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CHAPTER V 

CONCLUSION 

 

This chapter provides a synthesis of the research findings presented in the 

preceding chapter, focusing on the research of the effect of social media marketing 

and electronic word of mouth on purchase decision, with brand image as a mediator. 

Additionally, it discusses the managerial implications derived from these findings, 

followed by an exploration of the research's limitations and suggestions for future 

studies aiming to build upon this research as a reference. 

 

5.1 Conclusion 

Drawing from the findings and discussion that have been explained in the 

previous chapter, the conclusions that can be derived are as follows: 

 

1. Social media marketing has a positive and significant effect towards purchase 

decision in Sate Ratu. 

2. Electronic word of mouth has a positive but insignificant effect toward 

purchase decision in Sate Ratu. 

3. Social media marketing has a positive and significant effect towards brand 

awareness in Sate Ratu. 

4. Electronic word of mouth has a positive and significant effect towards brand 

awareness in Sate Ratu. 

5. Brand awareness has a positive and significant effect towards purchase 

decision in Sate Ratu. 

6. Brand awareness mediates the effect between social media marketing and 

purchase decision in Sate Ratu with a complementary mediation. 

7. Brand awareness mediates the effect between electronic word of mouth and 

purchase decision in Sate Ratu with an indirect-only mediation. 
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5.2 Managerial Implications 

The purpose of this research is to analyze the effect of social media marketing 

and electronic word of mouth on purchase decision, with brand image as a mediator. 

Hence, the researcher hopes that this study will offer advantages primarily to Sate 

Ratu and other businesses in the food and beverage sector. Based on the research 

findings, there are several managerial implications that could be considered: 

1. Effective social media marketing significantly influences purchase decisions 

through targeted, personalized content. Advanced analytics improve audience 

relevance and engagement, and interactive materials like surveys and live 

events foster client loyalty and trust. Credibility is increased by promoting 

favorable evaluations and user-generated material. Real endorsements from 

influencer partnerships are obtained, and conversions are boosted by superior 

imagery. Conversion rates rise when social commerce features are integrated 

and purchases are made easier thanks to consistent brand messaging that builds 

identity and trust. Ongoing observation enables in-the-moment modifications, 

preserving the effectiveness of campaigns. Campaigns generate a sense of 

urgency, and a robust brand community cultivates allegiance, impacting both 

prospective and existing clients. Businesses may boost purchase decisions by 

putting these strategies into practice. 

2. Effective social media marketing can significantly enhance brand awareness 

by leveraging targeted content, consistent messaging, and interactive 

engagement. With the use of advanced analytics, businesses can personalize 

posts so that they are attractive to particular audience segments, increasing their 

relevance and reach. Brand identity and recognition are strengthened when a 

business's messaging is consistent across all platforms. Creating a strong 

connection and maintaining brand awareness can be achieved by interacting 

with users through interactive content such as polls, quizzes, and live sessions. 

Boosting brand visibility and credibility can be achieved by utilizing 

influencers' reach and promoting user-generated content. Businesses can 

maximize the impact of their social media campaigns on brand awareness and 
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maintain relevance by constantly monitoring social media metrics and making 

real-time adjustments to their strategies. 

3. Effective electronic word of mouth significantly enhances brand awareness. 

Businesses should encourage satisfied customers to spread information about 

their positive experiences online by using social media posts, testimonials, and 

reviews to increase visibility. Social media interactions with customers and 

their feedback promote a feeling of community and trust. Working with 

influencers can increase brand awareness by obtaining real endorsements. 

Maintaining a positive brand image requires keeping an eye on online 

conversations and quickly responding to negative feedback. Strategies can be 

improved by tracking the impact of electronic word of mouth using analytics. 

Businesses can increase brand visibility, credibility, and awareness by actively 

managing electronic word of mouth. 

4. Purchase decisions are directly affected by raising brand awareness. To 

increase brand recognition and trust, businesses should concentrate on 

maintaining a high standard of branding across all platforms. Increasing 

exposure and credibility can be achieved by utilizing influencer relationships, 

content marketing, and social media. Encouraging customer testimonials and 

reviews increases credibility and influences potential customers. Interactive 

and appealing content increases consumer interest and loyalty by keeping the 

brand front of mind. Businesses may successfully transform increased brand 

awareness into boosted purchase decisions by regularly monitoring brand 

perception and making necessary adjustments to their strategies. 

 

5.3 Research Limitations 

1. In this research, researcher use the baseline for outer loading value of 0.6.  

2. In this research, there are 7 variable’s indicators that have been dropped 

because the outer loading value are less than 0.6. 
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5.4 Suggestions for Future Researches 

1. For future research, it is recommended to use the 0.7 outer loading value as a 

baseline because the relationship is considered stronger in the context of 

structural equation modeling (SEM). Since high loading indicates a robust 

relationship between the observed variable and the underlying latent construct 

being measured. 

2. For future research, it is suggested to improve the sentence comprehension by 

increasing the number of respondents at the time of face validity. Increasing 

the sample size or using different sample populations could also provide more 

robust data.  
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Appendix 2 – Raw Data from Respondents 
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Appendix 3 – Data Analysis 
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Adjusted Structural Model 
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