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The expansion of Indonesia’s digital economy has reshaped marketing
practices, particularly in e-commerce, where beauty and personal care
products are among the fastest-growing segments. Barenbliss
Cosmetics, a Korean beauty brand gaining popularity in Indonesia,
benefits from platforms such as Tokopedia to engage young, urban
consumers. Prior studies confirm that Electronic Word of Mouth (E-
WOM), brand image, and price significantly influence purchase
decisions; however, limited research has examined how these variables
collectively contribute to customer loyalty and sustainable growth in the
cosmetics sector. This study addresses this gap by integrating loyalty
and sustainable growth as strategic outcomes, offering a novel
perspective that links tactical marketing factors to long-term business
performance.

The objective of this research is to analyze the effects of E-WOM, brand
image, and price on purchase decisions and to investigate how these
decisions translate into customer loyalty and sustainable growth. A
quantitative approach was employed, with data collected through online
questionnaires distributed to Tokopedia consumers who have
purchased Barenbliss products. Structural equation modeling (SEM)
was applied to test both direct and indirect relationships among
variables.

The results demonstrate that E-WOM, brand image, and price

" significantly affect purchase decisions, with brand image emerging as

the strongest predictor. Furthermore, customer loyalty is found to
mediate the relationship between purchase decisions and sustainable
growth. The findings highlight that integrating E-WOM, branding, and
pricing strategies is essential not only for influencing short-term
consumer behavior but also for ensuring sustainable growth in
competitive digital marketplaces.
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INTRODUCTION

In today's global world, the business environment is changing quickly and there is a lot of
competition. This is especially true in the personal care and cosmetics industry, which is becoming
more competitive each day (Nisa et al., 2023).Marketing in the digital era has undergone a
fundamental transformation, placing consumers at the center of business strategies through the
rapid utilization of information and communication technologies. The Internet has become the
primary medium for interaction and information exchange, enabling companies to accommodate
market demands by creating value-added products, setting prices, and communicating value to
consumers, clients, partners, and the general public more efficiently. This development
underscores that well-planned and integrated marketing activities are the key to achieving
sustainable business growth (Natalia & Aprillia, 2025a).

Indonesia, as one of the largest digital markets in Southeast Asia, demonstrates significant
digital economic growth. The e-commerce sector serves as a major contributor, with the Gross
Merchandise Value (GMV) of the digital economy projected to increase annually. Data reveal
consistent growth in online transactions, with categories such as Fast Moving Consumer Goods
(FMCG) and Beauty & Personal Care showing the highest transaction growth. This creates a
highly competitive yet promising landscape for both local and international cosmetic brands to
reach broader consumer segments through platforms such as Tokopedia (Wibisono et al., 2023).

The cosmetics industry in Indonesia has shown impressive growth, averaging 7% annually
over the past five years, with natural-based products experiencing even higher growth rates. (Khoa
& Huynh, 2023) the value of the Indonesian skincare market is projected to continue rising
significantly until 2026, driven by shifting consumer behavior toward social commerce platforms
and increasing reliance on Electronic Word of Mouth (E-WOM). Skincare is now perceived as an
integral part of personal identity and self-expression, particularly among young urban women and
active social media users, making the industry highly dynamic and promising (Natalia & Aprillia,
2025b).

In the context of digital marketing, E-WOM plays a crucial role. E-WOM is defined as any
positive or negative statement regarding a product or company made by potential, actual, or former
consumers, and made available to a large audience through the Internet. It encompasses informal
communications directed at consumers via internet-based technologies that relate to the use or
characteristics of certain goods and services (Liu et al., 2024). Positive customer reviews are
particularly critical in influencing consumer purchase decisions (Solihin, 2022), as information
shared online can quickly shape public perceptions of a brand. Formally speaking, eWOM is any
positive or negative comment made by someone who might buy, has bought, or has stopped buying
a product or company through the Internet (Hongfei Liu, 2022).

In addition to E-WOM, brand image is also a powerful determinant of purchasing decisions
and consumer loyalty. Brand image refers to the perception and beliefs held by consumers toward
a brand, reflected in the associations stored in their memory (Le & Khuong, 2023). A positive
brand image is considered crucial in stimulating purchase intention and driving loyalty. Moreover,
a strong brand image functions as a unique identity that differentiates products from competitors,
shaping overall consumer attitudes, beliefs, and preferences.

Price, as the most flexible element of the marketing mix, has a direct impact on market
demand, competitive positioning, and company profitability. Price represents the monetary value
consumers must exchange to obtain a product or service and is often used by consumers as an
indicator of product quality, especially when assessing complex products. Therefore, strategic
pricing aligned with consumer value perception is essential to attract and retain customers.

Customer loyalty represents the ultimate goal of effective marketing strategies. It reflects a
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strong commitment to repurchase consistently in the future despite situational influences and
marketing efforts from competitors. Loyalty develops when a brand consistently delivers high
satisfaction and maintains a positive image in consumers’ minds. Loyal customers not only make
repeat purchases but also recommend the brand to others, even amid competitor price changes or
promotions, ultimately contributing to sustainable business growth.

Previous studies have shown that E-WOM and brand image significantly influence customer
loyalty, which indirectly supports sustainable growth. Brand loyalty is important for creating
barriers to competition, reducing competitive threats, and driving growth in sales and revenues.
Various studies also confirm the positive relationship between brand image and customer loyalty
in the cosmetics sector, with customer satisfaction often acting as a mediating variable.

Another important element is brand image, which functions as a psychological symbol of
quality and identity. Choi et al., (2020)found that a strong and positive brand image in online
beauty retail fosters emotional attachment and enhances loyalty intention, even when price
competition is intense. For a brand like Barenbliss, whose target market consists largely of digitally
active consumers, brand image represents not only aesthetic appeal but also trustworthiness and
social value (Alrwashdeh et al., 2019).

Nevertheless, a research gap remains in understanding comprehensively how the interaction
of E-WOM, brand image, and price—both simultaneously and partially—affects purchase
decisions, which in turn drive customer loyalty and sustainable growth, particularly in the context
of Barenbliss cosmetics on the Tokopedia platform. A previous study by Fatimah Azzahra et al.
(2025) identified the effects of E-WOM, brand image, and price on purchase decisions of
Barenbliss products in Tokopedia, but it did not explicitly integrate customer loyalty and its impact
on sustainable growth as a central focus. Thus, this study seeks to address the gap by analyzing
more deeply the dynamics among these variables.

Price continues to serve as a key determinant of consumer choice and loyalty. Mohammad
Zurin & Tugiman (2022) argued that perceived price fairness and value-for-money significantly
influence repurchase intention in online beauty shopping. Consumers evaluate pricing strategies
not merely in terms of affordability but as signals of product quality and brand integrity. In
competitive e-commerce platforms such as Tokopedia, where price comparison is easy,
transparent and fair pricing becomes essential for maintaining customer trust and sustaining
growth .

Barenbliss, as a K-Beauty cosmetic brand with rising popularity in Indonesia, serves as a
relevant case study. Barenbliss products on Tokopedia have attracted tens of thousands of
customers with significant reviews, reflecting the strong influence of E-WOM. Furthermore,
pricing dynamics and efforts to establish a positive brand image have become critical factors in
shaping purchase decisions and building loyalty, especially among students who are highly
sensitive to price and online reviews. By analyzing Barenbliss, this study is expected to provide
practical insights for cosmetic companies in designing more effective marketing strategies to
achieve sustainable growth.

Finally, customer loyalty serves as a mediating factor that integrates the effects of E-WOM,
brand image, and price into sustainable performance outcomes. Kim & Kim (2023) demonstrated
that loyal customers contribute not only to consistent revenue streams but also to positive digital
advocacy, thereby reinforcing sustainable brand development. In the cosmetics sector, loyalty is
particularly vital due to the habitual nature of product usage and the emotional connection
customers form with their preferred brands (Ruswanti, 2024).

Based on the background and research problem, this study aims to analyze in depth how
Electronic Word of Mouth (E-WOM), brand image, and price influence purchase decisions and
ultimately shape customer loyalty, all of which contribute to enhancing sustainable growth for
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Barenbliss Cosmetics on the Tokopedia marketplace. This research simultaneously and partially
examines the interrelationships among these variables, providing a comprehensive understanding
of the main drivers of business growth in the e-commerce era (Rusmawati et al., 2024).

LITERATURE REVIEW
Electronic Word of Mouth (E-WOM)

Electronic Word-of-Mouth (e-WOM) has become a dominant factor in shaping online
consumer behavior. According to Cheung & Thadani (2012), e-WOM significantly influences
purchase intention because it is perceived as more credible than traditional advertising. In the
cosmetics industry, online reviews serve as social proof that reinforces consumer confidence (Park
& Kim, 2008). Erkan & Evans (2016) found that the intensity and valence of e-WOM on social
media directly affect consumer trust and loyalty. For Barenbliss, positive reviews and user-
generated content on Tokopedia strengthen brand reputation, enhance visibility, and contribute to
sustainable growth by driving repeat purchases and customer retention (Zhao et al., 2020).

Electronic Word of Mouth (E-WOM) refers to consumer-generated communication about
products and services shared via digital platforms. It includes both positive and negative reviews
accessible to a wide audience (Pratesi et al., 2021a). Previous studies highlight that E-WOM
significantly influences consumer attitudes and purchase intentions by shaping perceptions of
product credibility and trustworthiness (Dewi & Giantari, 2020; Lee & Yoon, 2021). In the
cosmetics industry, where product quality is often evaluated subjectively, E-WOM plays a critical
role in reducing consumer uncertainty and driving purchase decisions (Widjaja & Suharto, 2021).

Cheung et al. (2021) emphasize that the credibility and emotional tone of online reviews
affect perceived trust and brand authenticity. When customers perceive E-WOM as credible, they
are more likely to make repeat purchases. Similarly, Kumar & Tan (2020) found that E-WOM
directly enhances consumer loyalty by reducing uncertainty and building social proof in beauty
product purchases.

In the cosmetics industry, Lim & Kim (2022) argue that visual E-WOM (such as user-
generated photos and video reviews) has greater influence on purchase intention compared to
textual reviews, as it provides experiential validation of product efficacy. This reflects how digital
feedback mechanisms foster long-term customer relationships and sustainable growth (Irayani et
al., 2025).

Brand Image

Brand image is defined as consumers’ perceptions and associations toward a brand, stored
in memory, that influence their decision-making process (Chinomona, 2019). A strong and
positive brand image differentiates a product from competitors and fosters customer trust and
loyalty (Nguyen & Khoa, 2022). In beauty and personal care products, brand image not only
creates symbolic value but also enhances consumers’ self-expression and identity, which further
strengthens purchase intentions (Lee & Yoon, 2021).

Brand image represents the perceptions, associations, and emotions that consumers attach
to a brand (Keller, 2013). In the beauty industry, brand image plays a critical role since cosmetic
products are often linked to identity and emotional appeal (Aaker, 1991). Kotler & Keller (2016)
emphasized that a strong brand image improves brand equity and encourages repeat purchase
behavior.
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In the case of Barenbliss, its “Korean-inspired beauty” positioning and clean beauty
philosophy enhance its brand credibility among Indonesian consumers, thereby supporting a
sustainable customer base within digital platforms like Tokopedia.

Furthermore, Nguyen & Pham (2023) reported that brand image mediates the relationship
between price perception and customer loyalty—when a brand has a favorable image, customers
are less sensitive to price changes and more likely to remain loyal despite market competition.

Price

Price remains the most flexible element of the marketing mix and directly affects demand,
profitability, and competitive positioning (Lin & Lekhawipat, 2020). Consumers often use price
as an indicator of quality, particularly in cosmetics, where product evaluation may be complex
(Widjaja & Suharto, 2021). Fair and value-based pricing strategies are therefore essential to
influence purchase decisions and build customer loyalty. Studies show that perceived price
fairness positively impacts repurchase intention and trust, especially in online markets (Lin &
Lekhawipat, 2020).

Research by Zeithaml (2020) shows that consumers assess products not just by absolute
price but by perceived value, a balance between quality and price. In cosmetic brands, customers
often associate higher prices with superior quality and brand prestige. Suki & Suki (2021) found
that this perception is especially strong among female millennials purchasing beauty products
online.

Wang et al. (2022) highlighted that price fairness has a greater effect on loyalty than low
pricing alone—consumers associate fairness with honesty and long-term reliability. Moreover,
Kim & Kim (2023) showed that value-based pricing strategies, where perceived benefits outweigh
the cost, lead to sustainable loyalty even in competitive markets.

In cosmetics, consumers often interpret higher prices as indicators of superior quality or
exclusivity. However, Lee & Lee (2020) caution that excessive pricing without corresponding
quality diminishes satisfaction and discourages repurchase intentions.

Customer Loyalty

Customer loyalty is the consumer’s commitment to repurchase and recommend a brand
despite competitive pressures (Chinomona, 2019). Loyal customers not only provide stable
revenue but also act as brand advocates, reinforcing positive E-WOM (Nguyen & Khoa, 2022). In
cosmetics, loyalty develops when customers perceive consistent value, satisfaction, and trust in
the brand (Lee & Yoon, 2021). Research indicates that E-WOM and brand image strongly
influence loyalty, which subsequently supports long-term growth (Fatimah et al., 2022).

Customer loyalty is a key strategic asset for sustainable business success. (oliver R.L,
2015) defined loyalty as a deep commitment to repurchase a product consistently. Chaudhuri &
Holbrook (2001) expanded this concept by highlighting emotional and attitudinal loyalty, beyond
just behavioral aspects.

loyalty arises from satisfaction, trust, and positive brand associations. In the e-commerce
context, (Siapno et al., 2024) found that smooth digital experiences, trustful interactions, and
credible reviews enhance emotional attachment and long-term brand relationships — all of which
contribute to sustainable growth.

Chinomona et al., (2020) found that loyalty in cosmetics is driven by both emotional
satisfaction and perceived brand consistency. Meanwhile, Alalwan (2021) suggested that E-WOM,
price fairness, and brand image are the strongest predictors of online customer loyalty in Southeast
Asian e-commerce platforms.
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Sustainable Growth in the Digital Marketplace

Sustainable growth in digital business refers not only to financial expansion but also to
maintaining long-term brand value, customer satisfaction, and technological adaptability.
Elkington (1997) conceptualized sustainability as the balance between profit, people, and the
planet. In the e-commerce era, sustainable brand growth is influenced by digital relationships
between companies and consumers. Platforms like Tokopedia allow cosmetics brands such as
Barenbliss to achieve market expansion through digital communication and adaptive pricing
strategies that support long-term brand performance.

Sustainable growth refers to the ability of a business to achieve long-term development by
balancing profitability, customer satisfaction, and competitive advantage (Susanti & Wibowo,
2023). In the digital marketplace, sustainable growth is strongly associated with customer-centric
strategies such as fostering loyalty, managing brand reputation, and leveraging E-WOM (Neubert,
2022). Studies emphasize that firms integrating customer loyalty into their marketing strategies
are more likely to secure sustainable growth in highly competitive industries like cosmetics
(Nguyen & Khoa, 2022; Park & Kim, 2024).

Although prior research has examined the effects of E-WOM, brand image, and price on
purchase decisions (Fatimah et al., 2022), few studies have integrated these factors with customer
loyalty and their implications for sustainable growth in Indonesia’s cosmetic industry. Particularly,
there is limited evidence concerning Barenbliss Cosmetics on Tokopedia, despite its rising
popularity and extensive online consumer engagement. This study aims to fill this gap by analyzing
the simultaneous and partial effects of E-WOM, brand image, and price on purchase decisions,
and further examining how these influence customer loyalty and sustainable growth.

Integrative Perspective: e-WOM, Brand Image, Price, and Loyalty

The four constructs e-WOM, brand image, price, and customer loyalty interact
synergistically to enhance sustainable growth. (Rihayana et al., 2022) showed that e-WOM
positively influences brand image and customer loyalty. Similarly, (Pratesi et al., 2021b) found that
perceived price fairness strengthens brand trust and purchase intention. Therefore, integrating
digital communication (e-WOM), a strong brand image, fair pricing strategies, and loyal customers
creates a reinforcing cycle that sustains brand performance. For Barenbliss Cosmetics, this
combination supports customer retention and strengthens its sustainable position in Indonesia’s
competitive online marketplace (irayani et al., 2024).

RESEARCH METHOD

This study employed a qualitative research design to explore the strategic role of Electronic
Word of Mouth (E-WOM), brand image, price, and customer loyalty in enhancing sustainable
growth in the cosmetics industry. The research focused on Barenbliss Cosmetics, a Korean beauty
brand marketed on the Tokopedia platform, as a case study. A qualitative approach was chosen
because it enables an in-depth understanding of consumer perceptions, experiences, and attitudes
that cannot be fully captured through quantitative measures (Sijabat et al., 2020.).

The research focuses on Barenbliss Cosmetics, a fast-growing beauty brand that operates
actively on Tokopedia, one of Indonesia’s largest e-commerce platforms. Barenbliss is known for
its youthful brand image, active online engagement, and competitive pricing strategies. Tokopedia
was selected as the study site because:
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o It serves as a major online marketplace for beauty and skincare products.

o Itallows open access to customer reviews, ratings, and testimonials (E-WOM data).

o It represents an ideal digital ecosystem for examining loyalty and sustainable growth
through online consumer behavior.

Research Design

This study employs a qualitative research design to explore how e-WOM, brand
image, price perception, and customer loyalty contribute to sustainable growth for
Barenbliss Cosmetics on Tokopedia. A qualitative approach is appropriate because it
allows the researcher to examine participants’ subjective interpretations, lived experiences,
and meaning-making processes regarding their interactions with the brand in the digital
marketplace.

The study adopts an interpretive phenomenological approach (IPA), focusing on
understanding how consumers perceive and interpret their experiences related to
Barenbliss products, online reviews, pricing strategies, and loyalty behaviors. This
approach is suitable for uncovering deep insights into consumer perception, value
interpretation, and emotional connections developed through online cosmetic purchases.

Data Collection

Primary data were obtained through semi-structured interviews with 15 Tokopedia users
who had purchased Barenbliss products. Respondents were selected using purposive sampling to
ensure relevance to the research objectives. In addition, secondary data were gathered from
company reports, Tokopedia product reviews, and digital marketing materials to strengthen
contextual understanding.

Data Analysis
Data were analyzed using thematic analysis, which involved coding transcripts, categorizing
themes, and interpreting patterns that emerged from participants’ narratives. NVivo software was
employed to assist in data organization and ensure transparency in the coding process.
In-Depth Interviews
Semi-structured interviews allow participants to express their experiences freely while
remaining aligned with the research focus. The interview protocol covers themes such as:
o Perceived price fairness and value for money
Perceptions of Barenbliss brand image
Influence of online reviews and ratings (e-WOM)
Loyalty behaviors (repurchase, recommendation, attachment)
Sustainable growth perception from the consumer's viewpoint
Interviews last 30—60 minutes and are conducted online via Zoom, WhatsApp call, or Google
Meet.
Documentation
Documentation includes:
« Screenshots and content analysis of Tokopedia reviews,
e Promotional materials,
e Price comparisons across platforms,
e Competitor product benchmarking.

http://jurnal.umb.ac.id/index.php/jamekis || Universitas Muhammadiyah Bengkulu


https://doi.org/10.36085/jam-ekis
http://jurnal.umb.ac.id/index.php/jamekis

Jurnal Akuntansi, Manajemen Dan Ekonomi Islam (JAM-EKIS)

SANS Vol. 9, No. 1/ Jan 2026
v Online ISSN: 2655-6359, Print ISSN: 2656-436X
JAM-EKIS DOI: https://doi.org/10.36085/jam-ekis

Trustworthiness

To ensure the credibility and validity of findings, several strategies were applied, including
triangulation of data sources, member checking with selected participants, and peer debriefing
with academic supervisors. These methods enhanced the reliability of interpretations and
minimized researcher bias.

By employing this qualitative approach, the study provides rich insights into how E-WOM,
brand image, pricing, and loyalty interact as strategic drivers of sustainable growth in the digital
marketplace.

To ensure trustworthiness, the study applies:

a. Credibility

e Member checking (participants verify interpretations)
¢ Triangulation of sources (interviews + reviews + documentation)
b. Transferability
e Providing thick description of context and participants.
c. Dependability
e Using audit trails (record of decisions, coding processes, and revisions).
d. Confirmability
¢ Maintaining neutrality through reflective notes and validation with peer researchers.

RESEARCH RESULTS AND DISCUSSION

This research explored how E-WOM, brand image, price perception, and customer loyalty

collectively influence sustainable growth for Barenbliss Cosmetics on Tokopedia. Using a
qualitative approach involving in-depth interviews, thematic analysis, and observation of online
consumer interactions, several meaningful insights emerged.
First, E-WOM plays a central role in shaping consumer perceptions and sustained purchasing
behavior. Consumers rely heavily on authentic user-generated reviews, influencer testimonials,
and peer recommendations when evaluating Barenbliss products. Positive E-WOM not only
increases brand visibility but also strengthens trust—an essential component for maintaining long-
term market competitiveness in the crowded cosmetic sector.

Second, brand image significantly frames consumer expectations and emotional resonance
with Barenbliss. Participants consistently described Barenbliss as a youthful, Korean-inspired, and
safe cosmetic brand. This strong and consistent identity supports sustainable growth because it
enhances brand recall, consumer attachment, and differentiation from competitors.

Third, price perception influences purchasing decisions in a value-driven manner.
Customers of Barenbliss do not merely seek the lowest price; rather, they evaluate price fairness,
promotional alignment, and perceived value relative to product quality. A competitively fair price
strategy combined with consistent product performance enhances customers’ sense of satisfaction
and loyalty.

Finally, customer loyalty emerges as the cumulative result of positive E-WOM, strong
brand image, and favorable price perceptions. Loyalty in this context manifests through repeat
purchases, active engagement in online communities, and voluntary advocacy for Barenbliss
products. Collectively, these loyalty behaviors contribute directly to sustainable growth, enabling
Barenbliss to maintain relevance and expand within Indonesia’s digital marketplace.

Overall, the study concludes that sustainable growth is driven by the interconnected dynamics of
digital communication, brand identity, perceived value, and relational commitment. Barenbliss’
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success reflects its ability to leverage these factors synergistically on Tokopedia.

Moreover, price becomes a determining factor in customers’ value judgments, especially
within e-commerce platforms where consumers can easily compare alternatives. Fair, transparent,
and competitive pricing reinforces the perceived value of Barenbliss products, supporting both
repeat purchases and brand switching prevention. Ultimately, these three components—E-WOM,
brand image, and price—collectively strengthen customer loyalty, which serves as a key driver of
sustainable business growth.

The findings imply that companies seeking long-term expansion within online
marketplaces must prioritize digital engagement strategies, maintain a consistent and appealing
brand identity, and adopt customer-centric pricing approaches. For Barenbliss Cosmetics,
optimizing these elements on Tokopedia can not only enhance customer satisfaction and loyalty
but also secure a sustainable competitive advantage in the evolving beauty industry.

DISCUSSION

The Effect of Training on Employee Performance

The results of the analysis show that training has a positive and significant effect on employee
performance. This is indicated by a T-statistic value of 4.494, which is greater than the critical
value of 1.96, and a P-Value of 0.000, which is less than 0.05. This finding indicates that training
plays an important role in improving the performance of employees at the Banyuasin Regency
Bappeda Litbang. Training that is organized in a planned and sustainable manner can improve
employees' knowledge, skills, and understanding of their duties and responsibilities, thereby
increasing their effectiveness and quality of work. Thus, the better the quality of training provided,
the higher the level of employee performance. The results of this study are in line with the opinion
of Armstrong and Taylor (2020), who stated that training can improve employees' ability to adapt
to job demands. These findings also support the results of studies by Wahyudi (2023) and Kadri,
Madjir, and Andriyani (2024), which concluded that training has a positive and significant effect
on employee performance.

The Effect of Job Placement on Employee Performance

Based on the test results, job placement has a positive and significant effect on employee
performance. This is evidenced by a T-statistic value of 2.496, which is greater than 1.96, and a P-
Value of 0.013, which is less than 0.05. These results indicate that accurate job placement has a
real contribution in improving the performance of Bappeda Litbang Banyuasin Regency
employees. Employees who are placed according to their qualifications, abilities, and areas of
expertise tend to be able to carry out their duties more effectively, reduce work errors, and increase
responsibility in completing work. Therefore, proper job placement is an important factor in
supporting the achievement of optimal performance. This finding is in line with Sutrisno's (2020)
theory, which states that employee placement based on competence can increase work
effectiveness. The results of this study are also reinforced by the research of Assa, Rosara,
Nursanti, and Fitri (2020) as well as Pancasasti, Putra, Nursisah, and Pusvitasari (2022), which
states that job placement has a positive and significant effect on employee performance.

The Effect of Work Discipline on Employee Performance

The results of the analysis show that work discipline has a positive and significant effect on
employee performance. This is indicated by a T-statistic value of 3.376, which exceeds the critical
value of 1.96, and a P-value of 0.001, which is less than 0.05. These findings indicate that work
discipline is an important factor in improving the performance of employees at the Baniuasin
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Regency Research and Development Agency. Employees with a high level of work discipline tend
to show compliance with regulations, punctuality, consistency in work,

CONCLUSION

Based on the findings and insights from this research, several recommendations can be
proposed for both future academic studies and managerial practices. From an academic
perspective, future researchers are encouraged to expand this study using quantitative or mixed-
method approaches to statistically validate the relationships among E-WOM, brand image, price,
and customer loyalty. Employing tools such as Structural Equation Modeling (SEM) could offer
empirical evidence supporting the qualitative findings of this research. Furthermore, comparative
studies across different e-commerce platforms such as Shopee, Lazada, or TikTok Shop would be
beneficial in understanding how platform-specific features, such as review systems or promotional
algorithms, influence E-WOM and consumer loyalty.

It is also suggested that future research explore cross-cultural contexts to examine how
cultural values shape perceptions of brand image, price fairness, and loyalty, particularly in
Southeast Asia’s diverse beauty markets. In addition, integrating sustainability-related variables—
such as perceived environmental responsibility, ethical branding, and eco-friendly packaging—
could provide a more holistic understanding of sustainable growth within the cosmetics industry.
Conducting longitudinal research would also be valuable to observe how consumer perceptions of
E-WOM, price, and brand image evolve over time, especially as market trends and digital behaviors
shift rapidly. Finally, future scholars could delve deeper into the psychological mechanisms (such
as perceived justice or trust) that mediate the relationship between price fairness and loyalty,
enriching theoretical insights on consumer behavior in digital marketplaces.

REFERENCE

Alrwashdeh, M., Emeagwali, O. L., & Aljuhmani, H. Y. (2019). The effect of electronic word of mouth
communication on purchase intention and brand image: An applicant smartphone brands in north Cyprus.
Management Science Letters, 9(4), 505-518. https://doi.org/10.5267/j.msl.2019.1.011

Chinomona, B., Chung, C., Chang, L. K., Su, W. C., & Tsai, M. C. (2020). Long short-term memory approach
to estimate battery remaining useful life using partial data. IEEE Access, 8, 165419-165431.
https://doi.org/10.1109/ACCESS.2020.3022505

Choi, Y. K., Seo, Y., Wagner, U., & Yoon, S. (2020). Matching luxury brand appeals with attitude functions on
social media  across  cultures. Journal of  Business Research, 117, 520-528.
https://doi.org/10.1016/j.jbusres.2018.10.003

Hongfei Liu, A. S. and C. J. (2022). The ImpacT of elecTronlc Word-of-mouTh (eWom) on consumer Behavlours
137 Conceptualising Word of Mouth (WOM): An Evolutionary View of WOM.

Irayani, I., Zanariah, M., Nargis, L., Azrin, A., & Ridwan, M. (2025). Adapting To Change: A PEST Analysis Of
Private Universities In Palembang In The Era Of Digital Transformation. 13(2), 13.
https://doi.org/10.37676/ekombis.v13i2

irayani, Kurnia Nengsih, M., & Herfianti, M. (2024). Managing Organizational Capital in the Digital Age: A
Study of Technology Adoption as a Competitive Advantage in Private Higher Institutions in South Sumatera
Article Info ABSTRACT. https://doi.org/10.58812/esee.v3i01

Khoa, B. T., & Huynh, T. T. (2023). The influence of social media marketing activities on customer loyalty: A
study of e-commerce industry. International Journal of Data and Network Science, 7(1), 175-184.
https://doi.org/10.5267/j.ijdns.2022.11.005

http://jurnal.umb.ac.id/index.php/jamekis || Universitas Muhammadiyah Bengkulu


https://doi.org/10.36085/jam-ekis
http://jurnal.umb.ac.id/index.php/jamekis

Jurnal Akuntansi, Manajemen Dan Ekonomi Islam (JAM-EKIS)

SANS Vol. 9, No. 1/ Jan 2026
v Online ISSN: 2655-6359, Print ISSN: 2656-436X
JAM-EKIS DOI: https://doi.org/10.36085/jam-ekis

Le, N. T. C., & Khuong, M. N. (2023). Investigating brand image and brand trust in airline service: Evidence of
Korean Air. Journal of Tourism, Heritage and Services Marketing, 9(2), 55-65.
https://doi.org/10.5281/zenodo.10539739

Liu, H., Jayawardhena, C., Shukla, P., Osburg, V. S., & Yoganathan, V. (2024). Electronic word of mouth 2.0
(eWOM 2.0) — The evolution of eWOM research in the new age. Journal of Business Research, 176.
https://doi.org/10.1016/j.jbusres.2024.114587

Mohammad Zurin, N. H., & Tugiman, N. (2022). ELECTRONIC WORD-OF-MOUTH (eWOM): HOW
SOCIAL MEDIA INFLUENCERS AFFECT CONSUMERS’ PURCHASE INTENTION. International
Journal of Law, Government and Communication, 7(30), 162-181. https://doi.org/10.35631/ijlgc.730013

Natalia, H. D., & Aprillia, A. (2025a). Exploring the Impact of e-WOM on Generation Z Purchase Intention: The
Mediating Role of Brand Image and Perceived Quality. IAIC Transactions on Sustainable Digital
Innovation (ITSDI), 6(2), 164-176. https://doi.org/10.34306/itsdi.v6i2.691

Natalia, H. D., & Aprillia, A. (2025b). Exploring the Impact of e-WOM on Generation Z Purchase Intention:
The Mediating Role of Brand Image and Perceived Quality. IAIC Transactions on Sustainable Digital
Innovation (ITSDI), 6(2), 164-176. https://doi.org/10.34306/itsdi.v6i2.691

Neubert, M. (2022). A Systematic Literature Review of Dynamic Pricing Strategies. International Business
Research, 15(4), 1. https://doi.org/10.5539/ibr.v15n4pl

Nisa, A., Luh, N., & Indiani, P. (2023). Enhancing Customer Loyalty in the Cosmetic Industry: The Role of Store
Location and Service Quality. Jurnal Illmiah Manajemen Dan Bisnis, 8(2), 166-176.
https://doi.org/10.38043/jimb

oliver R.L. (2015). Satisfaction, A Behavioral Perspective on The Consumer.

Pratesi, F., Hu, L., Rialti, R., Zollo, L., & Faraoni, M. (2021a). Cultural dimensions in online purchase behavior:
Evidence from a cross-cultural study. Italian Journal of Marketing, 2021(3), 227-247.
https://doi.org/10.1007/s43039-021-00022-z

Pratesi, F., Hu, L., Rialti, R., Zollo, L., & Faraoni, M. (2021b). Cultural dimensions in online purchase behavior:
Evidence from a cross-cultural study. Italian Journal of Marketing, 2021(3), 227-247.
https://doi.org/10.1007/s43039-021-00022-z

Rihayana, I. G., Putra Salain, P. P., Eka Rismawan, P. A., & Mega Antari, N. K. (2022). THE INFLUENCE OF
BRAND IMAGE, AND PRODUCT QUALITY ON PURCHASE DECISION. International Journal of
Business Management and Economic Review, 04(06), 342—-350. https://doi.org/10.35409/ijbmer.2021.3345

Rusmawati, Z., Melynda Sari, T., & Putri Ningtyas, D. (2024, June 28). The Role of Green Technology to Identify
Green Market Orientation and Green Performance: Implications for SME Open Innovation.
https://doi.org/10.4108/eai.2-8-2023.2341524

Ruswanti, E. (2024). THE EFFECT OF SERVICE QUALITY, BRAND IMAGE, E-WOM, CUSTOMER
SATISFACTION ON CUSTOMER LOYALTY Sahlani. In Indonesian Interdisciplinary Journal of Sharia
Economics (11JSE) (Vol. 7, Issue 3).

Siapno, I., Marie, P., Tagupa, M. P, Tan, S., Stuart, T., Tumalon, S., Ronnabel, V., & Fuentes, J. A. (2024). The
Impact of Pricing and Customer Engagement in Online Subscription-Based Business on Customer
Retention.

Solihin, D. (2022). The Role of Brand Image in Mediating the Effect of Electronic Word of Mouth (E-WOM)
and Social Media on Purchase Intention. In Majalah limiah Bijak (Vol. 19, Issue 2). http://ojs.stiami.ac.id

Wibisono, N., Senalasari, W., White, M. E., & Februadi, A. (2023). E-WoM Engagement and Purchase Intention
on Social Commerce Specialized in Beauty Products: A Perspective from Young Female Consumers.
INTERNATIONAL JOURNAL OF APPLIED BUSINESS RESEARCH, 2023(1), 26-46.
https://doi.org/10.35313/ijabr.v5i01.311

Zhao, Y., Wang, L., Tang, H., & Zhang, Y. (2020). Electronic word-of-mouth and consumer purchase intentions
in  social  e-commerce. Electronic  Commerce  Research and  Applications,  41.
https://doi.org/10.1016/j.elerap.2020.100980

http://jurnal.umb.ac.id/index.php/jamekis || Universitas Muhammadiyah Bengkulu


https://doi.org/10.36085/jam-ekis
http://jurnal.umb.ac.id/index.php/jamekis

