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ABSTRACT

In the digital age, consumer purchasing decisions are significantly influenced by social media, brand reputation,
and electronic word-of-mouth marketing, with consumers increasingly relying on online platforms and peer
reviews for their choices. This study aimed to develop a causal model examining the influence of social media,
brand reputation, and electronic word-of-mouth marketing on purchasing decisions and to determine the best-fit
model for understanding purchasing decisions in the apparel industry. The researchers utilized a quantitative,
non-experimental design and applied Structural Equation Modeling (SEM) to analyze data from 200 consumers
in Santo Tomas. Respondents were chosen using convenience sampling techniques. Various data analysis
methods were utilized, including the mean, the Pearson Product-Moment Correlation Coefficient, Multiple
Regression Analysis, and Structural Equation Modeling (SEM), based on responses gathered from four adapted
questionnaires. The findings indicated that the exogenous variables, social media influence, brand reputation,
and electronic word-of-mouth marketing, had very high levels of impact on the endogenous variable of consumer
purchase decision-making and were consistently evident in the apparel sector. These factors were strongly linked
to consumer purchasing decisions, with social media influence being the most significant. The analysis shows
that social media and brand reputation were key in predicting purchases, making them the best-fit model. To
improve consumer decisions, strategies may leverage social media marketing and build a strong brand reputation
through customer orientation and a commitment to social and environmental responsibility. Future researchers
may conduct studies investigating factors that might influence consumer choices, such as impulsive buying
tendencies and psychological attitudes.

Keywords: Social Media Influence, Brand Reputation, Electronic Word-Of-Mouth Marketing, Consumer
Purchase Decision-Making, Structural Equation Modeling, Philippines

INTRODUCTION

Consumer purchase decision-making is a complex task that requires evaluating and comparing different options
to make an informed choice (Azis et al., 2024). However, there are problems that consumers face when making
purchasing decisions in deciding to buy something, consumers consider various risks, including financial loss,
product malfunction, physical harm, social judgment, and personal guilt. These risks influence their decision-
making process (Trout, 2024). Additionally, consumer trust is a key factor influencing purchasing decisions.
Mistrust in a vendor's reliability or product quality can discourage purchases (Patro, 2023). Bilovodska and
Poretskova (2023) also indicate that security concerns, especially those related to privacy and financial risks,
can significantly influence consumers' willingness to make purchases.

In Vietnam, consumers have increasingly embraced online shopping, leading consumers to increasingly shift
away from traditional retail. Promotions and price perception are key factors driving online shopping behavior
and a positive perception of price can lead to increased purchase decisions and customer loyalty (Cuong, 2023).
Moreover, in China, personalized products and platform loyalty are key factors influencing consumer purchase
decisions. Although price, promotions, the live streamer's image, and interaction had little effect on purchases,
the streamer's image significantly influenced platform loyalty, affecting sales (Wongsunopparat, 2021). Further,

Page 1519 .. .
www.rsisinternational.org


http://www.rsisinternational.org/
https://dx.doi.org/10.47772/IJRISS.2025.905000121

INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS)
ISSN No. 2454-6186 | DOL: 10.47772/1JRISS | Volume IX Issue V May 2025

2

=
= s
7, >
¥

RSIS V

Pefia-Garcia et al. (2020) found that impulsive buying significantly influences online shopping decisions in
countries like Colombia, where consumers often prioritize short-term thinking. This suggests that despite the
growing popularity of online shopping, there are still significant challenges to overcome for its widespread
adoption.

Despite the growing popularity of online shopping, Filipinos remain cautious and discerning in their product
choices. Filipinos often desire to physically inspect products before purchase, but online shopping restrictions
make this difficult, leading them to rely heavily on product information, reviews, and feedback (Dulay et al.,
2022). Additionally, concerns about the safety of online transactions persist due to widespread reports of scams
by fake online sellers who take money without delivering goods (Atienza & Tabuena, 2021). Furthermore,
Manapul et al. (2022) believed that the perceived cost of shipping can also significantly influence online
purchasing decisions. Consumers often balance shipping fees against their overall satisfaction, and excessive
charges may discourage purchases.

Although there are existing studies that link consumer purchase decision-making to different factors, numerous
inquiries have been conducted to advance our understanding of consumer purchase that creates a causal model
on consumer purchase decision-making through social media influence, brand reputation, and electronic word-
of-mouth marketing within local settings. Hence, the researcher finds the urgency to conduct this study to fill
the gap in the literature covering these subjects, especially in the local context. Therefore, this study aims to
investigate the complex interplay among brand reputation, social media influence, and electronic word-of-mouth
marketing on consumer purchase decisions and determine the best model fit for consumer purchase decision-
making in terms of social media influence, brand reputation, and electronic word-of-mouth marketing within
apparel businesses. By exploring how online reviews and social media impact consumer perceptions and
decisions, this study helps apparel businesses improve their brand reputation and competitiveness by creating
effective marketing strategies. The study uses a structural equation model to analyze these relationships and
offers valuable insights for apparel business owners looking to grow using digital tools.

Statement of the Problem

This study generates a causal model about consumer purchase decision-making through social media influence,
brand reputation, and electronic word-of-mouth marketing. Specifically, this finds answers to the following
research questions:

1. What is the level of social media influence in terms of:

1.1 customer relations;
1.2 advertising; and
1.3 marketing?

2.What is the level of brand reputation in terms of:

2.1 customer orientation;

2.2 product quality;

2.3 good employer;

2.4 emotional appeal; and

2.5 environmental and social responsibility?

3. What is the level of electronic word-of-mouth marketing in terms of:

3.1 trust;

3.2 quality;

3.3 quantity;

3.4 consumer expertise; and
3.5 adoption?

4. What is the level of consumer purchase decision-making in terms of:
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4.1 price consciousness;

4.2 brand consciousness;

4.3 quality consciousness;

4.4 fashion consciousness;

4.5 confused by over choice; and
4.6 consumer decision-making?

5. Is there a significant interrelationship between:

5.1 social media influence and consumer purchase decision-making;
5.2 brand reputation and consumer purchase decision-making; and
5.3 electronic word-of-mouth marketing and consumer purchase decision-making?

6. Which among the exogenous variables’ best influences consumer purchase decision-making?
7. What model best fits a consumer purchase decision-making?

Hypothesis

The following null hypotheses were tested at 0.05 level of significance:

1. There is no significant relationship between:

1.1 social media influence and consumer purchase decision-making;
1.2 brand reputation and consumer purchase decision-making; and
1.3 electronic word-of-mouth marketing and consumer purchase decision-making.

2. There is no exogenous variable that best influences the consumer purchase decision-making.
3.There is no model that best fits consumer purchase decision-making.
Theoretical Framework

This study is grounded in the Theory of Planned Behavior (TPB), proposed by Ajzen (1991). The Theory of
Planned Behavior states that a person's actions are driven by intentions, which are influenced by attitudes, social
norms, and perceived control. Social media, brand reputation, and electronic word-of-mouth can impact these
factors, ultimately shaping consumer purchasing decisions. Moreover, Azad et al. (2023) emphasized that in the
Theory of Planned Behavior, social media significantly influences consumer behavior by shaping opinions and
social norms in which social media platforms foster consumer interaction and brand visibility, leading to
increased purchase intent.

The study by Kustiawan and Pandansari (2023) illustrates that the Theory of Planned Behavior shows how the
social and economic benefits of brands can significantly influence consumer behavior. It emphasizes the role of
social media in enhancing brand reputation and driving sales. Kurniawati (2023) also states that the Theory of
Planned Behavior (TPB) highlights the significant impact of electronic word-of-mouth (eWOM) on consumer
intentions. It emphasizes that online opinions and experiences play a crucial role in shaping attitudes and
behaviors, which underscores the importance of maintaining a positive brand reputation.

Conceptual Framework

Presented in Figure one is the hypothesized model which is composed of two latent contracts, the endogenous
and exogenous variables. Consumer purchase decision-making is the endogenous variable while social media
influence, brand reputation, and electronic word-of-mouth marketing are the exogenous variables. Latent
variables are constructs that cannot be directly observed or measured. Consequently, researchers use regression
models to link these latent variables to observable data, helping to clarify their relationships and influences.

Social media influence is the first exogenous variable. This variable is composed of three (3) indicators which
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are customer relations, advertising, and marketing. Brand reputation is the second exogenous variable. This latent
variable construct includes five (5) indicators: customer orientation, product quality, good employer, emotional
appeal, and environmental and social responsibility. The third exogenous variable is electronic word-of-mouth
marketing. This variable construct consists of five (5) indicators which are trust, quality, quantity, consumer
expertise, and adoption. Lastly, the endogenous latent variable represents consumer purchase decision-making,
comprising six (6) indicators: price consciousness, brand consciousness, quality consciousness, fashion
consciousness, confusion from over-choice, and consumer decision-making.
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Figure 1. Conceptual Framework of the Study

Legend:

50C_MLD — Soclal Media Influence BE_REP- Brand Reputation LWoM- Lectronic Word-Of-Mouth Marketing
CR - Custemer Relatians CO- Custamer Origntation TRU = Trust
ADV - Advertising PG - Product Quality GUAL - Quality
MAR- Marketing GE - Good Emplayer QUAN - Quantity
EA - Emotional Appeal CE - Consumer Expertise
ESR- Enviranmental and ADP - Adoption

5ocial Responsibility

CON_PUR - C Purchase Decisi king
PC = Price Consclousness

BC - Brand Consclousness

G - Quality Consclousness

FC- Fashion Consclousness

COC - Confuied By Over Chalce

CDM - Consumer Decision Making

METHODOLOGY

This chapter outlines the research design, subject, instrument, and data collection methods used to explore the
relationship between brand reputation, social media influence, and electronic word-of-mouth marketing on
consumer purchasing decisions. It also aims to identify the best-fit model for understanding consumer decision-
making.
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Research Design

The researchers employed a quantitative non-experimental research design. The structural equation model
(SEM) was utilized to create a model that best fits the endogenous variable. The process had two distinct stages.
The initial stage used descriptive-causal research methodology to assess the varying interrelationships between
variables. According to Holmes et al. (2024), descriptive-causal research helps researchers understand complex
social issues by combining detailed descriptions with explanations of cause-and-effect relationships. It bridged
the gap between simply observing phenomena and understanding why they happened.

Additionally, this study employed the structural equation modeling (SEM) method. Structural Equation
Modeling (SEM) is an advanced statistical method examining the intricate relationships between observed and
unobserved variables. Through SEM, it allowed researchers to examine both direct and indirect connections
within a single model by integrating path analysis and confirmatory factor analysis (Jongerling et al., 2024).
These methods were utilized to create a best-fit model on the consumer purchase decision-making in research
viewing social media influence, brand reputation, and electronic word-of-mouth marketing as exogenous
variables.

Research Subject

The participants of this study were the customers who purchased from the apparel stores in the Municipality of
Santo Tomas. Ardikoesoema (2024) suggests the number of respondents for SEM in the order of 200, which
often appears in SEM research, in order to achieve sufficient statistical power and produce credible results.
Based on the general rules regarding sample size calculation when using SEM and the quantitative concept of
favoring larger sample sizes, the researchers obtained a sample of around 200.

Moreover, convenience sampling was used in this study, a method where researchers select participants who are
easily accessible. While this approach may not perfectly represent the entire population of consumers (Andrade,
2021), the researchers actively sought a diverse and representative sample by randomly selecting participants
from a pool of readily available individuals. This strategy helped ensure that the study captured a range of
perspectives while working to minimize potential biases.

Research Instrument

The researchers utilized four (4) modified and adapted survey questionnaires from internationally disseminated
journal articles were used by the researchers to explore the interrelationship between social media influence,
brand reputation, and electronic word-of-mouth marketing towards the consumer purchase decisions of clothing
retailing establishments. Quantitative research often uses questionnaires to collect numerical data from people.
This data can then be analyzed using statistics to identify trends and connections (Humble, 2020). The social
media influence instrument is adapted from The Influence of Social Media on Business: A Case Study in North
Cyprus by Amjad Abu Al Rub (2016). The survey questionnaire used in this study consisted of 15 items, which
were categorized into three indicators, namely customer relations with five (5) items, advertising with five (5)
items, and marketing with five (5) items. This questionnaire used a 5-point scale to measure data, ranging from
5 (Strongly agree), 4 (Agree), 3 (Neutral), 2 (Disagree), and 1 (Strongly disagree).

Scale Range of Descriptive Interpretation
Means Equivalent
5 4.20 — 5.00 Very High This means that social media

influence is always manifested.

4 3.40 - 4.19 High This means that social media
influence is oftentimes manifested.

3 2.60 - 3.39 Average This means that social media
influence 1s sometimes manifested.

8]

1.80 - 2.59 Low This means that social media
influence is less manifested.

1 1.00 - 1.79 Very Low This means that social media
influence 1s least manifested.
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Adapted from The Effect of Firm's Brand Reputation on Customer Loyalty and Customer Wor d of Mouth:
The Mediating Role of Customer Satisfaction and Customer Trust by Mohamed Ali Barakat Ali (2022). A 23-
item survey questionnaire was used, encompassing five indicators: customer orientation (10 items), product
quality (3 items), good employer (5 items), emotional appeal (3 items), and environmental and social
responsibility (2 items). This questionnaire used a 5-point scale to measure data, ranging from 5 (Strongly agree),
4 (Agree), 3 (Neutral), 2 (Disagree), and 1 (Strongly disagree).

Scale Range of Descriptive Interpretation
Means Equivalent

w

4.20 - 5.00 Very High This means that brand reputation
1s always manifested.

4 3.40 - 4.19 High This means that brand reputation
is oftentimes manifested.

3 2.60 - 3.39 Average This means that brand reputation
is sometimes manifested.

2 1.80-2.59 Low This means that brand reputation
1s less manifested.

1 1.00 - 1.79 Very Low This means that brand reputation
18 least manifested.

The instrument for electronic word-of-mouth marketing is adapted from The Effects of Electronic Word of
Mouth (EWOM) on the Adoption of Consumer EWOM Information by Phuong Viet Le-Hoang (2020). This
instrument contained a 26-item survey questionnaire comprising four indicators namely: trust with seven (7)
items, quality with six (6) items, quantity with three (3) items, consumer expertise with seven (7) items, and
adoption with three (3) items. This questionnaire used a 5-point scale to measure data, ranging from 5 (Strongly
agree), 4 (Agree), 3 (Neutral), 2 (Disagree), and 1 (Strongly disagree).

Scale Range of Descriptive Interpretation
Means Equivalent
S 4.20 - 5,00 Very High This means that electronic word-

of-mouth 1s always manifested.

4 3.40 - 4.19 High This means that electronic word-
of-mouth 1s oftentimes manifested.

3 2.60 - 3.39 Average This means that electronic word-
of-mouth is sometimes manifested.

2 1.80 - 2.59 Low This means that electronic word-
of-mouth 1s less manifested.

1 1.00 - 1.79 Very Low This means that electronic word-
of-mouth is least manifested.

The instrument for consumer purchase decision-making is adapted from Executing Marketing through a gender
lens: A Consumer Purchase Decision-making Study in an Emerging Economy by Ahsan Siraj and Yongming
Zhu (2024). The survey questionnaire used in this study consisted of 21 items, which were categorized into seven
indicators namely: price consciousness with three (3) items, brand consciousness with five (5) items, quality
consciousness with three (3) items, fashion consciousness with three (3) items, confused by over-choice with
four (4) items, and consumer decision-making with three (3) items. This questionnaire used a 5-point scale to
measure data, ranging from 5 (Strongly agree), 4 (Agree), 3 (Neutral), 2 (Disagree), and 1 (Strongly disagree).

Page 1524 .. .
www.rsisinternational.org


http://www.rsisinternational.org/

INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS)
ISSN No. 2454-6186 | DOL: 10.47772/1JRISS | Volume IX Issue V May 2025

Scale Range of Descriptive Interpretation
Means Equivalent
S5 4.20 - 5.00 Very High This means that consumer

purchase decision-making is
always evident.

4 3.40 -4.19 High This means that consumer
purchase decision-making is
oftentimes evident.

3 2.60 - 3.39 Average This means that consumer
purchase decision-making is
sometimes evident.

2 1.80 - 2.59 Low This means that consumer
purchase decision-making is less
evident.
1 1.00-1.79 Very Low This means that consumer

purchase decision-making is
least evident.

Statistical Treatment of Data
The study utilized the following statistical tools for data computation and hypothesis testing at a 0.05 alpha level.

Mean. The mean is the most common method for measuring central tendency. The average is calculated by
dividing the total sum of values in a dataset by the number of values. The mean is also known as the average
(Triola, 2020). This was used to determine the level of social media influence, brand reputation, electronic word-
of-mouth marketing, and consumer purchase decision-making.

Pearson Product-Moment Correlation Coefficient. The Pearson Product-Moment Correlation Coefficient is a
statistical measure that quantifies the linear association between two variables. It is a widely used tool in research
for analyzing and interpreting data (Gnambs, 2023). This was utilized to determine the interrelationship between
social media, brand reputation, electronic word-of-mouth marketing, and consumer purchase decision-making.

Multiple Regression Analysis. Multiple regression analysis is a statistical technique that explores the connection
between several independent variables and a single dependent variable. Unlike simple linear regression, it allows
researchers to assess the combined impact of various predictors, providing a more comprehensive understanding
of real-world data (Ruan, 2024). This was used to determine the significant influence of social media, brand
reputation, electronic word-of-mouth marketing, and consumer purchase decision-making.

Structural Equation Modeling (SEM). Structural Equation Modeling (SEM) is a statistical technique employed
to analyze the relationships among both variables that are directly measured (observed) and those that are not
(unobserved). It involves case studies, explicitly defining latent variables, and assessing model fit (Dong et al.,
2020). To explore the model's fit, particularly in comparison to an alternative model, Analysis of Moment
Structures (AMOS) was employed. Identifying the best-fit model also required the index values to align with
predefined criteria.

RESULTS AND DISCUSSIONS

This chapter presents and discusses the findings from the structural equation model analysis, focusing on how
social media influence, brand reputation, and electronic word-of-mouth marketing impact consumer purchase
decision-making. The data is presented, analyzed, and interpreted following the order outlined in the research
objectives.

Level of Social Media Influence

The following section presents, examines, and interprets the results of social media influence. Table 1 displays
the outcome for the social media influence level, revealing a mean range of 4.56 to 4.66. The overall mean was
4.61 with a standard deviation of 0.33. This indicates a "very high" level of social media influence, suggesting
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it was consistently manifested. The overall finding suggests that it is always manifested that social media
empowers businesses to build strong customer relationships and enhance brand influence by facilitating direct
engagement and fostering community. In agreement with Febrian et al. (2024), this finding indicates that building
strong customer relationships through social media has a positive effect on customer equity, particularly brand
equity, and subsequently encourages consumers to make purchases.

Table 1

Level of social media influence

Indicator Mean SD Descriptive

Level
Customer Relations 4.66 0.37 Very High
Advertising 4.60 0.32 Very High
Marketing 4.56 0.30 Very High
Overall 4.61 0.33 Very High

Moreover, the data could glean that customer relations is the indicator with the highest mean of 4.66 and is
described as very high. The indicator with the lowest mean of 4.56 is also described as very high: marketing.
These findings indicate that consumers consistently associate marketing and customer service with consumer
loyalty, perceptions, and purchase decisions. Effective brand marketing and customer relationship management
(CRM) strategies significantly improve customer satisfaction and engagement. The results also corroborate
Zhang's (2024) study, indicating that social media marketing strongly influences what consumers intend to buy,
especially when they have high-quality customer experiences. Trust and brand awareness serve as key mediators,
highlighting the importance of effective social media strategies in enhancing customer relations.

Level of Brand Reputation

Table 2 presents the results for brand reputation. The mean scores ranged from 4.60 to 4.66, with an overall mean
of 4.62 and a standard deviation of 0.33. This is interpreted as "very high." The overall findings imply that a
good employer brand significantly enhances a company's reputation. Effective employer branding management
helps project a positive corporate image, attract and retain talent, and ensure employees share brand values,
driving long-term competitive advantage. High employer branding fosters employee loyalty, benefiting the
company's standing. It conforms to the study of Gurgu and Kuleto (2023), which stated that a strong employer
brand enhances reputation, attracts top talent, and motivates employees. Factors like company culture, benefits,
and growth opportunities influence this brand, further enhanced by employee advocacy and effective
communication. Moreover, the study by Padilla (2019) reveals that a positive company image directly impacts
employer branding, which is vital for securing and retaining skilled employees.

Table 2
Level of brand reputation

Indicator Mean SD Descraptive
Level

Customer Orientation 4.60 0.28 Very High
Product Quality 4.61 0.35 Very High
Good Employer 4.66 0.26 Very High
Emotional Appeal 4.61 0.37 Very High
Environmental And Social 4.63 0.39 Very Hig
Responsibility ery High
Overall 4.62 0.33 Very High
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Furthermore, the data reveals that "good employer" received the highest mean score at 4.66, categorized as very
high. Conversely, "customer orientation" had the lowest mean score of 4.60, though it was also classified as very
high. These findings show that consumers' perceptions of customer orientation and the importance of good
employers significantly impact a business. A strong customer-oriented approach among employees fosters a
positive work environment and enhances customer satisfaction. Moreover, Widelska and Krot (2021) stated that
a strong focus on customers, treating them as collaborators in value creation, is a key driver of positive brand
reputation. By emphasizing long-term customer relationships, organizations build a favorable image as both an
employer and service provider.

Level of Electronic Word-of-Mouth Marketing

Table 3 presents the results for electronic word-of-mouth (e-WOM) marketing. The mean scores ranged from
4.51 to 4.69, with an overall mean of 4.59 and a standard deviation of 0.31, which is qualitatively described as
very high. These overall findings suggest that e-WOM marketing is consistently present among consumers,
indicating its strong influence within the apparel industry. It indicates that the volume of consumer
communications significantly influences the extent of eWOM marketing. While increasing consumer
engagement and potentially influencing purchase decisions, a larger volume of eWOM can sometimes outweigh
the quality of these evaluations.

The data analysis shows that the "quantity" indicator received the highest mean score of 4.69, categorized as
very high. Conversely, the "consumer expertise" indicator had the lowest mean score at 4.51, although it was
also classified as very high. These findings suggest that perceptions of quantity are consistently strong among
consumers. Moreover, various factors influence these perceptions, such as discount framing, the perceived
monetary value of the product, and individual preferences for quality versus quantity.

Table 3

Level of electronic word-of-mouth marketing

Indicator Mean SD Dosoriptive
Level

Trust 4.56 0.28 Very High
Quality 4.60 0.27 Very High
Quantity 4.69 0.35 Very High
Consumer Expertise 4.51 0.29 Very High
Adoption 4.57 0.35 Very High
Overall 4.59 0.31 Very High

This conform to the study of Siregar et al. (2024), which found that in electronic word-of-mouth, the volume of
reviews is more important than the quality of the reviews. Additionally, Hung et al. (2024) supported that in e-
WOM, more reviews are more effective than higher-quality reviews.

Level of Consumer Purchase Decision-Making

Table 4 presents the results for consumer purchase decision-making. The mean scores ranged from 4.19 to 4.50,
with an overall mean of 4.32 and a standard deviation of 0.60, which is described as very high. These overall
findings suggest that consumer purchase decision-making is consistently evident. This indicates that consumer
purchase decisions are influenced by price consciousness by impacting how consumers evaluate options and
make choices. Price-conscious buyers often prioritize price over other factors, leading to distinct decision-
making processes that shape their buying behavior.

Furthermore, the data reveals that "price consciousness" had the highest mean score at 4.50, categorized as very
high. In contrast, "confused by over-choice" had the lowest mean score of 4.19, which was described as high.
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These findings imply that price consciousness significantly influences consumer behavior across various product
categories, impacting both purchase intentions and decisions.

Table 4

Level of consumer purchase decision-making

Indicator Mean sSD Descriptive
Level
Price Consciousness 4.50 0.54 Very High
Brand Consciousness 4,32 0.57 Very High
Quality Consciousness 4.39 0.53 Very High
Fashion Consciousness 4.26 0.65 Very High
Confused by Over Choice 4.19 0.63 High
Consumer Decision-Making 4.25 0.66 Very High
Overall 4.32 0.60 Very High

This conforms to the study of Ardianto (2022), which found that price awareness significantly influences
consumer purchasing decisions. Highly price-conscious consumers make informed decisions, which builds trust
and positively impacts their overall purchasing behavior. It was also supported by Levrini and Jeffman (2021)
that price has a large impact on if someone will buy a product, especially for people who are very aware of price.

Correlation between Social Media Influence and Consumer Purchase Decision-Making

Table 5 presents the findings regarding the relationship between social media influence and consumer purchase
decision-making. The calculated correlation coefficient (r-value) was .512, and the p-value was .000. Since this
p-value is less than the study's significance level of .05, the association is statistically significant. This implies
that the association of the variables had a positive, high, and significant correlation. The significant p-value also
demonstrates an association between social media influence and consumer purchase decision-making.
Consequently, the null hypothesis is rejected.

Table S

Significance on the Relationship between social media influence
and consumer purchase decision-making

Consumer Parchase Decision-Making

Social Media
Influence Price Brand Qruality Fashion Confused Consumer
Conscious Conscicus Conscious  Conscious by Onver Decision- Owerall
sk TirAE TIEEE e Chones Malkeing
Customer A2 L1EEs 21T L151% i L 151% 162
Relations 088 017 02 033 002 033 Oz
Advertisin AT LT 2204 AT JAPE AT 199
) E 012 Ny 4] O A05 006 015 05
Marker SH0 g 316+ A5 4G B ARG
Markating 0D 00D 000 000 000 i 0G0
o 1 MG A4 A1 GG ARG SSaRe 0 b
000 000 00 D00 D00 000 000

It conforms to the statement of Chu (2024), stating that social media greatly affects purchasing decisions through
detailed information, comparisons, and influencing consumer psychology. Moreover, the study of Bandara
(2021) study found that engaging content, such as entertainment, familiarity, and social imaging, in social media
ads strongly affects consumer behavior. However, the amount spent on advertising does not significantly
influence consumers.
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Correlation between Brand Reputation and Consumer Purchase Decision-Making

Table 6 presents the findings regarding the relationship between brand reputation and consumer purchase
decision-making. The calculated correlation coefficient (r-value) was .460, and the p-value was .000. Since this
p-value is less than the study's significance level of .05, the association is statistically significant. This implies
that the association of the variables has a positive, medium, and significant correlation. Also, this shows that the
brand reputation of the apparel businesses is associated with consumer purchase decision-making. Thus, the null
hypothesis is rejected.

Table 6

Significance on the Relationship between brand reputation and
consumer purchase decision-making

Consumer Purchase Decision-Making

Brand
Reputation Pei Brand Quality Fashion  Confused  Consumer
co riee Conscious Conscious Conscious by Over Decision- Overall
msciousness ness ness ness Choice Malcing

Customer 357+ .380%* .384%* 208%* .351%* 3525 368+

Orientation .000 .000 .000 .000 .000 .000 .000
Product 291%* .295% .280%* .326%* .353% .423%* 439+

Quality .000 .000 .000 .000 .000 .000 .000
Good 220%* 323+ .180* 223% 1925 2005 223+

Employer .002 .000 011 .001 .007 .003 .001
Emotional .310%* .466% 313 2098 379 3465 345~

Appeal .000 .000 .000 .000 .000 .000 .000
E{‘X‘;g"sme:‘_;a 2725 2485+ 2125 2145 1975 L1955 .191#+

Respons‘i";‘uw .000 .000 .003 .002 .005 .006 .007
Overall 427+ 502+ 401+ 399+ 435+ 449+ 460+

er .000 .000 .000 .000 .000 .000 .000

It conforms to the study of Syafe’l (2024), who found brand image to be a key driver of consumer purchases. In
the fashion industry's competitive landscape, a strong brand reputation is crucial for customer satisfaction and
loyalty. Furthermore, Mamuaya (2024) also found that perceived product quality has a strong positive influence
on consumers' buying intentions and that brand reputation is a significant factor in predicting their choices.

Correlation between Electronic Word-of-Mouth Marketing and Consumer Purchase Decision-Making

Table 7 presents the findings regarding the relationship between electronic word-of-mouth (e-WOM) marketing
and consumer purchase decision-making. The calculated correlation coefficient (r-value) was .462, and the p-
value was .000. Since this p-value is less than the study's significance level of .05, the association is statistically
significant. This implies that the association of the variables had a positive, medium, and significant correlation.
This significant p-value also demonstrates an association between electronic word-of-mouth (e-WOM)
marketing and consumer purchase decision-making, leading to the rejection of the null hypothesis.

Table 7

Significance on the Relationship between electronic word-of-
mouth marketing and consumer purchase decision-making

Electronic Consumer Purchase Decision-Making
Word-Of-
Mouth Price Brand Quality Fashion Confused Consumer
Marketing Conscious Conscious Conscious Conscious by Over Decision- Overall
ness ness ness ness Choice Making
Trust .488%* .549%* .496** .640%* .616** .625%* .589%*
.000 .000 .000 .000 .000 .000 .000
Quali .215%* .383%* .339%* .586%* 392+ .305%* .303*
o .002 .000 .000 .000 .000 .000 .000
Quanti 171 2225 .189%* .136 .151* 113 .089
v .015 .002 .007 .056 .033 111 .210
Consumer .392%* .540%* .516%* 478 .558** 466 4764
Expertise .000 .000 .000 .000 .000 .000 .000
Adopti .340%* .296%* 287 .233#* 3214 227 224+
option .000 .000 .000 .000 .000 .001 .001
Overall 45T 557+ 512+ S5T73%* S6T** 478+ 462+
.000 .000 .000 .000 1000 .000 .000
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This finding supports Kochhar and Bhagat's (2024) statement that brand image is significantly influenced by e-
WOM, which in turn affects consumer purchase intentions. This highlights the crucial role of e-WOM in shaping
consumer perceptions and purchase decisions. Furthermore, Anggraeni and Suwito (2020) supported that the
perceived persuasiveness, informativeness, and source expertise of online reviews influence their usefulness,
which then affects purchase decisions.

Influence of Exogenous Variables on Consumer Purchase Decision-Making

Table 8 illustrates the combined influence of social media influence, brand reputation, and electronic word-of-
mouth marketing on consumer purchase decision-making. The analysis yielded a significant f-value of 33.188,
a multiple correlation coefficient r-value of .580, an R-squared value of .337, and a p-value of .001, which is
below the .05 significance level. These results lead to the rejection of the null hypothesis, indicating that the
exogenous variables collectively and significantly influence the endogenous variable, consumer purchase
decision-making.

Exogenous variables produced a probability value that was lower than the necessary value established in this
investigation, as seen in the results. Social media influence significantly impacts consumer purchase decision-
making, as indicated by a beta estimate of .707 and a p-value of .000. Similarly, brand reputation (beta =.522, p
=.036) and electronic word-of-mouth marketing (beta = .565, p =.031) also show significant correlations with
consumer purchase decision-making. These results collectively demonstrate the significant influence of the
exogenous variables on the endogenous variable.

Table 8

Influence of Exogenous Variables on Consumer Purchase Decision-

Making
C er Purch Decision-Making
Exogenous
Variables 3
B B T Sig.
Social Media
e 707 342 4.989 000
Brand Reputation 522 173 2.108 .036
Electronic Word-
Of-Mouth .565 178 2.175 .031
Marketing
R= .580
R2= .337
F= 33188
P= .001

Establishing the Best Structural Model

To find the model that best fits consumer purchase decision-making, five alternative models were investigated.
Each model in this study is structured into two sub-models: one addressing the structural relationships and the
other focusing on the measurement of variables. The exogenous variables within these models are social media
influence, brand reputation, and electronic word-of-mouth marketing, while the endogenous variable is
consumer purchase decision-making.

To evaluate the model's goodness of fit, various indicators were used as benchmarks for acceptance or rejection.
The researcher established the causal relationships between the latent variable and its constituent variables.
Furthermore, the model specifies how the endogenous and exogenous variables are interconnected. It underlines
the consistency of the observed link between the variables assumed by the structured model when it shows an
appropriate fit. The model parameters quantify both the strength and the direction of the relationships between
the variables in the model.

Five models were framed and put to the test in this investigation. The usefulness of the generated models was
assessed using strong theoretical justifications. To ensure the validity of the structural equation modeling
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analysis, fundamental assumptions, such as the normal distribution of the data, were checked and confirmed to
be met beforehand. Additionally, the data's completeness was confirmed, and no missing cases were found to
prevent underfitting and overfitting.

The main research objective is to generate the best model to explain how the variables predict consumer purchase
decisions in apparel businesses. The five hypothesized models were revised to meet goodness-of-fit measures
and are summarized in Table 9.

Table 9
Summary of Goodness of Fit Measures of the Six Generated Models

Model P-value CMIN / NFI TLI CFI RMSEA P-close
(°0.05) DF(<2) (095 (095 (~0.95)  (<0.05)  (>0.05)

1 000 4.231 677 690 730 127 .000

2 .000 2.694 .799 .838 861 .092 .000

3 .000 2919 .852 .872 .896 .098 .000

4 .000 2413 864 895 915 .084 .000
5 .000 2.741 .833 .864 .886 .094 .000

6 .082 1.453 968 982 .990 .048 .505

To be considered a good fit, the values of all evaluation indices should consistently fall within their acceptable
ranges. Specifically, the Chi-square/degrees of freedom (CMIN/DF) ratio should be below two, with a
corresponding probability value of 0.05 or higher. The Root Mean Square Error of Approximation (RMSEA)
should ideally be less than 0.05, accompanied by a p-close value exceeding 0.05. For the Tucker-Lewis Index
(TLI), Comparative Fit Index (CFI), and Normed Fit Index (NFT), values above 0.95 are required.

The modified model six, which met all the acceptable ranges for the fit indices, demonstrates the relationship
between social media influence and brand reputation and their direct impact on consumer purchase decision-
making. This model exhibited a very good fit, with the following indices: p-value = .082, CMIN/DF = 1.453, p-
close = .505, and RMSEA = .048. Furthermore, the NFI (.968), TLI (.982), and CFI (.990) all exceeded the .95
threshold, satisfying the criteria for goodness of fit. Therefore, the null hypothesis was rejected.

Figure 2. Best Fit Model for Consumer Purchase Decision-Making

Legend:

SOC_MED - Social Media Influence BR_REP- Brand Reputation CON_PUR-C Decision-Making
MAR- Marketing CO- Customer Orientation PC - Price Consciousness
ESR- Environmental and BC - Brand Consciousness
Saocial Responsibility Qc - Quality Consciousness
FC- Fashion Consciousness
€OC - Confused by Over Choice

CDM - Consumer Decision Making
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The generated structural model six, identified as the best-fit model for consumer purchase decision-making, is
displayed in Figure 2. Notably, this model includes two latent variable constructs that remained as significant
predictors.

Table 10

Direct and Indirect Effects of the Exogenous Variables on
Endogenous Variable

: Variables Direct Indirect Effect Total Effect
Effect
Social Media Influence 1.280 - 1.280
Brand Reputation .000 - .000

As shown in Table 10, the latent variable of social media influence must be associated with brand reputation.
With this combined association, there will be a substantial direct effect on consumer purchase decision-making
(Beta = 1.280).

Table 11
Estimates of Variable Regression Weights in Generated Model 6

Estimate 8.E. Beta C.R. P-Value
CN_PUR =<--- SC_MED 1.280 207 689 6180 il
MAR <---  SC_MED 1.000 T42
ESR <--- BR_REP 1.000 386
cO <---  BR_REP 1.269 298 674 4.253 i
PC <---  CHN_PUR 1.000 754
BC <---  CN_PUR 1.192 097 B57 12.224 i
Qc <  CN_PUR 1.039 091 804 11.430
FC G CN_PUR 1.242 127 .7T87 9.768 il
coc <--- CN_PUR 1.241 107 B15 11.577 il
CDM <---  CN_PUR 1.252 13 i+ 11.048 b

To carefully examine the interactions between latent and measurable variables, regression weights were
measured. Table 11 presents the regression weights for the best-fit model, revealing that both social media
influence and brand reputation are significant predictors of consumer purchase decisions. Particularly, social
media influence had the strongest effect, with a beta estimate of 1.280 and a highly significant p-value of .000.

Table 12
Goodness of Fit Measures of Generated Model 6

Index Criterion Model Fit Value
CMIN/DF 0 = value < 2 1.453
P-value =0.03 082
NFI =095 968
TLI =(.95 882
CFI >(0.95 990
RMSEA <0.03 048
P-close =0.05 505
Legend: CMIN/DF - Chi Square,Degrees of Freedom NFI - Normed Fit Index
TLI - Tucker-Lewis Index CFI - Comparative Fit Index

RMSEA - Root Mean Square of Error Approximation
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Table 12 presents the goodness-of-fit measures for the best-fit structural model, indicating a highly acceptable
fit. The Chi-square/degrees of freedom (CMIN/DF) ratio is 1.453 with a probability value of .082, suggesting a
good fit to the data. This is strongly supported by an RMSEA of .048 (below the .05 threshold) and a
corresponding p-close of .505 (above .05). Furthermore, the NFI (.968), TLI (.982), and CFI (.990) all exceed
the .95 criterion. Thus, this model is the best fit for understanding consumer purchase decision-making in apparel
businesses.

The best-fit model for consumer purchase decision-making includes two remaining exogenous latent variables.
Social media influence is indicated by marketing, while brand reputation is indicated by customer orientation
and environmental and social responsibility. Lastly, the endogenous variable of consumer purchase decision-
making remains to have six indicators: price consciousness, brand consciousness, quality consciousness, fashion
consciousness, confused by over-choice, and consumer decision-making. Therefore, the best-fit model indicates
a significant relationship between social media influence and brand reputation, and their direct impact on
consumer purchase decision-making. This suggests that to enhance consumers' purchasing decisions, strategies
should focus on leveraging social media and cultivating a strong brand reputation.

SUMMARY OF FINDINGS, CONCLUSIONS, AND RECOMMENDATIONS

Summary of Findings

1. The level of social media influence has an overall mean of 4.60 with a descriptive equivalent of very
high. It obtained an overall standard deviation of 0.33.

2. The level of brand reputation has an overall mean of 4.62 with a descriptive equivalent of very high.
It obtained an overall standard deviation of 0.33.

3. The level of electronic word-of-mouth marketing has an overall mean of 4.59 with a descriptive
equivalent of very high. It obtained an overall standard deviation of 0.31.

4. The level of consumer purchase decision-making has an overall mean of 4.32 with a descriptive
equivalent of very high. It obtained an overall standard deviation of 0.60.

5. The interrelationship of social media influence, brand reputation, and electronic word-of-mouth
marketing on consumer purchase decision-making showed a strong positive correlation (p<0.05). The
p-values are at 0.05 level of significance. These results lead to the rejection of the null hypotheses.

6. The exogenous variable that best influences consumer purchase decision-making has an
unstandardized beta coefficient of .707 for social media influence, followed by electronic word-of-
mouth marketing with an unstandardized beta coefficient of .565, and brand reputation with an
unstandardized beta coefficient of .522.

7. The model 6 with latent variable of social media influence and brand reputation best fits for consumer
purchase decision-making in apparel businesses found to have indices that displays a very good fit
as indicated by p-value = .082, CMIN/DF = 1.453, p-close = .505 and RMSEA = .048, while the
indices of the following generated NFI .968, TLI .982, and CFI .990. As can be seen, all of the indices
had values more than 0.95, which satisfied the criteria for the goodness of fit measures.

Conclusions

1. The very high level of social media influence observed in this study indicates its significant and
consistent role in shaping consumer purchase decisions within the apparel sector. Social media
platforms appear to be effective marketing channels that foster emotional connections, spread
information, and mold consumer perceptions, thereby directly impacting their purchasing choices
through interactions between consumers, influencers, and businesses.

2. The level of brand reputation was very high, considered to always be manifested. Thus, brand
reputation is crucial for consumer purchasing decisions in apparel businesses. Research shows that a
positive reputation enhances customer loyalty and trust, significantly influencing consumer behavior.

3. The level of electronic word-of-mouth marketing of the consumers was very high, as always
manifested. Therefore, consumers were more likely to trust and act upon evaluations from reliable
sources; the credibility of e-WOM is essential in influencing consumer purchasing behavior.
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The very high descriptive level of consumer purchase decision-making in apparel businesses suggests
that it is a consistently active process. This indicates that a variety of factors influence how consumers
decide what apparel to buy, including information from social media, brand image, and electronic
word-of-mouth (eWOM).

The study found positive correlations between social media influence, brand reputation, and electronic
word-of-mouth marketing and consumer purchase decision-making in apparel businesses.
Furthermore, all three of these independent variables significantly influenced consumer purchase
decisions. This indicates that variations in what consumers decided to buy were affected by social
media influence, brand reputation, and electronic word-of-mouth marketing.

. The study's findings indicated that social media influence was the most significant factor influencing

consumer purchase decision-making. Therefore, social media influence impacts how a consumer
makes purchase decisions and the range of options they consider.

. The study identified Model 6 as the best fit for explaining consumer purchase decision-making in

apparel businesses. This model illustrates a direct impact of both social media influence and brand
reputation on these decisions. Therefore, consumers' purchasing outcomes were significantly shaped
by the interplay between social media influence and brand reputation.

Recommendations

1.

Apparel businesses may prioritize leveraging social media influence and brand reputation to enhance
consumer purchase decision-making. Given that social media influence had the highest impact on
purchasing behavior, businesses should focus on effective marketing strategies, including interactive
content, influencer partnerships, and targeted advertising. Additionally, maintaining a strong brand
reputation through customer-oriented services, environmental responsibility, and high product quality
can further boost consumer trust and loyalty. Continuously assessing social media engagement and
consumer feedback will help businesses adjust to evolving market trends to secure long-term growth.
Clothing business owners may focus on smart, clear marketing and excellent customer service. This
means using simple product descriptions, attractive ads, and personalized suggestions to help shoppers
decide what to buy. Keeping customers happy with good service, loyalty rewards, and fun shopping
experiences will encourage them to come back. Also, staying active in the community and online,
offering discounts, and highlighting eco-friendly practices can help boost the brand’s image.
Businesses may be honest and open with their customers. Train staff to know products well so they
can give useful advice and answer questions. Share stories about how the company works, especially
about ethical and sustainable practices, on social media. This transparency builds trust and a better
reputation, and quickly addressing customer feedback shows that the company cares about its buyers.
Shoppers may look for local clothing brands that are open, ethical, and involved in their communities.
When brands are clear about where their products come from and how they are made, it is easier for
consumers to trust them. By choosing these brands and sharing good experiences with friends and on
social media, consumers can help improve business practices and support high-quality, ethical
companies.

To attract customers and influence their purchases, business owners may utilize the best-fit model,
social media, and brand reputation. This involves actively engaging with their audience online while
staying authentic, collaborating with influencers to build trust and reach, and prioritizing honesty and
transparency. Promptly addressing customer concerns and encouraging positive reviews are also
crucial for enhancing their brand's image and boosting sales. By implementing these strategies,
businesses can strengthen their online presence and grow their customer base.

Future studies may explore other factors that affect how people decide to buy clothes, such as impulse
buying, fashion trends, and personal values. Researchers can also look at differences among diverse
demographics, including age groups, income levels, and cultural backgrounds, alongside comparing
online and in-store shopping. Using these insights, future research can give clearer, practical advice
for apparel businesses to better tailor their marketing strategies.
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