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ABSTRACT 
This study aimed to determine the effect of promotion and experiential marketing on buying decisions 
mediated by electronic Word-of-Mouth (e-WOM) in coffee SMEs. This research is quantitative research 
by distributing questionnaires. The research sample is 100 respondents with the Cochran formula. Data 
collection in this study used an ordinal and was measured using a Likert scale. Data analysis was carried 
out using SEM-PLS with the help of smart PLS. The results of the study indicate that purchasing 
decisions are significantly impacted by experiential marketing. It demonstrates how experiential 
marketing's sense, feeling, thinking, acting, and relating components are frequently used by marketers 
to influence consumer decisions. e-WOM marketing is significantly impacted by experiential 
marketing. It demonstrates that experience marketing impacts coffee SMEs' use of e-WOM marketing. 
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INTRODUCTION 
The economic growth in consumers' interest 

in cafés has led to the development of café 
businesses in an area. The increasingly intense 
competition in this café business has motivated 
café owners to make strategies to attract 

consumers to purchase at their café (Eravia et al., 
2015). Owners commonly attract consumers by 
making café decorations follow trends 
demanded by the public, innovating on each 
product, and creating the café atmosphere 
according to what consumers want, such as 
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providing entertainment in the form of music 
and improving services to consumers (Harahap & 
Absah, 2020). The approach used in assessing the 
business performance of Small and Medium 
Enterprises (SMEs) in previous studies focused 
on aspects of the use of Information 
Communication Technology (ICT) in SMEs 
(Ashrafi & Murtaza, 2008) and intellectual capital 
(Astuti, 2005); several studies have also focused 
on absorptive capabilities (Tzokas et al., 2015), 
and distinctive capabilities (Rahim et al., 2009). 
Meanwhile, several previous research 
approaches emphasized accuracy in electronic 
marketing and marketing strategies (Nurfauziah 
& Hamdani, 2021) and (Hamdani & Maulani, 
2018).  

Coffee is a drink liked by the public, and how 
this coffee is processed varies from the 
processing time to the method of making and 
serving the coffee. Coffee drinks can develop and 
increase buyers' interest in this coffee drink 

(Vanhaverbeke, 2017). There are several types of 
coffee originating from various regions in 
Indonesia, namely Luwak coffee, Gayo coffee, 
Arabica coffee, Wamena coffee, Lampung coffee, 
and Flores coffee. These types indicate that in 
Indonesia, many coffee types result from 
plantations in their own country (Harahap & 
Absah, 2020).  

Coffee SMEs are commonly a means of 
relaxing with friends and family; even many of 
them use the coffee SMEs to socialize between 
business relations. Enjoying a banquet at the 
coffee SMEs is a new phenomenon for executives 
and good professionals to host business relations 
or unwind after work all day. Increasing public 
consumption of coffee is an opportunity for 
coffee SME entrepreneurs to encourage the 
establishment of coffee SMEs in big cities 
(Budiman & Dananjoyo, 2021) as shown in Table 
1.  
 

 
Table 1: National Coffee Production 

Years National Coffee Production (Tons) 
2017 716,1 
2018 756 
2019 761,1 
2020 762,2 
2021 774,6 

Source: BPS 2021 
 
Based on Table 1, from 2017 to 2021, coffee 

production in Indonesia will increase 
significantly, as in 2021, it will increase from 
762.2 thousand tons to 774.6 thousand tons. This 
number increased by around 1.62% from the 
previous year. Besides being supported by 
community activities in consuming coffee, the 
increase in coffee production in Indonesia itself 
is also supported by the processors by processing 
and serving various variations so that the 
processing and presentation can attract coffee 
consumers. 

Social media is crucial in influencing how 
consumers choose which things to buy. Online 
trust is a crucial mediating factor in the positive 
influence of social media and Electronic Word-
of-Mouth (e-WOM) on purchase decision 
involvement (Prasad et al., 2017). According to a 
prior study in the Bosnian state, e-WOM has 
greater power than other marketing and 

promotion tactics. The Impact of this type of 
marketing technique is increased when applied 
on social media platforms (Poturak & 
Turkyilmaz, 2018). Marketing promotion in 
Social media benefits products that are sold 
through word-of-mouth advertising. T-count 
data with a significant value and a positive 
regression coefficient serve as proof (Wursan et 
al., 2021). The study results show that 
experiential marketing significantly affects 
consumer satisfaction and loyalty, both directly 
and indirectly. This study aimed to determine the 
effect of promotion through social media and 
experiential marketing on purchasing decisions 
mediated by e-WOM marketing. 

 
LITERATURE REVIEW 

Social media refers to easily accessible 
informative content produced by publishing 
technology users to promote interaction, 
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influence, and contact with other users and the 
general public. It would affect the production 
process and also the technology adoption in 
home industries (Hamdani et al., 2023). Social 
media is a platform that puts people first and 
makes it easier for them to interact and work 
together. Customers can exchange text, images, 
audio, and video content with other customers 
and businesses through social media. Social 
media provides a platform for customers to share 
written, visual, and video content with 
businesses and vice versa (Kotler & Kemmer, 
2012). The collection of interactive Internet apps 
that make it easier to create, curate, and share 
user-generated content is collectively called 
social media. Social media platforms come in a 
wide range of examples. They include YouTube, 
Instagram, Friendster, Wikipedia, dating 
websites, Craigslist, recipe-sharing websites (like 
allrecipes.com), Facebook, and Friendster. All 
social media platforms have the traits mentioned 
earlier but differ in several ways. Platform 
architectures, structures, norms, and user bases 
frequently vary (Davis, 2019). The specific 
combination of advertising, sales promotion, 
public relations, personal selling, and direct 
marketing tools a business uses to persuade 
customers to make a purchase is known as the 
"promotion mix." This mix of tools is used to 
achieve specific objectives and provide 
information influencing consumers to purchase 
(Kotler & Kemmer, 2012). 

Customers can be encouraged to create 
experiences using several means such as their 
five senses (sense), emotions (feel), creative 
thinking (think), behavior and lifestyle, and 
others (act) through the use of experiential 
marketing. Interactions with other people lead to 
occasions, which grow into experiences related 
to social circumstances, lifestyle, and culture 
(relate), leading to the emergence of sensations, 
sentiments, cognitions, and behaviors. By 
appealing to their emotions and creating a 
positive impression of the products and services, 
experiential marketing seeks to create devoted 
consumers (Schmitt, 2011). Experiential 
marketing is a marketing strategy carried out by 
creating consumer experiences. This marketing 
strategy is based on the two-way nature between 
brands and consumers, where consumers are 
engaged because they actively participate in the 
experiences created for them. Experiential 
marketing allows consumers to engage with 
brands on a deeper level by communicating more 

complex ideas and emotions and gives 
consumers more control over their experiences 
with brands. Because consumer involvement 
plays a role in experiential marketing success, 
this type of marketing is also often known as 
engagement marketing. The existence of this 
engagement can measure how meaningful the 
experience the audience or consumers have with 
a brand. Engagement or engagement here can 
range from views and likes on social media to 
comments, sharing information, and 
communicating directly with brands (Datta, 
2020). 

Experiential marketing is reflected by the two 
dimensions with the most significant 
contribution: sense and relate (Arismunandar et 
al., 2019). Social media is a tool or way for 
consumers to share information through text, 
images, audio, and video with others. Purchase 
intention is a consumer behavior that appears in 
response to objects that indicate the consumer's 
desire to purchase (Armawan, 2022). Other 
research on coffee SMEs shows that word 
communication's volume, quality, consistency, 
and electronic valence significantly influence 
consumer buying interest. Those factors are the 
basis for managers to consider Electronic Word-
of-Mouth (e-WOM) as an essential marketing 
tool to promote their business (Ali & Cai, 2022).  

E-WOM Marketing is a method of 
communicating amongst customers who have 
never met before to spread information about a 
good or service (Hassan et al., 2015). e-WOM 
marketing, which is accessible to a large number 
of people or institutions over the internet, is a 
type of marketing communication that includes 
good or negative comments made by prospective 
consumers, existing customers, or former 
customers about a product or company (Huete-
Alcocer, 2017). Based on these experts, 
researchers can conclude that e-WOM marketing 
is a communication medium between consumers 
to share information, provide product reviews, 
and give recommendations to other consumers 
about a product that has been consumed. E-
WOM marketing consists of three indicators, 
namely: 1) Intensity, the number of opinions 
written by consumers on a social networking 
site; 2) Valence of opinion, positive or negative 
consumer opinions about products, services, and 
brands; and 3) Content, the content of 
information from social networking sites relating 
to products and services (Goyette et al., 2010). 
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Consumer behavior is interdisciplinary and 
based on ideas and hypotheses about people 
established by academics, thinkers, and 
researchers in various fields, including sociology, 
psychology, anthropology, and economics. The 
primary goal of consumer behavior research is to 
arm marketers with the knowledge and abilities 
needed to conduct in-depth consumer 
assessments that might be applied to 
comprehending markets and creating marketing 
strategies (Barmola & Srivastava, 2019). 

Purchasing decisions will occur if the 
consumer's desires to buy an item are 
unanimous, including what to buy, whether to 
believe or not, when to buy, where to buy, how 
to pay for it, and so on. Consumer satisfaction 
concerning the brands in the choice set 
influences the purchasing decision. Making a 
purchase decision involves prospective 
customers combining their knowledge of the 
options for two or more available product 
choices and selecting one (Kotler & Kemmer, 
2012).  

 
METHODOLOGY 

This study uses a quantitative approach 
because research uses many numbers, starting 
from data collection, data analysis using 
statistics, and data appearance. This research 
includes a comparative causal study that 
investigates possible causal relationships, 
looking for facts that might be the cause through 
specific data (Sekaran & Roger, 2017). The 
research population in this study were coffee 
café consumers spread across Garut Regency. 
Because the sample is unknown, the Yamane and 
Cochran formula is used (Sekaran & Bougie, 
2013). Based on the Yamane and Cochran 
formula calculation, the number of research 
samples is 96, then rounded to 100. The sampling 
technique uses simple random sampling, 
primarily aimed at millennials who often hang 
out together to enjoy coffee at cafés. The data 
collection techniques used in this study were 
questionnaires and interviews. The 
questionnaire is a research data collection 
technique consisting of a series of questions to 
gather information from respondents. The 
questionnaire used is that which contains 
questions to be answered by respondents. The 
interview used was direct interviews with the 
owners of several coffee SMEs in Garut Regency, 
asking about sales data and the problems that 

arose. 

Testing research measuring instruments 
using validity and reliability measuring tools. 
Validation to determine how well the 
measurement test measures the object that 
should measure. The Instruments are valid if the 
tools used can adequately measure the 
measuring object. Item reliability is tested by 
looking at the alpha-Cronbach value for the 
reliability of all items in one variable. Reliability 
testing refers to the PLS calculation, which 
considers that the Cronbach Alpha value must be 
greater than 0.6 and composite reliability must 
be greater than 0.7. The statistical method 
applied in this study uses Structural Equation 
Modeling (SEM) (Fathali & Okada, 2018). The 
structural equation model is a multivariate data 
analysis method that aims to test the 
measurement model, namely the relationship 
between indicators and latent variables, and the 
latent variable structural method, namely the 
relationship between independent and 
dependent constructs (Hair & Black, 2010). 

DISCUSSION 
Outer model evaluation 

Compared to the variance brought on by 
measurement errors, Average Variance Extracted 
(AVE) measures how much variance may be 
explained by items. The notion is considered 
excellent convergent validity if the AVE value 
exceeds 0.5. According to Table 2, the average 
latent variable can account for more than half of 
the variation of the indicators when the AVE 
value for each variable is larger than 0.5 (>0.5). 
The convergent validity results are presented 
below and are explained by AVE in Table 2.  
 
Table 2: Convergent Validity 

Latent Variable Mean 
Communalities 

(AVE) 
Promotion through 
Social Media 

0,717 

Experiential 
Marketing 

0,594 

Electronic Word-of-
Mouth Marketing 

0,597 

Purchase Decision 0,584 

Source: Results of data processing, 2022 
 
Examining the composite reliability value of 
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the indicator section that evaluates the construct 
reveals how Experiential Marketing and Social 
Media Promotion Impact Purchase Decisions 
Mediated by Electronic Word-of-Mouth 
marketing. If the composite dependability results 
are more significant than 0.60, a considerable 
amount will be revealed. The composite 
reliability value in the output is described in 
Table 3. 

Table 3: Composite Reliability 

Latent Variable Composite 
Reliability 

Promotion through Social 
Media 

0,884 

Experiential Marketing 0,897 
Electronic Word-of-
Mouth Marketing 

0,856 

Purchase Decision 0,875 

Source: Results of data processing, 2022 
 

Table 3 shows the composite reliability value 
for Promotion through Social Media, Experiential 
Marketing, Electronic Word-of-Mouth 
Marketing, and Purchase Decisions, which can be 
declared reliable. The reliability test can also be 
strengthened with the Cronbach Alpha, with the 
following output results explained in Table 4. 

Table 4: Cronbach Alpha 

Latent Variable Cronbach 
Alpha 

Promotion through Social 
Media 

0,804 

Experiential Marketing 0,863 
Electronic Word-of-Mouth 
Marketing 

0,776 

Purchase Decision 0,821 

Source: Results of data processing, 2022 
 

Cronbach's Alpha values for all constructs are 
more significant than 0.6, as seen in Table 4. The 
structures of experiential marketing, purchase 
decisions, electronic word-of-mouth marketing, 
and promotion through social media can all be 
deemed credible. In order to calculate the path 
coefficient between latent variable constructs in 
the structural model (Inner Model), 
bootstrapping is used. When performing 
hypothesis testing, pay close attention to the 
significance value between constructs, t-
statistics, and p-value. The hypothesis can be 
accepted if the p-values are less than 0.05 and the 
t-statistical significance value is more than 1.96 
(Ghozali, 2014). Furthermore, testing the 
hypothesis can also be seen in Table 5. 

 
Table 5: Path Coefficient 

 Original 
Sample 

(O) 

Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P 
Values 

Promotion Through social media 
→ Purchase Decision 

0,148 0,147 0,088 1,674 0,047 

Promotion Through social media 
→ Electronic Word-of-Mouth 
Marketing 

0,275 0,269 0,086 3,201 0,001 

Experiential Marketing → 
Purchase Decision 

0,280 0,273 0,138 2,030 0,021 

Experiential Marketing → 
Electronic Word-of-Mouth 
Marketing 

0,630 0,634 0,076 8,253 0,000 

Electronic Word-of-Mouth 
Marketing → Purchase Decision 

0,472 0,488 0,114 4,150 0,000 

Source: Results of data processing, 2022 
 
Model causality test  

Then, test the sixth hypothesis because the 
third hypothesis has a mediating variable, as 

shown in the Specific Indirect Effect value in 
Table 6. 
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Table 6: Specific Indirect Effect 

 Original 
Sample 

(O) 

Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T 
Statistics 
(|O/STDE

V|) 

P 
Value

s 

Promotion Through social media 
→ Electronic Word-of-Mouth 
Marketing → Purchase Decision 

0,130 0,129 0,046 2,821 0,002 

Experiential marketing → 
Electronic Word-of-Mouth 
Marketing → Purchase Decision 

0,297 0,312 0,092 3,248 0,001 

Source: Results of data processing, 2022 
 

The effect of promotion through social media 
on purchasing decision 

The path coefficients table shows that the 
promotion variable through social media 
significantly affects purchasing decisions at 
Coffee Small and Medium Enterprises (SMEs) 
because the T-statistic value is 1.674, which is 
smaller than the 1.98 points in t-table. The p-
value is 0.047, which is smaller than 0.05. Thus, 
H0 is accepted, meaning there is no effect of 
social media promotion on SMEs Coffee's 
purchasing decisions. This result indicates that 
the promotion variable through Instagram social 
media cannot directly influence purchasing 
decisions because promotion on Instagram will 
be more effective if it is supported by Electronic 
Word-of-Mouth (e-WOM) and good product 
quality. When companies carry out 
advertisements, it will be much better when 
there is support from external factors such as the 
experience of consumers who have made 
purchases, then make reviews or comments on 
social media so that consumer opinions are 
widely spread. Good product quality can also 
support purchasing decisions (Hamdani & 
Maulani, 2018) and (Hassan Alboqami, Wafi Al-
Karaghouli, Yasser Baeshen, Ismail Erkan*, 2015). 
Other research shows that promotions through 
social media substantially affect purchasing 
decisions (Aji et al., 2019). Based on these 
findings, promotion is one of the elements 
determining whether a marketing campaign to 
spread awareness of a product's existence is 
successful. Consumer product information is 
currently frequently distributed by marketers 
through social media. Therefore, if clients learn 
about our items and find them fascinating, they 
will immediately inform their friends or other 
people in their immediate vicinity. Naturally, 
they are influenced to make purchases by what 

is expected. 
 

The effect of promotion through social media 
on electronic Word-of-Mouth  

The promotion variable through social media 
considerably impacts (e-WOM) marketing for 
SME coffee, as shown by the route coefficients 
table, where the T statistic value is 3.201, higher 
than the t table's value of 1.98. However, p-value 
of 0.001 is smaller than 0.05. As a result, H0 is 
rejected, indicating that SMEs Coffee are affected 
by social media promotion of their products. The 
findings of this study are corroborated by earlier 
research, which shows a direct impact of social 
media promotion on e-WOM at RM Radja Penyet 
Mas Fais in the city of Palu. At RM Radja Penyet 
Mas Fais in Palu City, social media promotion had 
a considerable and somewhat negative impact 
on e-WOM (Savitri et al., 2016). Online word-of-
mouth is one of the fastest-growing marketing 
segments. Thus, there may be clear opportunities 
for marketers. Due to social networks' 
extraordinary development, influence, and 
popularity, e-WOM, in particular, is an intriguing 
research topic (Erkan et al., 2015). Proper and 
appropriate use of promotion through social 
media is the essence of forming a company's e-
WOM marketing (Park et al., 2011). By doing this, 
the business can draw in customers, increase the 
recall value of its products, and increase word-of-
mouth about the brand. Furthermore, it is well 
acknowledged that internet marketing 
significantly influences online word-of-mouth. 
These findings imply that effective online 
marketing will boost electronic consumer Word-
of-Mouth. 
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The effect of experiential marketing on 
purchasing decisions 

Because the T statistic value of 2.030 is higher 
than the t-table value of 1.98 and the p-value of 
0.021 is lower than 0.05, it can be inferred from 
the path coefficient table that the experiential 
marketing variable significantly impacts 
purchasing decisions. H0 is thus rejected, 
indicating that experiential marketing impacts 
consumer decisions in small and medium-sized 
coffee enterprises. 

The results of this study are supported by the 
previous research, which states that 
simultaneously sensing, feeling, thinking, acting, 
and relating significantly affect purchasing 
decisions (Lie et al., 2013). The opinion above 
shows that experiential marketing aspects, 
which include sense, feeling, thinking, acting, 
and relating, are often used by marketers to 
encourage purchasing decisions. That means that 
experiential marketing has a positive 
relationship with purchasing decisions. The 
greater the consumer's assessment of the 
experiential marketing aspect, the greater the 
consumer will buy the product or service offered 
by the company (Hamdani & Herlianti, 2020). 
The findings suggested that experiential 
marketing and community reference had a 
favorable and substantial impact on purchasing 
decisions and that these two factors positively 
and significantly impacted those decisions in 
tandem (Mranani & Lastianti, 2019).  

Based on these results, aspects of experiential 
marketing which include: sense, feel, thinking, 
acting, and relating, are often used by marketers 
to encourage purchasing decisions. This result 
means that experiential marketing has a positive 
relationship with purchasing decisions. The 
greater the consumer's assessment of the 
experiential marketing aspect, the greater the 
consumer will buy the product or service offered 
by the company. 
 
Influence of experiential marketing on 
electronic word-of-mouth marketing 

The path coefficients table shows that the 
experiential marketing variable significantly 
affects electronic Word-of-Mouth because the T 
statistic value of 8.253 is greater than the t-table 
of 1.98, and the p-value of 0.000 is less than 0.05. 
Thus, H0 is rejected, meaning experiential 
marketing influences e-WOM marketing in 
coffee SMEs. These results are supported by 

research conducted by research that states that 
experiential marketing affects electronic word-
of-mouth marketing (Artanti, 2016). Based on 
these results, experiential marketing can also 
influence electronic word-of-mouth marketing 
because the experience gained or felt by 
consumers in consuming a product or service 
will be a source of e-WOM marketing. E-WOM 
marketing is positive and negative depending on 
consumers' impression of the product or service 
(Aristiawan et al., 2019). 

 
The effect of electronic word-of-mouth 
marketing on purchasing decisions 

The path coefficients table shows that the e-
WOM marketing variable significantly affects 
purchasing decisions because the T-statistic 
value of 4.150 is greater than the t-table of 1.98, 
and the p-value of 0.000 is smaller than 0.05. 
Thus, H0 is rejected, meaning e-WOM marketing 
variables influence purchasing decisions in small 
and medium coffee businesses. The results of this 
study are supported by previous research where 
the results indicate that the variables (intensity, 
valence of opinion, and content) of e-WOM 
significantly influence purchasing decisions. 
Other support from research shows that 
Electronic Word-of-Mouth affects purchasing 
decisions (Aljaafreh & Al-Adaileh, 2020). 

Based on these results,  communication via 
the internet from e-WOM reviews or e-WOM 
communication is a medium between consumers 
to share information, provide product reviews, 
and provide recommendations to other 
consumers regarding a product that has been 
consumed (Hamdani & Herlianti, 2019). E-WOM 
communication remains a marketing practice 
that dominates consumer purchasing decisions 
for any product. e-WOM is a means of 
communication that produces a good 
conversation. Someone will ask others about an 
item or service's quality before buying or 
consuming it. 

Promotion through social media to electronic 
word-of-mouth marketing mediated purchase 
decisions 

Experiential marketing on purchasing 
decisions is mediated by e-WOM marketing with 
a t-statistic value of 2.821 greater than 1.98 and 
p-values of 0.001 less than 0.05, indicating an 
influence of experiential on decision purchases 
mediated by e-WOM marketing. To see how 
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significant the role of the mediating variable is in 
this research model by looking at and comparing 
the direct relationship with the indirect 
relationship. The indirect relationship, including 
promotion through social media on purchasing 
decisions, has no effect because the t-statistic 
value of 1.674 is less than 1.98, and the p-value 
of 0.047 is more significant than 0.05. Namely, 
the results of a specific indirect effect or indirect 
relationship show that promotion through social 
media affects purchasing decisions with 
electronic word-of-mouth marketing as a 
mediating variable. 

Furthermore, the second indirect 
relationship, experiential marketing on 
purchasing decisions, has no effect because the t-
statistic value of 2.030 is higher than 1.98, and 
the p-value of 0.021 is more significant than 0.05. 
then, after the mediation variable is included, it 
can be seen from the results of the specific 
indirect effect or indirect relationship indicating 
that experiential marketing affects purchasing 
decisions with electronic word-of-mouth 
marketing as a mediating variable. Therefore, it 
can be stated that e-WOM marketing as a 
mediating variable plays a full mediation role. 
Complete mediation means that the variables of 
experiential marketing and promotion through 
social media can only significantly influence 
purchasing decisions if going through e-WOM 
marketing. 

 
CONCLUSION AND RECOMMENDATION 

Promotion through social media has no 
significant effect on purchasing decisions, while 
promotion through social media substantially 
affects Electronic Word-of-Mouth (e-WOM) 
marketing. Its shows that there is an influence of 
promotion through social media on e-WOM 
marketing. Proper and appropriate use of 
promotion through social media is the essence of 
forming a company's e-WOM marketing. With 
proper usage of e-WOM, the company can 
capture the attention of consumers and make the 
company's products more memorable and 
spread widely from one person to another. 
Experiential marketing has a significant effect on 
purchasing decisions. It shows that aspects of 
experiential marketing, which include sense, 
feeling, thinking, acting, and relating, are often 
used by marketers to encourage purchasing 
decisions. Experiential marketing has a 
significant effect on electronic word-of-mouth 

marketing. Its shows that there is an effect of 
experiential marketing on electronic word-of-
mouth marketing for coffee SMEs. E-WOM 
marketing is influenced by experiential 
marketing. The experience gained or felt by 
consumers in consuming a product or service 
will be a source of e-WOM marketing, both 
positive and negative electronic word-of-mouth 
marketing, depending on the impression felt by 
customers of SME Coffee products. E-WOM 
marketing significantly affects purchasing 
decisions. Communication via the Internet from 
electronic reviews by Word-of-Mouth or e-WOM 
Communication is a medium of communication 
between consumers to share information, 
provide product reviews, and give 
recommendations to other consumers regarding 
a product that has been consumed. E-WOM 
Communication remains a marketing practice 
that dominates consumer purchasing decisions 
for any product because customer satisfaction is 
an important concept that must be considered. It 
is also hoped that future researchers will 
examine feedback comments and, web blogs and 
other electronic word-of-mouth sources, such as 
writing on social networks or social media such 
as Facebook, Twitter, and others. 
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