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Given the current variety, it is anticipated that the research findings would highlight the
opportunities and difficulties faced by SMEs in Semarang and offer pertinent
suggestions for enhancing their marketing effectiveness.

BS1
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Fig 1. Resul Full Model
Table 1. Result of Outer Loading Matrix Test
BI BS MP EWOM Add
Information
BI1 0.898 Valid
BI2 0.862 Valid
BI3 0.864 Valid
BS1 0.889 Valid
BS2 0.865 Valid
BS3 0.865 Valid
MP1 0.810 Valid
MP2 0.712 Valid
MP3 0.844 Valid
EWOMI1 0.849 Valid
EWOM2 0.844 Valid
EWOM3 0.848 Valid

Convergent validity test based on is used to assess the extent to which theories can
jointly explain the variability of an indicator. This convergent validity test is measured
through the outer loading or loading factor parameter. If the loading factor value is >
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0.7, then convergent validity is considered achieved and declared valid [31]. It is
evident from the loading factor validity test results above that all loading values are
greater than 0.7. Based on the loading value, this indicates that the data satisfies the
validity requirements.

Table 2. Result of Relaibility Testing

Composite Average Add Information
Cronbach’s reliability variance
alpha (rho_c) extracted
(AVE)

BI 0.847 0.907 0.766 Reliable
BS 0.844 0.906 0.762 Reliable
MP 0.703 0.832 0.625 Reliable
EWOM 0.803 0.884 0.717 Reliable

If the minimum value achieved is more than 0.5, the AVE value is deemed adequate
[38]. All AVE values are more than 0.5, which indicates that the data is valid and
satisfies the validity requirements according to the AVE standard, based on the results
of the data analysis above. The reliability test is therefore deemed legitimate if the value
is > 0.7 for CA and CR, per [38] the all variable has a value greater than 0.7, it satisfies
the validity requirements as determined by CA and CR.

Table 3. Results of Fornel Test- Larcker Criterion

Brand Brand Image E-WOM Marketing
Storytelling Performance
Brand Storytelling 0.805
Brand Image 0.459 0.846
E-WOM 0.475 0.705 0.768
Marketing 0.648 0.422 0518 0.834
Performance

By comparing the square root of the Average Variance Extracted (AVE) of each
construct with the correlation to other constructs, the Fornel-Larcker criterion test is
used to assess discriminant validity. If the square root of AVE is greater than the
correlation between the constructs, then the discriminant validity is satisfied and the
construct is more successful in explaining the variance of its own indicators [49] It is
clear from the aforementioned data that all variables' discriminant validity has been
satisfied because the root of AVE for each variable is larger than the correlation
between constructs.
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Table 4. Results of Significance Test (Hypothesis) Of The Effect (Bootstrapping)

(Inner Model)
Original Sample mean T statistics P values
sample (O) ™) (|O/STDEYV))

BI = MP 0.279 0.276 2.159 0.031
BI » EWOM 0.521 0.518 4.969 0.000
BS > MP 0.382 0.384 3.960 0.000
BS = 0.284 0.289 2.761 0.006
EWOM

EWOM - 0.225 0.229 2.050 0.040
MP

a. Brand Image has a significant positive impact on Marketing Performance
(coefficient = 0.279; p-value = 0.031)

b. Brand Image has a significant positive impact on E-WOM (coefficient = 0.521;
p-value = 0.000)

c. Brand Storytelling has a significant positive impact on Marketing Performance
(coefficient = 0.382; p-value = 0.000)

d. Brand Storytelling has a significant positive impact on E-WOM (coefficient =
0.284; p-value = 0.006)

e. E-WOM has a significant positive impact on Marketing Performance
(coefficient = 0.225; p-value = 0.040)

Table 5. Results of R-Square Test

R-square R-square adjusted
MP 0.644 0.633
EWOM 0.574 0.565

The variables Brand Storytelling and Brand Image together have the ability to influence
E-WOM by 57.4%, as indicated by the known R-square value of 0.574 for E-WOM.
Furthermore, the variables Brand Storytelling, Brand Image and E-WOM together have
the ability to influence marketing performance with R-square value is 0.644 o 64,4%,
and for 35,6% influenced by other variables.
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Table 6. Results of Mediation Test

Original sample Sample géi?i?;i T statistic P values
(0) mean (M) (STDEV) (|/O/STDEV)

BI-> E-
WOM > 0.229 0.241 0.088 2.607 0.009
MP
BS -> E-
WOM > 0.232 0.243 0.075 2.028 0.003
MP

a. With a significant p-value of 0.009 < 0.05, Brand Image has a positive impact on
marketing performance through electronic word of mouth and has a coefficient
value of 0.229.

b. Withasignificant p-value of 0.003 < 0.05, Brand storytelling has a positive impact
on marketing performance through electronic word of mouth and has a coefficient
value of 0.232.

3.2. Discussion
Brand Storytelling Effect on Electronic Word of Mouth

The findings of this study's analysis demonstrate that brand storytelling significantly
and favorably affects electronic word-of-mouth. These results are consistent with other
research that highlights how crucial brand storytelling is to creating strong emotional
bonds between companies and customers.

Customers can have engaging encounters with brands that are told well, which
increases their likelihood of sharing brand-related stories and good experiences on
digital media. Through social media, online forums, or review sites, customers are more
likely to tell others about their experiences when they relate to the narrative that a brand
is telling. This study demonstrates that emotionally compelling and pertinent narratives
not only increase brand appeal but also motivate customers to talk favorably about the
company. This is consistent with other research that demonstrates how effective
storytelling can improve consumer loyalty and brand image [23,24].

Brands can become more visible in the market as a result of the growing contact through
e-WOM, which improves marketing effectiveness. Effective brand storytelling
techniques must be used in the context of Semarang's food and beverage SMEs in order
to boost e-WOM and optimize digital marketing potential. All things considered, the
outcomes of this debate confirm that brand storytelling is not only a useful tool for
marketing but also plays a significant role in fostering constructive consumer dialogue,
which is crucial in the present digital age. All things considered, the outcomes of this
debate confirm that brand storytelling is not only a useful tool for marketing but also
plays a significant role in fostering constructive consumer dialogue, which is crucial in
the present digital age. In order to maximize the potential of e-WOM and improve their
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marketing success, MSMEs are therefore encouraged to create and execute captivating
and pertinent brand storytelling strategies.

Brand Image Effect on Electronic Word of Mouth

According to the study's analysis, brand image significantly and favorably affects
electronic word-of-mouth. These results support the notion that consumers are more
likely to share their experiences extensively on digital channels when a brand has a
strong and positive image. Quality perception, brand associations, and brand awareness
are some of the components that make up a strong brand image. Customers are more
inclined to suggest a brand to others when they have a favorable opinion of it. This is
seen in e-WOM behavior, when customers are inspired to post about their satisfying
experiences on review websites, social media, and forums.

Additionally, a strong brand image can instill trust among customers. Customers will
become active brand advocates in addition to being devoted customers when they have
faith in the brand's quality and value. Because recommendations from people who other
people trust have a bigger influence than traditional forms of marketing, this enhances
the e-WOM effect.

These results are also consistent with earlier studies that demonstrate that consumers
are more willing to provide brands that project a positive image positive feedback,
which raises market visibility and competitiveness. Effective brand image management
is essential for the food and beverage MSME industry in Semarang in order to draw in
customers and generate good online buzz [26,27,28]. All things considered, this
conversation highlights how crucial good brand image management is for fostering
consumer loyalty as well as being a major force behind e-WOM. Therefore, in order to
optimize the potential of e-WOM and eventually enhance their marketing performance,
SMEs are urged to concentrate on enhancing their brand image through consistent and
thorough communication tactics.

Brand Storytelling Effect on Marketing Performance

According to the study's data, brand storytelling significantly and favorably affects
marketing performance. These results highlight how crucial narrative tactics are to
contemporary marketing, particularly when it comes to micro, small, and medium-sized
businesses (SMEs) in the food and beverage industry. Customers and brands can
develop an emotional bond through compelling brand storytelling. Customers are more
likely to remember a brand and interact with it further whether through purchases or
referrals to others when they are involved with the narrative being conveyed. Customers
become more loyal and make more purchases as a result of this emotional connection,
which improves marketing effectiveness overall.

Additionally, a strong brand narrative can increase a brand's appeal and set it apart from
rivals. The ability to tell a distinctive and captivating tale becomes a clear advantage in
a market that is becoming more and more competitive. Relevant tales have the power
to grab consumers' attention and generate favorable buzz, which promotes word-of-
mouth online and offline.



The Role of E-WOM as an Intervening Factor 51

This study also supports the body of studies demonstrating the power of brand
storytelling to raise brand awareness and cultivate a favorable perception. For SMEs in
particular, who frequently struggle to get their products in front of a larger market, this
is crucial. SMEs might potentially increase their market share by using storytelling to
more effectively communicate the values and distinctiveness of their products
[25,39,42]. All things considered, the outcomes of this conversation confirm that brand
storytelling is a tactic that can greatly improve marketing performance in addition to
being a tool for marketing communication. In order to give customers a deeper
experience and enhance marketing results, SMEs are therefore encouraged to use brand
storytelling into their marketing strategies.

Brand Image Effect on Marketing Performance

This study's analysis demonstrates that marketing performance is positively and
significantly impacted by brand image. These results highlight how crucial brand image
management is to marketing plans, particularly for Micro, Small, and Medium-Sized
Enterprises (SMEs) in the food and beverage industry.

Brand awareness, brand associations, and quality perception are all components of a
successful brand image. Customers are more likely to be devoted to a brand and keep
selecting its items when they have a favorable opinion of it. Sales and market share are
directly impacted by this loyalty, which improves marketing effectiveness.

Additionally, a positive brand image fosters consumer trust. Trust becomes a crucial
consideration when making purchases in the present digital environment, as
information circulates quickly. The probability of recurring business is increased when
consumers purchase goods from brands they trust. A positive brand image not only
boosts sales but also fortifies enduring relationships with clients, according to prior
study [28,34].

Additionally, both directly and through digital channels, a positive brand image can
affect word-of-mouth. Customers are more inclined to refer a brand to others when they
have a favorable opinion of it, which can boost the brand's recognition and standing in
the marketplace. For SMEs looking to compete with bigger and more recognizable
companies, this becomes more and more crucial. The discussion's overall findings
suggest that a strong brand image is essential to attaining the best possible marketing
results. Consequently, it is recommended that SMEs proactively establish and preserve
a favorable brand image through efficient communication tactics, reliable product
quality, and excellent customer service. As a result, businesses may improve their
competitiveness in a market that is becoming more and more competitive and optimize
their marketing performance potential.

Electronic Word of Mouth Effect on Marketing Performance

According to the study's analysis, electronic word-of-mouth, or e-WOM, significantly
and favorably affects marketing performance. These results highlight the value of
electronic word-of-mouth (e-WOM) in contemporary marketing, particularly in the
digital age where online contacts predominate. All consumer communications about a
product or service via digital channels, including social media, forums, and review
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websites, are referred to as electronic word-of-mouth, or e-WOM. Positive internet
reviews from customers have the ability to impact other people's purchasing decisions
because they can reach a large audience. This demonstrates how e-WOM works as a
very powerful marketing tool that may raise brand awareness and draw in new
customers.

This study also supports earlier research that indicates consumer recommendations and
favorable reviews might boost brand trust. Recommendations from friends, family, or
other people they regard as reliable are typically trusted by consumers. As a result,
favorable e-WOM increases consumer loyalty and frequency of purchases in addition
to enhancing brand image [32,33,34]. Additionally, e-WOM has the ability to generate
attention that bolsters other marketing initiatives. Customers who actively promote a
brand can start new conversations and persuade others to try the product. Using e-WOM
can be a very successful tactic to increase market awareness and competitiveness in the
SME sector, where resources are frequently scarce.

The discussion results, taken as a whole, confirm that e-WOM plays a significant role
in enhancing marketing effectiveness. MSMEs are therefore encouraged to create e-
WOM-supporting initiatives, like promoting favorable customer evaluations,
participating actively on social media, and offering exceptional customer service. As a
result, they can take advantage of e-WOM's ability to improve and prolong marketing
outcomes.

Brand Storytelling and Brand Image Effect on Marketing Performance throught
Electronic Word of Mouth as an intervening factor

According to the study's findings, brand image and narrative significantly and favorably
affect marketing performance through electronic word-of-mouth (e-WOM). These
results demonstrate how crucial both components are to creating successful
communication in the digital age. Strong brand storytelling can provide captivating and
moving tales that not only establish a connection between the brand and its customers,
but also motivate people to post about their positive online experiences. The e-WOM
effect is strengthened when customers interact with brand stories because they are more
likely to fervently advocate the brand to others. This demonstrates how powerful
narrative may increase brand marketing's impact and reach.

Positive brand perception, however, is also very important for e-WOM. Customers are
more likely to be loyal and trusting when a brand has a positive reputation. Customers
are more inclined to suggest a brand on digital channels when they are pleased and have
a favorable opinion of it. Seeing those evaluations and suggestions not only makes the
brand more visible, but it also boosts the confidence of other prospective customers.

Furthermore, e-WOM acts as a link between marketing performance and brand image
and narrative. In addition to influencing purchase decisions, positive evaluations and
suggestions derived from customer experiences give businesses insightful input for
improving their marketing tactics. Businesses can improve the efficacy of their
marketing campaigns and fortify their consumer relationships by utilizing e-WOM. All
things considered, the outcomes of this conversation confirm that a strong brand image
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and the integration of brand storytelling are essential for generating favorable e-WOM,
which can improve marketing effectiveness. Consequently, it is recommended that
SMEs create and execute communication plans that prioritize captivating stories and
efficient brand image control. By doing these actions, they may make the most of e-
WOM and attain more successful and long-lasting marketing outcomes.

4. Conclusions

The study's findings support the notion that brand storytelling, brand image, and
Electronic Word of Mouth (e-WOM) have a substantial impact on marketing
performance in micro, small, and medium-sized businesses (MSMEs) in Semarang's
food and beverage industry. First, it has been demonstrated that brand narrative
significantly and favorably affects marketing performance and e-WOM. Emotional and
captivating stories effectively boost customer involvement, which in turn motivates
them to spread brand-positive stories on digital channels. This boosts sales and
customer loyalty in addition to increasing brand awareness.

Additionally, e-WOM and marketing performance are positively and significantly
impacted by brand image, which demonstrates the same influence. Customers that have
a positive perception of a brand are more likely to be loyal and trusting of it, which
encourages them to tell others about it. In order to increase competitiveness in a market
that is becoming more and more competitive, it is crucial to manage brand image
effectively. Additionally, this study shows that e-WOM acts as a mediator between
marketing performance and brand image and narrative. Consumer reviews and
suggestions posted on digital platforms have a big influence on other people's decisions
to buy and shape how people view a company as a whole. This demonstrates that e-
WOM is a crucial component of effective marketing strategy in addition to being a
communication tool.

These findings offer SMEs useful information for creating marketing strategies.
MSME:s can take advantage of e-WOM's potential to increase their market visibility
and competitiveness by highlighting the value of brand storytelling and a strong brand
image. Therefore, the first measures to improving marketing success are effective
communication methods and positive customer experience management. All things
considered, this study highlights the need for SMEs to combine e-WOM, brand image,
and brand narrative in order to attain the best possible marketing results. SMEs may
strengthen their consumer interactions and promote sustainable growth in the food and
beverage sector by focusing on compelling tales and a positive brand image through an
integrated approach.

Acknowledgments

With all due respect, I would like to thank Muhammadiyah University of Semarang's
(Unimus) Research and Community Service Institute for providing facilities and
assistance in carrying out this study , thanksfull to Prof. Dr. Ir. Purnomo, S.T., M.Eng.



54 F. Firdaus et al.

The support I received from this organization was crucial to the effectiveness and
efficiency of my research. Additionally, I would like to express my gratitude to Prof.
Dr. Masrukhi, M.Pd., the Rector of UNIMUS, for his dedication to research and
scientific advancement on our campus. This research was made possible thanks in large
part to the policies and vision that were offered.

In fact, this study would not have been feasible without the involvement of the
respondents, specifically the food and beverage MSME actors in Semarang. We
appreciate all of the MSMEs' owners and managers who have taken the time to share
their priceless experiences and supply the information required for this study. I also
want to express my gratitude to all of my direct and indirect research colleagues. All of
your collaboration and assistance have enhanced this study process, increasing its worth
and significance. I hope that the findings of this study will have a significant positive
impact on the growth of MSMEs in Semarang as well as the academic community at
large. I appreciate all of your assistance and backing.

Disclosure of Interests

I hereby declare that there are no pertinent conflicts of interest pertaining to this
research in the interest of openness and academic honesty. Every piece of data and
material utilized in this study was gathered ethically and in compliance with the
relevant academic norms. No one who could have influenced the findings or
interpretation of this study provided me with any material or financial support. Every
viewpoint and conclusion presented in this paper is the outcome of my own independent
investigation as a researcher.

I pledge to uphold the integrity and objectivity of this study while also honoring the
rights of all participants, especially the respondents who are food and beverage SMEs
in Semarang. To maintain continued transparency, I shall promptly report any future
developments or new circumstances that might have an impact on this declaration.

References

1. Cheung, C. M. K., & Thadani, D. R. (2012). The impact of electronic word-of-
mouth communication: A literature analysis and integrative model. Decision
Support Systems, 54(1), 461-470.

2. Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004).
Electronic word-of-mouth via consumer-opinion platforms: What motivates
consumers to articulate themselves on the internet? Journal of Interactive
Marketing, 18(1), 38-52.

3. Haudi, H., Handayani, W., Musnaini, M., Suyoto, Y., Prasetio, T., Pitaloka, E., ...
& Cahyon, Y. (2022). The effect of social media marketing on brand trust, brand
equity and brand loyalty. International Journal of Data and Network
Science, 6(3), 961-972.



10.

1.

12.

13.

14.
15.
16.
17.
18.
19.
20.
21.
22.

23.

The Role of E-WOM as an Intervening Factor 55

Pachucki, C., Grohs, R., & Scholl-Grissemann, U. (2022). No story without a
storyteller: The impact of the storyteller as a narrative element in online
destination marketing. Journal of Travel Research, 61(8), 1703-1718.

Junior, J. R. D. O., Limongi, R., Lim, W. M., Eastman, J. K., & Kumar, S. (2023).
A story to sell: The influence of storytelling on consumers' purchasing
behavior. Psychology & Marketing, 40(2), 239-261.

Tsai, M. C. (2020). Storytelling advertising investment profits in marketing: From
the perspective of consumers’ purchase intention. Mathematics, 8(10), 1704.
Windusancono, B. A. (2021). Upaya Percepatan Pertumbuhan Usaha Mikro Kecil
Dan Menengah (Umkm) Di Indonesia. Mimbar Administrasi Fisip Untag
Semarang, 18(1), 01-14.

Gojek dan Katadata. (2019). UMKM dan Ekonomi Digital: Mendorong
Pertumbuhan dan Inovasi. Laporan ini membahas tantangan yang dihadapi
UMKM dalam menerapkan teknologi digital.

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004).
Electronic word-of-mouth via consumer-opinion platforms: What motivates
consumers to articulate themselves on the internet? Journal of Interactive
Marketing, 18(1), 38-52. https://doi.org/10.1002/dir.10073

Khan, M. (2020). The impact of e-WOM on brand equity: A review and future
research  directions. Journal of Business Research, 112, 458-468.
https://doi.org/10.1016/j.jbusres.2019.10.001

Ministry of Cooperatives and SMEs of the Republic of Indonesia. (2021). MSME
Performance Report 2021. An annual report providing data on the performance of
MSMEs in Indonesia.

Sari, D. P., & Wulandari, N. (2021). Analysis of the Influence of Brand Image on
Purchase Decisions in Food SMEs in Semarang. Journal of Marketing
Management, 12(1), 22-34.

Suhartini, S., & Purnamasari, N. (2020). Digital Marketing for SMEs: Strategies
and Challenges in the New Normal Era. Journal of Economics and Business,
12(2), 45-56.

Law of the Republic of Indonesia No. 20 of 2008 concerning Micro, Small, and
Medium Enterprises.

Mankiw, N. G. (2014). Principles of Economics. Cengage Learning.

Sukirno, S. (2012). Introduction to Microeconomics. Rajawali Pers.

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson.
Rust, R. T., Moorman, C., & Bhalla, G. (2010). "Rethinking Marketing." Harvard
Business Review.

Ambler, T. (2000). "The Effect of Marketing on Shareholder Value." Journal of
Marketing Management, 16(1-3), 163-175.

Simmons, J. (2006). The Story Factor: Inspiration, Influence, and Persuasion
through the Art of Storytelling. Basic Books.

Feldman, R. (2013). "Storytelling: The Ultimate Weapon." Journal of Brand
Strategy, 2(4), 306-313.

Keller, K. L. (2016). Strategic Brand Management: Building, Measuring, and
Managing Brand Equity. Pearson.

Chung, H., & Hossain, M. (2021). "The Impact of Brand Storytelling on
Electronic Word of Mouth." Journal of Marketing Theory and Practice.



56

24.

25.

26.

217.

28.

29.
30.

31.
32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

F. Firdaus et al.

Lundqvist, A., & Dahl, S. (2019). "The Influence of Storytelling on Brand
Loyalty." Journal of Business Research.

Bennett, R., & Rundle-Thiele, S. (2020). "The Role of Storytelling in Marketing
Performance." International Journal of Market Research.

Hsu, C. L., & Lin, J. C. (2021). "The Impact of Brand Image on Consumer
Engagement in E-WOM: A Study in the Social Media Context." Journal of
Marketing Theory and Practice.

Hassan, S. S., & Shiu, E. M. (2020). "Brand Image and E-WOM: Exploring the
Link." International Journal of Business and Social Science.

Dhanesh, G. S., & Dhir, A. (2022). "The Role of Brand Image in Influencing E-
WOM and Marketing Performance." Journal of Business Research.

Aaker, D. A. (1996). Building Strong Brands. Free Press.

Keller, K. L. (2013). Strategic Brand Management: Building, Measuring, and
Managing Brand Equity. Pearson Education.

Kotler, P., & Keller, K. L. (2016). Marketing Management. Pearson.

Khan, M. A., & Rizwan, M. (2023). "The Impact of E-WOM on Brand
Performance: A Study on Social Media." Journal of Marketing Management.
Singh, R., & Saini, R. (2022). "Evaluating the Role of E-WOM in Shaping
Consumer Behavior and Marketing Performance." International Journal of
Marketing Studies.

Ali, A., et al. (2021). "The Influence of Electronic Word of Mouth on Consumer
Purchase Intention and Marketing Performance." Journal of Business Research.
Cheung, C. M. K., & Thadani, D. R. (2012). "The Impact of Electronic Word of
Mouth Communication: A Literature Analysis and Integrative Model." Decision
Support Systems.

Hennig-Thurau, T., et al. (2004). "Electronic Word-of-Mouth via Consumer-
Opinion Platforms: What Motivates Consumers to Articulate Themselves on the
Internet?" Journal of Interactive Marketing.

Kozinets, R. V., et al. (2010). "Networked Narratives: Understanding Word-of-
Mouth Marketing in Online Communities." Journal of Marketing.

Hair, J. F., Howard, M. C., & Nitzl, C. (2020). Assessing measurement model
quality in PLS-SEM using con fi rmatory composite analysis. Journal of Business
Research, 109(August 2019), 101-110.
https://doi.org/10.1016/j.jbusres.2019.11.069

Feldman, J. (2013). The Importance of Brand Storytelling. Journal of Brand
Management.

Kozinets, R. V., et al. (2010). Networked Narratives: Understanding Word-of-
Mouth Marketing in Online Communities. Journal of Marketing.

Cheung, C. M. K., & Thadani, D. R. (2012). The Impact of Electronic Word of
Mouth Communication: A Literature Analysis and Integrative Model. Decision
Support Systems.

Simmons, J. (2006). The Narrative as a Marketing Tool. Journal of Consumer
Research.

Firdaus, F., & Budiman, B. (2021). The Impact of Brand Image, Price, and Variety
Seeking on Brand Switching Behavior. Journal of Advanced Multidisciplinary
Research, 2(2), 78-89.



44,

45.

46.

47.

48.

49.

The Role of E-WOM as an Intervening Factor

Firdaus, (2020). Marketing Performance Berbasis Product Innovativeness dan
Islamic Differentiation Advantage. Li Falah : Jurnal Studi Ekonomi dan Bisnis
Islam, 5,(1), 42-66.DOI: http://dx.doi.org/10.31332/lifalah.v5i1.1737

Firdaus, H., & Firdaus, F. (2024, July). Impact Electronic Word of Mouth (E-
WOM) Against Repurchase Intention With Trust Consumer As Variable
Mediation for Lazada Users in Semarang City. In Economics and Business
International Conference Proceeding (Vol. 1, No. 2, pp. 735-745).

Azizah, O., & Firdaus, F. (2024, July). The Influence of Electronic Word of Mouth
(E-Wom) On Reuse Intentions with User Trust as a Mediation Variable on OVO
Application Users in Semarang City. In Economics and Business International
Conference Proceeding (Vol. 1, No. 2, p. 1166).

Prasetiyo, D., Firdaus, F., Jumai, J., & Nurhayati, N. (2024, July). The Impact of
Brand Trust and Brand Image on Purchase Decision Through Buying Interest
Consumers as an Intervening Variable. In Economics and Business International
Conference Proceeding (Vol. 1, No. 2, pp. 815-829).

Alifia, A. D., & Rafik, A. (2024). Antecedents of loyalty to bank: The role of trust
in cryptocurrency and concern in investing. Jurnal Fokus Manajemen Bisnis,
14(1), 1-16. https://doi.org/10.12928/fokus.v14i11.9079

Yang, Q., Mamun, A. Al, Afthanorhan, A., Ghazali, P. L., Rashid, N., & Els, S.
(2017). Discriminant Validity Assessment : Use of Fornell & Larcker criterion
versus HTMT Criterion Discriminant Validity Assessment: Use of Fornell &
Larcker criterion versus HTMT Criterion.

57

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://dx.doi.org/10.31332/lifalah.v5i1.1737
http://creativecommons.org/licenses/by-nc/4.0/

	The Role of E-WOM as an Intervening Factor in Connecting Marketing Performance in Semarang's Food and Beverage SMEs to Brand Storytelling and Brand Image Factors



