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ABSTRACT: This study aims to analyze the influence of influencer 

marketing, electronic word of mouth, and perceived value on brand 
loyalty and consumer purchase decisions in fashion product 
distribution through social commerce platforms. A quantitative 
approach is used with a survey method on active social media users 
who have purchased fashion products online. Data was analyzed using 
the Structural Equation Modeling (SEM) method. The study results 
indicate that electronic word of mouth and perceived value significantly 
influence brand loyalty but do not apply to the influencer marketing 
variable. The result is that influencer marketing and electronic word of 
mouth significantly affect purchase decisions. At the same time, 
perceived value does not significantly affect purchase decisions. This 
study provides a theoretical contribution to developing a fashion 
product distribution model that is relevant to current digital dynamics 
and provides practical implications for business actors to optimize the 
role of influencers and digital communities in increasing brand loyalty 
and sales volume. 
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INTRODUCTION 

The business world has seen a dramatic change as a result of the advancement of digital technology, 
particularly in the retail trade sector (Guo & Jun, 2014;Alshibly, 2014). New prospects for the distribution of 
fashion products have been made possible by the rise of social commerce, which is a type of integration 
between social media and online buying and selling activities (Zheng et al., 2013;Turban et al., 2017). When 
looking for and buying products, consumers increasingly primarily use social media and traditional e-commerce 
websites (Ahmed et al., 2018). Because of this, corporate actors must create marketing tactics that are more 
flexible and pertinent to the behavior of digital consumers. Influencer marketing is one strategy that is becoming 
more and more common in the social commerce marketing of fashion products (Nadanyiova & Sujanska, 
2023;Wilis & Faik, 2022). In this setting, influencer marketing where prominent people or content creators on 
social media use genuine and personal content to influence customer views and behavior is growing in 
popularity and effectiveness. Influencers can foster strong trust in the brands or products they endorse and 
establish emotional bonds with their followers (Isyanto et al., 2020; Nadanyiova & Sujanska, 2023; Setia 
Pratama et al., 2024). Because customers have a more personal connection to the brands that their favorite 
influencers advocate, this can boost brand loyalty. Furthermore, the trust that influencers instill can have a direct 
impact on decisions to buy, particularly in a social commerce setting where recommendations and social 
interactions are the primary determinants of decision-making (Gokerik, 2024; Nabirasool et al., 2024; Salamlı & 
Özen, 2015; Trivedi & Sama, 2020). 

In today’s highly connected digital era, electronic word of mouth (e-WOM) has emerged as one of the 
most impactful sources of information in shaping consumer perceptions of a brand, alongside influencer 
marketing strategies (Erkan & Evans, 2018; Sinaga & Sulistiono, 2020). Moreover, e-WOM serves as a vital form 
of digital recommendation, where insights from other consumers help foster trust in a brand (Iqbal et al., 2020; 
Rialti et al., 2017). Unlike traditional advertising, e-WOM arises organically through user-generated content such 
as reviews, comments, and personal recommendations on digital platforms—especially social media and social 
commerce. These peer-shared messages are often perceived as more objective and trustworthy, thus 
significantly influencing consumer decision-making. Within the context of social commerce, user interactions and 
conversations form a social ecosystem that motivates individuals to exchange and seek experiences related to 
products or services (Iqbal et al., 2020; Sahoo et al., 2025; Perera et al., 2019). The trust established through e-
WOM can enhance brand loyalty, as consumers are more inclined to remain loyal to brands that receive positive 
feedback from their community. Additionally, favorable impressions disseminated via e-WOM can directly drive 
purchasing behavior, making it a crucial component in digital marketing strategies within the increasingly 
competitive social commerce landscape (Yusuf et al., 2018; Zhao et al., 2020).. 

However, consumers' perceptions of a product's value also play a significant role in their decision to buy 
(Cuong, 2020;De Medeiros et al., 2016). If customers believe that the product given has a commensurate value 
in terms of quality, price, and other perks, they are more likely to make purchases and develop brand loyalty. 
Thus, it is crucial to comprehend how social media shapes perceived value when creating a successful product 
distribution plan (Chi et al., 2021);Hanaysha, 2018). Perceived value encompasses not only functional but also 
emotional and social elements in the setting of social commerce, where user evaluations, price transparency, 
and social interactions all have a significant impact on consumer perceptions (Jyoti & Shillong, 2021;Pratiwi et 
al., 2021). Customers are more likely to stick with brands that offer great value and fulfilling experiences. 
Furthermore, when backed by readily available information and suggestions from online communities, a 
favorable opinion of a product's worth can greatly influence customers to buy it (Ikramuddin et al., 2017;Pratiwi et 
al., 2021). Therefore, assisting business actors in creating successful marketing strategies in the ever-changing 
social commerce ecosystem requires a thorough grasp of how perceived value affects brand loyalty and 
purchase decisions. 

In the growth ecosystem of social commerce platforms, brand loyalty plays an important role because 
loyal consumers make repeat purchases and actively recommend products to others through reviews and social 
media content (Nadeem et al., 2020;Zhang et al., 2016). Brand loyalty can be a strong foundation in forming 
purchase decisions, especially when consumers are faced with many choices of similar products (Amin et al., 
2024). The close relationship between brand loyalty and purchase decisions shows that trust and emotional 
attachment to a brand encourage consumers to be more confident in choosing and purchasing products from 
that brand (Gong et al., 2020);(Ding et al., 2022). Brand loyalty and purchase decisions are two leading 
indicators that reflect the effectiveness of digital marketing strategies in the era of social commerce (Chen et al., 
2016);(H. Ali, 2019). Influencer marketing, electronic word of mouth, and perceived value significantly increase 
consumer loyalty and purchasing decisions. However, in-depth empirical studies are still needed to analyze how 
these three factors contribute to distributing fashion products optimally on social commerce platforms. 

Although previous studies have discussed the influence of influencer marketing, electronic word of mouth, 
and perceived value on brand loyalty and purchase decisions, most of these studies are still focused on 
conventional e-commerce platforms and have not explicitly examined the dynamics that occur in social 
commerce, which has interactive characteristics and stronger communities (Orare & Nkrina, 2019);(Nadanyiova 
et al., 2021);(Husain et al., 2022);(Ebrahim et al., 2016). In addition, many studies examine these variables 
partially, so they do not provide a complete picture of the relationship between digital marketing elements in 
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comprehensively distributing fashion products. This study aims to analyze the distribution model of fashion 
products through influencer marketing, electronic word of mouth, and perceived value on brand loyalty and 
purchase decisions on social commerce platforms. In this context, this study presents novelty by building a 
fashion product distribution analysis model through the synergy between influencer marketing, electronic word of 
mouth, and perceived value, and their simultaneous influence on brand loyalty and purchase decisions on social 
commerce platforms. This approach is expected to provide theoretical and practical contributions to fashion 
industry players and academic researchers in understanding the dynamics of modern digital marketing. In 
addition, the results of this study are expected to provide insight into developing a more focused distribution 
strategy based on current digital consumer behaviour. 
 
THEORETICAL REVIEW 

Influencer Marketing and Brand Loyalty  

Influencer marketing on social commerce platforms has become an effective strategy for attracting attention 
and building consumer relationships (Tarmidi & Rimba, 2022);(Trivedi & Sama, 2020). Based on the parasocial 
interaction theory, the pseudo-relationship between followers and influencers creates a high sense of closeness, so 
followers are more easily influenced by the product recommendations conveyed (Daud & Basbeth, 2022);(Aldi & 
Adisaputra, 2024). In social commerce, this interaction is strengthened by features such as live comments, live 
broadcasts, and user-generated content that allow consumers to feel actively involved in the brand experience 
(Pinto & Paramita, 2021);(Yong et al., 2024). Brand loyalty in social commerce is formed through a pleasant and 
personal consumer experience. According to relationship marketing theory, brand loyalty depends on product 
quality and the emotional and social experiences built between consumers and brands. Influencers act as an 
extension of the brand in building this relationship (Charlesworth, 2018). Influencers can provide authentic, 
consistent, and relevant content, increasing consumer trust and strengthening emotional attachment to the brand, 
ultimately driving loyalty through repeat purchases, positive reviews, and recommendations to others (Nabirasool et 
al., 2024);(Tarmidi & Rimba, 2022). Research on influencer marketing in the context of social commerce shows 
that the presence of influencers plays a significant role in building brand loyalty through emotional relationships and 
trust between influencers and audiences (Nabirasool et al., 2024);(Yong et al., 2024). Influencers considered 
credible, authentic, and relevant to consumers' lifestyles can create positive perceptions of the brands they 
promote. A study by (Gokerik, 2024);(Yong et al., 2024);(Pinto & Paramita, 2021), highlighted that consumers are 
more likely to be loyal to brands promoted by influencers they trust. In social commerce platforms such as 
Instagram Shopping and TikTok Shop, direct interaction with influencers—such as live reviews or Q&As—
strengthens the bond between consumers and brands. Therefore, the hypothesis that can be developed: 
H1: Influencer Marketing has a significant impact on Brand Loyalty 

 
Electronic Word of Mouth and Brand Loyalty 

Electronic word of mouth is a form of communication between consumers that is carried out through digital 
media such as product reviews, comments, discussion forums, and social media (Perera et al., 2019);(Y. S. Ali 
et al., 2020). In the context of social commerce, electronic word of mouth becomes very important because 
consumers seek other users' opinions and experiences before making a purchasing decision (Ahmad & Laroche, 
2017);(Zhao et al., 2020). Social commerce platforms facilitate e-WOM massively through interactive features 
that allow consumers to share and respond to their shopping experiences (Ghobakhloo et al., 2012);(Singh et 
al., 2020). Brand loyalty in the social commerce environment is influenced by product quality and the social 
perception formed through electronic word of mouth (Curatman & Siddiq, 2025);(Rialti et al., 2017). Research on 
electronic word of mouth shows that user reviews, comments, and recommendations on social commerce 
platforms significantly influence brand loyalty (Rialti et al., 2017);(Perera et al., 2019). Consumers tend to trust 
the opinions of other users who are considered honest and unbiased, especially if the electronic word of mouth 
comes from online communities or social media they follow. According to (Dulek & Aydin, 2020);(Syahrivar & 
Ichlas, 2018), informative, credible, and relevant electronic word of mouth can increase consumer trust and 
satisfaction, ultimately strengthening brand loyalty. Review and rating features on platforms such as Shopee, 
TikTok, Shop, and Instagram facilitate the spread of e-WOM that shapes collective brand perceptions. In 
addition, social influence theory supports the idea that the social influence of electronic word of mouth can 
encourage consumers to remain loyal to certain brands that are considered popular or highly recommended by 
other users (Saparudin et al., 2020). Therefore, the hypothesis that can be developed: 
H2: Electronic Word of Mouth has a significant impact on Brand Loyalty 

 
Perceived Value and Brand Loyalty  

Perceived value refers to their perception of the benefits obtained compared to the costs or sacrifices 
incurred. In social commerce, perceived value includes not only functional aspects such as price and product 
quality but also emotional and social aspects such as ease of interaction, a pleasant shopping experience, and 
recommendations from the online community (O’Connor & Crowley-Henry, 2017). Brand loyalty is formed when 
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consumers consistently have a positive perception of the value offered by a brand (Ha & Moon, 2023). On social 
commerce platforms, various features such as special discounts, responsive customer service, and ease of 
transactions strengthen the value perceived by consumers (Alshibly, 2014);(Fatmawati et al., 2023). When the 
shopping experience is high-value, consumers are likelier to make repeat purchases, provide positive reviews, 
and recommend the brand to others. Research on perceived value shows that the value perceived by 
consumers towards a product or service is important in forming brand loyalty, especially on social commerce 
platforms (Bui et al., 2023);(Supiyandi et al., 2022). Perceived value includes consumer perceptions of the 
functional, emotional, and social benefits received compared to the costs incurred. According to (Jyoti & 
Shillong, 2021);(Abedi & Azma, 2019), the higher the perceived value, the more likely consumers are to remain 
loyal to a brand. In social commerce such as TikTok Shop or Instagram Shopping, competitive prices, easy 
shopping experiences, service quality, and social interactions through reviews and comments strengthen 
consumers' perceived value (Handarkho, 2020);(Gan & Wang, 2017). Other studies have also shown that high 
perceived value can strengthen the emotional connection between consumers and brands, encouraging repeat 
purchases and voluntary brand advocacy in the digital environment. Therefore, the hypothesis that can be 
developed: 
H3: Perceived Value has a significant impact on Brand Loyalty 
 
Influencer Marketing and Purchase Decisions 

Influencer marketing has become a key strategy in the social commerce environment, where consumers 
rely on the opinions and recommendations of credible figures on social media (Trivedi & Sama, 2020);(Isyanto et 
al., 2020). On platforms such as TikTok Shop, Instagram Shopping, or Shopee Live, influencers act as mediators 
between brands and consumers, where they can simplify product information and influence consumer attitudes 
and purchasing behaviour through relatable and authentic content (Gokerik, 2024);(Nabirasool et al., 2024). 
Therefore, the role of influencers in influencing purchasing decisions is not only limited to the dissemination of 
information but also to the formation of deep perceptions, emotions, and trust in products and brands in the 
social commerce environment (Saldamlı & Özen, 2015);(Wilis & Faik, 2022). Research on influencer marketing 
in the context of social commerce shows that the presence of influencers significantly influences consumer 
purchasing decisions (Tarmidi & Rimba, 2022);(Saldamlı & Özen, 2015). Influencers who have credibility, 
expertise, and personal appeal can create emotional bonds and form positive perceptions of the products they 
promote. According to (Setia Pratama et al., 2024);(Wilis & Faik, 2022), influencers influence purchasing 
decisions mediated by consumer trust in the content delivered and parasocial relationships established through 
digital interactions. This strengthens purchase intentions because consumers feel informed and inspired by the 
real experiences displayed by influencers, as shown by the Elaboration Likelihood Model, which states that 
decisions can be influenced through peripheral pathways such as the attractiveness and credibility of the 
information source. Therefore, the hypothesis that can be developed: 
H4: Influencer Marketing has a significant impact on Purchase Decision 

 

Electronic Word of Mouth and Purchase Decision  

Electronic word of mouth is a form of communication between users on a digital platform that spreads 
information, experiences, or opinions about a product or brand (Handi et al., 2018). In social commerce, 
electronic word of mouth has become very influential because consumers often rely on reviews and comments 
from other users before purchasing (Ahmad & Laroche, 2017);(Zhao et al., 2020). Purchasing decisions are also 
greatly influenced by the process of perception formation that occurs when consumers evaluate information from 
various sources, especially from fellow users (Saldamlı & Özen, 2015);(Li et al., 2022);(Mo et al., 2022). 
Electronic word of mouth plays a role in shaping all three: consumer attitudes are influenced by the experiences 
of other users, subjective norms are formed from the majority opinion in the community, and perceived control is 
enhanced through practical information shared in reviews (Yusuf et al., 2018). Thus, electronic word of mouth on 
social commerce platforms can directly accelerate or even determine purchasing decisions. Research on 
electronic word of mouth in social commerce shows that electronic word of mouth significantly impacts consumer 
purchasing decisions (Yusuf et al., 2018);(Setiawardani & Widanti, 2025). Consumers tend to rely on reviews, 
recommendations, and comments from other users on platforms such as Instagram, Shopee, and TikTok, as 
such information is considered more honest and credible than direct advertising from brands. According to 
(Sulthana & Vasantha, 2019);(Sulthana & Vasantha, 2019), positive electronic word of mouth can influence 
consumers' perceptions of product quality and reliability, increasing the likelihood of consumers making a 
purchase decision. In addition, Social Influence Theory states that reviews and recommendations from fellow 
users or online communities reinforce social norms that encourage consumers to follow collective decisions, 
thereby increasing purchase conversion rates on social commerce platforms. Therefore, the hypothesis that can 
be developed: 
H5: Electronic Word of Mouth has a significant impact on Purchase Decision 
 
Perceived Value and Purchase Decision 



Perceived value or value felt by consumers is a subjective perception of the benefits of a product or 
service compared to the sacrifices made, such as price, time, and effort (Chi et al., 2021);(ALHuwaishel & AL-
Meshal, 2018). In social commerce, perceived value becomes increasingly complex because consumers 
consider functional value (quality and price) and emotional and social value obtained from interactive online 
shopping experiences (Gan & Wang, 2017);(Alshibly, 2014). Features such as user reviews, special discounts, 
and direct interaction with sellers or influencers on social commerce platforms can increase positive perceptions 
of the value of a product. Purchasing decisions on social commerce platforms are closely related to the 
experience felt during the shopping process. Research on perceived value in social commerce shows that 
consumer perceived value plays a key role in influencing purchasing decisions. Perceived value, which includes 
the benefits perceived by consumers compared to the costs incurred, can include functional, emotional, and 
social aspects. According to (Amin et al., 2024);(Kuncoro & Kusumawati, 2021), the higher the perceived value, 
the more likely consumers are to purchase, especially when they feel they are getting more benefits from the 
product or service. On social commerce platforms such as Instagram, TikTok, and Shopee, elements such as 
competitive prices, product quality, social interaction through reviews, and the ease of the digital shopping 
experience increase consumers' perceived value (Suryani et al., 2022);(ALHuwaishel & AL-Meshal, 2018). This 
strengthens the purchase decision because consumers feel that the benefits received exceed the sacrifices they 
make, which drives the intention to purchase the product more consistently. Therefore, the hypothesis that can be 
developed: 
H6: Perceived Value has a significant impact on Purchase Decision 
 
Brand Loyalty and Purchase Decisions 

Brand loyalty is a consumer's commitment to continue to buy and use products from a particular brand 
consistently, even though there are many other choices on the market (Zhang et al., 2016);(Ding et al., 2022). In 
the context of social commerce, brand loyalty becomes an important asset because loyal consumers make 
repeat purchases and tend to recommend products to others through reviews and social media (Ding et al., 
2022);(Zhang et al., 2016). Purchasing decisions in social commerce are heavily influenced by the relationship 
that has been formed between consumers and brands. Features such as digital loyalty programs, exclusive 
offers for loyal customers, and relevant and personalized content on social media strengthen consumer 
attachment to the brand (Nadeem et al., 2020);(Tarmidi & Rimba, 2022). In situations like this, consumers not 
only buy because of need but also because of trust and emotional ties to the brand. Research on brand loyalty in 
the context of social commerce shows that brand loyalty significantly influences consumer purchasing decisions. 
Consumers who have high loyalty to a brand tend to make purchasing decisions faster and more often, even 
amid many other choices on the market. According to (H. Ali, 2019);(Santoso et al., 2023), brand loyalty is 
related to a positive attitude formed through repeated satisfying experiences with the brand. Loyal consumers 
are likelier to purchase products from brands they trust and feel emotionally attached to. This encourages them 
to make repeat purchases and recommend products to others, strengthening purchasing decisions in the social 
commerce ecosystem (Santoso et al., 2023);(Nadeem et al., 2020). Therefore, the hypothesis that can be 
developed: 
H7: Brand Loyalty has a significant impact on Purchase Decision 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Research Model 

 



RESEARCH METHOD 

This study is being conducted using a quantitative approach and an explanatory research methodology. The 

use of explanatory research methods in this study was chosen because the study's main objective is to explain 

and understand the causal relationship between the variables involved, such as brand loyalty, purchasing 

decisions, and distribution of fashion products through social commerce. This method allows researchers to dig 

deeper into the mechanisms underlying the phenomenon being studied and identify and test the influence or 

relationship between variables more clearly (Turner, 2020). This research explores the correlation between 

brand loyalty and purchase decisions through influencer marketing, electronic word of mouth, and perceived 

value. The survey method is a research procedure utilized to collect data by examining a population's attitudes, 

behaviours, and characteristics through sampling (Creswell, 2014). The population in this study were active 

users of social commerce platforms who had purchased fashion products in the last six months. This population 

was selected because they had direct experience in purchasing fashion products through social commerce, 

which is relevant to the research objectives related to brand loyalty and purchase decisions. The sampling 

method used was purposive sampling, where respondents were deliberately selected based on specific 

predetermined criteria, namely consumers involved in fashion product transactions on social commerce 

platforms. The study sample size was 200 respondents. In social or consumer behaviour research, a sample 

size of this size is considered representative and adequate to obtain reliable results, especially when using 

purposive sampling techniques that focus more on sample quality than random numbers. To gather data for this 

study, the researcher used a questionnaire survey as the sampling method (Turner, 2020). Participants get the 

primary data on a Likert scale from 1 to 5 using Google Forms. Using SmartPLS version 3.2.9 software, the data 

analysis method used Structural Equation Modeling (SEM) based on Partial Least Square (PLS). 

 

Table 1. Operational Definition of Research Variables 

Variables Code Item Reference Source 

Influencer 
Marketing 

IM1 Credibility 
(Nabirasool et al., 

2024);(Wilis & Faik, 
2022) 

IM2 Influencer-Brand Fit 

IM3 Audience Engagement 

IM4 Content Quality 

Electronic Word 
of Mouth 

EWM1 Opinion Seeking 
(Yusuf et al., 

2018);(Zhao et al., 
2020) 

EWM2 Opinion Giving 
EWM3 Opinion Passing 
EWM4 Information Credibility 
EWM5 Informativeness 

Perceived Value 

PV1 Functional Value 
(Gan & Wang, 

2017);(Alshibly, 
2014) 

PV2 Emotional Value 

PV3 Social Value 
PV4 Economic Value 

Brand Loyalty 

BL1 Behavioural Loyalty 
(Zhang et al., 

2016);(Nadeem et 
al., 2020) 

BL2 Attitudinal Loyalty 
BL3 Cognitive Loyalty 

BL4 Affective Loyalty 

Purchase 
Decision 

PD1 Problem Recognition 
(Gan & Wang, 

2017);(Amin et al., 
2024) 

PD2 Information Search 

PD3 Evaluation of Alternatives 

PD4 Post-Purchase Behavior 

 
 
RESULTS 
 
4.1. Respondent Attributes 

The respondents in this study amounted to 200 people, with a gender composition dominated by women 
(62.5%) and men (37.5%). Based on age range, most respondents are in the 20-29 age group (39%), followed 
by 30-39 years old (31%), 40-49 years old (22.5%), and only 7.5% are in the 50-59 age range. In terms of 
education, the majority of respondents are bachelor's graduates (44%), followed by a diploma (31%), high 
school/equivalent (20%), and master's level (5%). This shows that respondents have a relatively high 
educational background, which supports their ability to use digital platforms such as social commerce. In terms 
of employment, respondents are pretty diverse, with the largest group coming from the civil servant/private 



sector category (23.5%), followed by entrepreneurs (21.5%), students (20%), other jobs (20%), and 
freelancers/content creators (15%). The monthly income levels of respondents also varied, with the majority 
earning between 2–5 million rupiah (37.5%), less than 2 million (32.5%), 5–10 million (25%), and above 10 
million rupiah (5%). In terms of social commerce platform usage, TikTok Shop was the most popular (32.5%), 
followed by Shopee Live (27.5%), Instagram Shop (22.5%), Facebook Marketplace (10%), and other platforms 
at 7.5%. This data illustrates that most respondents are active social commerce users with a background 
suitable for exploring brand loyalty and purchasing decisions in the fashion industry. 

Table 2. Description of Research Respondents 

Category Detail Amount Percentage (%) 

Gender 
Men 75 37.5 

Woman 125 62.5 

Age (years) 

20-29 78 39 
30-39 62 31 
40-49 45 22.5 
50-59 15 7.5 

Level of education 

High School/Equivalent 40 20 

Diploma 62 31 

Bachelor 88 44 

Masters 10 5 

 
Work 

Students 40 20 

Civil Servants/Private 47 23.5 

Businessman 43 21.5 
Freelancer/Content Creator 30 15 

Other jobs 40 20 

Income level (million) 

< 2 65 32.5 

2-5 75 37.5 

5-10 50 25 

> 10 10 5 

Social Commerce 
Platform 

TikTok Shop 65 32.5 
Instagram Shop 45 22.5 

Facebook Marketplace 20 10 
Shopee Live 55 27.5 

Other 15 7.5 

 
 

4.2. Outer Model Measurement 
Using processing guidelines, the SmartPLS version 3.2.9 application was used to process the data from 

the research questionnaire. To assess the outer model, validity and reliability tests were performed. Convergent 
validity tests and AVE are determined by the loading factor. The AVE value is 0.5 in this case, and the loading 
factor is more than 0.7. The model reliability test is demonstrated by the composite reliability (CR) and 
Cronbach's alpha values, both of which are greater than 0.7 (Ghozali, 2014). The outler model measurements 
seen in Figure 2 and Table 3 are explained below. 

Table 3. Outer Model Results 

Construct/item Code Outer Loadings 
Cronbach's 

alpha 
CR AVE 

Influencer Marketing  0.885 0.922 0.749 
Credibility M1 0.719    

Influencer-Brand Fit IM2 0.926    
Audience Engagement IM3 0.877    

Content Quality IM4 0.924    
Electronic Word of Mouth  0.900 0.927 0.718 

Opinion Seeking EWM1 0.842    
Opinion Giving EWM2 0.921    

Opinion Passing EWM3 0.805    
Information Credibility EWM4 0.742    

Informativeness EWM5 0.914    
Perceived Value  0.975 0.982 0.931 

Functional Value PV1 0.914    
Emotional Value PV2 0.985    

Social Value PV3 0.983    
Economic Value PV4 0.976    



Brand Loyalty   0.868 0.911 0.719 
Behavioral Loyalty BL1 0.874    
Attitudinal Loyalty BL2 0.903    
Cognitive Loyalty BL3 0.754    
Affective Loyalty BL4 0.853    

Purchase Decision     
Problem Recognition PD1 0.974 0.986 0.990 0.961 
Information Search PD2 0.967    

Evaluation of Alternatives PD3 0.985    
Post-Purchase Behavior PD4 0.995    

   
 

 

 

 

 

 

 

 

 

 

 

Figure 2. Outer Model Result 

 

As shown in Table 3, the validity test results indicate that the loading factor values for the indicators of 
influencer marketing, electronic word of mouth, perceived value, brand loyalty, and purchase decision all 
exceeded 0.7, while the AVE values were above 0.5. Additionally, the Cronbach’s alpha and composite reliability 
(CR) values for each variable were greater than 0.7, demonstrating strong reliability. These results suggest that 
the relationships among the variables are in good condition and meet the required validity and reliability 
standards. 

Table 4. Discriminant Validity Results 

 Brand Loyalty E-Wom Influencer 
Marketing 

Perceived 
Value 

Purchase 
Decision 

Brand Loyalty 0.848     
E-Wom 0.354 0.847    
Influencer 
Marketing 

0.317 0.548 0.865   

Perceived Value 0.350 0.309 0.448 0.965  
Purchase Decision 0.376 0.571 0.467 0.325 0.980 

 
The discriminant validity between the constructs in this study is satisfied, according to the Fornell-Larcker 

criteria mentioned in mentioned Table 4. The degree of correlation between each construct and its variables is 
higher than that of the others. As a result, each construct has a distinct influence on the research variables and 
can be easily differentiated from the others. The ability of the variables to successfully differentiate between 
various constructs is demonstrated by discriminant validity. This is significant because distinct and particular 
contributions to the comprehension and analysis can be made by the constructs examined independently. 
Consequently, this study satisfies the requirements for discriminant validity, which states that the variables are 
trustworthy for assessing several constructs. 

 
4.3. Inner Model Measurement 

The inner model assessment was performed through bootstrapping of the research data using SmartPLS 
version 3.2.9. This process yielded two key outputs: the significance of the relationships between the variables 
and the R-Square value. The R-Square reflects the extent to which exogenous variables explain the variance in 
endogenous variables. According to (Ghozali, 2014), R-Square values can be classified into three categories: 
0.19 indicates a weak relationship, 0.33 indicates a moderate relationship, and 0.67 indicates a strong 



relationship between exogenous and endogenous variables. Furthermore, (Ghozali, 2014) also stated that an R-
Square value exceeding 0.67 signifies a strong association between the endogenous and exogenous variables.. 

  
Table 5. R-Square Value 

Notes R-Square R-Square Adjusted 

Brand Loyalty 0.193 0.181 

Purchase Decision 0.389 0.376 

Based on Table 5, an R-Square value of 0.193 is obtained for the endogenous variable of brand loyalty in 
the Partial Least Squares structural equation modeling (PLS-SEM) model. Therefore, the independent variables 
can explain 19.3% of the variation in brand loyalty. This indicates that the model can weakly explain the 
variability of brand loyalty. The next R-Square value of 0.389 is obtained for the endogenous variable of 
purchase decision in the Partial Least Squares structural equation modeling (PLS-SEM) model. Therefore, the 
independent variables can explain 19.3% of the variation in purchase decisions. This indicates that the model 
can moderately explain the variability of purchase decisions. The factors included in the model influence half of 
the variation in brand loyalty and purchase decision. 

In contrast, other variables not included in the analysis may influence the remaining remaining. The 
following tests the F-Square value used to measure changes in the R-Square when a particular construct is 
removed to evaluate the substantive impact on the endogenous construct. According to (Hair, 2014), the F-
Square value is 0.02, 0.15, and 0.35 for a small, medium and significant effect, respectively. Based on Table 6, 
the influence of influencer marketing, electronic word of mouth, and perceived value on the brand loyalty variable 
has an F-Square value of 0.048, 0.005, and 0.057 respectively. Furthermore, the influence of influencer 
marketing, electronic word of mouth, perceived value, and brand loyalty on the purchase decision variable has 
an F-Square value of 0.176, 0.0027, 0.006, and 0.032 respectively. 

 

Table 6. F-Square Value 

 Brand 
Loyalty 

E-Wom Influencer 
Marketing 

Perceived 
Value 

Purchase 
Decision 

Brand Loyalty     0.032 
E-Wom     0.176 
Influencer 
Marketing 

0.048    0.027 

Perceived Value 0.005    0.006 
Purchase 
Decision 

0.057     

 
4.4. Hypothesis Testing 

To demonstrate the hypothesis testing and ascertain the relationship between exogenous and 
endogenous variables, a significance test is conducted. At a significance threshold of 5%, the p-value between 
exogenous and endogenous variables is less than 0.05. Consequently, the endogenous variable is significantly 
impacted by the exogenous variable. The external variable does not significantly increase the endogenous 
variable at a value greater than 0.05.   

Table 7. Hypothesis Test Results 

 Hypothesis  Coefficient Standard 
Deviation 

t-count P-Value Conclusion 

Influencer Marketing>>Brand 
Loyalty 

0.079 0.065 1.224 0.222 Rejected 

E-Wom >> Brand Loyalty 0.236 0.072 3.260 0.001 Accepted 

Perceived Value >> Brand Loyalty 0.241 0.053 4,543 0.000 Accepted 

Influencer Marketing >> Purchase 
Decision 

0.164 0.058 2,810 0.005 Accepted 

E-Wom >> Purchase Decision 0.403 0.064 6,349 0.000 Accepted 

Perceived Value >> Purchase 
Decision 

0.073 0.064 1.131 0.259 Rejected 

Brand Loyalty >> Purchase 
Decision 

0.156 0.047 3.317 0.001 Accepted 

 
Based on the processed data presented in Table 7, the direct effect of influencer marketing on brand 

loyalty obtained positive but insignificant results with a p-value of 0.222 above 0.05. The effect of electronic word 
of mouth and perceived value on brand loyalty obtained positive and significant results with a p-value of 0.001 
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and 0.000 below 0.05. Additionally, positive and significant results were obtained for the effect of influencer 
marketing and electronic word of mouth on purchase decision with a p-value of 0.005 and 0.000 below 0.05. In 
the following analysis, the influence of perceived value on purchase decisions obtained positive but insignificant 
results with a p-value of 0.259 above 0.05. In addition, The effect of brand loyalty on purchase decision obtained 
positive and significant results with a p-value of 0.001 below 0.05. 

DISCUSSION 

According to the results of the data analysis developed in Hypothesis 1, influencer marketing has a positive 
but insignificant effect on brand loyalty. Influencer marketing positively affects brand loyalty in the context of social 
commerce because it can build trust and emotional closeness between consumers and brands. Influencers who 
have close relationships with their audiences can convey brand messages more personally and authentically, 
thereby increasing positive perceptions of the brand. In addition, recommendations from influencers are often 
considered more credible than traditional advertising because they come from personal experience. This increases 
consumer interest in staying engaged with the brand and making repeat purchases. However, the effect of 
influencer marketing on brand loyalty is not always significant because the relationships formed are indirect and 
tend to be short-term. Consumers may be more interested in the influencer figure than in the brand itself, so the 
attachment formed is temporary and not strong enough to create long-term loyalty. In addition, the number of 
influencer collaborations with various brands can also reduce their exclusivity and commitment to one brand, 
reducing the profound impact on consumer loyalty in a highly competitive social commerce environment. 

The results of the data analysis developed in hypothesis 2 state that electronic word of mouth has a positive 
and significant effect on brand loyalty. Electronic word of mouth positively and significantly affects brand loyalty in 
social commerce because information and experiences shared by other consumers are considered more authentic 
and trustworthy. Reviews, comments, or recommendations spread through digital platforms can form a positive 
perception of the brand because they come from fellow users who are considered objective. When consumers read 
positive experiences from other users, they tend to feel more confident to try and continue using the product or 
service, thus creating an emotional attachment and increasing loyalty to the brand. In addition, electronic word of 
mouth is viral and can reach a broad audience quickly, making its impact very significant. Consumers on social 
commerce platforms often seek validation before buying, and positive reviews from many people can strengthen 
their belief in the quality and value of a brand. The interactions and discussions also create a loyal consumer 
community, where they share experiences and defend the brand if there is criticism or issue. This sustains the 
relationship between consumers and brands, making electronic word of mouth a key factor in shaping consumer 
loyalty in the digital era. 

According to the results of the data analysis developed in hypothesis 3, perceived value has a positive and 
significant effect on brand loyalty. Perceived value, or the value consumers feel towards a product or service, 
positively and significantly affects brand loyalty in social commerce. When consumers feel that what they get—
whether in terms of product quality, price, ease of transaction, or the overall shopping experience—exceeds or is 
equal to what they sacrifice (time, money, and effort), they tend to feel satisfied and motivated to continue buying 
from that brand. In a competitive social commerce platform, perceived value is a key differentiating factor that 
drives consumers to remain loyal to one brand rather than switching to a competitor. Furthermore, high perceived 
value drives repeat purchases and strengthens consumers' emotional ties to the brand. Consumers who feel they 
have received great benefits from their interactions with a brand on social commerce tend to give positive reviews, 
recommend it to others, and be actively involved in the brand's digital community. This creates a cycle of ongoing 
loyalty, because the higher the perceived value received, the stronger the consumer's desire to maintain a long-
term relationship with the brand. 

According to the results of the data analysis developed in hypothesis 4, influencer marketing has a positive 
and significant effect on purchase decisions. Influencer marketing has a positive and significant impact on 
purchase decisions in the context of social commerce because influencers are able to shape consumer 
perceptions and interests through interesting and convincing content. In a digital world of information, consumers 
trust recommendations from figures they follow and admire more than traditional advertising. Influencers have 
the power to convey product messages in a more personal and relatable way, creating a sense of need or desire 
for the promoted product. This is very effective in driving purchasing decisions, especially when consumers feel 
the product has been proven quality through the influencer's experience. In addition, in the fast-paced and visual 
social commerce ecosystem, purchasing decisions are often based on initial impressions formed through 
content. Influencers with credibility and emotional connections with their audiences can instantly influence 
consumer preferences and beliefs. Content such as unboxings, reviews, and tutorials from influencers provide 
practical information that helps consumers make decisions faster and more confidently. With its broad reach and 
ability to create trends, influencer marketing is one of the most effective tools for directing consumers to 
purchase directly on social commerce platforms. 

The results of the data analysis developed in hypothesis 5 state that electronic word of mouth has a positive 
and significant effect on purchase decisions. Electronic word of mouth positively and significantly affects purchase 
decisions in social commerce because the information provided by fellow consumers is considered more honest, 
objective, and relevant than company advertisements. Consumers look for reviews, comments, and testimonials 
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from other users before deciding to buy a product. In the social commerce environment, electronic word of mouth is 
one of the primary sources of information influencing consumer perceptions of product quality, benefits, and 
reliability. When consumers find many positive reviews, they feel more confident and sure to make a purchase 
immediately. Furthermore, electronic word of mouth's interactive and real-time nature strengthens its influence in 
the decision-making process. Consumers not only read reviews, but can also ask questions directly and see 
responses from other users, creating a more informative and convincing experience. In addition, electronic word of 
mouth that is widely spread on various platforms such as social media, forums, and online store comment columns 
can accelerate the decision-making process because it provides strong social proof. Thus, electronic word of mouth 
increases trust in the product and accelerates and strengthens purchasing decisions in a dynamic social commerce 
environment. 

According to the results of the data analysis developed in hypothesis 6, perceived value has a positive but 
insignificant effect on purchase decisions. Perceived value positively influences purchase decisions in social 
commerce because consumers' perceptions of the benefits they receive compared to the costs incurred can 
increase their intention to purchase. When consumers feel that a product offers quality commensurate with the 
price, ease of transaction, and a satisfying shopping experience, they will likely proceed to the purchase stage. This 
perceived value forms the belief that the purchase decision is rational and profitable, thus strengthening the urge to 
purchase. However, the influence of perceived value on purchase decisions is not always significant in the context 
of social commerce because purchase decisions are often more influenced by emotional factors, such as the visual 
appeal of the product, emerging trends, or recommendations from influencers and e-WOM. In addition, many 
consumers on social commerce platforms make impulsive purchases without thoroughly considering the product's 
value. In situations like this, even though consumers are aware of the value in a product, this perception is not 
always the primary determinant in purchasing decisions, making its influence on purchase decisions positive but 
not statistically significant. 

According to the results of the data analysis developed in hypothesis 7, brand loyalty has a positive but 
significant effect on purchase decisions. Brand loyalty positively and significantly affects purchase decisions on 
social commerce platforms because consumers with an emotional attachment and trust in a brand tend to make 
repeat purchases without much consideration. This loyalty is created because of previous positive experiences, 
consistent product quality, and pleasant interactions with the brand on the social commerce platform. Loyal 
consumers feel confident in the value offered by the brand, so they do not hesitate to buy the same product again 
or even try new products. This makes brand loyalty a strong driver in making purchasing decisions. In addition, in a 
dynamic and competitive social commerce ecosystem, brand loyalty helps reduce the influence of competitors. 
Loyal consumers are usually not easily tempted by promotions or discounts from other brands because they 
already trust their chosen brand. In addition, loyal consumers often become brand advocates who help spread 
positive influence through reviews and recommendations on social media, ultimately strengthening purchasing 
decisions for themselves and other consumers. Therefore, brand loyalty plays a significant role in maintaining the 
sustainability of purchasing decisions on social commerce platforms. 

CONCLUSION AND FURTHER STUDY 

Based on the results of data analysis, facts were found that strengthen electronic word of mouth has the 
strongest and most significant influence on brand loyalty and purchase decisions. Digital interactions between 
users, testimonials, and product reviews provide social proof that drives trust and purchase decisions and 
creates consumer attachment to the brand. This confirms that consumers in the digital era are highly influenced 
by the opinions and experiences of other users, so that electronic word of mouth is an important factor in the 
distribution strategy of fashion products in social commerce. Meanwhile, influencer marketing has been shown to 
have a positive but insignificant effect on brand loyalty. This shows that although influencers can attract attention 
and form positive perceptions of fashion products, brand loyalty is not necessarily formed from attachment to 
influencers. Consumers may be more interested in the influencer's persona than in their commitment to the 
brand being promoted, so the relationship between influencer marketing and brand loyalty is weak or 
unsustainable in social commerce. 

On the other hand, perceived value significantly affects brand loyalty but does not significantly affect 
purchase decisions. This indicates that the value consumers perceive plays an important role in forming brand 
loyalty, but is not strong enough to drive purchasing decisions directly. Consumers on social commerce 
platforms tend to make decisions quickly based on emotions or social influences, rather than solely on rational 
considerations about product benefits. Thus, fashion product distribution strategies in the digital era must focus 
more on social and emotional approaches, such as strengthening electronic word of mouth and engaging 
content, to maximize consumer loyalty and purchases. 

The results of this study provide strategic implications for fashion industry players and digital marketers in 
optimizing product distribution through social commerce platforms. The findings that electronic word of mouth 
and perceived value have a significant effect on brand loyalty, and influencer marketing and electronic word of 
mouth have a significant effect on purchase decisions indicate that marketing strategies are no longer sufficient 
to rely solely on conventional promotions, but need to prioritize approaches based on community, trust, and 
social interaction. By building strong brand loyalty within the social commerce ecosystem, business actors can 
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create more consistent and sustainable purchasing decisions, while strengthening the brand's position amidst 
increasingly dynamic digital market competition. On the other hand, the finding that influencer marketing does 
not significantly affect brand loyalty on social commerce platforms provides important implications for marketers 
and digital business actors. This shows that although influencers can attract attention and drive consumer 
interest in the short term, their presence is not necessarily enough to build long-term loyalty to the brand. 

Furthermore, the study presents the finding that perceived value does not significantly affect purchase 
decisions on social commerce platforms, indicating a shift in consumer behavior in the purchasing decision-
making process. Although in theory the perceived value of a product should be an important factor in driving 
purchase decisions, in the context of social commerce, such decisions appear to be more influenced by social 
elements such as peer recommendations, reviews from other consumers (electronic word of mouth), and the 
influence of online communities. This implies that rational or functional value-based marketing strategies may no 
longer be sufficient to drive direct purchases in a digital environment rich in social interaction. 

For further research, digging deeper into other factors that may influence the relationship between 
influencer marketing and brand loyalty on social commerce platforms is recommended. Although in this study 
influencer marketing did not significantly affect brand loyalty, there may be other influencing variables, such as 
the level of influencer credibility, audience closeness to the influencer, or the type of product promoted. More in-
depth research could include analyzing the differences in the influence of influencer marketing on various market 
segments or certain types of fashion products to understand better how influencers influence consumer loyalty in 
the long term. In addition, for perceived value that has no significant effect on purchase decisions, further 
research can explore how other factors, such as shopping experience or emotional interaction with the brand, 
influence purchase decisions. A deeper understanding of the influence of other elements in social commerce 
platforms, such as website design, ease of navigation, or other interactive features that can strengthen 
consumers' perceived value. By analyzing these factors further, we can find a more effective way to link 
perceived value to purchase decisions in a highly dynamic digital environment. 
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contemporary  loyalty  is  forged  not  in brand  temples,  but  in  communal  whispers.  
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However, consumers' perceptions of a product's value also play a significant role in their decision to buy 
(Cuong, 2020; De Medeiros et al., 2016). If customers believe that the product given has a commensurate value 
in terms of quality, price, and other perks, they are more likely to make purchases and develop brand loyalty. 
Thus, it is crucial to comprehend how social media shapes perceived value when creating a successful product 
distribution plan (Chi et al., 2021; Hanaysha, 2018). Perceived value encompasses not only functional but also 



emotional and social elements in the setting of social commerce, where user evaluations, price transparency, 
and social interactions all have a significant impact on consumer perceptions (Jyoti & Shillong, 2021; Pratiwi et 
al., 2021). Customers are more likely to stick with brands that offer great value and fulfilling experiences. 
Furthermore, when backed by readily available information and suggestions from online communities, a 
favorable opinion of a product's worth can greatly influence customers to buy it (Ikramuddin et al., 2017; Pratiwi 
et al., 2021). Therefore, assisting business actors in creating successful marketing strategies in the ever-
changing social commerce ecosystem requires a thorough grasp of how perceived value affects brand loyalty 
and purchase decisions. 

In the growth ecosystem of social commerce platforms, brand loyalty plays an important role because 
loyal consumers make repeat purchases and actively recommend products to others through reviews and social 
media content (Nadeem et al., 2020; Zhang et al., 2016). Brand loyalty can be a strong foundation in forming 
purchase decisions, especially when consumers are faced with many choices of similar products (Amin et al., 
2024). The close relationship between brand loyalty and purchase decisions shows that trust and emotional 
attachment to a brand encourage consumers to be more confident in choosing and purchasing products from 
that brand (Gong et al., 2020; Ding et al., 2022). Brand loyalty and purchase decisions are two leading indicators 
that reflect the effectiveness of digital marketing strategies in the era of social commerce (Chen et al., 2016; Ali, 
2019). Influencer marketing, electronic word of mouth, and perceived value significantly increase consumer 
loyalty and purchasing decisions. However, in-depth empirical studies are still needed to analyze how these 
three factors contribute to distributing fashion products optimally on social commerce platforms. 

Although previous studies have discussed the influence of influencer marketing, electronic word of mouth, 
and perceived value on brand loyalty and purchase decisions, most of these studies are still focused on 
conventional e-commerce platforms and have not explicitly examined the dynamics that occur in social 
commerce, which has interactive characteristics and stronger communities (Orare & Nkrina, 2019; Nadanyiova 
et al., 2021; Husain et al., 2022; Ebrahim et al., 2016). In addition, many studies examine these variables 
partially, so they do not provide a complete picture of the relationship between digital marketing elements in 
comprehensively distributing fashion products. This study aims to analyze the distribution model of fashion 
products through influencer marketing, electronic word of mouth, and perceived value on brand loyalty and 
purchase decisions on social commerce platforms. In this context, this study presents novelty by building a 
fashion product distribution analysis model through the synergy between influencer marketing, electronic word of 
mouth, and perceived value, and their simultaneous influence on brand loyalty and purchase decisions on social 
commerce platforms. This approach is expected to provide theoretical and practical contributions to fashion 
industry players and academic researchers in understanding the dynamics of modern digital marketing. In 
addition, the results of this study are expected to provide insight into developing a more focused distribution 
strategy based on current digital consumer behaviour. 
 
THEORETICAL REVIEW 

Influencer Marketing and Brand Loyalty  

Influencer marketing on social commerce platforms has become an effective strategy for attracting attention 
and building consumer relationships (Tarmidi & Rimba, 2022; Trivedi & Sama, 2020). Based on the parasocial 
interaction theory, the pseudo-relationship between followers and influencers creates a high sense of closeness, so 
followers are more easily influenced by the product recommendations conveyed (Daud & Basbeth, 2022; Aldi & 
Adisaputra, 2024). In social commerce, this interaction is strengthened by features such as live comments, live 
broadcasts, and user-generated content that allow consumers to feel actively involved in the brand experience 
(Pinto & Paramita, 2021; Yong et al., 2024). Brand loyalty in social commerce is formed through a pleasant and 
personal consumer experience. According to relationship marketing theory, brand loyalty depends on product 
quality and the emotional and social experiences built between consumers and brands. Influencers act as an 
extension of the brand in building this relationship (Charlesworth, 2018). Influencers can provide authentic, 
consistent, and relevant content, increasing consumer trust and strengthening emotional attachment to the brand, 
ultimately driving loyalty through repeat purchases, positive reviews, and recommendations to others (Nabirasool et 
al., 2024; Tarmidi & Rimba, 2022). Research on influencer marketing in the context of social commerce shows that 
the presence of influencers plays a significant role in building brand loyalty through emotional relationships and 
trust between influencers and audiences (Nabirasool et al., 2024; Yong et al., 2024). Influencers considered 
credible, authentic, and relevant to consumers' lifestyles can create positive perceptions of the brands they 
promote. A study by (Gokerik, 2024; Yong et al., 2024; Pinto & Paramita, 2021), highlighted that consumers are 
more likely to be loyal to brands promoted by influencers they trust. In social commerce platforms such as 
Instagram Shopping and TikTok Shop, direct interaction with influencers—such as live reviews or Q&As—
strengthens the bond between consumers and brands. Therefore, the hypothesis that can be developed: 
H1: Influencer Marketing has a significant impact on Brand Loyalty 

 
Electronic Word of Mouth and Brand Loyalty 



Electronic word of mouth is a form of communication between consumers that is carried out through digital 
media such as product reviews, comments, discussion forums, and social media (Perera et al., 2019;  Ali et al., 
2020). In the context of social commerce, electronic word of mouth becomes very important because consumers 
seek other users' opinions and experiences before making a purchasing decision (Ahmad & Laroche, 2017; 
Zhao et al., 2020). Social commerce platforms facilitate e-WOM massively through interactive features that allow 
consumers to share and respond to their shopping experiences (Ghobakhloo et al., 2012; Singh et al., 2020). 
Brand loyalty in the social commerce environment is influenced by product quality and the social perception 
formed through electronic word of mouth (Curatman & Siddiq, 2025; Rialti et al., 2017). Research on electronic 
word of mouth shows that user reviews, comments, and recommendations on social commerce platforms 
significantly influence brand loyalty (Rialti et al., 2017; Perera et al., 2019). Consumers tend to trust the opinions 
of other users who are considered honest and unbiased, especially if the electronic word of mouth comes from 
online communities or social media they follow. According to (Dulek & Aydin, 2020; Syahrivar & Ichlas, 2018), 
informative, credible, and relevant electronic word of mouth can increase consumer trust and satisfaction, 
ultimately strengthening brand loyalty. Review and rating features on platforms such as Shopee, TikTok, Shop, 
and Instagram facilitate the spread of e-WOM that shapes collective brand perceptions. In addition, social 
influence theory supports the idea that the social influence of electronic word of mouth can encourage 
consumers to remain loyal to certain brands that are considered popular or highly recommended by other users 
(Saparudin et al., 2020). Therefore, the hypothesis that can be developed: 
H2: Electronic Word of Mouth has a significant impact on Brand Loyalty 

 
Perceived Value and Brand Loyalty  

Perceived value refers to their perception of the benefits obtained compared to the costs or sacrifices 
incurred. In social commerce, perceived value includes not only functional aspects such as price and product 
quality but also emotional and social aspects such as ease of interaction, a pleasant shopping experience, and 
recommendations from the online community (O’Connor & Crowley-Henry, 2017). Brand loyalty is formed when 
consumers consistently have a positive perception of the value offered by a brand (Ha & Moon, 2023). On social 
commerce platforms, various features such as special discounts, responsive customer service, and ease of 
transactions strengthen the value perceived by consumers (Alshibly, 2014; Fatmawati et al., 2023). When the 
shopping experience is high-value, consumers are likelier to make repeat purchases, provide positive reviews, 
and recommend the brand to others. Research on perceived value shows that the value perceived by 
consumers towards a product or service is important in forming brand loyalty, especially on social commerce 
platforms (Bui et al., 2023; Supiyandi et al., 2022). Perceived value includes consumer perceptions of the 
functional, emotional, and social benefits received compared to the costs incurred. According to (Jyoti & 
Shillong, 2021; Abedi & Azma, 2019), the higher the perceived value, the more likely consumers are to remain 
loyal to a brand. In social commerce such as TikTok Shop or Instagram Shopping, competitive prices, easy 
shopping experiences, service quality, and social interactions through reviews and comments strengthen 
consumers' perceived value (Handarkho, 2020; Gan & Wang, 2017). Other studies have also shown that high 
perceived value can strengthen the emotional connection between consumers and brands, encouraging repeat 
purchases and voluntary brand advocacy in the digital environment. Therefore, the hypothesis that can be 
developed: 
H3: Perceived Value has a significant impact on Brand Loyalty 
 
Influencer Marketing and Purchase Decisions 

Influencer marketing has become a key strategy in the social commerce environment, where consumers 
rely on the opinions and recommendations of credible figures on social media (Trivedi & Sama, 2020; Isyanto et 
al., 2020). On platforms such as TikTok Shop, Instagram Shopping, or Shopee Live, influencers act as mediators 
between brands and consumers, where they can simplify product information and influence consumer attitudes 
and purchasing behaviour through relatable and authentic content (Gokerik, 2024; Nabirasool et al., 2024). 
Therefore, the role of influencers in influencing purchasing decisions is not only limited to the dissemination of 
information but also to the formation of deep perceptions, emotions, and trust in products and brands in the 
social commerce environment (Saldamlı & Özen, 2015; Wilis & Faik, 2022). Research on influencer marketing in 
the context of social commerce shows that the presence of influencers significantly influences consumer 
purchasing decisions (Tarmidi & Rimba, 2022; Saldamlı & Özen, 2015). Influencers who have credibility, 
expertise, and personal appeal can create emotional bonds and form positive perceptions of the products they 
promote. According to (Pratama et al., 2024; Wilis & Faik, 2022), influencers influence purchasing decisions 
mediated by consumer trust in the content delivered and parasocial relationships established through digital 
interactions. This strengthens purchase intentions because consumers feel informed and inspired by the real 
experiences displayed by influencers, as shown by the Elaboration Likelihood Model, which states that decisions 
can be influenced through peripheral pathways such as the attractiveness and credibility of the information 
source. Therefore, the hypothesis that can be developed: 
H4: Influencer Marketing has a significant impact on Purchase Decision 

 



Electronic Word of Mouth and Purchase Decision  

Electronic word of mouth is a form of communication between users on a digital platform that spreads 
information, experiences, or opinions about a product or brand (Handi et al., 2018). In social commerce, 
electronic word of mouth has become very influential because consumers often rely on reviews and comments 
from other users before purchasing (Ahmad & Laroche, 2017; Zhao et al., 2020). Purchasing decisions are also 
greatly influenced by the process of perception formation that occurs when consumers evaluate information from 
various sources, especially from fellow users (Saldamlı & Özen, 2015; Li et al., 2022; Mo et al., 2022). Electronic 
word of mouth plays a role in shaping all three: consumer attitudes are influenced by the experiences of other 
users, subjective norms are formed from the majority opinion in the community, and perceived control is 
enhanced through practical information shared in reviews (Yusuf et al., 2018). Thus, electronic word of mouth on 
social commerce platforms can directly accelerate or even determine purchasing decisions. Research on 
electronic word of mouth in social commerce shows that electronic word of mouth significantly impacts consumer 
purchasing decisions (Yusuf et al., 2018; Setiawardani & Widanti, 2025). Consumers tend to rely on reviews, 
recommendations, and comments from other users on platforms such as Instagram, Shopee, and TikTok, as 
such information is considered more honest and credible than direct advertising from brands. According to 
(Sulthana & Vasantha, 2019), positive electronic word of mouth can influence consumers' perceptions of product 
quality and reliability, increasing the likelihood of consumers making a purchase decision. In addition, Social 
Influence Theory states that reviews and recommendations from fellow users or online communities reinforce 
social norms that encourage consumers to follow collective decisions, thereby increasing purchase conversion 
rates on social commerce platforms. Therefore, the hypothesis that can be developed: 
H5: Electronic Word of Mouth has a significant impact on Purchase Decision 
 
Perceived Value and Purchase Decision 

Perceived value or value felt by consumers is a subjective perception of the benefits of a product or 
service compared to the sacrifices made, such as price, time, and effort (Chi et al., 2021; ALHuwaishel & AL-
Meshal, 2018). In social commerce, perceived value becomes increasingly complex because consumers 
consider functional value (quality and price) and emotional and social value obtained from interactive online 
shopping experiences (Gan & Wang, 2017; Alshibly, 2014). Features such as user reviews, special discounts, 
and direct interaction with sellers or influencers on social commerce platforms can increase positive perceptions 
of the value of a product. Purchasing decisions on social commerce platforms are closely related to the 
experience felt during the shopping process. Research on perceived value in social commerce shows that 
consumer perceived value plays a key role in influencing purchasing decisions. Perceived value, which includes 
the benefits perceived by consumers compared to the costs incurred, can include functional, emotional, and 
social aspects. According to (Amin et al., 2024; Kuncoro & Kusumawati, 2021), the higher the perceived value, 
the more likely consumers are to purchase, especially when they feel they are getting more benefits from the 
product or service. On social commerce platforms such as Instagram, TikTok, and Shopee, elements such as 
competitive prices, product quality, social interaction through reviews, and the ease of the digital shopping 
experience increase consumers' perceived value (Suryani et al., 2022; ALHuwaishel & AL-Meshal, 2018). This 
strengthens the purchase decision because consumers feel that the benefits received exceed the sacrifices they 
make, which drives the intention to purchase the product more consistently. Therefore, the hypothesis that can be 
developed: 
H6: Perceived Value has a significant impact on Purchase Decision 

 
Brand Loyalty and Purchase Decisions 

Brand loyalty is a consumer's commitment to continue to buy and use products from a particular brand 

consistently, even though there are many other choices on the market (Zhang et al., 2016; Ding et al., 2022). In 

the context of social commerce, brand loyalty becomes an important asset because loyal consumers make 

repeat purchases and tend to recommend products to others through reviews and social media (Ding et al., 

2022; Zhang et al., 2016). Purchasing decisions in social commerce are heavily influenced by the relationship 

that has been formed between consumers and brands. Features such as digital loyalty programs, exclusive 

offers for loyal customers, and relevant and personalized content on social media strengthen consumer 

attachment to the brand (Nadeem et al., 2020; Tarmidi & Rimba, 2022). In situations like this, consumers not 

only buy because of need but also because of trust and emotional ties to the brand. Research on brand loyalty in 

the context of social commerce shows that brand loyalty significantly influences consumer purchasing decisions. 

Consumers who have high loyalty to a brand tend to make purchasing decisions faster and more often, even 

amid many other choices on the market (Lou & Yuan, 2019). According to (Ali, 2019; Santoso et al., 2023), 

brand loyalty is related to a positive attitude formed through repeated satisfying experiences with the brand. 

Loyal consumers are likelier to purchase products from brands they trust and feel emotionally attached to. This 



encourages them to make repeat purchases and recommend products to others, strengthening purchasing 

decisions in the social commerce ecosystem (Santoso et al., 2023; Nadeem et al., 2020). 

4) Comments Reviewer B to the Author 

Fsquare is not widely used in the PLS-SEM or structural model as the explanation of the comprehensive full 

model can be substitute to the direct effect, something that is theoretically more testable. Hence, the fsquare sub-

section can be deleted. 

 

Response: 

Thank you for your insightful comment regarding the use of f² in the structural model analysis. We understand 

that f² is not commonly emphasized in PLS-SEM, as the direct effect and overall model explanation often 

provide more theoretically grounded and interpretable results. In response to your suggestion, we have removed 

the f² sub-section from the manuscript to maintain focus on more relevant and widely accepted indicators. We 

appreciate your guidance in refining the analytical clarity of our study. 

Based on Table 5, the R-Square value of 0.193 for the endogenous brand loyalty variable indicates that the PLS-

SEM model used is only able to explain 19.3% of the variation in brand loyalty. This indicates that the model 

has a weak ability to explain the factors that influence consumer loyalty to fashion brands in social commerce. In 

contrast, the R-Square value of 0.389 for the purchase decision variable indicates that the model can explain 

around 38.9% of the variation in purchasing decisions, which is classified as a moderate category. This means 

that although the model is not yet fully comprehensive, independent variables such as influencer marketing, 

electronic word of mouth, and perceived value are quite influential in explaining purchasing decisions, but are 

not strong enough to explain the formation of brand loyalty. This indicates the need for further model 

development by including additional variables that can explain the remaining variations that have not been 

revealed, especially in building sustainable brand loyalty. 

5) Comments Reviewer C to the Author 

The discussion is void of theoretical conversation. empirical guidelines are also necessary to construct in this 

part. The discussion must point whether your finding is in line or in the contrary to the proposed 

theories/hypothesis theories. The debates create a structural conversation and point to the potential advancement 

in your study as evidence in the yearly previous studies. 

 

Response: 

Thank you for your valuable feedback regarding the discussion section. We acknowledge the importance of 

incorporating a strong theoretical conversation to contextualize the findings, as well as providing empirical 

insights to enhance the practical relevance of the study. In response, we have revised the discussion by 

integrating relevant theoretical frameworks to interpret our results more comprehensively. Additionally, we have 

included empirical guidelines and implications that may assist practitioners and future researchers in applying 

our findings effectively. We appreciate your input in helping us strengthen the academic and practical value of 

our discussion. 

This finding aligns with research conducted by (Djafarova & Trofimenko, 2019), which states that although 

influencers can build emotional closeness and increase brand trust, this does not necessarily create long-term 

loyalty from consumers. On the other hand, this result is not in line with research by (Sudha & Sheena, 

2017);(Yong et al., 2024), which found that influencer marketing can significantly increase brand loyalty 

because it is considered an authentic representation of the user experience. This difference in results may be due 



to different social contexts and digital platforms, as well as varying levels of influencer credibility in the eyes of 

consumers. 

This finding is in line with research conducted by (Jalilvand & Samiei, 2012);(Ismagilova et al., 2020), which 

states that information and experiences shared by other consumers online are considered more authentic and 

credible, thus forming trust and increasing consumer loyalty to a brand. However, this finding is not in line with 

research by (You et al., 2015), which found that although e-WOM can influence consumer perceptions, its 

impact on brand loyalty can vary depending on the product context and intensity of digital interaction, so it does 

not always provide significant results. This difference may be due to variations in the level of consumer 

involvement and the credibility of the information source in each study. 

This finding is in line with research by (Rather, 2018);(Wang et al., 2010), which shows that consumer perceived 

value, whether functional, emotional, or social, contributes significantly to the formation of brand loyalty, 

especially in the service sector and digital platforms. However, this result is not entirely in line with the findings 

of (Wu et al., 2017), which states that although perceived value can influence loyalty, its influence is not always 

significant in the context of low-involvement products or when external factors such as promotions and brand 

image are more dominant. This difference reflects the complexity of consumer behaviour that can be influenced 

by industry context, product type, and individual preferences. 

This finding aligns with research by (Lou & Yuan, 2019);(Nadanyiova & Sujanska, 2023), which states that 

influencers can shape consumer perceptions and interests through interesting and credible content, thus having a 

direct impact on purchasing decisions. However, these results are not entirely in line with the findings of (De 

Veirman et al., 2017), which show that the effectiveness of influencer marketing in influencing purchasing 

decisions can decrease when consumers feel that the content delivered is too commercial or inauthentic. This 

result difference emphasizes balancing promotion and authenticity in influencer-based marketing strategies. 

This finding is in line with research by (Erkan & Evans, 2016);(C. H. Chen et al., 2015), with results showing 

that e-WOM has an important role in shaping consumer purchase intentions due to the high level of trust in 

reviews and recommendations from fellow users. However, this result is not entirely in line with research by 

(Hennig-Thurau & Walsh, 2003), which states that although e-WOM can influence purchase decisions, its 

effects can vary depending on the credibility of the source and the product context, so it does not always have a 

strong influence. This difference highlights the importance of understanding audience characteristics and social 

context in optimizing the use of e-WOM. 

This finding is in line with research by (Gan & Wang, 2017), which states that although consumers' perceived 

value the comparison between the benefits received and the costs incurred has the potential to increase purchase 

intentions, its influence is sometimes not strong enough to trigger purchase decisions significantly, especially in 

a digital environment that is highly influenced by social and emotional factors. However, this result does not 

align with research by (Handi et al., 2018);(Amin et al., 2024), which found that perceived value significantly 

influences purchase decisions in various consumer contexts. This difference is likely due to market 

characteristics, product types, and variations in consumer culture in the current digital era. 

This finding aligns with research by (Nadeem et al., 2020);(Ding et al., 2022), which states that consumers with 

emotional attachment and trust in a brand tend to make repeat purchases without much rational consideration 

because they feel comfortable and confident in the product or service quality. However, these results are not in 

line with the findings of (J. Zhang & Breugelmans, 2012), which state that brand loyalty is not always directly 

proportional to purchasing decisions, especially if there are significant changes in price, product features, or 

negative reviews that appear on social media. This difference shows that although brand loyalty plays an 

important role, situational factors and market dynamics must also be considered in social commerce. 



6) Comments Reviewer C to the Author 

the implication and limitation has to be clear 

 

Response: 

Thank you for your helpful comment regarding the clarity of the study’s implication and limitations. In response, 

we have revised the manuscript to clearly state the implication and limitations of our research in a more explicit 

and structured manner. This includes methodological constraints, contextual boundaries, and suggestions for 

future research directions. We believe this improvement enhances the transparency and academic rigor of our 

study. 

 

The results of this study provide strategic implications for fashion industry players and digital marketers in 

optimizing product distribution through social commerce platforms. The findings that electronic word of mouth 

and perceived value have a significant effect on brand loyalty, and influencer marketing and electronic word of 

mouth have a significant effect on purchase decisions indicate that marketing strategies are no longer sufficient 

to rely solely on conventional promotions, but need to prioritize approaches based on community, trust, and 

social interaction. By building strong brand loyalty within the social commerce ecosystem, business actors can 

create more consistent and sustainable purchasing decisions, while strengthening the brand's position amidst 

increasingly dynamic digital market competition. On the other hand, the finding that influencer marketing does 

not significantly affect brand loyalty on social commerce platforms provides important implications for 

marketers and digital business actors. This shows that although influencers can attract attention and drive 

consumer interest in the short term, their presence is not necessarily enough to build long-term loyalty to the 

brand. Furthermore, the study presents the finding that perceived value does not significantly affect purchase 

decisions on social commerce platforms, indicating a shift in consumer behavior in the purchasing decision-

making process. Although in theory the perceived value of a product should be an important factor in driving 

purchase decisions, in the context of social commerce, such decisions appear to be more influenced by social 

elements such as peer recommendations, reviews from other consumers (electronic word of mouth), and the 

influence of online communities. This implies that rational or functional value-based marketing strategies may 

no longer be sufficient to drive direct purchases in a digital environment rich in social interaction. 

This study has several limitations that need to be considered in interpreting the findings. First, this study only 

focuses on the distribution of fashion products in the context of social commerce, so the results may not be 

generalizable to other product categories such as electronics or household needs. Second, data were collected 

through online questionnaires and were limited to respondents who actively use social media and follow 

influencers, so the possibility of participant bias cannot be completely avoided. Third, variables such as 

influencer marketing, electronic word of mouth (e-WOM), and perceived value are measured based on the 

subjective perceptions of respondents, which can be influenced by personal preferences or different individual 

experiences. In addition, this research model has not considered other external factors such as product quality, 

price, and after-sales service that can also affect brand loyalty and purchasing decisions. Therefore, further 

research is recommended to expand the scope of the study object and add other relevant variables to provide a 

more comprehensive understanding of consumer behavior in social commerce. 
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