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ABSTRACT 

This study aims to examine the effect of Digital Marketing, Word of Mouth, and Product Differentiation on 

purchasing decisions on Deerkeik bread products in Madiun City. The population in this study are Deerkeik Instagram 

followers who have made at least one purchase. The data used is primary data obtained from distributing 

questionnaires via google form to respondents. The amount of sample data obtained was 100 respondents. The data 

obtained was then tested using the instrument test (validity test and reliability test), classical assumption test, multiple 

linear regression analysis test and hypothesis testing. The results in this study are Digital Marketing has a partial 

effect on purchasing decisions, Word of Mouth has a partial effect on purchasing decisions, Product Differentiation 

has a partial effect on purchasing. The results of the study are shown in the Adjusted R Square value that the variation 

of the three variables, namely Digital Marketing, Word of Mouth and Product Differentiation, contributes to the 

Purchasing Decision by 79.2%. Meanwhile, the other 20.8% is explained by other variables not included in the study. 
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INTRODUCTION
In the current era of globalization, competition and developments in the business world are 

increasingly tight. Producers must be able to innovate and be more creative in the products they produce, 

so that they are able to compete and attract the interest of potential consumers to purchase products. In 

winning and retaining customers, a good marketing strategy is needed not only through digital media, but 

also utilizing word of mouth marketing and differentiation in the products produced to convince consumers 

to purchase the product. Consumer decisions in determining or choosing a product to buy are not easy. 

Purchasing decisions are problem solving activities carried out by individuals in selecting appropriate 

behavioral alternatives from two or more behavioral alternatives and are considered the most appropriate 

action in purchasing by first going through the stages of the decision making process (Firmansyah, 2019). 

There are many considerations that consumers need to make before buying the product, for example in 

terms of price, product quality, product variety or promotion. Consumers will feel satisfied when they 

obtain a product that meets their expectations or even exceeds them compared to competing products. 

Current technological advances make it possible for business people or entrepreneurs from both the 

lower middle and upper middle classes to expand the marketing scope of a product that is bought and sold. 

The widespread trend of online trading via mobile devices is certainly a profitable business opportunity for 

business people to further strengthen their business, retain their customers by providing various 

conveniences, one of which is providing mobile e-commerce applications (Putri et al., 2017). Digital 

marketing is a type of marketing that is widely used to promote products or services and to reach consumers 

using digital channels (Saputra and Ardani, 2020). Meanwhile, digital marketing is a marketing activity 

that utilizes internet media (Instagram, Facebook, Twitter, TikTok and websites) in its marketing activities 
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with the aim of making consumers interested in using services or consuming products produced by the 

company (Lombok and Samadi, 2022). Word of mouth marketing or what can also be called word of mouth 

is easy or uncomplicated marketing where it does not require large costs but its effectiveness is very large 

and is an efficient promotional tool. In the business world, word of mouth is the non-commercial action of 

consumers providing information to other consumers from one person to another (interpersonal), whether 

on brands, products or services. In this modern era, word of mouth is not only done face to face but also 

utilizes existing technology such as social media, websites and email. 

Word of mouth is conversation that naturally occurs between people (Sernovitz, 2009). Word of 

mouth (WOM) communication or word of mouth communication is a communication process in the form 

of providing recommendations both individually and in groups regarding a product or service which aims 

to provide personal information (Kotler and Keller, 2014). Furthermore, according to Purwati, stated that 

product differentiation is a strategy that makes products different from competitors and even exceeds them, 

so that the results that can be assessed by consumers and the expected value can influence the most special 

consumer choices and interests (Purwati et al., 2019). 

The increase in practical food consumption has resulted in food consumption patterns quickly 

spreading to the upper middle class and even the lower middle class, so this is an excellent opportunity for 

food processing businesses in marketing their products to further develop its business and makes quality 

products at affordable prices (Wijaya et al., 2022). With so many bakery shops on digital media in Madiun 

City, people are more selective in choosing the products they want to buy. The existence of marketing 

competition causes companies to be faced with various opportunities and threats. Therefore, every company 

in producing products is required to always understand and understand what is happening in the market and 

what consumers want. Like the bread products produced by Deerkeik in Madiun City, which tries to present 

different and varied products so that many people are interested in them at affordable prices, but the quality 

produced is commensurate with the price given. Deerkeik carries out buying and selling activities via the 

Instagram platform very intensively in order to reach a wide range of consumers. Just by looking at the 

Instagram platform, you can easily choose the bread or cake product you want. Apart from that, 

unintentional marketing through word of mouth regarding Deerkeik products has made Deerkeik little by 

little known to many people, but it cannot be ascertained whether this will increase the number of consumers 

who buy them. 

This phenomenon requires all industries to adapt to technological advances in order to compete. The 

current phenomenon is that more and more bread or cake businesses are marketing through digital media, 

creating intense competition and competing to get good ratings from their consumers. Apart from that, 

sometimes there are some bakeries that simply do marketing through the media without paying attention to 

the aesthetics of the presentation. Thus, the author chose Deerkeik as the research object because currently 

bakery products in Madiun City are competing fiercely in their marketing strategies, so the author wants to 

know more about the influence of digital marketing on purchasing decisions for Deerkeik products. Not 

only digital marketing, but the author also wants to know the influence of word of mouth marketing and 

product differentiation whether it influences consumers' decision to purchase Deerkeik products in Madiun 

City. 

 

LITERATURE REVIEW 
Digital Marketing 

An effective digital marketing strategy can help increase product awareness, build a sense of trust, 

and influence purchasing decisions. Therefore, companies must maintain a good digital marketing strategy 

to increase sales and influence consumer purchasing decisions. Relevant previous research discussing 

purchasing decisions carried out by Handayani found that digital marketing had an influence on purchasing 

decisions (Handayani & Wahyuningsih, 2022). Digital marketing has become an effective strategy in 

increasing sales and influencing consumer purchasing decisions. teknologi informasi.  

Online media has good and promising potential for entrepreneurs, both large scale businesses and 

micro, small and medium scale businesses in facilitating marketing information, bringing relationships 

closer to consumers, and reaching various groups (Puspitasari et al., 2019) . Before the development of 

technology, people's knowledge of a good product was only through recommendations from people close 

to them or by word of mouth.  
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Word of mouth not only reduces the time it takes for consumers to obtain the necessary information, 

but also provides reliable recommendations for solving increasingly complex product problems and reduces 

the risks associated with making the wrong purchasing decision. Based on this, a hypothesis can be 

formulated as follows: 

H1: Digital marketing influences product purchasing decisions 

 

Word of Mouth 

 Word of Mouth, both in traditional and electronic form, also has a significant influence on 

purchasing decisions. Word of mouth communication regarding views or assessments of a product or 

service, either individually or in groups with the aim of providing personal information (Susilawati et al., 

2021). Astuti  found that Word of Mouth influenced the decision to purchase the Sulthanah Hijab in Tegal 

City (Astuti, 2023).  

An effective word of mouth strategy can help increase product awareness, build a sense of trust, and 

influence purchasing decisions. Therefore, companies must maintain a good word of mouth strategy to 

increase sales and influence consumer purchasing decisions. Based on this, a hypothesis can be formulated 

as follows: 

H2: Word of Mouth influences purchasing decisions 

 

Product Differentiation 

Product differentiation is a difference in a product made by a company to create the best value for 

consumers. With these differences, consumers will have considerations when purchasing certain products. 

Pieter found that product differentiation influences iPhone customer loyalty (Pieter et al., 2020). Product 

differentiation has a significant correlation with consumer purchasing decisions. Effective product strategy 

differentiation can help increase competition between companies and influence consumer purchasing 

decisions (Muhammad and Febriatmoko, 2022).  

A company or manufacturer selects one or more attributes that many buyers in an industry consider 

important, and uniquely positions itself to meet those needs. The way to differentiate is different for each 

industry. Differentiation can be based on the product itself, the product delivery system used to sell it, the 

marketing approach, and a wide range of other factors. Therefore, companies must maintain a good product 

differentiation strategy to increase sales and influence consumer purchasing decisions (Handayani et al., 

2023). Based on this, a hypothesis can be formulated as follows: 

H3: Product differentiation influences purchasing decisions 

 

Based on the hypothesis created, the analysis model in this research is as follows: 

 

Figure 1 

Analysis Model Framework 

 

 
 

RESEARCH METHOD 
The population in this study was 10,400, obtained from followers of the official Instagram account 

belonging to the Deerkeik bakery product in Madiun City. If the population is large, it is impossible for 

researchers to study all existing populations, for example due to limited funds, energy and time. Therefore, 

researchers used samples taken from this population. To determine the sample size, it was determined using 

the Slovin formula, which then resulted in a total of 100 respondents. To get these respondents, researchers 

used communication methods by distributing questionnaires to Deerkeik customers via Google forms 

which were distributed using Instagram stories on Deerkeik's Instagram account in Madiun City. 

Digital Marketing (X1) 

Word of Mouth (X2) 

Product Differentiation (X3) 

Purchasing Decisions (Y) 

H1 

H2 

H3 
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In this research, the indicators used to measure digital marketing according to Nasdini, consist of 

accessibility, interactivity, entertainment, credibility, irritation and informativeness (Lombok and Samadi, 

2022). Word of mouth uses indicators, namely talkers, topics, tools, taking (company participation) and 

tracking (supervision) (Sernovitz, 2009). Product differentiation uses indicators, namely design/shape, 

features, performance quality, conformity quality, durability and reliability (Kotler and Keller, 2014). 

Meanwhile, purchasing decisions use indicators, namely stability of a product, habits in purchasing 

products, giving recommendations to others and making repeat purchases. 

The sampling technique used is probability sampling with a simple random sampling method. 

Probability sampling is a sampling technique that provides an equal opportunity for each element (member) 

of the population to be selected as a member of the sample (Sujarweni, 2019). Testing of research 

instruments is carried out through validity tests to measure the accuracy and accuracy of measuring 

instruments as well as reliability tests to determine the consistency of indicators. The data analysis used is 

multiple linear regression with SPSS. This analysis looks at the coefficient of determination test (R2) to 

measure the model's ability to explain variations in related variables. Meanwhile, to prove the research 

hypothesis, use the t test (partial test). 

 

RESULTS AND DISCUSSION 
Respondents in this research were consumers and followers of the Deerkeik Instagram account who 

had purchased Deerkeik bread and cake products at least once. In this study, the sample taken was 100 

respondents. The results of the research explained that the majority of respondents were aged 15-30 years, 

with a percentage of 95% and the respondents were at least <15 years old, with a percentage of 1%. Most 

of the respondents were female, with a percentage of 69% and the least were male, with a percentage of 

31%. The results of this research also show that the majority of respondents have student status with a 

percentage of 60% and the least number of respondents work as civil servants with a percentage of 2%. 

 

Validity and Reliability Test Results 

Validity and reliability testing was carried out on the entire sample, namely 100 respondents. Validity 

testing aims to ensure the extent to which the measuring instrument is accurate and precise in carrying out 

its function. It is said to be valid if the correlation coefficient value (value) > table correlation value (value). 

The value for 100 respondents is 0.1996.  

Meanwhile, reliability testing aims to determine the level of confidence and consistency of statement 

items. It is said to be reliable if the Cronbach Alpha value is > 0.7. All items from the three variables in this 

study were declared valid and reliable. 

 

Table 1  

Validity and Reliability Test Results of Research Variables 

 

Variable 

 

Item 

Validity 

(Loading Factor 

Value) 

Reliability 

(Cronbach Alpha) 

Digital Marketing  X1.1 0,749 0,768 

 X1.2 0,830 

 X1.3 0,777 

 X1.4 0,806 

 X1.5 0,761 

 X1.6 0,716 

 X1.7 0,795 

 X1.8 0,734 

 X1.9 0,743 

 X1.10 0,339 

 X1.11 0,852 

 X1.12 0,798 

Word of Mouth  X2.1 0,682 0,770 

 X2.2 0,782 

 X2.3 0,657 
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 X2.4 0,676 

 X2.5 0,711 

 X2.6 0,746 

 X2.7 0,721 

 X2.8 0,787 

 X2.9 0,690 

 X2.10 0,729 

Product 

Differentiation 

 X3.1 0,676 0,771 

 X3.2 0,532 

 X3.3 0,721 

 X3.4 0,771 

 X3.5 0,778 

 X3.6 0,803 

 X3.7 0,807 

 X3.8 0,845 

 X3.9 0,620 

 X3.10 0,840 

 X3.11 0,753 

Purchasing Decision  X4.1 0,684 0,781 

 X4.2 0,821 

 X4.3 0,609 

 X4.4 0,660 

 X4.5 0,823 

 X4.6 0,826 

 X4.7 0,804 

 X4.8 0,824 

 

Classic Assumption Test Results 

Normality test 

The following are the results of the normality test using Kolmogorov-Smirnov: 

 

Table 2  

Normality Test Results with Kolmogorov-Smirnov 

 

One-Sample Kolmogorov-Smirnov Test Unstandardized Residual 

N 100 

Normal Parametersa,b Mean 
Std. Deviation 

.0000000 
2.10691217 

Most Extreme Differences Absolute 
Positive 
Negative 

.071 

.048 
-.071 

Test Statistic 
Asymp. Sig. (2-tailed) 

.071 
.200c,d 

 

Based on this table, it can be seen that the value of Asymp. Sig. (2-tailed) on the Kolmogorov-Smirnov test 

is 0.200. This result has a value greater than 0.05, this shows that in this study the data is normally 

distributed. 

 

Multicollinearity Test 

To find whether or not there is multicollinearity in the regression model, it can be seen from the 

tolerance value and Variance Inflation Factor (VIF) value, with the decision being that if the tolerance value 

is more than 0.10 and the VIF value is less than 10.00 then there will be no muticolinearity between the 

independent variables in the regression.  
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Table 3  

Multicollinearity Test Results 

Collinearity Statistics 

Tolerance VIF 

.458 2.182 

.510 1.961 

.408 2.451 

 

From the table it can be seen that the Digital Marketing tolerance value is 0.458, Word of Mouth is 

0.510, and Product Differentiation is 0.408. The VIF value for Digital Marketing is 2.182, Word of Mouth 

is 1.961, and Product Differentiation is 2.451. Because the tolerance value is more than 0.10 and the VIF 

value is less than 10.00, it can be concluded that there is no multicollinearity in the regression model. 

 

Heteroscedasticity Test 

The basis for heteroscedasticity decision making is that if there is no particular pattern, the points or 

plots are spread randomly then it can be said that heteroscedasticity does not occur. Meanwhile, if there is 

a certain pattern, the points or plot spread regularly, this indicates heteroscedasticity is occurring. 

 

Figure 2  

Heteroscedasticity Test Results 

 

 
It can be seen in the image that the dots or plot spread above and below the Y axis randomly and do 

not form a regular pattern, so it can be concluded that there is no heteroscedasticity problem in the 

regression model. 

 

Multiple Linear Regression Analysis 

Multiple linear regression analysis functions to determine the influence of the independent variable 

on the dependent variable. Apart from that, it is also to find out the direction of the relationship between 

the independent variable and the dependent variable. 
 

Table 4  

Results of Multiple Linear Regression Analysis 

 
Hypothesis coefficients t-hitung p-value conclusion 

Digital Marketing-> Purchasing Decision .109 2.534 .013 significant 

Word of Mouth -> Purchasing Decision .091 2.103 .038 significant 

Product Differentiation -> Purchasing Decision .534 9.249 .000 significant 



PRAGMATIS  Volume 5, Nomor 2, September 2024. Hal. 77-85 

Jurnal Manajemen dan Bisnis  EISSN: 2828-8238 

 

83 

Coefficient of Determination (R2) 

The coefficient of determination is used to measure how much the ability of the independent variables 

(Digital Marketing, Word of Mouth and Product Differentiation) explains the dependent variable 

(Purchasing Decision). 

 

Table 5  

Coefficient of Determination Test Results (R2) 

 
Model Summaryb 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .894a .798 .792 2.140 

 

Based on the table above, it can be explained that the coefficient of determination (Adjusted R 

Square) obtained is 0.792. This means that variations in the three variables, namely Digital Marketing, 

Word of Mouth and Product Differentiation, contribute 79.2% to Purchase Decisions. Meanwhile, the other 

20.8% is explained by other variables not included in the research. 

 

Discussion 

The Influence of Digital Marketing on Purchasing Decisions 

Based on the results of hypothesis testing, it is known that digital marketing variables partially 

influence purchasing decisions. This means that it is in accordance with the hypothesis (H1), namely that 

Digital Marketing has a partial influence on purchasing decisions for Deerkeik bread products in Madiun 

City. Digital marketing expands and enhances traditional marketing functions using internet facilities and 

information technology. Online media has good and promising potential for entrepreneurs, both large scale 

businesses and micro, small and medium scale businesses in facilitating marketing information, bringing 

relationships closer to consumers, and reaching various groups (Puspitasari et al., 2019). This digital 

marketing was created to increase sales figures, get closer to consumers, and increase income. 

This is in accordance with facts in the field that respondents stated that if purchases of Deerkeik 

products are made online, then access to the Deerkeik site can be done easily. Respondents also stated that 

they could communicate easily via social media with Deerkeik producers regarding prices and variants of 

Deerkeik products being bought and sold. Thus, giving consumers confidence regarding Deerkeik, so that 

consumers make purchases. The results of this research are supported by research by Handayani which 

states that digital marketing influences purchasing decisions (Handayani et al., 2023). 

 

The Influence of Word of Mouth on Purchasing Decisions 

Based on the results of hypothesis testing, it is known that the word of mouth variable partially 

influences purchasing decisions. This means that it is in accordance with the hypothesis (H2), namely that 

Word of Mouth has a partial effect on purchasing decisions for Deerkeik bread products in Madiun City. 

The effect of word of mouth is very large, in fact many marketers have taken advantage of it because it 

comes from a trusted source. This technique is very good to use because consumers before buying goods 

will look for recommendations from friends, relatives or family regarding purchasing products (Rangkuti, 

2010). Word of mouth not only reduces the time it takes for consumers to obtain the necessary information, 

but also provides reliable recommendations for solving increasingly complex product problems and reduces 

the risks associated with making the wrong purchasing decision. 

This is in accordance with facts in the field that respondents stated that good assessments from 

conversations and trusted sources can encourage respondents to purchase Deerkeik products. From the 

recommendations obtained, respondents can find out the reality assessment regarding prices and variants 

of Deerkeik products being bought and sold. Thus, giving consumers confidence regarding Deerkeik, so 

that consumers make purchases. The results of this research are supported by research by Susilawati et al., 

(2021) and Astuti, (2023) which states that word of mouth influences purchasing decisions. 

 

The Influence of Product Differentiation on Purchasing Decisions 

Based on the results of hypothesis testing, it is known that the product differentiation variable 

partially influences purchasing decisions. This means that it is in accordance with the hypothesis (H3), 
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namely that product differentiation has a partial effect on purchasing decisions for Deerkeik bread products 

in Madiun City. Product differentiation usually only changes a few product characteristics, including 

packaging and promotional themes, in order to attract consumers' buying interest in the product. Consumers 

will feel satisfied when the product they obtain can meet expectations or even exceed competitors' products. 

This is in accordance with facts in the field that respondents stated that if the product differentiation 

carried out by manufacturers is good, it can encourage respondents to purchase Deerkeik products. In this 

way, it gives consumers confidence that Deerkeik is different from other competitors, so that consumers 

are encouraged to make purchases. The results of this research are supported by research. According to 

Handayani in their research, they stated that differentiation influences purchasing decisions (Handayani et 

al., 2023). 

 

CONCLUSION 

Based on the results of this research, several conclusions can be drawn, that the Digital Marketing 

variable has a significant influence on purchasing decisions. Furthermore, the Word of Mouth variable has 

a significant effect on purchasing decisions. And product differentiation has a significant effect on 

purchasing decisions. 

The limitation of this research is that this research uses probability sampling with a simple random 

sampling method. Although this approach provides an equal opportunity for each element of the population 

to be selected, it may not comprehensively capture the diversity of consumer preferences and behavior. 

Different sampling techniques can provide a more differentiated understanding of the target market.  

In addition, this study has a sample size of 100 respondents, which may be considered relatively 

small to draw generalizable conclusions about consumer behavior in the bakery market. A larger sample 

size can increase the statistical power of the study and the reliability of the findings. And in this research, 

the uneven demographic distribution can limit the generalizability of these findings to a wider consumer 

population. Including a more diverse sample can provide a more comprehensive understanding of consumer 

preferences. who are interested in similar research. 

It is hoped that future researchers will not focus on the factors in this research, namely Digital 

Marketing, Word of Mouth and Product Differentiation, but can add other factors that might influence 

purchasing decisions. This is supported by the coefficient of determination (R2) of 79.2%. This means that 

there are still 20.8% other independent variables that influence consumer purchasing decisions. For this 

reason, it is recommended that in further research to add other variables such as brand image, brand 

awareness and others. 

 

BIBLIOGRAPHY 

Astuti, R. E., & Astuti, M. (2023). Pengaruh Kualitas Produk, Cita Rasa dan Word of Mouth terhadap 

Keputusan Pembelia pada Cake Boss di Delta Sari Indah Waru Sidoarjo. Innovative Technologica : 

Methodical Research Journal, 2 (3), 1-10.  

Firmansyah, M. A. (2019). Pemasaran Produk dan Merek (Planning & Strategy). Surabaya: CV. Penerbit 

Qiara Media. 

Handayani, P. P., & Wahyuningsih, T. H. (2022). Pengaruh Pemasaran Digital, Citra Produk, dan Perilaku 

Konsumen terhadap Keputusan Pembelian Mie Gacoan di Yogyakarta pada Masa Pandemi Covid-19. 

Jurnal Ilmiah Mahasiswa, 3 (2), 237-248. 

Handayani, S., Viana Feranita, N., Dwimahendrawan, A., Tinggi, S., Administrasi, I., & Jember, P. (2023). 

Pengaruh Diferensiasi Produk dan Persepsi Harga terhadap Keputusan Pembelian Produk UMKM 

Aroma Lumajang. Jurnal Penelitian IPTEKS, 8(1), 19–28. 

http://jurnal.unmuhjember.ac.id/index.php/PENELITIAN_IPTEKS/article/view/8558 

Kotler, P., & Keller, K. L. (2014). Prinsip-Prinsip Pemasaran. Yogyakarta: Erlangga. 

Kumesan, B. Y., Wenas, R. Y., & Poluan, J. G. (2021). Analisis Pengaruh Diferensiasi Produk, Persepsi  

Harga Dan  Promosi  Terhadap  Niat  Beli  Konsumen  Di  Restoran  Cepat  Saji Richeese Factory 

Bahu Mall Manado. Jurnal Emba Vol.9 No.4 Oktober 2021, 1194-1195. 

Lombok, E. V., & Samadi, R. L. (2022). Pengaruh Brand Image, Brand Trust dan Digital Marketing 

Terhadap Keputusan Pembelian Pada Produk Emina (Studi Kasus Pasa Mahasiswa Universitas Sam 

Ratulangi). Jurnal EMBA: Jurnal Riset Ekonomi, Manajemen, Bisnis Dan Akuntansi, 10 (3), 953-964. 

http://jurnal.unmuhjember.ac.id/index.php/PENELITIAN_IPTEKS/article/view/8558


PRAGMATIS  Volume 5, Nomor 2, September 2024. Hal. 77-85 

Jurnal Manajemen dan Bisnis  EISSN: 2828-8238 

 

85 

Muhammad, F., &  Febriatmoko,  B.  (2022).  Pengaruh Diferensiasi  Produk,  Persepsi Harga,  Kualitas  

Layanan dan  Kualitas  Produk terhadap  Kepuasan  Konsumen. Jurnal Manajemen, 14(2), 2022–2263. 

https://doi.org/10.29264/jmmn.v14i2.11110 

Pieter J, Arijanto A, Setyawati, S, Setyanto R. (2020). The effect of brand image and product differences 

on customer loyalty: a case Iphone users in Private University. 22(8): 47–53. 

Purwati, A. A., Kristanto, K., & Suhermin. (2019). Analisis Pengaruh Brand Image, Diferensiasi Produk, 

dan Strategi Relationship Marketing terhadap Keputusan Pembelian Mobil Merek Toyota di Kota 

Pekanbaru (Studi Kasus pada Agung Toyota Pekanbaru). Jurnal Ilmiah Manajemen, 7 (3), 286-296. 

Puspitasari, N. D., Nabillah, A. D., Caksono, N. D., & Mustika. (2019). Penerapan Teknologi Digital 

Marketing Untuk Meningkatkan Strategi Pemasaran Snack Tiwul. Journal Scientific ad Applied 

Informatics (JSAI), 2 (2), 165-171. 

Putri, R. O., Wibawa, B. M., & T. L. (2017). Identifikasi Permasalahan Komplain pada E-Commerce 

Menggunakan Metode Fishbone. JURNAL SAINS DAN SENI ITS 6(1), 37-41. 

Rangkuti, F. (2010). Spiritual Leadership in Business. Jakarta: PT. Gramedia Pustaka Utama. 

Saputra, G. W., & Ardani, I. K. (2020). Pengaruh Digital Marketing, Word of Mouth, dan Kualitas 

Pelayanan terhadap Keputusan Pembelian. E-Jurnal Manajemen, 9 (7), 2596-2620. 

Sernovitz, A. (2009). Word of Mouth Marketing: How Smart Companies Get People Talking (Revisied 

Edition). New York: Kaplan Publishing. 

Sujarweni, V. W. (2019). Metodologi Penelitian Bisnis & Ekonomi (Cet. 1 ed.). Yogyakarta: PT. Pustaka 

Barupress. 

Susilawati, A. D., Hanfan, A., & Anugrah, F. H. (2021). Pengaruh Brand Image, Brand Ambassador, Word 

of Mouth dan Testimony in Social Media terhadap Keputusan Pembelian (Survey pada Toko Hijab 

Sulthanah di Kota Tegal). Jurnal Ekonomi dan Ilmu Sosial, 6 (1), 35-43. 

Wijaya, E. N., Setiawan, D., & Zuryani, H. (2022). Strategi Pengembangan Industri Roti Di Kota Pekanbaru 

(Studi Kasus Rotte Bakery Garuda Sakti. Jurnal Economica, 10 (2), 155-162. 

https://doi.org/10.29264/jmmn.v14i2.11110

