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Abstract: The rapid growth of the beauty industry in Indonesia demands a thorough
understanding of consumer behavior and effective marketing strategies, particularly for
products that are popular among Generation Z, such as Glad2Glow. This study aims to analyze
the influence of electronic word of mouth (E-WOM) and sales promotion on the purchase
decision of Glad2Glow products in the marketplace, with perceived value as a mediating
variable. A quantitative approach was employed, with primary data collected through a 5-point
Likert scale questionnaire. The sample was selected using purposive sampling, comprising 210
Generation Z respondents (aged 17-28) in Purwokerto who had purchased Glad2Glow
products on the marketplace within the last six months. Data were analyzed using Partial Least
Squares-Structural Equation Modeling (PLS-SEM) with SmartPLS version 4.0. The results
indicate that all hypotheses were supported. Specifically, both E-WOM and sales promotion
have a positive and significant influence on purchase decision and perceived value. Moreover,
perceived value was found to positively and significantly influence purchase decision.
Importantly, perceived value was confirmed to mediate the influence of E-WOM and sales
promotion on purchase decision.

Keywords: Electronic Word of Mouth, Sales Promotion, Perceived Value, Purchase Decision

INTRODUCTION

The rapid development of digital technology in Indonesia has driven a shift in consumer
shopping behavior. Currently, consumers are moving away from traditional shopping methods
towards more modern methods that utilize digital technology, driven by the practical
convenience of searching for and purchasing products through various platforms (Wahyuni &
Istiana, 2022). This shift marks the use of marketplace as the primary means of purchasing,
with large platforms such as Shopee, Tokopedia, Lazada, Blibli, and Bukalapak dominating
Indonesia’s digital commerce ecosystem (Haddawi, 2025). Marketplace are no longer merely
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transactional spaces, they have become key digital environments that shape consumer behavior
by offering easy access, time efficiency, and a wide selection of products (Rifai et al., 2025).
This evolution has also contributed to the rapid growth of the beauty industry in Indonesia,
coupled with increasing public awareness of self-care, which has shaped more selective
consumption patterns (Widiya et al., 2025).

This selective behavior demand industry players to continuously innovate in order to
provide products that are not only safe and effective but also aligned with consumer needs
(Saputra et al., 2024). Although sales of beauty packages declined at the beginning of the first
quarter of 2024, they have experienced a significant increase since February 2024, reflecting
strong consumer demand and substantial growth potential in the industry (Compas.co.id,
2024). This increase in sales is primarily driven by Generation Z (born between 1997 and
2012). As digital natives, Generation Z is accustomed to rapid communication via social media
and tends to conduct independent research before making purchasing decision (Diana &
Krisnawati, 2025).

The digital characteristics of Generation Z make this group a highly promising market
segment, as evidenced by the increasing proportion of Generation Z actively purchasing beauty
products, reaching 54% in 2023 (Kompas.id, 2025). In Purwokerto, Generation Z constitutes
the primary users of marketplace (Diarosiani & Haryanto, 2025). This group includes
individuals aged 17-28 who live in or are active within the core area of Purwokerto and
surrounding regions such as Kembaran, Sokaraja, Sumbang, and Baturraden, all of which are
closely connected to the city center. This demographic represents a strategic market segment
for the digital based beauty industry. This market potential is exemplified by the development
of the Glad2Glow brand, a skincare and cosmetics product aimed teenagers and young adults,
which was introduced in Indonesia in 2022 (Ali et al., 2025). Although relatively new,
Glad2Glow ranked third in the Top 10 Brands in the care and beauty category during the first
quarter of 2025 (Compas.co.id, 2025). These achievements demonstrate that Glad2Glow has
effectively leveraged digital platforms to reach Generation Z consumers and possesses the
potential to cultivate consumer loyalty toward its products (Kompasiana.com, 2024).

Glad2Glow’s success in penetrating a highly competitive market and achieving rapid
growth demonstrates the effectiveness of digital marketing in reaching a segment of consumers
who are technologically savvy. However, to ensure that Glad2Glow can sustain and strengthen
its position amid intense market competition, it is crucial to understand the factors that shape
Generation Z’s purchasing decision in the marketplace. A purchase decision refers to the action
taken by consumers when evaluating and deciding to acquire a product (Kotler & Keller, 2016).
In the context of digital marketing, this decision is influenced by electronic word of mouth (E-
WOM) through consumer reviews and recommendations, as well as by effective sales
promotion strategies, which ultimately shape the perceived value of the product. Therefore,
this study focuses on three main factors with the potential to influence purchase decision,
namely electronic word of mouth, sales promotion, and perceived value (Solikhah et al., 2022;
Yulindasari & Fikriyah, 2022; Haudi et al., 2022).

Electronic word of mouth (E-WOM) is one of the important factor influencing purchase
decision. E-WOM represents a form of digital marketing communication in which consumers
disseminate information electronically, and this information serves as an important
consideration before making a purchase (Khwaja & Zaman, 2020). In digital marketing,
marketplace act as platforms for E-WOM, where consumers share reviews, feedback, and
recommendations about products through digital platforms (Putri et al.,, 2025). This
phenomenon is evident in Glad2Glow, which has received over 265,000 reviews with an
average rating of 4.9 stars (Glad2Glow Official Store Shopee, 2025). This indicates the
existence of positive and massive conversations that can then drive purchasing decision.
However, findings from previous studies on the influence of E-WOM on purchase decision are
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mixed. Several studies report that E-WOM has a positive and significant influence on purchase
decision (Solikhah et al., 2022; Dian & Aminah, 2024; Andryana & Ardani, 2021; Ilhamah et
al., 2023; Yulindasari & Fikriyah, 2022), whereas other studies indicate that E-WOM has a
positive but insignificant influence on purchase decision (Santy & Andriani, 2023; Amin &
Yanti, 2021).

In addition to E-WOM, sales promotion is another critical strategy influencing purchase
decision. Sales promotion consists of short-term incentives or offers designed to encourage
consumers to try or purchase a product (Kotler & Keller, 2016). These promotions play a
significant role in shaping consumer attitudes by increasing interest and motivating purchase
decision (Yudhistira & Patrikha, 2021). Glad2Glow implements this promotional strategy in
marketplace through various offers, including discounts, shopping vouchers, and seasonal
promotions, such as the 12.12 flash sale and year-end discounts (Glad2Glow Official Store
Shopee, 2025). Such offers not only attract new consumers but also enhance the loyalty of
existing customers. However, previous studies report mixed findings regarding the influence
of sales promotion on purchase decision. Several studies indicate that sales promotion has a
positive and significant influence on purchase decision (Haudi et al., 2022; Kuncoro &
Kusumawati, 2021; Wangsa et al., 2022; Ilhamah et al., 2023; Pramezwary et al., 2021).
Conversely, other studies have revealed that sales promotion has a positive but insignificant
influence on purchase decision. (Rini & Anasrulloh, 2022; Hermansyah et al., 2022), while
some studies even report that sales promotion has a negative and insignificant influence on
purchase decision (Dianamurti & Damayanti, 2023; Yapan, 2023).

In addition to its direct impact on purchase decision, E-WOM also has the potential to
shape consumers’ perceived value. Perceived value reflects the extent to which consumers
evaluate the benefits of a product relative to the costs they incur (Haudi et al., 2022). In this
context, information shared through E-WOM plays a crucial role in building perceived value,
as it can enhance consumers’ perceptions of products. This is particularly relevant for
Generation Z, who frequently use digital platforms to review products. Access to relevant and
reliable information can strengthen their confidence in the overall value of a product (Lazuardi
& Usman, 2025). These findings align with previous studies indicating that E-WOM exerts a
positive and significant influence on perceived value (Pratama & Azizah, 2022; Surahman,
2024; Lestari et al., 2024). Research reporting insignificant influence of E-WOM on perceived
value remains limited, highlighting the predominance of evidence supporting the positive role
of E-WOM in shaping consumers’ perceived value.

Similarly, sales promotion also plays a significant role in shaping consumers’ perceived
value. By leveraging digitalization, sales promotion activities can be conducted more
effectively and precisely. Consequently, the perceived value of the product increases in the
eyes of consumers, enabling them to directly experience its benefits. This aligns with previous
studies indicating that promotion can enhance perceived value, as consumers tend to regard
products as more valuable when the promotions offered are relevant to their needs (Tristanto
& Iswati, 2025; Ariyani & Albari, 2022; Melisa et al., 2020). Research reporting sales
promotion or general promotion that do not significantly impact perceived value remains
limited, further reinforcing the dominant view on the crucial role of promotion in increasing
consumers’ perceived value.

In addition to E-WOM and sales promotion, perceived value is also a key factor
influencing purchase decision. Consumer reviews on the Glad2Glow Official Store on Shopee
indicate that Glad2Glow products are perceived as offering high value relative to their price,
with product quality rated as meeting or even exceeding consumer expectations. This positive
perception of value has the potential to drive purchase decision. However, empirical findings
on the influence of perceived value on purchase decision remain mixed. Several studies report
that perceived value has a positive and significant influence on purchase decision (Haudi et al.,
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2022; Kuncoro & Kusumawati, 2021; Andrenata et al., 2022; Yasmin et al., 2025), whereas
other studies indicate perceived value has a positive but insignificant influence on purchase
decision (Firnandi & Samiono, 2019; IImi et al., 2024).

This study extends previous research by Wiguna et al. (2024), which examined the
mediating role of perceived value between conventional word of mouth and purchase decision,
and by Melisa et al. (2020), who investigated the mediating role of perceived value between
general promotion and purchase decision. The present study examines the simultaneous
influence of E-WOM and sales promotion on purchase decision, with perceived value serving
as a mediating variable. Theoretically, both E-WOM and sales promotion can influence
purchase decision, and this influence is reinforced through perceived value. Positive reviews
shared by other consumers via E-WOM, along with the cost benefits obtained from sales
promotion, shape the perceived value of Glad2Glow products. The perceived value formed
subsequently strengthens consumers’ purchase decision.

Based on the identified research gap and the observed phenomena surrounding
Glad2Glow, this study aims to analyze the direct effects of E-WOM and sales promotion on
purchase decision, as well as the indirect effects mediated by perceived value. A rarely
explored aspect in prior research is the mediating role of perceived value in the influence of E-
WOM and sales promotion on purchase decision, particularly in the specific context of
Glad2Glow products in marketplace among Generation Z in Purwokerto. Practically, this study
is expected to provide insights for Generation Z as digital consumers, enhancing their
understanding of how E-WOM and sales promotion shape perceived value prior to making
purchase decision. Such understanding is anticipated to assist Generation Z in making more
critical and rational purchasing decision in the marketplace.

Stimulus—Organism—Response Theory

The Stimulus—Organism—Response (S—O-R) theory, developed by Mehrabian and
Russell (1974), explains how external stimuli can influence an individual’s internal state
(Organism) and subsequently lead to specific behavioral responses. This theory provides a
framework emphasizing that external stimuli influence consumer behavior through previously
established internal conditions (Hussain et al., 2022). Accordingly, the conceptual framework
of this study is grounded in the S-O—R theory, which states that consumer behavior is shaped
by external stimuli (S) that influence consumers’ internal conditions (O), ultimately driving
responses (R) or consumer actions (Hochreiter et al., 2023).

In the context of purchasing Glad2Glow products on marketplace, this study classifies
variables according to the S-O-R framework. The Stimulus (S) consists of electronic word of
mouth (such as user reviews and recommendations) and sales promotion (including discounts
and shopping vouchers) provided by the company. These elements serve as external triggers
that can shape consumer perceptions. The Organism (O) is represented by the perceived value
of the product, which develops in response to the Stimulus. Perceived value is a critical
component at the Organism stage, as consumers’ evaluations of the information and promotion
they receive will drive their purchase decision, representing the final Response (R) in the S—
O-R process. The inclusion of perceived value as an Organism element (mediator) within this
framework aligns with previous studies on consumer behavior, highlighting its importance in
shaping behavioral intention (Liu et al., 2025).

The Influence of Electronic Word of Mouth on Purchase Decision

Information conveyed through E-WOM plays a crucial role in shaping potential
consumers’ perceptions and trust in a product. When consumers receive positive feedback
based on other consumers’ experiences, they are more likely to perceive the product as
trustworthy, which in turn encourages them to make a purchase decision (Az’zahra & Aulia,
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2025). Within the S—O-R framework, E-WOM is classified as a Stimulus (S) with the potential
to eliciting a direct Response (R) in the form of a purchase decision. This is supported by
numerous studies that consistently demonstrate a positive and significant influence of E-WOM
on purchase decision (Solikhah et al., 2022; Alfarisi & Sukaris, 2024; Yulindasari & Fikriyah,
2022; Dian & Aminah, 2024; Andryana & Ardani, 2021; Sudirman et al., 2023). Based on this
theoretical foundation and previous research, the following hypothesis is proposed:

Hi: Electronic Word of Mouth has a positive and significant influence on Purchase
Decision

The Influence of Sales Promotion on Purchase Decision

Sales promotion can provide additional incentives for consumers to make purchases
through various attractive offers, such as discounts and shopping vouchers. The more
effectively a company implements sales promotion activities, the higher the likelihood that
consumers will make a purchase (Akbar & Damarputra, 2022). Within the S—O-R framework,
sales promotion functions as a Stimulus (S) that delivers external stimulation to consumers,
subsequently eliciting a Response (R) in the form of a purchase decision. This is supported by
numerous studies consistently demonstrating that sales promotion has a positive and significant
influence on purchase decision (Haudi et al., 2022; Kuncoro & Kusumawati, 2021; Helmi et
al., 2022; Wangsa et al., 2022; Ilhamah et al., 2023; Pramezwary et al., 2021). Based on this
theoretical and empirical foundation, the following hypothesis is proposed:
H2: Sales promotion has a positive and significant influence on Purchase Decision

The Influence of Electronic Word of Mouth on Perceived Value

E-WOM is a form of digital communication that enables consumers to exchange
information about products and services they have used. This information exchange occurs
across various platforms, as it is considered practical, efficient, and easily accessible (Putri &
Fauzi, 2023). From the perspective of the S—-O-R framework, E-WOM functions as an external
Stimulus (S) that triggers consumers’ internal cognitive processes, influencing their perceived
value (O) of a product. Pratama and Azizah (2022) found that the greater the number of reviews
and positive interactions on digital platforms, the higher the perceived value of the product.
Consistently, other studies also demonstrate that E-WOM has a positive and significant
influence on perceived value (Lazuardi & Usman, 2025; Surahman, 2024; Lestari et al., 2024).
Based on the theoretical framework and empirical studies described above, the hypothesis can
be formulated as follows:
Hs: Electronic Word of Mouth has a positive and significant influence on Perceived Value

The Influence of Sales Promotion on Perceived Value

Sales promotion carried out appropriately, especially when supported by digitalization,
can increase the perceived value of a product so that consumers can feel its benefits and
advantages. Within the S-O-R framework, sales promotion functions as a Stimulus (S) that
triggers the internal psychological process of perceived value as the Organism (O). Effectively
designed promotions, such as discounts and shopping vouchers, are expected to create the
perception that the product provides benefits commensurate with, or even exceeding, the price
paid. This aligns with previous studies demonstrating that promotion in a more general context,
has a positive and significant influence on perceived value (Tristanto & Iswati, 2025; Ariyani
& Albari, 2022; Melisa et al., 2020). Theoretical support and empirical findings encourage the
formulation of the following hypothesis:
Ha: Sales Promotion has a positive and significant influence on Perceived Value

The Influence of Perceived Value on Purchase Decision
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Perceived value encompasses consumers’ perceptions of product quality, the alignment
of benefits with price, and satisfaction with the value received, all of which can enhance
purchase decision (Andrenata et al., 2022). Within the S—-O-R framework, perceived value
represents the internal process (O) that formed from various marketing stimuli and ultimately
results in a Response (R) in the form of a purchase decision. As the final stage of the cognitive
evaluation process, when consumers perceive that the benefits they receive outweigh the costs
incurred, it generates a strong internal motivation to make a purchase. This aligns with previous
studies that consistently demonstrate a positive and significant influence of perceived value on
purchase decision (Haudi et al., 2022; Kuncoro & Kusumawati, 2021; Rosanti et al., 2022;
Yasmin et al., 2025). Based on this theoretical and empirical foundation, the following
hypothesis is proposed:

Hs: Perceived Value has a positive and significant influence on Purchase Decision

The Influence of Electronic Word of Mouth on Purchase Decision with Perceived Value
as a Mediator

Perceived value formed through positive information obtained from E-WOM can
strengthen consumers’ purchase decision (Lestari et al., 2024). According to the S—O-R
framework, E-WOM as a Stimulus (S) does not directly produce a Response (R) in the form of
a purchase decision but must pass through an internal consumer process (O). In this context,
E-WOM functions as a Stimulus that activates consumers’ internal evaluation processes
(Organism), which is manifested through perceived value. The value perceived by consumers
then drives a Response in the form of a purchase decision. Therefore, perceived value serves
as a mediating mechanism in the influence of E-WOM on purchase decision. Supporting this,
Wiguna et al. (2024) found that conventional word of mouth increases perceived value, which
subsequently influences purchase decision. Conceptually, these findings are relevant to the
context of E-WOM, as both function similarly as marketing stimuli. Based on this theoretical
and empirical foundation, the following hypothesis is proposed:
He: Perceived Value mediates the influence of Electronic Word of Mouth on Purchase
Decision

The Influence of Sales Promotion on Purchase Decision with Perceived Value as a
Mediator

According to the S—O-R framework, sales promotion functions as an external Stimulus
(S) provided by marketers to capture consumers’ attention. This stimulus subsequently triggers
an internal process within consumers (Organism), involving the evaluation of benefits, quality,
and the suitability of the product relative to the costs incurred, which is reflected in perceived
value. Perceived value then drives the Response (R) in the form of a purchase decision.
Therefore, perceived value serves as a mediating mechanism in the influence of sales
promotion on purchase decision. Supporting this, Melisa et al. (2020) found that perceived
value mediates the influence of promotion in a broader context on purchase decision.
Conceptually, these findings are applicable to the context of sales promotion, as both operate
as marketing stimuli. Based on this theoretical and empirical foundation, the following
hypothesis is proposed:
H7: Perceived Value mediates the influence of Sales Promotion on Purchase Decision
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METHOD

This study employs a quantitative approach with a causal research design to examine the
influence of E-WOM and sales promotion on purchase decision, with perceived value as a
mediating variable. The study population includes Generation Z in Purwokerto City who have
purchased Glad2Glow products on the marketplace. A non-probability sampling technique
using purposive sampling was applied, with specific inclusion criteria: respondents must
belong to Generation Z (aged 17-28 years), reside in Purwokerto and its surrounding areas,
and have purchased Glad2Glow products on the marketplace within the last six months. These
criteria ensure that respondents possess relevant knowledge and experience in evaluating the
product under study. The sample size was determined based on the practical rules for SEM
analysis, which recommend 5 to 10 times the number of indicators (Hair et al., 2017). With 20
indicators, the minimum recommended sample size ranges from 100 to 200 respondents. In
practice, data were collected from 210 respondents, satisfying the recommended sample size
requirement. Primary data were obtained through an online survey (Google Form) using a 5-
point Likert scale, ranging from 1 (Strongly Disagree) to 5 (Strongly Agree). Data analysis was
conducted using Structural Equation Modeling-Partial Least Squares (SEM-PLS) with
SmartPLS software version 4.0.

Table 1. Variable Measurement

Variable Indicator Code Statement Item
Electronic 1. Source EW1 I believe that reviews of Glad2Glow products on
Word of Credibility marketplace are written by users with clearly identifiable
Mouth 2. Source identities.
(X1) Homophily EW2 I believe reviews of Glad2Glow products can be trusted
3. Message when they are written by people who understand the
Credibility product well.
4. Message EW3 Ibelieve reviews of Glad2Glow products are reliable when
Quality they are written by people of a similar age as me.
5. Receivers EW4 Ibelieve reviews of Glad2Glow products are reliable when
Characteristic they are written by people of the same gender as me.
6. Website EWS 1 believe reviews about Glad2Glow products are credible
Credibility when they are written by people who live in the same area
as me.
Source: (Putri et EW6 I believe that the Glad2Glow product reviews I read on the
al., 2025) marketplace contain credible information.

EW7 1 believe reviews with high ratings or a large number of
likes on Glad2Glow products in the marketplace are
credible because their content is clear.
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EWS

EW9

I believe reviews containing both positive and negative
arguments about Glad2Glow products in the marketplace
are credible.

I believe reviews that include photos or videos of
Glad2Glow products on the marketplace are credible.

EW10 I read reviews that I consider relevant when choosing a
product.

EWI11 Iread all the reviews and determine which ones are relevant
to me.

EW12 Tintend to write similar reviews about Glad2Glow products
on the marketplace.

EW13 1 believe that the marketplace where 1 read Glad2Glow
product reviews is a trusted site.

EW14 The popularity of the marketplace makes me believe that
the review services for Glad2Glow products are
trustworthy.

Source: (Putri et al., 2025)
Sales 1. Promotional SP1  Sales promotion for Glad2Glow products are frequently
Promotion Frequency conducted on the marketplace.
(X2) 2. Promotional SP2  Sales promotion for Glad2Glow products are provided
Quality regularly and repeatedly during certain periods on the
3. Promotional marketplace.
Quantity SP3 I see that Glad2Glow conducts sales promotion programs
4. Promotional effectively on the marketplace.
Timing SP4  Sales promotion for Glad2Glow products on the
5. Promotional marketplace are presented in an attractive way.
Targeting SP5  Sales promotion for Glad2Glow products on the
Accuracy marketplace offer discounts and vouchers in large amounts,
providing benefits for me.
Source: (Kotler SP6 I understand the specific time limits of the sales promotion
& Keller, 2016) offered by Glad2Glow products on the marketplace.

SP7  Sales promotion for Glad2Glow products on the
marketplace are conducted over a long period of time.

SP8  The bundle promotion of Glad2Glow products on the
marketplace match my needs and preferences.

SP9  Sales promotion for Glad2Glow products appear on the
marketplace I use, making them in line with my shopping
habits.

Source: (Pramezwary et al., 2021)
Purchase 1. Product PD1 I purchase Glad2Glow products because their quality
Decision Selection matches what [ need.
Y) 2. Brand PD2  Ichoose to purchase Glad2Glow products because they are
Selection available in various variants that suit my needs.
3. Distributor PD3  Ipurchase Glad2Glow products because I believe the brand
Selection has superior quality.
4. Purchase PD4  Ipurchase Glad2Glow products because I believe the brand
Timing has a good reputation.
5. Payment PD5 I purchase Glad2Glow products on the marketplace.
Method PD6 I purchase Glad2Glow products when I need them.
PD7 I purchase Glad2Glow products at specific times, such as
Source: (Kotler during events or holidays.
& Keller, 2016)  PD8 1 use mobile banking or other online payment methods
when purchasing Glad2Glow products on the marketplace.
PD9  Tuse the Cash on Delivery (COD) method when purchasing

Glad2Glow products on the marketplace.
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Source: (Putri et al., 2025)

Perceived 1. Emotional
Value (Z) Value
2. Social Value
. Quality or
Performance
Value
4. Monetary or
Price Value

(98]

Source:
(Tjiptono, 2016)

I feel that my mood will improve after purchasing

PV1
Glad2Glow products.

PV2 Ifeel that my social status will improve in the eyes of others
after purchasing Glad2Glow products.

PV3 I feel that Glad2Glow products have satisfying quality.

PV4 1 feel that the price I pay is worth the benefits I get from
Glad2Glow products.

PV5

I feel that Glad2Glow products are durable, which helps me

save money.
Source: (Haikal, 2024)

Source: Processed Data (2025).

RESULTS AND DISCUSSION

RESULT

The interpretation of data from 210 respondents collected through questionnaires reveals
a specific profile of Glad2Glow consumers. As shown in Table 2, the respondents are
predominantly female (90.5%) and mostly aged 21-24 years (72.9%). Regarding place of
residence, the largest proportion of respondents live in East Purwokerto (39%). The highest
level of education among respondents is a Bachelor’s degree (S1), accounting for 75.7%. In
terms of monthly income or allowance, most respondents earn between IDR 1,500,000 and
IDR 2,500,000 (42.4%). Regarding purchasing behavior, skincare products are the most
frequently purchased (60%), and the majority of respondents make their purchases through the

Shopee marketplace (92.9%).

Table 2. Respondent Characteristics

Category Frequency  Percentage
Gender Female 190 90,5%
Male 20 9,5%
Total 210 100%
Age 21-24 years old 153 72,9%
17-20 years old 51 24,3%
25-28 years old 6 2,8%
Total 210 100%
Current Residence East Purwokerto 82 39%
West Purwokerto 47 22.4%
North Purwokerto 46 21,9%
South Purwokerto 35 16,7%
Total 210 100%
Current Educational Status Bachelor’s degree (S1) 159 75,7%
High School/Vocational School 37 17,6%
Diploma (D3/D4) 13 6,2%
Others 1 0,5%
Master’s degree (S2) 0 0%
Total 210 100%
Monthly Income or Allowance <IDR 1.500.000 61 29%
IDR 1.500.000 - Rp 2.500.000 89 42,4%
>IDR 2.500.000 - Rp 3.500.000 47 22,4%
> [DR 3.500.000 - Rp 5.000.000 8 3,8%
> IDR 5.000.000 5 2,4%
Total 210 100%
Skincare 126 60%

2401 |Page


https://dinastirev.org/JEMSI

https://dinastirev.org/JEMSI Vol. 7, No. 3, Januari 2026

Types of Glad2Glow products Both 47 22,4%
that have been purchased Cosmetics (Make up) 37 17,6%
Total 210 100%
Marketplace used Shopee 195 92,9%
Tokopedia 14 6,6%
Lazada 1 0,5%
Blibli 0 0%
Bukalapak 0 0%
Total 210 100%

Source: Processed Data (2025)

Measurement Model Evaluation (Outer Model)

Convergent validity was assessed by examining the factor loading values of each
indicator. According to Hair et al. (2021), a loading factor above 0.70 is considered strong.
However, loading factor between 0.60 and 0.70 are still acceptable, provided that the
construct’s Average Variance Extracted (AVE) and Composite Reliability (CR) meet the
required criteria. In this study, indicators with loading factor above 0.60 were retained if they
contributed to the overall convergent validity and reliability of the construct. The validity
assessment was performed iteratively, removing items and re-running the model to achieve an
optimal combination of indicators that ensured convergent validity, reliability, and
discriminant validity. Through this process, 18 items were eliminated (EW1, EW2, EW3, EW4,
EWS, EW7, EWS8, EWI11, EW12, SP1, SP2, SP7, PD3, PD5, PD6, PD7, PDS, and PD9).
Although some removed items have loading factor above 0.60, their elimination improved the
AVE and strengthened the discriminant validity of the constructs (Hair et al., 2021). The final
results, presented in Table 3, indicate that all retained indicators have loading factor above 0.60
and were considered convergently valid according to the established criteria.

Table 3. Outer Loading Results

Variable Code Outer Loading
Electronic Word of Mouth EW6 0,647
(X1) EW9 0,708
EW10 0,712
EW13 0,714
EW14 0,773
Sales Promotion (X>) SP3 0,645
SP4 0,698
SP5 0,755
SP6 0,644
SP8 0,760
SP9 0,786
Purchase Decision (Y) PDI 0,848
PD2 0,827
PD4 0,780
Perceived Value (Z) PV1 0,739
PV2 0,710
PV3 0,850
PV4 0,817
PV5 0,738

Source: Processed Data from SmartPLS 4.0 Output (2025)
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Figure 2. Outer Model

Validity and Reliability Test

Convergent validity was assessed using the Average Variance Extracted (AVE), with a
threshold value of 0.50, indicating that each construct explains more than half of the variance
of its indicators. Construct reliability was evaluated using Cronbach’s Alpha and Composite
Reliability (CR), with values above 0.70 indicating satisfactory reliability (Hair et al., 2021).
Based on the results presented in Table 4, all constructs have AVE values exceeding 0.50,
while Cronbach’s Alpha and CR values are above 0.70. Therefore, it can be concluded that all
constructs in this study meet the criteria for convergent validity and reliability, confirming that
the instruments used are appropriate for further analysis in the structural model (Hair et al.,
2021).

Table 4. Validity and Reliability Test Results

Variable Cronbach’s Alpha Composite Reliability AVE
Electronic Word of Mouth 0,756 0,837 0,507
Sales Promotion 0,810 0,863 0,514
Purchase Decision 0,753 0,859 0,670
Perceived Value 0,830 0,881 0,597

Source: Processed Data from SmartPLS 4.0 Output (2025)

Discriminant Validity Test

Discriminant validity was assessed to ensure that each construct in the model measured
a concept distinct from the other constructs. This evaluation employed the Fornell-Larcker
criterion, which requires that the square root of the Average Variance Extracted (AVE) for
each construct be greater than its correlations with other constructs (Hair et al., 2021). As
shown in Table 5, all constructs satisfy the Fornell-Larcker criterion, with the square root of
AVE exceeding the correlations between constructs. Therefore, discriminant validity in this
model can be considered met (Hair et al., 2021).

Table 5. Fornell-Larcker Test Results

Variabel EW PD PV SpP
Electronic Word of Mouth 0,712
Purchase Decision 0,688 0,819
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Perceived Value 0,613 0,758 0,773
Sales Promotion 0,651 0,654 0,634 0,717
Source: Processed Data from SmartPLS 4.0 Output (2025)

Structural Model Evaluation (Inner Model)
R-Square Test

The R-Square (R?) value is used to assess the predictive power of the model, indicating
the extent to which the independent variables explain the variance in the dependent variable
within the research model. R? values are generally categorized as strong (0.75), moderate
(0.50), and weak (0.25) (Hair et al., 2021). Based on the results presented in Table 6, the
Adjusted R-Square value for the purchase decision variable (Y) is 0.662. This indicates that
66.2% of the variance in purchase decision can be explained by the constructs of electronic
word of mouth, sales promotion, and perceived value, while the remaining 33.8% is influenced
by other factors outside the research model. Meanwhile, the Adjusted R-Square value for the
perceived value variable (Z) is 0.467, meaning that 46.7% of the variance in perceived value
is explained by electronic word of mouth and sales promotion, with the remaining 53.3%
influenced by other variables not included in the model. Therefore, the explanatory power of
the model falls within the moderate to strong category, suggesting that the variables used are
adequate for describing the variance in purchase decision and perceived value (Hair et al.,
2021).

Table 6. R-Square Test Results

Variable R-Square Adjusted R-Square
Purchase Decision (YY) 0,667 0,662
Perceived Value (Z) 0,472 0,467

Source: Processed Data from SmartPLS 4.0 Output (2025)

Path Coefficient Test

Path coefficient analysis was conducted to examine the direction of influence and the
level of significance of influence between constructs in the structural model. The criteria for
accepting a hypothesis were a P-Value < 0.05 or a T-Statistic > 1.96 (Hair et al., 2021). The
Original Sample value indicates the direction of the relationship, whether positive or negative.
Based on the results of the path coefficient analysis, both direct and indirect, as presented in
Table 7, all research hypotheses (Hi to H7) are accepted. All direct effect hypotheses (Hi to Hs)
show a positive direction of influence, consistent with the Original Sample value, and are
statistically significant, as their T-Statistic values exceed 1.96 and their P-Values are below
0.05. Furthermore, the mediation hypotheses (Hs and H7) are also significant with a positive
direction of influence, as their T-Statistic values exceed 1.96 and P-Values are below 0.05.
These results confirm that perceived value significantly mediates the influence of electronic
word of mouth and sales promotion on purchase decision.

Table 7. Direct and Indirect Effect Test Results

Correlation Between Original Sample Standar  T-Statistics P Descripti
Variable Sample Mean Deviation (JO/STDEV Values on
(0) (M)  (STDEV) )

H : E-WOM -> 0,289 0,286 0,067 4,332 0,000 H,
Purchase Decision Accepted
H, : Sales Promotion -> 0,163 0,166 0,075 2,162 0,031 H»
Purchase Decision Accepted
H; : E-WOM -> 0,347 0,352 0,071 4913 0,000 Hs;
Perceived Value Accepted
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H, : Sales Promotion -> 0,408 0,406 0,075 5,420 0,000 Hy4
Perceived Value Accepted
Hs : Perceived Value -> 0,477 0,477 0,061 7,822 0,000 Hs
Purchase Decision Accepted
H¢ : E-WOM > 0,166 0,168 0,042 3,959 0,000 Hs
Perceived Value -> Accepted
Purchase Decision

H; : Sales Promotion -> 0,195 0,194 0,044 4,476 0,000 Hy
Perceived Value -> Accepted

Purchase Decision

Source: Processed Data from SmartPLS 4.0 Output (2025)

DISCUSSION

This discussion section presents the results of the analysis by relating them to the
theoretical framework, previous research findings, and the actual behavior of Generation Z
consumers in Purwokerto, who are active users of online marketplace. By examining these
connections, a comprehensive understanding is provided of how electronic word of mouth,
sales promotion, and perceived value influence purchase decision, particularly in the context
of digital marketing for Glad2Glow products.

The Influence of Electronic Word of Mouth on Purchase Decision

The test results show that E-WOM have a positive and significant influence on purchase
decision. This finding aligns with the S-O-R Theory, where E-WOM functions as an external
Stimulus (S) that can trigger a Response (R) in the form of a purchase decision. In other words,
the more positive and credible the information or reviews about Glad2Glow products in the
marketplace, the greater the likelihood that Generation Z consumers in Purwokerto will make
a purchase. The outer loading analysis of the E-WOM variable revealed that indicators of
source credibility and source homophily were eliminated from the measurement model.
Conversely, the indicators that remained valid and dominant included message quality,
message credibility, receiver characteristics, and website credibility. These results suggest that,
in the context of skincare and cosmetic products, consumers’ purchasing decision are not
primarily influenced by the credibility of the message source or similarities in age, gender, or
location. This is because skincare and cosmetics are highly personal products, where suitability
for individual skin needs is more important. Generation Z consumers in Purwokerto tend to
trust the content of messages, particularly when they include photos or videos. This finding
offers new insight that, for Generation Z, E-WOM is more functional than interpersonal in
influencing purchase decision. It is consistent with previous studies that demonstrate E-WOM
has a significant positive influence on purchase decision (Solikhah et al., 2022; Alfarisi &
Sukaris, 2024; Yulindasari & Fikriyah, 2022; Dian & Aminah, 2024; Andryana & Ardani,
2021; Sudirman et al., 2023).

The Influence of Sales Promotion on Purchase Decision

The results of the analysis indicate that sales promotion have a positive and significant
influence on purchase decision. This finding aligns with the S-O-R Theory, where sales
promotion serve as an external Stimulus (S) by providing discounts or shopping vouchers,
which consumers respond to with purchasing behavior (R). These results suggest that when
sales promotion are perceived as attractive and economically beneficial, they can effectively
encourage Generation Z consumers in Purwokerto to purchase Glad2Glow products. The outer
loading analysis of the sales promotion variable revealed that the promotional frequency
indicator was eliminated from the measurement model. In contrast, the indicators that remained
valid and dominant included promotional quality, promotional quantity, promotional timing,
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and promotional targeting accuracy. These results indicate that, in the context of skincare and
cosmetic products, the frequency of promotion is not a decisive factor in driving Generation Z
purchase decision in Purwokerto. Instead, consumers prioritize the appeal, quantity, timing,
and relevance of the promotion. This finding provides new insight that the effectiveness of
sales promotion among Generation Z is determined more by the attractiveness and accuracy of
incentives rather than by routine or frequency alone. It is consistent with previous research
demonstrating that sales promotion has a positive and significant influence on purchase
decision (Haudi et al., 2022; Kuncoro & Kusumawati, 2021; Helmi et al., 2022; Wangsa et al.,
2022; Ilhamah et al., 2023; Pramezwary et al., 2021).

The Influence of Electronic Word of Mouth on Perceived Value

The test results have proven that E-WOM has a positive and significant influence on
perceived value. This finding is theoretically consistent with the S-O-R Theory perspective, in
which E-WOM functions as an external Stimulus (S) that triggers an internal process (O) in
the form of consumers’ perceived value of the product. Positive information, reviews, and
recommendations from other users in the marketplace shape a better perception of value
towards Glad2Glow products. This finding confirms that the more information disseminated
through E-WOM is trusted by consumers, the higher the perceived value is formed in
Generation Z consumers in Purwokerto. The results of this study are reinforced by previous
findings, which have stated that E-WOM has a positive and significant influence on perceived
value (Pratama & Azizah, 2022; Lazuardi & Usman, 2025; Surahman, 2024; Lestari et al.,
2024).

The Influence of Sales Promotion on Perceived Value

The results of the analysis have shown that sales promotion has a positive and significant
influence on perceived value. This finding is theoretically consistent with the S-O-R Theory
framework, in which sales promotion functions as an external Stimulus (S) that triggers an
internal psychological process in the form of perceived value (O). Properly designed promotion
(such as discounts or shopping vouchers) can create the perception that a product provides
benefits commensurate with, or even exceeding, the price paid. This confirms that the more
effective Glad2Glow’s sales promotion are in the marketplace, the higher the perceived value
among Generation Z consumers in Purwokerto. In this study, the effectiveness of sales
promotion includes attractive promotional programs, the provision of discounts and shopping
vouchers in large quantities, and bundle promotions that suit consumer needs. These findings
are in line with previous studies, which have also shown that promotion in a more general
context have a positive and significant influence on perceived value (Tristanto & Iswati, 2025;
Ariyani & Albari, 2022; Melisa et al., 2020). Conceptually, this reinforces the argument of this
study that marketing stimuli play an important role in shaping consumers’ internal value.
However, this study specifically examines sales promotion as the primary stimulus,
emphasizing that the right incentives can directly improve consumers’ perceptions of product
benefits and value.

The Influence of Perceived Value on Purchase Decision

The results of the study have indicated that perceived value has a positive and significant
influence on purchase decision. This means that the higher the perceived value of Glad2Glow
products, the greater the tendency of Generation Z consumers in Purwokerto to make
purchases. This finding is consistent with the S-O-R Theory framework, in which perceived
value reflects an internal process (O) that is formed from various marketing stimuli and
ultimately results in a response (R) in the form of a purchase decision. When consumers assess
that a product provides benefits that are commensurate with or even exceed the price paid, this

2406 |Page


https://dinastirev.org/JEMSI

https://dinastirev.org/JEMSI Vol. 7, No. 3, Januari 2026

perceived value becomes the main driver of the purchase decision. The results of the outer
loading analysis of the purchase decision variables show that the indicators of distributor
selection, purchase timing, and payment method were eliminated from the measurement model.
Instead, the indicators that are proven valid and dominant are product selection and brand
selection. These results indicate that, in the context of purchasing skincare and cosmetic
products, Generation Z’s purchase decision in Purwokerto place greater emphasis on core
cognitive aspects, namely the decision to choose Glad2Glow products and brands. Meanwhile,
operational or complementary aspects (such as distributor, timing, and payment method) are
not significant considerations for consumers. This perspective offers a new contribution by
highlighting that the primary focus of consumers lies in their belief in the product and brand.
These findings are in line with previous studies, which have shown that perceived value has a
positive and significant influence on purchase decision (Haudi et al., 2022; Kuncoro &
Kusumawati, 2021; Andrenata et al., 2022; Rosanti et al., 2022; Yasmin et al., 2025).

The Influence of Electronic Word of Mouth on Purchase Decision with Perceived Value
as a Mediator

The results of the study have confirmed that perceived value mediates the influence of
E-WOM on purchase decision. This finding is theoretically consistent with the S-O-R Theory
framework, in which E-WOM acts as a Stimulus (S) in the form of information, reviews, and
experiences from other consumers in the marketplace. This stimulus is processed by consumers
at the Organism (O) stage through the formation of perceived value towards the product, which
then elicits a Response (R) in the form of a purchase decision. These findings indicate that
positive and widespread E-WOM can shape consumers’ perceived value of Glad2Glow
products, which in turn triggers the purchase decision of Generation Z consumers in
Purwokerto. Trustworthy E-WOM, particularly when accompanied by visual evidence such as
photos or videos, can enhance consumers’ perceptions and strengthen their belief that the
product is of satisfactory quality. This belief increases perceived value because consumers feel
they are obtaining a superior product. The increase in perceived value subsequently encourages
consumers to make a purchase. These findings are supported by previous research by Lestari
et al. (2024) on the role of perceived value in mediating the influence of E-WOM on purchase
decision, and are consistent with the study by Wiguna et al. (2024), which shows that perceived
value mediates the influence of WOM in a conventional context on purchase decision.
Conceptually, this study is relevant to the context of E-WOM because both function as
marketing stimuli that can shape perceptions and encourage consumer purchasing behavior.

The Influence of Sales Promotion on Purchase Decision with Perceived Value as a
Mediator

The results of the study have proven that perceived value mediates the influence of sales
promotion on purchase decision. This finding theoretically reinforces the S-O-R Theory
framework, in which sales promotion functions as a Stimulus (S) that provides external
stimulation (through discounts or shopping vouchers). This stimulus is then processed by
consumers at the Organism (O) stage, where they assess the benefits and value obtained from
the promotion, before ultimately producing a Response (R) in the form of a purchase decision.
These findings indicate that attractive and relevant sales promotion can shape consumers’
perceived value of Glad2Glow products, which ultimately strengthens the purchase decision of
Generation Z consumers in Purwokerto. Sales promotion offered through various discounts
and shopping vouchers, as well as bundle promotion that suit consumer needs, make consumers
feel that the costs incurred are commensurate with the benefits received from the product. A
strong perception of value regarding the costs incurred and the benefits received further
encourages purchase decision. These findings are supported by the study of Melisa et al.
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(2020), which shows that perceived value mediates the influence of promotion in a general
context on purchase decision. Conceptually, these results are relevant because sales promotion
serve the same function as promotion in general, namely as a marketing stimulus that can
influence consumers’ perceptions and assessments of products, thereby encouraging purchase
decision.

CONCLUSION

Overall, this study has accepted all the hypotheses proposed (Hi to H7). These findings
empirically reinforce the mediation model based on the Stimulus-Organism-Response (S-O-R)
Theory. It has been proven that perceived value (Organism) acts as the main determining factor
that mediates the influence of external stimuli (E-WOM and sales promotion as Stimulus) on
the purchase decision (Response) of Generation Z consumers in Purwokerto. These findings
provide strategic guidance for Glad2Glow to prioritize positive E-WOM by focusing on
message credibility, message quality, and marketplace credibility, as well as optimizing the
implementation of high-quality and targeted sales promotion. This strategic focus is crucial
because it has been shown to be key to increasing perceived value, which ultimately drives
purchase decision.

This study has three limitations that should be considered. First, the geographical
coverage is limited to Generation Z in Purwokerto, which restricts the generalizability of the
results to broader regions or market segments. Second, the relatively large number of items in
the questionnaire may cause respondent fatigue, potentially affecting the accuracy of their
responses. Third, based on the Adjusted R-Square values, the research model is not yet fully
able to explain the variation in perceived value and purchase decision, indicating that other
factors beyond the variables examined may also influence these two constructs.

Based on the limitations mentioned above, future research is recommended to expand the
geographical coverage in order to enhance the generalizability of the findings. In addition, to
reduce the potential for respondent fatigue and improve the accuracy of responses, subsequent
researchers may consider simplifying the number of questionnaire items. Finally, to increase
the predictive power of the model, future studies may consider incorporating additional
variables that potentially influence perceived value and purchase decision, such as service
quality or brand image.

REFERENCE

Akbar, S. S., & Damarputra, M. F. (2022). Pengaruh Periklanan, Publisitas Dan Promosi
Penjualan Terhadap Keputusan Pembelian Konsumen (Studi Kasus Pada Konsumen
UMKM Ikan Asap Demak). Ekombis Review. Jurnal Ilmiah Ekonomi Dan Bisnis, 10(S1),
177-184. https://doi.org/10.37676/ekombis.v10iS1.2017

Alfarisi, A. R., & Sukaris, S. (2024). The Influence of Live Streaming, Fear of Missing Out
(FoMO), and E-WOM on Purchase Decisions in TikTok Shop. Jurnal lImiah Manajemen
Kesatuan, 12(6), 2677-2686. https://doi.org/10.37641/jimkes.v12i16.2958

Ali, R. S., Mulyana, A., & Lisnawati, W. (2025). Pengaruh Live Streaming, Online Review,
dan Fear Of Missing Out (FOMO) Terhadap Keputusan Pembelian Produk Glad2glow Di
Platform Tiktok Perspektif Perilaku Israf. RIGGS: Journal of Artificial Intelligence and
Digital Business, 4(3), 492—532. https://doi.org/10.31004/riggs.v413.2039

Amin, A. M., & Yanti, R. F. (2021). Pengaruh Brand Ambassador, E-WOM, Gaya Hidup,
Country Of Origin dan Motivasi Terhadap Keputusan Pembelian Produk Skincare Korea
Nature Republic. INVEST: Jurnal Inovasi Bisnis Dan Akuntansi, 2(1), 1-14.
https://doi.org/10.55583/invest.v2il.111

Andrenata, A., Supeni, R. E., & Rahayu, J. (2022). Pengaruh Perceived Value, Brand
Awareness, Perceived Quality Terhadap Keputusan Pembelian Smartphone Xiaomi Pada

2408 |Page


https://dinastirev.org/JEMSI

https://dinastirev.org/JEMSI Vol. 7, No. 3, Januari 2026

Mahasiswa Universitas Muhammadiyah Jember. PUBLIK: Jurnal Manajemen Sumber
Daya Manusia, Adminsitrasi Dan Pelayanan Publik, 9(4).
https://doi.org/10.37606/publik.v9i4.441

Andryana, I. M. J. W., & Ardani, . G. A. K. S. (2021). The Role of Trust Mediates Effect of
e-WOM on Consumer Purchase Decisions. American Journal of Humanities and Social
Sciences Research (AJHSSR), 5(1), 408—415.

Ariyani, R., & Albari, A. (2022). Pengaruh Kualitas Pelayanan dan Promosi Terhadap;
Kepuasan Pelanggan, Perceived Value, dan Loyalitas Pelanggan Pengguna Shopee Food
di Kota Yogyakarta. Jurnal Indonesia  Sosial  Sains, 3(4), 639-648.
https://doi.org/10.36418/jiss.v3i4.573

Az’zahra, A., & Aulia, S. (2025). Dampak Electronic Word of Mouth (E-WoM) terhadap
Keputusan Pembelian Produk NPURE pada Generasi Z. Prologia, 9(1), 164—173.
https://doi.org/10.24912/pr.v9i133381

Compas.co.id. (2024). Analisis Tren Penjualan Beauty Care pada Kategori Paket Kecantikan
Periode Q1 2024. https://compas.co.id/article/tren-penjualan-paket-kecantikan-periode-
ql-2024

Compas.co.id. (2025). Top 10 Brand Perawatan & Kecantikan di Shopee Indonesia Kuartal [
2025: Siapa yang Memimpin? https://compas.co.id/article/top-10-brand-perawatan-
kecantikan-di-shopee

Dawam, K., & Shihab, S. (2024). Pengaruh Perceived Value dan Brand Image Terhadap
Keputusan Pembelian Konsumen Produk Elektronik. Journal of Economics and Business
UBS, 13(1). https://doi.org/10.52644/joeb.v13i1.1504

Dian, A., & Aminah, S. (2024). The Effect of Electronic Word of Mouth and Brand Image on
Purchasing Decisions for Glad2Glow Products on TikTok Social Media in Surabaya City.
Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE), 7(3), 7231-7724.
https://doi.org/10.31538/iijse.v713.5484

Diana, Y., & Krisnawati, W. (2025). Determinan Keputusan Pembelian Produk Fashion Pada
Aplikasi  Shopee: Persepsi Gen-Z. Paradoks Jurnal Ilmu Ekonomi, 8(3).
https://doi.org/10.57178/paradoks.v813.1456

Dianamurti, I. T., & Damayanti, D. (2023). Harga, Kualitas Produk, Kualitas Pelayanan, dan
Promosi Penjualan Terhadap Keputusan Pembelian Konsumen di Matahari Plaza
Ambarrukmo Yogyakarta Yang Dimediasi Oleh Kepuasan Konsumen. ASSET: Jurnal
Manajemen Dan Bisnis, 6(1), 51-59. https://doi.org/10.24269/asset.v611.7336

Diarosiani, D. N., & Haryanto, T. (2025). Determination of Trust and Online Sales Promotion
on Impulsive Buying in TikTok Shop: An Empirical Study on Gen Z in Purwokerto.
International Journal of Business and Applied Economics, 4(4), 2277-2292.
https://doi.org/10.55927/ijbae.v4i4.239

Firnandi, A. G., & Samiono, B. E. (2019). Pengaruh Perceived Value dan Brand Image
Terhadap Keputusan Pembelian Melalui Word of Mouth Smartphone Lokal dan
Smartphone China di Wilayah Jadetabek. Jurnal Al Hisbah, 7(1), 1-19.

Glad2Glow Official Store Shopee. (2025a, October). Data Penjualan dan Ulasan Produk
Glad2Glow. Shopee. https://id.shp.ee/mFyy6kV

Glad2Glow Official Store Shopee. (2025b, October). Data Promosi Penjualan Produk
Glad2Glow. Shopee. https://id.shp.ee/mFyy6kV

Glad2Glow Official Store Shopee. (2025¢, October). Halaman Shopee Produk Glad2Glow
Day&Night 6inl Renew Set Bundle. https://id.shp.ee/x7TLiBW

Haddawi, R. (2025). Mengenal Perusahaan e-Commerce di Indonesia: Daftar dan
Perkembangannya. Online Pajak. https://www.online-pajak.com/seputar-efaktur-ppn/e-
commerce-di-indonesia

2409 |Page


https://dinastirev.org/JEMSI

https://dinastirev.org/JEMSI Vol. 7, No. 3, Januari 2026

Haikal, F. (2024). Pengaruh Diskon dan Hedonic Shopping terhadap Keputusan Pembelian
Impulsif dengan Mediasi Perceived Value. SEIKO : Journal of Management & Business,
7(2), 565-583. https://doi.org/10.37531/sejaman.v712.7579

Hair, J.F., Hult, G.T.M., Ringle, C.M. and Sarstedt, M. (2017). A Primer on Partial Least
Squares Structural Equation Modeling (PLS-SEM). 2nd Edition, Sage Publications Inc.,
Thousand Oaks, CA.

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021). Partial
least squares structural equation modeling (PLS-SEM) using R: A workbook (p. 197).
Springer Nature.

Haudi, Santamoko, R., Rachman, A., Surono, Y., Mappedeceng, R., Musnaini, & Wijoyo, H.
(2022). The effects of social media marketing, store environment, sales promotion and
perceived value on consumer purchase decisions in small market. International Journal of
Data and Network Science, 6(1), 67-72. https://doi.org/10.5267/J.1JDNS.2021.10.003

Helmi, S., Supardin, L., & Ariana, S. (2022). 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, 13(8). https://doi.org/10.7176/jesd/13-8-09

Hermansyah, T., Kamanda, S. V., & Qolbi, N. (2022). Keputusan Pembelian Pada e-Commerce
Shopee Ditinjau Dari Pengaruh Faktor Sales Promotion, Brand Image dan Price. Jurnal
Al-Amal, 1(1), 19-25.

Hochreiter, V., Benedetto, C., & Loesch, M. (2023). The Stimulus-Organism-Response (S-O-
R) Paradigm as a Guiding Principle in Environmental Psychology: Comparison of its
Usage in Consumer Behavior and Organizational Culture and Leadership Theory 1.
Journal  of  Entrepreneurship  and  Business  Development, 3(1), 7-16.
https://doi.org/10.18775/jebd.2806-8661.2021.31.5001

Hussain, A., Hooi Ting, D., & Zaib Abbasi, A. (2022). Integrating the S-O-R Model to
Examine Purchase Intention Based on Instagram Sponsored Advertising. Journal of
Promotion Management, 29(1), 105. https://doi.org/10.1080/10496491.2022.2108185

[Thamah, Pudyaningsih, R., & Akramiah, N. (2023). Promosi Penjualan Dan Electronic Word
Of Mouth (E-Wom) Terhadap Keputusan Pembelian Produk Fashion. Jurnal EMA, 8(1),
95. https://doi.org/10.51213/ema.v8i1.337

Ilmi, S. S. N, Usman, O., & Fidhyallah, N. F. (2024). The Influence of Perceived Value,
Perceived Usefulness, and Perceived Price on Purchasing Decisions and Its Impact on
Customer Satisfaction among Generation Z. International Student Conference on
Business, Education, Economics, Accounting, and Management (ISC-BEAM), 2(1).

Khwaja, M. G., & Zaman, U. (2020). Configuring the evolving role of ewom on the consumers
information adoption. Journal of Open Innovation: Technology, Market, and Complexity,
6(4), 1-13. https://doi.org/10.3390/joitmc6040125

Kompasiana.com. (2024, December 21). Bedah Strategi Glad2Glow Pada Penjualan E-
commerce.https://www.kompasiana.com/fitriatunnisa4547/676696f1ed64151817238512/
bedah-strategi-glad2glow-pada-penjualan-e-commerce

Kompas.id. (2025, February 5). Generasi Z Paling Getol Belanja Produk Kecantikan
Dibandingkan Milenial. Kompas.Id. https://www.kompas.id/artikel/generasi-z-paling-
getol-belanja-produk-kecantikan-dibanding-milenial

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson Education.

Kuncoro, H. A. D. P., & Kusumawati, N. (2021). A Study of Customer Preference, Customer
Perceived Value, SALES Promotion, and Social Media Marketing Towards Purchase
Decision of Sleeping Product in Generation Z. Advanced International Journal of
Business, Entrepreneurship and SME's, 3(9), 265-276.
https://doi.org/10.35631/aijbes.39018

2410|Page


https://dinastirev.org/JEMSI

https://dinastirev.org/JEMSI Vol. 7, No. 3, Januari 2026

Lazuardi, K. Z., & Usman, O. (2025). The Influence of FOMO Marketing and eWOM on
Impulsive Buying Behavior of Gen Z through Perceived Value: Insights from TikTok
Users in Indonesia. International Student Conference on Business, Education, Economics,
Accounting, and Management (ISC-BEAM), 3(1). https://doi.org/10.21009/ISC-
BEAM.013.165

Lestari, A. T., Fidhyallah, N. F., & Zakiyah, R. (2024). E-WOM, Customer Review, dan
Perceived Value terhadap Purchase Decision Produk Glad2Glow. Jurnal Bisnis,
Manajemen, Dan Keuangan, 5(2). https://doi.org/10.21009./JBMK.005.2.9

Liu, J., Zhu, Y., Liu, J., & Wang, P. (2025). Unraveling Tourist Behavioral Intentions in
Historic Urban Built Environment: The Mediating Role of Perceived Value via SOR
Model in Macau’s Heritage Sites. Buildings, 15(13).
https://doi.org/10.3390/buildings15132316

Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psychology. the MIT
Press.

Melisa, P., Mandey, S. L., & Jan, A. H. (2020). Analisis Pengaruh Promosi, Inovasi Produk
dan Citra Perusahaan Terhadap Keputusan Pembelian Melalui Perceived Value (Studi
Kasus Pada Milenial yang Menggunakan Maskapai Garuda Indonesia). Jurnal Illmiah
Manajemen Bisnis Dan Inovasi Universitas Sam Ratulangi (JMBI UNSRAT), 7(2).
https://doi.org/10.35794/jmbi.v7i2.31675

Pramezwary, A., Winata, J., Tanesha, R., Armando, T., & Juliana. (2021). Brand Trust dan
Promosi Penjualan Terhadap Keputusan Pembelian Produk Di Masa Covid-19. Perspektif:
Jurnal Ekonomi & Manajemen Universitas Bina Sarana Informatika, 19(1).
https://doi.org/10.31294/jp.v1712

Pratama, A., & Azizah, N. (2022). Pengaruh E-WOM, Product Quality, Dan Price Terhadap
Brand Image Melalui Perceived Value. Jurnal Manajemen Dan Bisnis Performa, 19(01),
113-122. https://doi.org/10.29313/performa.v19101.9729

Putri, A. S., Indra, R., Pertiwi, . D. P., & Salsabilla, U. (2025). Predicting the effects of EWOM
and product innovation on purchase decision and the impact on customer loyalty.
Edelweiss Applied Science and Technology, 9(3), 660-679.
https://doi.org/10.55214/25768484.v913.5281

Putri, C. N., & Fauzi, T. H. (2023). The Effect of e-WOM and Brand Image on Purchasing
Decisions of Automotive Products: Mediating Role of Brand Trust. Jurnal Aplikasi
Manajemen Dan Bisnis, 9(3). https://doi.org/10.17358/jabm.9.843

Rifai, H., Fauziridwan, M., Miftahuddin, M. A., & Bagis, F. (2025). Influence Electronic Word
of Mouth, Social Media, and Lifestyle towards Purchase Decisions on the Shopee
Marketplace (Purwokerto Student Case Study). International Journal of Business and
Applied Economics, 4(4), 1863—1880. https://doi.org/10.55927/ijbae.v4i4.232

Rini, Y. P., & Anasrulloh, M. (2022). Pengaruh Impulsive Buying dan Sales Promotion
Terhadap Keputusan Pembelian Pada Produk Skincare Merek POND’S di Golden
Swalayan Tulungagung. Jurnal Economina, 1, 120.
https://doi.org/10.55681/economina.v1i2.48

Rosanti, Ramdan, M. A., & Jhoansyah, D. (2022). Perceived Value And Lifestyle Analysis Of
Iphone Product Purchase Decisions (Empirical Study On Students At Higher Education In
Sukabumi City). Management Studies and Entrepreneurship Journal (MSEJ), 3(3).

Santy, R. D., & Andriani, R. (2023). Purchase Decision in Terms of Content Marketing and e-
WOM on Social Media. Journal of Eastern European and Central Asian Research, 10(6),
921-928. https://doi.org/10.15549/jeecar.v10i16.1502

Saputra, M., Nouvan, M. A., Sari, N., & Narasi, 1. (2024). Perilaku Keputusan Pembelian
Produk Skincare dan Kosmetik yang dipengaruhi Manfaat Produk, Harga dan Kualitas

2411 |Page


https://dinastirev.org/JEMSI

https://dinastirev.org/JEMSI Vol. 7, No. 3, Januari 2026

Produk. Jurnal Bisnis Darmajaya, 10(2), 67.
https://doi.org/10.30873/jurnalbisnis.v10i2.695

Solikhah, E. W., Fatmawati, I., Widowati, R., & Suyanto, M. (2022). The Effect E-Wom
Website Attractiveness E-Trust and Innovation on Purchase Decision Online Sales.
Journal of Distribution Science, 20(11), 61-69.
https://doi.org/10.15722/jds.20.11.202211.61

Sudirman, H. A., Sartika, D., Anindita, M., & Anshari, R. (2023). The role of brand experience
and E-Wom on purchase decisions. International Journal of Research in Business and
Social Science (2147- 4478), 12(4), 572-577. https://doi.org/10.20525/ijrbs.v12i4.2551

Surahman, A. K. (2024). Peran Perceived Value dan Perceived Quality dalam Memahami
Pengaruh eWOM terhadap Brand Love (Studi Kasus Chicken Lazatto). Jurnal Mirai
Management, 9(2), 423—-434.

Tjiptono, F., & Chandra, G. (2016). Service, quality dan satisfaction. Yogyakarta: Andi
Offset, 134.

Tristanto, S. H., & Iswati, H. (2025). The Influence of Consumer Perception and Promotion on
Purchase Intention Through Perceived Value. Golden Ratio of Marketing and Applied
Psychology of Business, 5(2), 440—453. https://doi.org/10.52970/grmapb.v5i2.1141

Wahyuni, N. S., & Istiana. (2022). Pengaruh Belanja Online di Media Sosial terhadap Perilaku
Konsumtif pada Mahasiswa The Influence of Online Shopping on Social Media on
Consumptive Behavior in College Students. Jurnal Penelitian Pendidikan, Psikologi Dan
Kesehatan (J-P3K), 3(2), 165-168. https://doi.org/10.51849/j-p3k.v3i2.170

Wangsa, [. N. W., Rahanatha, G. B., Yasa, N. N. K., & Dana, I. M. (2022). The Effect of Sales
Promotion on Electronic Word of Mouth and Purchase Decision (Study on Bukalapak
Users in Denpasar City). European Journal of Business and Management Research, 7(2),
176-182. https://doi.org/10.24018/ejbmr.2022.7.2.1353

Widiya, T., Savitri, C., & Syifa, P. F. (2025). The Role of Social Media Marketing and
Electronic Word of Mouth (E-Wom) in Improving Brand Image and Moisturizer Purchase
Decisions Glad2Glow. International Journal of Economics and Management Research,
4(2), 166—180. https://doi.org/10.55606/ijemr.v4i2.351

Wiguna, I. G. S. A., Saparso, & Sndra, L. (2024). Pengaruh Brand Image dan Word of Mouth
(WOM) yang Dimediasi oleh Perceived Value terhadap Keputusan Pembelian Orang Tua
Siswa di Sekolah Cendekia Harapan Badung Bali. Journal on Education, 6(3), 16493—
16512. https://doi.org/10.31004/joe.v613.5532

Yapan, U. F. (2023). Analysis Of Advertising And Sales Promotion On Purchase Decisions At
PT.  Alfamart  Lampung. Jurnal  Riset  Akuntansi, 1(3),  344-350.
https://doi.org/10.54066/jura-itb.v113.582

Yasmin, Wonua, A. R., & Titing, A. S. (2025). Pengaruh Perceived Value, Lifestyle dan Desain
Produk Imitasi terhadap Keputusan Pembelian Produk Sepatu Converse di Online Shop:
Studi pada Generasi Z Kabupaten Kolaka. /ndonesian Research Journal on Education,
5(2), 614-620. https://doi.org/10.31004/irje.v5i2.2356

Yudhistira, V., & Patrikha, D. F. (2021). Pengaruh Promosi Penjualan dan Brand Ambassador
Terhadap Keputusan Pembelian dengan Variabel Kepercayaan Sebagai Mediator (Studi
Pada Produk Fashion Online Di Surabaya). Jurnal Pendidikan Tata Niaga (JPTN), 9(2).
https://doi.org/10.26740/jptn.von2.p1237-1243

Yulindasari, E. R., & Fikriyah, K. (2022). Pengaruh e-WoM (Electronic Word of Mouth)
terhadap Keputusan Pembelian Kosmetik Halal di Shopee. Journal of Islamic Economics
and Finance Studies, 3(1), 55. https://doi.org/10.47700/jiefes.v3i11.4293

2412 |Page


https://dinastirev.org/JEMSI

