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This research investigates the impact of brand image and word of mouth 

on consumer purchasing decisions at Toko Fashion 3Second in Palangka 

Raya. With the rapid growth of the fashion industry and the influx of 

various distribution outlets (distros) in Indonesia, this study highlights the 

competitive dynamics and consumer behaviour in the local context. Brand 

image and word of mouth have been identified as significant factors 

influencing consumer choices and loyalty. These are crucial for distros like 

Toko Fashion 3Second to thrive in a saturated market. This thesis utilizes 

quantitative analysis methods, with data gathered from consumer surveys 

and sales records, to explore the relationship between these variables and 

purchasing decisions. The findings indicate that both brand image and 

word of mouth significantly affect consumer decisions, guiding distros in 

refining their marketing strategies to enhance customer satisfaction and 

brand loyalty. The implications of this study extend to the strategic 

management of brand reputation in the highly competitive fashion 

industry. 

 

INTRODUCTION 

 

In the contemporary business landscape of Indonesia, particularly in the burgeoning markets 

of urban centres like Palangka Raya, the fashion industry represents a dynamic and influential 

sector. This study focuses on Fashion 3Second, a prominent local fashion store that has been 

operational since 1996 and expanded to Palangka Raya in 2017. Fashion 3Second has been 

dedicated to serving the modern youth with apparel that resonates with the freedom and trends 

of contemporary times and emphasizes quality and brand uniqueness. 

Despite the promising setup and the innovative approach of Fashion 3Second, the 

fluctuating sales figures over the recent months have raised concerns regarding the 

effectiveness of the store’s current marketing strategies and brand positioning in the 

competitive market. The data presented shows a variable performance against the sales targets 

from June to December 2023, indicating potential challenges that could be influencing 

consumer purchasing decisions at this location. 

Brand image and word of mouth (WOM) are critical factors that can substantially 

impact consumer behaviour and decision-making processes (Al-Dmour et al., 2021). A strong 

brand image can foster customer loyalty, influence purchasing decisions, and enhance 

corporate reputation (Huang et al., 2020). Meanwhile, word of mouth remains a powerful 

marketing tool, especially in the digital era where social interactions and consumer reviews 

can significantly sway public perception and behaviour towards a brand or product (Jan & 

Bhat, 2021). 
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Given these dynamics, this research aims to explore the extent to which brand image 

and word of mouth influence consumers' purchasing decisions at Fashion 3Second in Palangka 

Raya. This study will delve into how consumers perceive the Fashion 3Second brand and how 

information shared through word of mouth affects their decision to purchase from this store. 

Insights derived from this research could provide strategic directions for enhancing the store’s 

marketing initiatives, improving customer engagement, and ultimately boosting sales 

performance. 

The importance of this study is underscored by the rapid economic development and 

the highly competitive nature of the fashion industry in Indonesia, where consumer 

preferences are continuously evolving and are influenced by numerous factors, including 

quality, brand perception, and peer recommendations. Thus, understanding the interplay 

between brand image and word of mouth could offer invaluable perspectives for local 

businesses aiming to fortify their market position and ensure sustainable growth 

 

LITERATURE REVIEW 

In recent years, brand image has emerged as a crucial element in shaping consumer behaviour 

and determining a company’s success, especially in the fashion industry. Brand image refers 

to consumers' overall perception of a brand, including associations with quality, reliability, 

and emotional appeal (Rodrigues et al., 2022). Brand image is created through the experiences 

and interactions consumers have with a brand over time, combined with marketing messages 

and the brand's reputation (Saxena & Dhar, 2021). In the fashion industry, a strong brand 

image becomes even more important as it reflects not only tangible attributes like the quality 

of the clothes but also intangible elements such as style, trends, and identity.  

Brand image can increase consumer trust and loyalty, which ultimately leads to higher 

purchasing decisions and customer retention (Susanto et al., 2022). The competitive nature of 

the fashion retail industry, particularly with the rise of online platforms, has intensified the 

focus on building a solid and differentiated brand image. Consumers today are inundated with 

choices and tend to gravitate toward brands that resonate with their personal values, style 

preferences, and social identity. The positive brand image helps create strong associations in 

the minds of consumers, making the brand more memorable and trusted (Johnson & Misiaszek, 

2022). Furthermore, a well-established brand image can give fashion retailers a competitive 

edge, allowing them to charge premium prices and foster customer loyalty, as loyal customers 

are more likely to make repeat purchases and recommend the brand to others. However, brand 

image alone is not enough in today’s digital age, where Word of Mouth (WOM) plays an 

equally significant role in influencing consumer decisions (Solihin & Ahyani, 2022).  

WOM refers to the informal communication between consumers about their 

experiences with products and services, which can spread through direct conversations or via 

online platforms such as social media and review websites (Choi, 2020). WOM is considered 

more trustworthy by consumers compared to traditional advertising because it comes from 

peers or other individuals with firsthand experience of the product (Bastos & Moore, 2021). 

Positive WOM can significantly enhance a brand’s image and credibility, while negative 

WOM can have the opposite effect, leading to damaged reputations and reduced sales (Izogo 
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et al., 2023). In the fashion industry, WOM has become even more influential due to the rise 

of digital platforms where consumers actively share their experiences, reviews, and opinions 

(Mainolfi & Vergura, 2022). Online reviews, influencer marketing, and user-generated content 

have transformed how fashion brands engage with their customers. 

WOM can be either positive or negative, and both types of feedback can spread rapidly 

in the digital era (Verma & Yadav, 2021). Positive WOM can drive new customers to explore 

a brand, while negative WOM, if left unaddressed, can severely damage the brand's reputation 

(Cowan et al., 2023). Therefore, it is critical for businesses to actively manage their reputation 

online and respond to customer feedback to turn negative experiences into positive resolutions. 

A study before showed that WOM has a substantial impact on consumer purchasing decisions, 

especially when potential buyers rely on the experiences of previous customers to evaluate the 

quality and value of products (Al-Ja’afreh & Al-Adaileh, 2020). WOM also has a direct 

influence on building trust and loyalty, as consumers are more likely to purchase products 

recommended by peers or through positive reviews on online platforms (Dülek & Aydın, 

2020). WOM can be particularly effective in niche markets, such as fashion, where consumers 

seek authentic, real-world opinions from fellow customers before making purchasing 

decisions. 

 

Brand Image 

Brand image emphasizes that it is not merely a name or logo but a comprehensive perception 

formed in the customer's mind (Tyagi & Tyagi, 2022). This perception is cultivated through a 

myriad of past interactions and information, which collectively contribute to the customer's 

overall understanding and feeling about the brand (Keller, 2021). Brand image encompasses 

various aspects ranging from product quality and reliability to the emotional value perceived 

by the consumer, influencing their trust and subsequently, their purchasing decisions (Shafiq 

et al., 2023). He argues that maintaining a consistent and positive brand image is pivotal in a 

competitive market environment, as it significantly enhances consumer trust and satisfaction, 

thereby fostering a loyal customer base. 

Brand image as a reflection of a brand as seen through the associations held in a 

consumer's memory (Parris & Guzman, 2023). He points out that these associations can 

include thoughts of innovation, reliability, aesthetics, or social responsibility initiatives 

undertaken by the company. The brand image extends beyond influencing purchasing 

decisions—it plays a crucial role in developing customer loyalty and enhancing the overall 

market value of the company (Le, 2023).  

 

Word Of Mouth  

Word of Mouth refers to the process where consumers share their experiences, opinions, and 

information about products or services through various means, which can be either spoken, 

written, or via electronic communication connected to the internet (Verma & Yadav, 2021). 

This type of communication is profoundly influential because it is perceived as genuine and 

trustworthy by other potential consumers. WOM is a powerful marketing tool because it 

originates from personal experience and is shared within networks of trust, significantly 

impacting the perceptions and purchasing decisions of others (Seo et al., 2020). 
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Communication in the context of WOM as an informal yet meaningful exchange of 

information between buyers and sellers, playing a pivotal role in influencing consumer 

decisions (Chatzipanagiotou et al., 2023). This communication is not limited to direct 

interactions but can also occur across social media platforms and other digital communication 

channels, making it a dynamic component of modern marketing strategies. 

 

Purchase Decisions  

Live streaming platforms influence consumer purchase decisions by allowing customers to 

interact directly with products and sellers, enhancing visibility and trust, which greatly affects 

their willingness to buy (F. Liu et al., 2022). Another perspective introduced in 2023 involves 

behavioural modelling to understand expectation-based purchase decisions. This model 

assesses how consumers' expectations about future market conditions, especially in uncertain 

times such as during a pandemic, impact their immediate purchasing choices. These insights 

suggest that contemporary purchase decisions are increasingly influenced by technological 

interactions and the broader, dynamic market expectations, guiding businesses on how to 

effectively align their strategies to meet evolving consumer needs (Jia et al., 2023). 

 

Brand Image and Purchase Decisions  

Recent theories on brand image offer nuanced insights into how brands can leverage consumer 

interactions and perceptions to drive purchase decisions. Holistic Brand Experience Theory, 

emphasizing that a brand's image is sculpted not only through traditional media but also 

through sensory and emotional experiences that a consumer encounters directly with the brand 

(Zha et al., 2022). Digital Brand Interaction Theory, which underscores the impact of online 

engagements on brand image, asserting that digital platforms significantly shape how 

consumers perceive and interact with a brand (Osei-Frimpong et al., 2020). Sustainable Brand 

Image Construction Theory, advocating that modern consumers are increasingly influenced 

by a brand's commitment to sustainability (Abdelrazek & El-Bassiouny, 2023). This shift 

reflects a growing trend where ethical considerations are pivotal in shaping consumer 

preferences and purchase decisions, marking a significant evolution in how brand image is 

constructed and perceived in the marketplace. Together, these theories illustrate a broader and 

more dynamic understanding of brand image, considering the evolving consumer values and 

technological landscapes.  

Hypothesis 1: Influence of Brand Image on Purchase Decisions 

 

Word of mouth (WOM) and Purchase Decisions  

Word of mouth (WOM) profoundly impacts consumer purchase decisions across various 

sectors, reflecting the trust and credibility conveyed through personal recommendations (H. 

Liu et al., 2022). Studies like those conducted before reveal that both online and offline WOM 

significantly influence consumer behavior, especially in decisions involving remanufactured 

products (Qi & Kuik, 2022). Their research emphasizes that offline WOM can moderate the 

effects of online WOM, and the credibility of the information source plays a critical role in 

shaping consumer decisions. 

WOM in the service sector, highlighting the interplay between the strength of the 
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relationship (tie strength) between the WOM sender and receiver and the involvement of the 

receiver in the purchase decision (Nofal et al., 2022). Their findings suggest that WOM’s 

impact is heightened when the consumer is deeply involved in the decision process and the 

information comes from a trusted source. WOM underscores its quantifiable impact on sales 

and market share. By analyzing the content of messages and the profiles of those who 

disseminate WOM, they demonstrate how specific types of WOM can significantly affect 

consumer decisions, with personal recommendations within close networks having the most 

substantial influence. 

Hypothesis 2: Influence of Word of Mouth on Purchase Decisions 

 

Combined Effect of Brand Image, Word of Mouth (WOM) on Purchase Decisions  

In the realm of marketing, the intricate relationship between brand image and Word of Mouth 

(WOM) has been significantly elucidated by recent research. Brand knowledge and customer-

based brand equity shape consumer perceptions and decision-making processes. This 

foundational concept underscores that a well-established brand image serves as a mental map 

for consumers, guiding their expectations and interactions with the brand (Keller, 2021). 

Customer satisfaction, especially when vocalized through WOM, enhances this mental map, 

thereby reinforcing or sometimes challenging the established brand perceptions (Minsky et al., 

2023). 

Moreover, the research emphasizes that WOM not only disseminates information about 

the brand but also amplifies the emotional resonance associated with the brand experience. 

This dual impact of WOM, both informative and emotive, makes it a powerful tool in shaping 

and reinforcing brand image. When consumers share their positive experiences, the credibility 

of the brand is enhanced, which in turn, can significantly sway potential buyers' decisions in 

favour of the brand. 

Conclusively, the interplay between a strong, positive brand image and effective WOM 

strategies can lead to a virtuous cycle of brand reinforcement and purchase conversion. It 

suggests that marketers should not only focus on creating a favorable brand image but also 

actively manage and stimulate positive WOM to leverage this synergy. By understanding these 

dynamics, brands can more effectively harness the power of consumer dialogue to bolster their 

market position and drive purchasing decisions, highlighting the ongoing relevance of these 

foundational marketing theories in today's digital and networked era. 

Hypothesis 3: Combined Effect of Brand Image and WOM on Purchase Decisions 

 

METHODS 

 

This research utilizes a quantitative approach to investigate the influence of individual 

characteristics, organizational climate, and work environment on employee performance at the 

Social Services Department of Central Kalimantan Province. Data is collected through 

structured questionnaires distributed to a representative sample and determined via stratified 

random sampling. The questionnaire captures detailed information on individual 

characteristics (measured using standardized personality inventories and skill assessments), 

perceptions of organizational climate (assessed using the Organizational Climate 
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Questionnaire), and the physical and psychological aspects of the work environment 

(measured using the Work Environment Scale). Employee performance is evaluated through 

self-reported metrics and supervisor evaluations using a performance appraisal form. 

Data analysis employs multiple regression analysis using SPSS to examine the 

relationships between the variables and test the proposed hypotheses. Validity and reliability 

are ensured through pilot testing, Cronbach's alpha for internal consistency, and factor analysis 

for construct validity. Ethical guidelines are adhered to by ensuring voluntary participation, 

informed consent, and confidentiality. This comprehensive methodology aims to provide 

robust insights into how these variables influence employee performance, informing the 

development of targeted HRM strategies to optimize performance and achieve organizational 

success. 

Y = a + b1X1 + b2X2 + e 

Where : 

Y  = Purchase Decision 

a   = Constant 

b1 and b2  = Regression Coefficients 

X1  = Brand Image Variable 

X2   = Word Of Mouth Variable 

e   = Error (residuals) 

 

RESEARCH RESULT 

Validity and Reliability Test 

A variable is considered valid if it meets the minimum requirement of r ≥ 0.3 (Sugiyono, 2017). 

The validity test criteria for the questionnaire show that all items are valid. 

Table 1. Validity test 

Item Coefisien Description 

X1.1 0.697 Valid 

X1.2 0.857 Valid 

X1.3 0.764 Valid 

X1.4 0.689 Valid 

X1.5 0.699 Valid 

X1.6 0.816 Valid 

X1.7 0.635 Valid 

X2.1 0.890 Valid 

X2.2 0.850 Valid 

X2.3 0.809 Valid 

Y.1 0.864 Valid 

Y.2 0.917 Valid 

Y.3 0.799 Valid 

Y.4 0.751 Valid 

Y.5 0.830 Valid 

Source: Data Processed 2024 

The reliability test examines the extent to which a measurement tool can be trusted. 

This reliability measurement is performed using Cronbach's Alpha coefficient (α). Typically, 

an instrument's reliability is accepted if its Cronbach's Alpha value is greater than 0.6. Based 

on the table above, Cronbach's Alpha values are greater than 0.6, meaning all items are reliable. 
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Table 2. Reliability Test 
Variabel Koefisien Keterangan 

X.1 0.858 Reliable 

X.2 0.805 Reliable 

Y 0.859 Reliable 

Normality Test 

In statistical theory regarding linear models, the normality of the distribution of related 

variables is one of the important assumptions. However, the dependent variable is not assumed 

to follow a specific distribution function. Normality testing in linear regression is generally 

performed using graphs such as the normal P-P plot. The basis for decision-making in this test 

is if the data spread around the diagonal line and follows the direction of the histogram line, 

indicating a normal distribution pattern, then the regression model is considered to meet the 

normality assumption. 

The displayed normal P-P plot regression standardized diagram shows the spread of 

points around the diagonal line, all indicating that the regression model meets the normal 

distribution assumption. This normality test is important because it ensures that the residuals 

or errors from the regression model are normally distributed, which is one of the main 

requirements in regression analysis for the validity of statistical inference. This helps ensure 

that the parameter estimates obtained from the regression model are unbiased and efficient. 

 
Figure 1. Normal P Plot 

 

Multicollinearity Test 

The multicollinearity test examines whether there is a significant correlation between the 

independent variables in the regression model. High correlation among independent variables 

can disrupt the interpretation of regression results, as it becomes difficult to determine the 

influence of each variable on the dependent variable. To detect the presence of 

multicollinearity, two main indicators are usually used, namely tolerance values and the 

Variance Inflation Factor (VIF). A low tolerance value (less than 0.10) or a high VIF value 

(greater than 10) indicates significant multicollinearity in the regression model (Ghozali, 

2016).  

The tolerance value measures how much variability of one independent variable cannot 

be explained by other independent variables in the model. Conversely, VIF is the inverse of 

the tolerance value. It provides a direct indication of how much variance inflation of the 
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regression coefficients is due to the correlation between independent variables. If the VIF 

value is greater than 10, multicollinearity is quite high and can affect the regression results. 

Table 3. Multicollinearity Assumption Test 

Model 
Collinearity Statistics 

Tolerance VIF 

 
X 1 ,763 1.328 

X 2 ,763 1.328       
Source: Data Processed 2024 

Based on the SPSS output in Table 3 above, there is no multicollinearity. This is 

evidenced by the VIF values not exceeding 10 and the tolerance values not being less than 

0.10. 

 

Heteroscedasticity test  

Based on the SPSS 22 output in Figure 4, the points are scattered above and below the number 

0 on the Y-axis, do not cluster in one place, and do not form any specific pattern. Therefore, 

there is no heteroscedasticity. 

 
Figure 2. Heteroscedasticity test 

 

Linearity Test 

Generally, the linearity test is used to determine whether two variables have a significantly 

linear relationship. To determine whether variable X and variable Y have a linear relationship, 

it can be determined by comparing the F calculated value with the F table value. If the F 

calculated value is greater than the F table value, the conclusion is that there is no linear 

relationship; conversely, if the F computed value is less than the F table value, the conclusion 

is that there is a linear relationship between variable X and variable Y. It is noted that the F 

calculated value is 47,204, which is less than the F table value of 3.16. Thus, it can be 

concluded that there is a linear relationship between variable X and variable Y. 

Table 4. Linearity Test 

ANOVA 

Model F Sig. 

1 
Regression 47,204 .000b 

Residual   

Source: Data Processed 2024 
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Hypothesis Test 

Table 5. Direct Effect 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients T Sig. 

B Std. Error Beta 

1 

(Constant) ,157 ,360  ,665 ,665 

Brand image (X1) ,467 ,112 ,404 4,168 ,000 

Word of mouth (X2) ,536 ,088 ,537 5,546 ,000 

Source: Data Processed 2024 

 

From the SPSS output, the interpretation of the results is as follows: 

The value of the constant aaa being positive can be interpreted as if the variables Brand Image, 

Word of Mouth, and Price Perception remain constant (do not change). There will be an 

increase in purchase decisions, assuming all other variables are constant. The positive 

regression coefficient b.1 means that any increase in the Brand Image variable will lead to an 

increase in purchase decisions, assuming all other variables are constant. The positive 

regression coefficient b.2 means that any increase in the word-of-mouth variable will lead to 

an increase in purchase decisions, assuming all other variables are constant. 

Table 6. Simultan Effect 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 11,003 2 5,501 47,204 ,000b 

Residual 5,477 47 ,117   

Total 16,480 49    

Source: Data Processed 2024 

From the calculations made using SPSS, the F-statistic is shown to be 47.204, and the 

F-table value is 2.20 (using a significance level of 0.05% and degrees of freedom (df); n - 

(k+1); 50 - (2+1)= 47). This indicates that the F-calculated (47.204) is greater than the F-table 

(2.20), thus the hypothesis is accepted. This means that the independent variables consisting 

of brand image and word of mouth simultaneously influence the Purchase Decisions at the 

3Second Fashion Store in Palangka Raya. 

Table 7. Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate Durbin-Watson 
 ,817a ,668 ,653 ,34138 1,806 

Source: Data Processed 2024 

The value of the adjusted coefficient of determination (R²) of 0.668 indicates that 

66.8% of the variation in Purchase Decisions is explained by the variables brand image and 

word of mouth. In comparison, the remaining 33.2% is explained by other variables not 

analyzed in the model. 

 

Discussion 

The Influence of Brand Image on Purchase Decisions  

The effectiveness of this strategy is particularly crucial in today's digital era, where online 

interactions and consumer-to-consumer conversations can quickly influence brand reputation 

and perception. Therefore, managing the brand image and ensuring that word-of-mouth 

communication is positive is crucial, not just for retaining customer loyalty but also for 
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attracting new consumers. This approach also highlights the importance of brands adapting 

and being responsive to market feedback and trends to remain relevant and appealing to 

consumers. In a global context, it is important for brands like 3Second and MS Glow to not 

only focus on geographical expansion but also on optimizing their interactions with consumers 

across various platforms. Effective use of social media, e-commerce platforms, and other 

digital technologies can greatly assist in strengthening the brand image and enhancing positive 

word of mouth. 

This strategy can be complemented by innovative marketing campaigns and customer 

experience personalization to increase engagement and consumer satisfaction. From an 

analytical perspective, further research can help identify new factors that might influence 

purchase decisions in different cultural and economic contexts. For instance, how 

macroeconomic variables such as inflation and purchasing power affect brand perception and 

purchasing behavior, or how generational differences (e.g., Baby Boomers vs. Gen Z) respond 

to brand marketing strategies. Overall, a deep understanding of how brand image and word of 

mouth simultaneously influence purchase decisions can provide valuable insights for brand 

owners in developing better strategies to build and maintain brand strength in the long term. 

This, in turn, will strengthen their market position, enhance commercial success, and ensure 

sustained growth. 

 

The Influence of Word of Mouth on Purchase Decisions  

The effectiveness of WOM as a marketing tool continues to gain recognition in research and 

practice. At the 3Second Fashion Store in Palangka Raya, the power of WOM is not just a 

number but a manifestation of high consumer trust and satisfaction with the brand. This is 

reflected in the very low significance values and high t-values, indicating a strong relationship 

between WOM and purchase decisions at this location. The significant strength of WOM is an 

indication that customers are not only satisfied with the products they purchase but also feel 

confident and comfortable recommending this brand to others. Research before also reinforces 

similar findings at a different location, Alfamart in Lembang, Kabupaten Pinrang. Here, WOM 

also plays a key role in influencing purchase decisions, with a moderate correlation. 

This research adds evidence that WOM is an effective cross-location and sector 

phenomenon in influencing consumer purchase decisions. The WOM phenomenon is not 

limited to its influence on purchase decisions alone but also indicates the importance of 

managing brand perception and reputation. In a retail context, positive WOM can be a deciding 

factor in attracting new customers and retaining existing ones, especially in today’s digital era 

where information spreads quickly and widely. In response to these findings, brands and stores 

should be strategic in designing customer experiences that not only satisfy but also encourage 

positive talk. Considering that most purchase decisions are influenced by other variables 

besides WOM, brands need to ensure that all aspects of the customer experience—from 

product quality and customer service to pricing strategies—are well-managed to support 

positive WOM. It is also important to leverage digital technology and platforms to maximize 

the potential of WOM. By utilizing social media, blogs, and online review platforms, brands 

can facilitate and monitor conversations about their products. This not only helps in identifying 

and addressing potential issues but also in celebrating and reinforcing positive messages that 
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can attract further consumers. Finally, investment in research and development to continually 

understand the dynamics of WOM and other factors influencing purchase decisions is crucial. 

With deeper understanding, brands can optimize their strategies to not only enhance customer 

satisfaction but also to build strong brand advocacy, which in turn will help in maintaining 

sustainability and growth in a highly competitive market. 

 

The Influence of Brand Image and Word of Mouth on Purchase Decisions 

In research related to the 3Second Store in Kota Palangka Raya, strong evidence was found 

that the variables of brand image and word of mouth significantly influence purchase 

decisions. Comprehensive statistical analysis shows that these variables have an individual 

impact and provide a significant simultaneous effect. This confirms the importance of both 

aspects in marketing strategies and brand management. High response from respondents 

indicates that positive perceptions of the brand and word-of-mouth recommendations are key 

factors motivating purchases. This research illustrates that consumers tend to be influenced by 

brand reputation and image when purchasing. This means that efforts to strengthen the brand 

image must continuously be enhanced, involving effective communication strategies that can 

expand reach and increase brand awareness. On the other hand, word of mouth, which results 

from positive customer experiences, plays a crucial role in influencing other consumers' 

purchasing behaviour. 

Comparative studies, such as the research before on the influence of brand image and 

word of mouth on the purchase decisions of Yamaha motorcycles in Bungku Tengah, 

Kabupaten Morowali, also provide interesting insights. Although their results showed that 

brand image has a significant influence on purchase decisions, word of mouth did not show a 

considerable influence. This indicates that the dynamics of word-of-mouth influence may vary 

depending on the context of the industry and product. Recognizing that each market and 

consumer segment may react differently to marketing variables is important. In the fashion 

sector, as seen at the 3Second Store, word of mouth and brand image shape consumer 

perceptions and influence their purchase decisions. However, brand image may dominate more 

than word of mouth in the automotive industry, like the Yamaha motorcycle study. This 

indicates a need for brands to understand the variables that influence purchase decisions and 

how these variables interact in a specific market context. Brands must continue monitoring 

and analysing consumer behaviour and market dynamics to adapt and optimize their strategies 

effectively. 

 

CONCLUSION 

To enhance their market position and ensure sustainable growth, brands such as 3Second and 

MS Glow should focus on a multi-faceted approach that integrates robust digital engagement 

with a deep understanding of customer behavior and preferences. Utilizing digital platforms 

more effectively through social media, e-commerce, and personalized marketing campaigns 

can significantly boost consumer engagement and satisfaction. This not only helps in reaching 

a wider audience but also facilitates real-time interaction and invaluable consumer feedback, 

which are essential for adapting marketing strategies in today’s fast-paced market 
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environment. 

Moreover, it is vital for brands to ensure that all customer touchpoints are optimized 

to foster positive word of mouth. This includes maintaining high product quality, providing 

exemplary customer service, and ensuring that pricing strategies are aligned with consumer 

expectations. Each element should be designed to exceed customer expectations, thereby 

naturally encouraging positive conversations and recommendations among consumers. 

Continual investment in research and development is another critical suggestion from 

the document. By gaining a deeper understanding of how factors such as macroeconomic 

conditions, purchasing power, and generational differences impact consumer behavior, brands 

can better tailor their marketing strategies to meet the nuanced needs of different consumer 

segments. This type of targeted approach is crucial for addressing the specific preferences and 

expectations of diverse groups, from Baby Boomers to Generation Z, who may respond 

differently to brand messages and campaigns. 

Additionally, brands should employ a dynamic feedback system to capture and analyze 

consumer feedback and market trends continuously. This will enable them to quickly adapt to 

changes and challenges in the market, ensuring that their brand image remains strong and 

resonant with their target audience. Regularly updating marketing strategies based on 

consumer insights and market conditions will help brands stay relevant and competitive. 

Understanding the cross-sector and cultural impacts of word of mouth and brand image 

is also essential. By conducting comparative studies and cross-location analyses, brands can 

uncover valuable insights that inform more customized marketing strategies. Such strategies 

should be sensitive to the specific dynamics of different markets and consumer demographics, 

allowing brands to effectively navigate and capitalize on the complexities of global and diverse 

marketplaces. By implementing these comprehensive strategies, brands can not only enhance 

their immediate marketing effectiveness but also build a strong foundation for long-term 

success. This approach ensures that they remain agile and responsive in a competitive 

landscape, continually adapting to meet the evolving needs of their consumers while 

strengthening their market presence and achieving sustainable growth. 
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