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Abstract— The purpose of this study is to analyze the effect of Word 

of Mouth and Social Media on purchasing decisions mediated by 

brand attitude variables on Somethinc in products in Solo Raya with 

the criteria of respondents of female people who had used Somethinc 

and domiciled in the Solo Raya region. This research is a 

quantitative study using data sources, namely primary data obtained 

through filling out questionnaires that are distributed through 

Google Form. The sampling technique in this study is to use non-

probability sampling techniques using purposive sampling. Data 

were analyzed using SmartPLS. The results of this study indicate that 

there is a positive and significant influence between Word of Mouth 

on the Brand Attitude of Something Products in Solo Raya, there is a 

positive and significant influence between social media on the brand 

attitude of the Somethinc product in Soloraya, there is a positive and 

significant influence between the brand Attitude Against the 

Purchasing Decision of Something product in Solo Raya, there is a 

positive and significant influence between Word of Mouth on the 

purchasing decision of Something products through brand Attitude as 

a mediation variable, a positive and significant influence between 

social media on the purchasing decision of Somethinc products 

through brand attitudes as mediation variable. 
 

Keywords— Word of Mouth, Social Media, Brand Attitude, 

Purchasing Decisions. 

I. INTRODUCTION  

In line with the increasing number of young Indonesians, there 

has been an increase in awareness of caring for skin health and 

maintaining appearance. So with this phenomenon, in recent 

years beauty products have been highly sought after by the 

public, especially women. The demand for beauty products in 

the local industry in Indonesia is also increasing everyyyear. 

Indonesiayitself isyone of theycountries withya very potential 

cosmetic market target. 

According to the Indonesian Coordinating Ministry for 

Economic Affairs, the cosmetics sector has experienced 

notable expansion, as evidenced by a 21.9% increase in the 

number of local companies, rising from 913 in 2022 to 1,010 

in 2023. Theypotential market size in the national scope in 

2023 can reach 467,919 products, which has increased 10 

times in the last 5 years amidst the massive development of 

technology and the digitalization era in Indonesia. 

TheyWord ofyMouthy (WOM) phenomenonyinythe current 

erayis one of the marketing communication strategies that is 

considered quite effective in marketing cosmetic products. 

WOM is a much more reliable media than traditional media 

(eg television, radio, print advertising, etc.). Consumers tend 

to rely on advice from friends, family, and communities both 

online and offline before making a purchasing decision. 

Therefore, according to previous research, WOM is 

considered one ofythe most influential sources of information 

about productsyand hasya significantyinfluence onyproduct 

purchasingydecisions [1].  

Inytoday'sydigital era, the existence of social media is also 

a phenomenon that can influence purchasing decisions and 

consumer attitudes towards cosmetic products. In previous 

research, socialymedia isyone of theymedia thatyis considered 

the most effectiveyto be used as an interactive product 

marketing tool in terms of service and can influence the 

purchasing decisions of customers and potential customers, 

especially for cosmetic products [2]. 

According to a report from compas.co.id, Somethinc 

dominates with total sales reaching IDR 53.2 billion during 

the second quarter - 2022. This indicates that the attitude 

towards the Somethinc brand among the Indonesian people is 

quite high, supported by significant sales volume. Previously, 

research has been conducted on the influenceyof Wordyof 

Mouthy and Socialy Media ony Purchasingy Decisions by 

Salsabila, Anindya (2020), but similar research is rarely 

conducted in the local cosmetics industry, especially on the 

Somethinc brand which is growing rapidly in Indonesia. To 

base this research, a supporting variable will be added, namely 

the Brand Attitude mediation variable. 

II. LITERATURE REVIEW & HYPOTHESIS 

A. Purchasing Decision 

According to [3], Decision is a process to understand and 

solve a problem. This process begins by looking at the 

background of the problem, then identifying the problem, and 

finally making a conclusion or recommendation. This 

recommendation will later be used as an initial guide in 

makingydecisions. 

Accordingyto [4], Purchasingydecision is a process that 

begins when consumers are aware of their problems. After 

that, theyywill lookyfor informationyabout ayparticular product 

or brand, thenyassess how well theyproduct or brand can solve 

their problems. This process ultimately leads to a decision to 

buy. This purchasing decision is one of the steps before 

consumers actually buy the product or brand. In purchasing 
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decisions, of course, consumers will always consider several 

factors before finally deciding to buy a product or brand. 

Therefore, the Companyymust continue to payyclose attention 

toytheyfactors that theyCompany can use to attract consumers. 

According to [5], every purchasing decision has structures or 

components that form it. These structures or components 

include: 

a. Decisions about the type of product 

b. Decisions about the form of the product 

c. Decisions about a particular brand 

d. Decisions about the seller or manufacturer 

e. Decisions about the total number of products 

f. Decisions about the time of purchase of a product 

g. Decision on payment method 

According to [5], In the context of purchasing decisions, 

several factors can be used to assess these choices. These 

factors encompass product stability, consumer buying habits, 

the tendency to recommend products to others, and the 

likelihoodiof making repeatipurchases. 

B. WordiofiMouth 

Accordingito [6], Word-of-mouth is generally defined as a 

cultural exchange, a continuous flow of accurate and effective 

information, communication, or personal dialogue between 

two individuals. As stated by [7], Wordiof Mouthiis aiformiof 

communication, specifically informalicommunicationibetween 

customersiregarding providers or theicharacteristics ofitheir 

productsi or services. iAccording to [8], Worddof Mouth 

(WOM) dis formeddfrom trust, and trust isd built from 

satisfaction. d 

Word of mouth communication takes place when 

customers share their thoughts and experiences regarding 

service brands orithe qualityiof theiproducts theyiuse with 

others. This form of communication can be considered a type 

of free advertising, as marketing through Word of Mouth 

(WoM) effectively promotes products and personal opinions 

in a transparent manner. [9]. 

Word of Mouth cannot be created or created. Because 

Word of Mouth occurs naturally by consumers without any 

reward. Trying to create Word of Mouth on purpose is very 

unethical and has the potential to be detrimental, and can even 

damage theibrand imageiand reputationiof the company more 

broadly. As explained by [10], there are 3 motivations to 

encourage positive Word of Mouth, including: 

1. Consumers like the products they consume 

Consumers who talk a lot about a product they use can be 

because they like the product in terms of the product itself or 

the services provided related to the product. 

2. Chat about products between consumers that make 

consumers feel good. Many consumers do Word of Mouth 

because of motives such as emotions felt or feelings that arise 

towards a product. As social humans, it is natural to provide 

information to each other. 

3. Consumers will feel connected to each other in a group. As 

social beings, humans certainly live in groups and need each 

other. This makes humans always want to be in one social 

environment group. By talking about a product, consumers 

will have a strong relationship with each other. Consumers 

will certainly feel happy emotions when they succeed in 

sharing information or simply telling their pleasure in a group 

with the same pleasure. 

Meanwhile, according to Andi Sernovitz, indicators that can 

measure Wordsof Mouthsare: 

1. sTalkers 

2. sTopics 

3. sTools 

4. sTakingsPart 

5. sTracking 

C. SocialiMedia 

Socialimedia refers toionline platformsithat enableiusers to 

easily engage, share, iandigenerate content. This includes 

various formats such as blogs, social networking sites, wikis, 

forums, and virtual environments [11]. Blogs,ssocialsnetworks, 

andswikis are among the most widely utilized forms of social 

media by people around the world. Additionally, there is 

another perspective that defines social media as an online 

platform that facilitates social interactionsand employs web-

basedstechnologies to convertscommunication intosinteractive 

dialogue. 

Most businesses today leverage online marketing strategies 

to enhance brand awareness among consumers. These 

strategies include support fromibloggers, advertisingionisocial 

mediaiplatforms, andimanaging user-generatedicontent. By 

utilizing these methods, companies aim to effectively engage 

withitheir target audiencesi and promotei theiriproductsior 

services [12]. Social media encompasses internet-based 

applicationsi that arei grounded inithe technological and 

ideologicaliprinciples ofiWebi2.0, facilitating theicreationiand 

sharing of user-generated icontent. Itsi interactivei nature 

promotesiknowledge-sharing, collaboration,iandiparticipation, 

allowing for broader engagement compareditoitraditional 

mediaiformats likeiradio, television,iandiprint. Consequently, 

socialimedia is regardedias a crucialicommunication channel 

fori distributingi brandiinformation. This category includes 

variousiplatforms such asiblogs, internetiforums, consumer 

reviewisites, socialinetworking sites (including Twitter, 

Blogger, LinkedIn, iandiFacebook), andi wikis [13]. iSocial 

mediai enables thei sharing of content, collaboration,iand 

interaction. Theseiplatforms andiapplications comeiin various 

forms, includingisocial bookmarking, irating, video,iimages, 

podcasts,iwikis, microblogs, socialiblogs, andiweblogs. iSocial 

mediai is utilized byi activists, government agencies, and 

businesses for communication, with its adoption growing 

rapidly [14]. In today's era, sociallmedia hasla significantlrole. 

Inladdition tolbeing a means of communication, social media 

also acts as a source of very diverse information for its users. 

Its influence on society can be positive or negative, so it needs 

to be regulated properly in order to provide optimal benefits 

for each individual. 

Indicators that can measure social media according to [15] 

include: 

1. Ease of obtaining product information. 

2. Trust in social media that has an online store. 
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D. Brand Attitude 

According to [16], Brand Attitude or brand attitude is a 

process of assessing a dimension that usually lasts a long time 

from a brand that may provide positive behavior on consumer 

purchasing interest. Attitudes towards a brand can arise after 

getting to know the brand or directly listening to the 

advertisements delivered. 

According to [17], attitude towards a brand is a consumer's 

desire to have something that can help or not help and is done 

consistently. Customers tend to feel positive about brands that 

are considered to have desired and positive attributes, while 

they may dislike brands that are considered to be less than 

standard on desired attributes. 

Measuring attitudes towards brands using development 

indicators according to [18], includes: 

1. Brand is chosen 

2. Brand is liked 

3. Brand is trusted 

There are three components of attitude towards a brand 

according to [17], namely: 

1. Brand Believe (cognitive), consumers believe in the brand 

based on the characteristics of the brand and focus on brand 

attributes on 

2. Brand Evaluation (affective), consumers evaluate the brand 

first to express their likes or dislikes towards the brand. 

3. Conative, consumers already feel confident about the brand 

so that in this component it will create a desire to buy. 

H1: There is a positive and significant influence between 

Word of Mouth on Brand Attitude of Something Products in 

Soloraya. 

H2: Thereeis aepositiveeand significanteinfluenceebetween 

Social Mediaeon BrandeAttitude of Somethinc Products in 

Soloraya. 

H3: Thereeis aepositiveeand significanteinfluence between 

BrandeAttitude onePurchase Decision ofeSomethinc Products 

in Soloraya. 

H4: Thereeis a positiveeand significanteinfluence between 

Word of MoutheonePurchaseeDecision of Somethinc Products 

through Brand Attitude as a mediating variable. 

H5: Theree is aepositive andesignificant influenceebetween 

Social Media onePurchase Decision of Somethinc Products 

through Brand Attitude as a mediating variable. 

III. METHODOLOGY 

Theetype oferesearch applied inethis study isequantitative 

research. Theedata used for thissstudy is primarysdata, which 

isobtained directly by respondents by filling out questionnaires 

via Google Form media. Thespopulation insthis study weresall 

women domiciled insSolosRaya. The PLS method was chosen 

to analyzesthe data insthis studyswith thesSmartPLS 3.0 

analysis tool. The sampling method employed in this study is 

non-probabilityysampling, specificallyypurposive sampling. In 

this samplingemethod, researchers will select respondents with 

appropriate criteria, so that they can provide sample 

representation; and provide relevant information according to 

research objectives. The criteria needed include: 

1. Users of Somethinc beauty products 

2. Aged 17 years and over 

3. Domiciled in the Soloraya area 

In this study, the determinationnof thennumber of samples 

used a sampling formulanbased on [19], which suggests at 

leastn5 timesnthe number of indicators. Thenminimum sample 

needednfor modeling is 100, with an additional 5 observations 

for each estimatednparameter [19]. To meetnthe minimum 

standards and validity of the Partial Least Square (PLS) 

analysis, the researcher added 50 more respondents. Thus, the 

total sample used was 150 respondents. 

Innthis study, thendependent variablenis the Purchase 

Decisionn (Y) which isnformed by independent variables 

including WordnofnMouth (X1)nandnSocial Media (X2), and 

the mediating variable is brand attitude (Z). Whilenthe 

independentnvariable Wordnof Mouthn(X1) is a reflection of 

the indicators Talkers, Topic, Tools, Taking part, and 

Tracking [10]. 

The independent variable Social Media (X2) is a reflection 

of the indicators of ease in obtaining product information, and 

trust in social media that has an online store [15]. 

Furthermore, the mediating variable brand attitude (Z) is a 

reflection of the indicators of theibrand chosen, thenbrand 

liked, and thenbrand trusted [18]. 

The SmartPLS data analysis method is utilized toiexamine 

the relationshipsibetween variables. It consists of two primary 

models: the Measurement Modeli (Outer Model) and the 

Structural Model (Inner Model). Thei MeasurementiModel 

assessesithe validity and reliability of the constructs through 

validity tests (Convergenti and Discriminanti Validity) and 

reliability tests (Cronbach's Alpha and Composite Reliability). 

Meanwhile, thesStructural Model estimates thesrelationship 

betweenslatent variables andsis evaluatedsthrough model fit 

tests, effect size tests, and hypothesis tests. The results of this 

analysis help understand the relationshipsbetweensvariables 

and teststhe researchshypothesis. 

 

 
Fig. 1. Research Model 

 

IV. RESULTS AND DISSCUSSION 

A. Respondent Data Descriptions 

Respondent description is aidescription ofitheibackground 

and characteristicsi ofi the research respondents. Each 

respondent has a different background and characteristics from 

one another, making it possible to obtain diverse results when 

collecting data. This study was conducted on all female 
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communities who use Somethinc beauty products or who have 

purchased Somethinc beauty products in the Solo Raya area. 

Respondent descriptions are useful for identifying the 

characteristics of respondents including gender, age, 

occupation, and domicile. The distribution of respondents can 

be seen in detail as follows: 

1. Respondent Characteristics Basedion Gender 

Description of respondents basedion gender to find out thei 

gender ofi the community ini Solo Raya. Frequency 

distributioniof respondentsibased onigender ofirespondents 

asifollows : 
 

TABLE I. Respondent Characteristics Based on Gender 

Noi Gender Frequency t (respondents)t Presentage  (%)t 

1.t Male 0 0 t 

2.t Female 150 100 t 

 Total t 150 100 t 

Source: t SmartPLSt 3.0t Output. 

 

Respondents with female gender are one of the respondent 

criteria because they are the majority of Somethinc beauty 

product users, so that 150 respondents are female with a 

percentage of 100%, while respondents t with maleggender are 

0 respondents withgagpercentagegof 0%. 

2. Respondent Characteristics by Age 

Description ofgrespondents bygage to find outgthegage of 

female respondentsgin thegSolo Raya area. Frequency 

distribution of respondents based on respondent age as follows: 

 
TABLE II. RespondentyCharacteristics by Age 

No Age Range 
Frequency 

(respondents) 
Presentage 

(%) 

1. 17-22 116 77,4 

2. 23-28 29 19,6 

3. 29-34 4 2,6g 

4. >35 1 0,4g 

 Total 150 100g 

Source:gSmartPLS 3.0gOutput. 

 

From the tablegdatagabove, it can be seen that as many as 

116 respondents with a percentage of 77.4% have an age 

rangegof 17-22 years,gas many as 29 respondents with a 

percentage of 19.6% have an agegrange ofg23-28 years, gas 

many asg4 respondents with a percentage of 2.6% have an age 

range of 29-34 years and finally as many as 1 respondent with 

a percentage of 0.4% has an age range of more than 35 years. 

3. Respondent Characteristics based on Job 

Respondent description based on current job is used to 

findgout thegbackground of thegWomen's Community's work 

in the Solo Raya area. Thegfrequencygdistribution of 

respondentsgbased on the respondents' jobs isgasgfollows : 

 
TABLE III. RespondentgCharacteristicsgbased on Jobs. 

No Job 
gFrequency g 

(respondents) 

Presentage 

(%) 

1. Students 117 77,9g 

2. Civil Servants 4 4,5g 

3. Entrepreneurs 13 8,5g 

4. Private Employees 16 10,6g 

 Total 150 100g 

Source:gSmartPLS 3.0gOutput. 

 

From thegtable above, it can begseen that as many as 117 

respondents with a percentage of 77.9% have student jobs, as 

many as 4 respondents with a percentage of 4.5% have civil 

servant jobs, as many as 13 respondents with a percentage of 

8.5% have entrepreneurial jobs, and finally as many as 16 

respondents with a percentage of 10.6% have private 

employee jobs. 

4. Respondent characteristics based on domicile 

Respondent description based on domicile is used to 

determine the frequency of people living in the Solo Raya 

areas which are divided into 7 regencies and cities, including 

Surakarta, Sukoharjo, Klaten, Boyolali, Karanganyar, Sragen, 

and Wonogiri. The following is the frequency distribution of 

respondents based on domicile: 

 
TABLE IV. Respondent Characteristics based on Domicile 

No Domicile 
Frequency 

(respondents) 
Presentage 

(%) 

1. Surakarta 40 26,4 

2. Sukoharjo 22 14,5 

3. Klaten 17 11,5 

4. Boyolali 15 9,8 

5. Karanganyar 6 3,8 

6. Sragen 15 9,8 

7. Wonogiri 35 24,3 

 Total 150 100 
Source:gSmartPLS 3.0gOutput. 

 

From thegtable above, it cangbegseen that as many as 40 

respondents with a percentage of 26.4% live in Surakarta City, 

as many as 22 respondents with a percentage of 14.5% live in 

Sukoharjo Regency, as many as 17 respondents with a 

percentage of 11.5% live in Klaten Regency, as many as 15 

respondents with a percentage of 9.8% live in Boyolali 

Regency, as many as 6 respondents with a percentage of 3.8% 

live in Sragen Regency, and finally as many as 35 respondents 

with a percentage of 24.3% live in Wonogiri Regency. 

 
Fig. 2. Outer ModeldSchema 

B. Data Analysis 

Based on the research methods that have been carried out, 
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the following data analysis results were obtained: 

1. Outer model evaluation 

The analysis of the outer model is performed to 

confirm that the measurements are appropriate and meet the 

criteria for validity, reliability, and multicollinearity. Above 

is an illustration showing the results of the outer model 

evaluation conducted using SmartPLS 3.0. 

Evaluation of this model was carried out using validity test 

methods (convergentd validity and discriminantd validity), 

reliabilitydtestsd (Cronbach's Alphadand compositedreliability) 

anddmulticollinearitydtests. 

1) ValiditydTest  

The validity test is used to prove that the datadused to 

support the research is validdor not. The test is carried out 

using SmartPLS 3.0 software which is grouped into two tests, 

dnamely the convergentdvalidity test anddthe 

discriminantdvalidity test. The following is a description of the 

two tests: 

i. Convergent Validity Test 

The convergent validity test determines whether an 

indicator is considered valid by evaluating if its outer loadings 

value exceeds 0.7. Below are the outer loadings values for 

each variable indicator in this study. 
 

TABLE V. Result Outer Loadings 

Variablex 

Brand 

Attitude 

(Z) 

Purchase 

Decision 

(Y) 

Social 

Media 

(X2) 

Word of 

Mouth 

(X1) 

Results 

xX1.1x    x0.671 Validx 

xX1.2x    x0.761 Validx 

xX1.3x    x0.767 Validx 

xX1.4x    x0.691 Validx 

xX1.5x    x0.796 Validx 

xX1.6x    x0.639 Validx 

xX1.7x    x0.702 Validx 

xX1.8x    x0.803 Validx 

xX2.1x   x0.710  Validx 

xX2.2x   x0.784  Validx 

xX2.3x   x0.705  Validx 

xX2.4x   x0.744  Validx 

xX2.5x   x0.715  Validx 

xX2.6x   x0.728  Validx 

xX2.7x   x0.743  Validx 

xX2.8x   x0.691  Validx 

xX2.9x   x0.691  Validx 

xxX2.10x   x0.733  Validx 

xY1x  x0.618   Validx 

xY2x  x0.801   Validx 

xY3x  x0.700   Validx 

xY4x  x0.797   Validx 

xY5x  x0.697   Validx 

xxY6xx  x0.727   Validx 

xY7x  x0.657   Validx 

xY8x  x0.773   Validx 

xY9x  x0.697   Validx 

xY10x  x0.771   Validx 

Z1 x0.654    Validx 

Z2 x0.733    Validx 

Z3 x0.787    Validx 

Z4 x0.728    Validx 

Z5 x0.745    Validx 

Z6 x0.763    Validx 

Z7 x0.714    Validx 

Z8 x0.704    Validx 

Z9 x0.779    Validx 

Z10 x0.763    Validx 

Source: Processed primary data, 2024.  

Description: X.1: Word of Mouth, X.2: Social Media, Y: Purchasing 
Decision, Z: Brand Attitude 

 

Based on the convergent validity test that has been 

conducted, the results are obtained in the table above. It 

canxbe seenxthat eachxindicator hasxan outerxloading 

valuex>0.5, where accordingxto [20], Outer loading values 

ranging from 0.5 to 0.6 are considered adequate to fulfill the 

requirements of convergent validity. The data above reveals 

that none of the variable indicators have outer loading values 

below 0.5. Therefore, all variable indicators in this study are 

deemed valid and suitable for further analysis. 

ii. DiscriminantxValidityxTest 

ThexDiscriminant Validity Test assesses whether each 

indicator is valid by ensuring it is strongly correlated with its 

construct in terms of convergent validity, indicated by an 

Average Variance Extracted (AVE) value greater than 0.5. 

Below are thexAVE valuesxfor eachxvariable inxthisxstudy.: 

 

TABLE VI. AveragexVariancexExtractedx (AVE) 

Variablex 
AveragexVariance 

xExtractedx (AVE) 

X1 Word ofxMouth 0.534 

X2 Social Media 0.525 

Z Brand Attitude 0.545 

Y Purchase Decision 0.527 

Source: Processed primary data,x2024.  

 

Basedxon thextest results inxtable 4.6 above, it can be 

seenxthat thexAVE valuexof eachxvariablexshows >0.5, with 

details of Brand Attitude of 0.545, Purchasing Decision of 

0.527, Social Media of 0.525, and Word of Mouth of 0.534. 

2) Reliability Test 

Reliability Test is conducted to measurexthe stability of the 

questionnairexwhich is anxindicator of thexvariable. Variables 

are considered reliable if their Cronbach's Alpha and 

composite reliability values exceed 0.7. Below are the 

Cronbach's Alpha and composite reliability values for each 

variableain thisastudy: 

 
TABLE VII. Cronbach’s Alphaadan CompositeaReliability 

Variablea Cronbach’saAlpha CompositeaReliability 

X1 Word of Mouth 0.875 0.901 

X2 Social Media 0.899 0.917 

Z Brand Attitude 0.907 0.923 

Y Purchase Decision 0.900 0.917 

Source: Processed primary data, 2024.  

 

Basedaon the findingsaabove, it canabe seenathat the 

Cronbach's Alpha valueafor the Brand Attitudeavariableais 

0.907, the Purchase Decision variableaisa0.900, theaSocial 

Media variableais 0.899, andathe Word of Mouth variable is 

0.875. Theacomposite reliabilityavalue for the Brand 

Attitudeavariable isa0.923, the Purchase Decision variableais 

0.917, theaSocial Media variable is 0.917, and the Word of 

Mouth variable is 0.901. Eachavariable inathe 

Cronbach'saAlpha value and in theacomposite reliability 

valueahas aavalue> 0.7, so thataeach variableain thisastudy 

canabe saidato beareliable. 

3) Multicollinearity Test 
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In the multicollinearity test, the VIF value is used to 

assess whether there is a correlation between independent 

variables. This test aims to evaluate the relationship among 

independent variables. The criteria applied in the 

multicollinearity test are VIF < 10 and a tolerance value > 

0.01 [21]. 

 
TABLE VIII. Variance Inflation Factor (VIF) 

Variable 
Brand 

Attitude 

Purchaseg 

Decisiong 

Socialg 

Mediag 

Wordgof 

Mouthg 

X1 Word 
ofgMouth 

3.827 4.291   

X2 Social 

Media 
3.827 5.065   

Z Brand 
Attitude 

 4.005   

Y 

Purchaseg 

Decisiong 

    

Source:gProcessedgprimarygdata, 2024.  

 

Basedgon the tablegabove, the value of Brand Attitude 

towards Purchasing Decision isg4.005. Thengthe valuegof the 

social mediagvariable towards Brand Attitude is 3.827 while 

social media towards Purchasing Decision is 5.065. For the 

Word of Mouth variable towards Brand Attitude is 3.827 and 

Word of Mouth towards Purchasing Decision is 4.291. 

Therefore, with the value of each variable that has exceeded 

0.1 and <10, it can be concluded that this study doesgnot 

violategthe multicollinearitygassumptiongtest. 

2. Inner Model Evaluation 

Theginner model isga structuralgmodel usedgto predict the 

quality relationship between one variable and another. 

Thegfollowing isgan image ofgthe innergmodel evaluation 

usinggSmartPLS: 

 

 
Fig. 3. InnergModelgSchema 

 

Thefevaluation offthe inner model is performed using the 

coefficient offdetermination (R²), goodness-of-fitftest, fpath 

coefficientfanalysis, andfhypothesis testingf (includingft-tests, 

directfeffects, andfindirect effects). 

1) DeterminationfCoefficient (R²) 

Thefdetermination coefficient isfused to show howffar the 

researchfmodel's ability to explain thefvariation offthe 

dependentfvariable. In thefclassification offthe correlation 

coefficient, famong others, afvalue of 0 means no correlation, 

0f-f0.49 means weakfcorrelation, f0.50 means 

moderatefcorrelation, 0.5f- 0.99 means strong correlation and 

1.00 means perfect correlation [21]. 

 

TABLE IX. RfSquare 

Variable R Square RfSquaref Adjustedf 

Brand Attitude f0.750 f0.747 

Purchase Decision f0.764 f0.759 

Source: Processed primary data,f2024 

 

In the table above, it is known that the influence of the 

Word of Mouth and Social Media variables on the Brand 

Attitude variable is 0.750 or 75% which means a strong 

correlation. While the influence of the Word of Mouth and 

Social Media variables on the Purchase Decision variable is 

0.764 or 76.4% which means it has a strong correlation. 

Thesassessment of goodnesssof fit is determined using the 

Q-Squaresvalue. ThesQ-Square valuesis analogous to the 

coefficient ofs determination (R-Square), wheresa higher Q-

Squaresindicates asbetter model fitsand greater 

alignmentswith thesdata. The resultssof thesQ-Square 

calculationsare assfollows: 

Q-squares = o 1 -o[(1-R21)o x o (1-R22)] 

= o 1 - o [(1 - 0.759) o x o (1 - 0.747)] 

= o 1 - o (0.241 x 0.253) o 

= o 1 - o 0.060973 

= o 0.939027 o 

= o 93.90% o 

From this calculation, the Q-Square is obtained as much as 

0.9390 or 93.90%. This shows that theglevel of 

modelldiversity is indicated bylthe independentlvariables in 

explaining thel dependent variablesl of 93.90%. Meanwhile, 

6.1% isl still influenced byl various other factors. 

lThus,lfromlthese results, thislresearch modellcan belstated 

tolhave goodlgoodness oflfit. 

2) Hypothesis Testing 

Hypothesis testing can be conducted by referencing the 

table of values from the path coefficients, which includes 

direct effects and specific indirect effects or mediation 

(indirect effects) 

i. Pathhcoefficienthtest 

In theepath coefficient test, the bootstrappingeprocess is 

conducted to examine the t-statistic or p-values, as well as the 

original sample values obtained between variables. A p-value 

< 0.05 indicates a significant direct effect, while a p-value > 

0.05 suggests no direct effect between variables. Additionally, 

aet-statistic valuee>e1.96 also signifies aesignificant effect. 

Word of Mouth significantly impacts Brand Attitude. As 

shown in the table, the t-statistic value is 3.446, with an effect 

size of 0.340 and a p-value of 0.001. These values meet the 

criteria of a t-statistic > 1.96 and a p-value < 0.05. Therefore, 

it can be concluded that Word of Mouth has a positive and 

significant influence on Brand Attitude. 
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TABLE X. Path Coefficient (direct effect) 

Relationship 

Between 

Variablese 

Originale 

Samplee 

(O) e 

TeStatisticse 

(|O/STDEV|)e 

Pe 

values 
Results 

Word of 

Mouth -> 
Brand 

Attitude 

0.340 3.446 e0.001 Significant 

Social Media 

-> Brand 
Attitude 

0.556 5.976 e0.000 Significant 

Brand 

Attitude -> 
Purchase 

Decision 

0.311 2.884 e0.004 Significant 

Source: Processed primary data, 2024 

 

SociallMedia has alsignificant impact onlBrandlAttitude. 

The table above indicates a t-statistic value of 5.976, an effect 

size of 0.556, and a p-value of 0.000. These results satisfy the 

criteria of a t-statistic > 1.96 and a p-value < 0.05. Thus, it can 

be concluded that Social Media has a positive and significant 

influence on Brand Attitude. 

Brand Attitude significantly affects Purchasing Decisions. 

The table above shows a t-statistic value of 2.884, an effect 

size of 0.311, and a p-value of 0.004. These values meet the 

criteria of a t-statistic > 1.96 and a p-value < 0.05. Therefore, 

it can be concluded that Brand Attitude has a positive and 

significant influence on Purchasing Decisions. 
 

TABLE XI. Path Coefficient (indirect effect) 

Relationshipp 

Betweenn 

Variabless 

Originalo 

Sampleo 

(O) o 

ToStatistics 

(|O/STDEV|)o 

Po 

valueso 
Results 

Word of 

Mouth -> 
Brand Attitude 

-> Purchase 

Decision 

0,106 2,331 0,020 Significanto 

Social Media -
> Brand 

Attitude -> 

Purchase 
Decision 

0,173 2,403 0,017 Significanto 

Source: Processed primary data, 2024 

 

Basedkon the tablekabove, thekresults indicatekthat the 

fourth hypothesis is supported, with a t-statistic > t-table 

(2.331 > 1.96) and a p-value (0.020) < 0.05. This demonstrates 

a positive and significant influence of Word of Mouth on 

Purchasing Decisions mediated by Brand Attitude. 

Basedgon the tablegabove, the resultsgindicate that the 

fifth hypothesis has a t-statistic value greater than the t-table 

value (2.403 > 1.96) and a p-value (0.017) less than 0.05. This 

signifies a positive and significant influence of social media 

on purchasing decisions through Brand Attitude. 

C. Discussion 

1. The Influence of Word of Mouth on Brand Attitude of 

Somethinc Products 

The overall analysis results show that there is a positive 

and significant influence between Word of Mouth on Brand 

Attitude of Somethinc products. The results of this study are 

also strengthened by the test results which show a t-statistic 

value of 3.446 with a large influence of 0.340 and a p value of 

0.001. This meets the requirements of a t-statistic value >1.96 

and a p value <0.05. So it can be concluded that hypothesis 

one is accepted where there is a positive and significant 

influence between Word of Mouth on Brand Attitude of 

Somethinc products in Solo Raya. 

2. The Influence of Social Media on Brand Attitude of 

Somethinc Products 

Based on the results of the analysis that has been carried 

out as a whole, it can be stated that Social Media has a 

positive and significant influence on Brand Attitude of 

Somethinc products. The results of this study are also 

strengthened by the test results showing a t-statistic value of 

5.976 with a large influence of 0.556 and a p value of 0.000. 

This meets the requirements of a t-statistic value >1.96 and a p 

value <0.05. So it can be concluded that hypothesis two is 

accepted where there is a positive and significant influence 

between Social Media on Brand Attitude of Somethinc 

products in Solo Raya. 

3. The Influence of Brand Attitude on Purchase Decisions of 

Somethinc Products 

Based on the results of the analysis that has been carried 

out as a whole, it shows that Brand Attitude has a positive and 

significant influence on Purchase Decisions of Somethinc 

products. The results of this study are also strengthened by the 

test results showing a t-statistic value of 2.884 with a large 

influence of 0.311 and a p value of 0.004. This meets the 

requirements of a t-statistic value >1.96 and a p value <0.05. 

So it can be concluded that hypothesis three is accepted Where 

there is a positive and significant influence on the Purchase 

Decision of Somethinc products in Solo Raya. 

4. The Influence of Word of Mouth on Purchase Decisions 

through Brand Attitude as a Mediating Variable 

Based on the results of the research that has been done, 

overall it shows that Word of Mouth has a positive and 

significant influence on Purchase Decisions through Brand 

Attitude. The results of this study are supported and 

strengthened by the test results showing a t-statistic value > t 

table, namely 2.331>1.96 and p-value (0.020)<0.05, so that 

Hypothesis four is accepted which means there is a positive 

and significant influence between Word of Mouth and 

purchase decisions through Brand Attitude of Somethinc 

products in Solo Raya. 

5. The Influence of Social Media on Purchase Decisions 

through Brand Attitude as a Mediating Variable 

Based on the results of the research that has been done, 

overall it shows that Social Media has a positive and 

significant influence on Purchase Decisions through Brand 

Attitude. The results of this study are supported and 

strengthened by the test results which show a t-statistic value 

>t table, namely 2.403 > 1.96 and p-value (0.017) < 0.05, so 

that Hypothesis five is accepted, which means that there is a 

positive and significant influence between social media and 

purchasing decisions through Brand Attitude of Somethinc 

products in Solo Raya. 

V. CONCLUSSION AND SUGGESTION 

A. Conclussion 
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Based on the results of the analysis and discussion that 

have been described in this study, the following conclusions 

can be obtained: 

1) There is an influence of Word of Mouth on Brand Attitude 

on Somethinc products used by Women in the Soloraya 

area. This result is proven by the t-test where the t-count 

value of 3.446 is greater than the t-table value of 1.96. 

2) There is an influence of Social Media on Brand Attitude 

on Somethinc products used by Women in the Soloraya 

area. This result is proven by the t-test where the t-count 

value of 5.976 is greater than the t-table value of 1.96. 

3) There is an influence of Brand Attitude on Purchasing 

Decisions on Somethinc products used by Women in the 

Soloraya area. This result is proven by the t-test where the 

t-count value of 2.884 is greater than the t-table value of 

1.96. 

4) There is an influence of Word of Mouth on Purchasing 

Decisions through Brand Attitude on Somethinc products 

used by Women in the Soloraya area. This result is proven 

by the t-test where the t-count value of 2.331 is greater 

than the t-table value of 1.96.  

5) There is an influence of Social Media on Purchasing 

Decisions through Brand Attitude on Somethinc products 

used by Women in the Soloraya area. This result is proven 

by the t-test where the t-count value of 2.403 is greater 

than the t-table value of 1.96. 

B. Suggestion 

Researchers can add filter questions at the beginning of 

the questionnaire by listing more specific criteria to minimize 

the occurrence of discrepancies by some respondents in filling 

out the questionnaire with the criteria set by the author. In 

addition, researchers can expand the variety of keywords and 

search for various sources of scientific journal databases. In 

addition, if the topic literature is limited, it can refer to 

research from fields or themes that are still intersecting. 

Somethinc products can strengthen digitalmmarketing 

strategiesbby utilizingdsocial mediad platforms more 

optimally, such as creating interesting, interactive and 

educational content about the benefits of the product. This can 

be done by collaborating with relevant influencers or beauty 

vloggers in order to increase Brand Attitude. In terms of 

service and information, Somethinc products are expected to 

increase responsiveness to customer questions or complaints 

by adding chatbot technology or a more responsive service 

team. 
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