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Abstract. Purchase intention is an important factor for PT Reska Multi Usaha in realizing
sustainable business continuity. This study aims at analyzing the increase in purchasing intention
through social media marketing and electronic word of mouth with trust as a mediating variable.
The type of this research is an explanatory study with a quantitative approach. The respondents of
this study is all customers of PT Reska Multi Usaha countless, the sample used 100 respondents
with the sampling technique using incidental sampling. The method of gathering data is a
questionnaire. The data analysis method used is path analysis. The partial results of hypothesis
testing found that social media marketing and electronic word of mouth had a positive and
significant trust effect. Electronic word of mouth and trust have a positive and significant effect on
purchasing intention. Social media marketing has no effect on purchasing intention. The results of
the indirect effect prove that social media marketing and electronic word of mouth have a positive
and significant effect on purchasing intention through trust.
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INTRODUCTION

Challenges in a business of macro dimension are external challenges that come from changes
in the business environment. Some of the existing changes include the changes in consumers,
competition, technology, politics, regulations, socio-culture, economy and finance (Kartono, 2017).
Revolution is the basis in the dimension of the macro challenge where this challenge must be read
and anticipated because revolution can be both a threat and an opportunity. An business that cannot
turn a revolution change into an opportunity will lose the competition and collapse.

The revolution in changing technology becomes a trigger for changes that occur in business
(Kartono, 2017). The technological revolution by itself will spur changes in consumers, consumer
products and services. Furthermore, Kartono (2017) states that with this change, business
competition will lead to competition in meeting consumer needs. Industries that cannot read a
change in technology will lose in business competition, so they can experience a decrease in
income, sales due to the decreased purchasing power (Kasali, 2017). Changes in technology can
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lead to the disruption that causes destruction and shifting. Kasali (2017) also explains that
disruption creates a new world in the digital marketplace. In this era of disruption, the existence of
the market has changed and consumers have also experienced the change that follows these market
changes. Changes in consumers can take place so quickly with mass communication (Kartono,
2017). Changes in this shift in consumers have resulted in a value migration that must be captured
with discretion in running a business. A business that is unable to capture a value migration will be
abandoned by consumers, and the business will automatically become a looser.

Consumers who leave a business that has been fulfilling their consumption needs will not
make purchase intentions (Tjiptono and Diana, 2019). Kotler and Keller (2016) define purchase
intention as a process that exists between evaluating alternatives and purchasing decisions.
Consumers are the main source of a business to know unmet needs, so companies must be able to
motivate consumers to convey unmet needs so that companies are able to motivate consumers to
make purchase intentions of products provided by the company (Aaker, 2013). One of the factors
that influence purchase intention is social media marketing (Liu, Xiao, Lim, and Tan, 2017).

Social media marketing is an interactive marketing system that uses internet social
communication media to increase specific and measurable consumer responses (Tjiptono and
Diana, 2019). Social media marketing can increase purchase intention (Gautama and Setiawan,
2017). Increasing purchase intention can be done through social media marketing (Liu et al., 2017).

Another way that can be done to increase purchase intention is through electronic word of
mouth. Electronic Word of Mouth (eWOM) is defined by Pedersen (Pedersen, Razmerita, and
Colleoni, 2014) as a development of communication that utilizes digital power persuasion of
consumers about a product. Hamdani and Maulani (2018) state that increasing purchase intention
can be through electronic word of mouth. Electronic word of mouth can have an impact on
increasing purchase intention.

Previous research on the influence of social media marketing on purchase intention carried
out by Dong, Chang, Liang, Fan (2004); Lin (2018); Pucci, casprini, Nosi, Zanni (2019) found that
social media marketing has a significant positive impact on purchase intention. The results of
different research findings were found by Zhu, Li, Wang, He, Tan (2020) where social media
marketing has no effect on purchase intention. The difference in the research findings is overcome
by including trust as the mediating variable. Trust is defined by (Moorman, Deshpande, and
Zaltman, 1993) as the willingness of consumers to rely on the company based on consumer
confidence. This is based on research conducted by different researchers (Jakic, Wagner, and
Meyer, 2017; Prasad, Gupta, and Totala, 2017; Zhang and Li, 2019) who found that social media
marketing can have an impact on trust, then customer trust can have an impact towards increasing
purchase intention (Matute and Redondo, Yolanda Polo Utrillas, 2016).

The present research was conducted at PT Reska Multi Usaha. This company is a subsidiary
of PT Kereta Api Indonesia (Persero). The company was established to implement and support the
policies and programs of PT KAI (Persero). It carries out business activities in the field of
managing restaurants on trains and at railway stations, catering services, and advertisements related
to trains. PT Reska Multi Usaha has several problems in carrying out business activities to provide
support services for PT KAI (Persero) where consumer behavior has changed and the fulfillment of
consumer needs has also changed. This change in consumer behavior causes a decrease in
purchases or is called a purchase decision. Decreasing purchase decisions are preceded by a lesser
intention of the product being offered. This problem has been reflected in the value of consumer
purchases for the last 6 months where the purchase value has continued to decline.

PAPER OBJECTIVE

This study aims at analyzing the problem of reducing the purchase intention of customers of
PT Reska Multi Usaha. Based on the above phenomena, further research is carried out on purchase
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intention through social media marketing and electronic word of mouth and trust.
LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT

Social Media Marketing

Social media is a social network (social networks, namely networks and relationships online
on the Internet). Social media is an online media where users can easily participate in sharing and
creating content including blogs, social networks and so on (Dong, Chang, Liang, and Fan, 2018).
Social media is a tool or method used by consumers to share information in the form of text,
images, audio and video with other people and companies (Kotler and Keller, 2016).

Social media marketing is an interactive marketing system that uses the Internet social
communication media to increase specific and measurable consumer responses (Tjiptono and
Cjandara, 2017). Social media is an effective business promotion tool because it can and is easily
accessed by anyone, so that the promotion network can be wider. Types of online promotion that
can be used in online marketing to achieve goals and sales effectively are (Kotler and Keller, 2016):
websites, micro sites, search ads, display ads, intermediate ads, Internet specific video ads,
sponsorship, alliances, communities online, email, car marketing.

Social media have a number of features that enable effective applications in terms of
interactive dissemination of information, creating awareness of companies and products, gathering
market research and creating the desired image (Tjiptono and Cjandara, 2017). The use of social
media as marketing media includes: Target marketing, Message tailoring, Interactive capabilities,
Information access, Sales potential, Creativity, Market potential. Social media marketing indicators
(Kotler and Keller, 2016) are context, content, community and customization.

Electronic word of mouth

Pedersen et al., (2014) argue that the Electronic Word of Mouth (eWOM) is communication
development that utilizes the power of digital consumer persuasion about a product. Another
opinion states that the Electronic Word of Mouth is a form of non-formal communication that is
partly directed at customers through the internet-based technology related to the use or
characteristics of a good or service (Abd-Elaziz, Aziz, Khalifa, and Abdel-Aleem, 2015).

Social networks are an important force in business-to-consumer marketing and business-to-
business marketing (Kotler and Keller, 2016). Word of mouth, the number and nature of
conversations and communication between various parties are key aspects of social media
networking. Social media offers a more targeted market and possibly spreads the brand message.
Companies are increasingly recognizing the power of word of mouth. Word of mouth is especially
effective for small businesses where customers can experience a more personal connection. Social
networks in the form of online communities can be an important resource for companies.

The formation of electronic word of mouth goes through several stages (Kotler and Keller,
2016) including buzz marketing, viral marketing and blogs. Electronic word of mouth is a form of
marketing communication that contains positive or negative statements made by potential
customers, customers and consumers about a product or company that is available to many people
or institutions via the Internet (Hennig-Thurau, Gwinner, Walsh, and Gremler, 2004). The
dimension of Electronic word of mouth according to Hennig-Thurau (Hennig-Thurau et al., 2004) is
a platform assistance, concern for other, expressing positive emotions.

Trust

Trust is the willingness of consumers to trust the company in providing services for products
and services (Moorman et al., 1993). Trust is one of the most important factors in a seller-consumer
relationship, and is an important element of the strength of business relationship and trust is
essential for maintaining long-term relationship. Morgan and Hunt (1994) define trust as one party's
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trust in another because of the other's honesty and reliability. Patrick (2002) views customer beliefs
as thoughts, feelings, emotions, or behavior manifested when customers feel that the provider can
be relied on to act in providing the best service

Trust is a basis for consumers to make purchases of an item offered by the seller (Green,
2006). Consumer trust can be built through consumer confidence in the statements and services
provided. Furthermore, Green (2006) states that the product provided has the required character, the
seller is able to provide solutions to problems that consumers have, the seller is able to become a
partner in doing business and the company has people who can be trusted by consumers. The
indicators of trust are credibility, reliability, intimacy, and self orientation (Green, 2006).

Purchase intention

Interest is an internal impulse or stimulation. Purchase interest is consumer behavior that
appears as an action towards a particular product that forms attitudes about consumer desire to buy
a product (Kotler and Keller, 2016). External effects, awareness of the need for product introduction
and evaluation of alternatives are things that can lead to consumer buying interest (Schiffman and
Kanuk, 2018). External influences consist of marketing efforts and socio-cultural factors.
Motivation is a power within the individual that forces him to take action. Someone who has high
motivation for something will be encouraged to behave in control of the product.

Consumer purchase interest is someone's desire to fulfill the needs and wants hidden in the
minds of consumers. Purchase interest is always embedded in each individual where no one knows
what the consumer wants and expects (Malik et al., 2013). The stages of purchase intention are
awareness, interest, desire, action (Rehman et al., 2014).

Kotler and Keller (2016) state that there are two external factors that influence a person's
buying interest. The first is the attitude of other people, in this case the attitude of other people who
influence buying interest depends on two things, namely the magnitude of the influence of one's
negative attitude towards alternatives that are of interest to consumers, as well as consumer
motivation to be influenced by other people related to the buyer's interest. The second is an
uninspired situation, the situation that suddenly arises and indirectly can change consumers' buying
interest. The indicators of buying interest (Kotler and Keller, 2016) are tractional interest,
referential interest, and referential interest.

Social media marketing and trust

Social media as a medium for marketing. According to Helianthusonfri (2019) social media is
used as a marketing medium because it is practical, cheap and also has a large number of users.
Companies that do marketing using social media will increase customer trust. The research
conducted by Jakic et al., (2017), Prasad et al., (2017), Zhang and Li (2019), Mahmoud et al.,
(2020), Irshad et al., (2020) have found that social media marketing are able to increase trust.

H1.Social media marketing has a positive effect on trust.

Electronic word of mouth and trust

Electronic word of mouth is a form of marketing communication that contains positive or
negative statements made by potential customers about a product or a company that is available to
many people or institutions via the Internet (Hennig-Thurau et al., 2004). Electronic word of mouth
will have an impact on consumer trust. The research of several authors have found that electronic
word of mouth has a positive effect on trust.

H2.Electronics word of mouth has a positive effect on trust.

Trust and purchase intention
Trust is the willingness of consumers to trust the company in providing products and services
(Moorman et al., 1993). Companies that get the trust of customers will maintain this trust in
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providing the best service, customer trust that is formed will arise in customer intentions to use their
products and services. Theresearch conducted by Prasad et al., (2017), Irshad et al., (2020) has
found that trust is able to increase purchase intention.

H3.Trust has a positive effect on purchase intention.

Social media marketing and purchase intention

Social media marketing is an interactive marketing system that uses internet social
communication media to increase specific and measurable consumer responses (Tjiptono and
Cjandara, 2017). Gautam and Sharma (2017) found that social media marketing has an impact on
increasing purchase intention. Liu et al., (2017) in a study conducted found that social media
marketing has a significant positive effect on purchase intention. It is stated that purchase intention
is influenced by social media marketing.

H4.Social media marketing has a positive effect on purchase intention.

Electronic word of mouth and purchase intention

Pedersen et al., (2014) argue that Electronic Word of Mouth (eWOM) is a development of
communication that utilizes the power of digital consumer persuasion about a product. Electronic
word of mouth has an impact on purchases intention. Electronic word of mouth has a significant
positive effect on purchase intention. Electronic word of mouth has an impact on purchase
intention.

H5. Electronic word of mouth has a positive effect on purchase intention.

METHODOLOGY

Research design

This research is an explanatory one aimed at explaining the relationship between variables
that cause changes in other variables (Cooper and Schindler, 2014). The population in this study are
the customers of PT. Reska Multi Usaha which is unlimited. The sampling technique used is
incsdental sampling with a number of respondents amounted to 100 customers. The data collection
method used is a questionnaire.

Measurement

The variables used in this study were assessed using several items from different studies in
the extant literature. All items were measured using a five-point Likert-type scale, in which
respondents had to indicate their level of suitability with different statements (1: strongly disagree
to 5: strongly agree). Measurement of social media marketing through 4 items (Kotler and Keller,
2016). Measurement of electronic word of mouth uses 3 items (Tjiptono and Diana, 2019). The
measurement of trust uses 4 items (Green, 2006). Measurement of purchase intention uses 5 items
(Kotler and Keller, 2016).

Data analysis method

The data analysis used was confirmatory analysis to determine the validity of each indicator
used and the reliability of the variables used in the study (Hair, Hult, Ringle, and Sarsteadt, 2017).
The hypothesis testing is carried out as the next step to determine the results of the hypotheses used
in the study. The path analysis is used to determine the magnitude of the influence of each variable
by using the Smart PLS tool.
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RESULT AND DISCUSSION

Reliability and validity the scales
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Figure 1. Reliability And Validity The Scales
Source: PLS output results

The construct validity can be seen from the loading factor (LF) value with a rule of thumb
greater than 0.5 which is said to be valid. Based on the test results, the loading factor (LF) results of
all indicators in the model are said to fit. Evaluation of the construct reliability value is measured by
the Cronbach alpha and Composite Reliability values. The Cronbach alpha value of all constructs
must be above 0.70. The test results show that the Cronbach alpha value is above 0.70 so it can be
said that the indicators are consistent in measuring the construct.

Table 1
Reliabilty Construct
Cronbach's rho_A Composite | Average Variance
Alpha Reliability Extrated (AVE)
Social Media Marketing 0,742 0,748 0,838 0,566
Electronic Word Of Mouth 0,764 0,812 0,862 0,677
Trust 0,794 0,836 0,863 0,614
Purchase Intention 0,751 0,819 0,834 0,512

Source: PLS output results

The table above shows the Cronbach Alpha value for all constructs above 0.70, so it can be
concluded that the indicators are consistent in measuring the constructs. The results of the Cronbach
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Alpha value of social media marketing is (0.742), of electronic word of mouth is (0.764), of trust is
(0.794) and of purchase intention is (0.751). The results of examining construct reliability based on
composite reliability can be obtained by looking at the Composite reliability value to show the size
of the indicator variance contained in the construct where the limit value of Composite reliability >
0.5. The results of the Composite Reliability value of social media marketing is (0.838), of
electronic word of mouth is (0.862), of trust is (0.863) and of purchase intention is (0.834). The
results of checking construct reliability based on covergent validity can be done by looking at the
AVE value to show the number of indicator variants contained in the construct where the AVE limit
value is > 0.5. The results of checking construct reliability based on covergent validity can be done
by looking at the AVE value to show the number of indicator variants contained in the construc.
Where the AVE limit value is > 0.5. The test results above show the value of social media marketing
is (0.566), electronic word of mouth is (0.677), trust is (0.614) and purchase intention is (0.512).

R Squares
Table 2
R Squares
Variable R Square

The influence of social media marketing and electronic

0,561
word of mouth on trust
The influence of trust, social media marketing and 0873

electronic word of mouth on purchase intention

Source: PLS output results

Based on the table above, the R Square value for the influence model of social media
marketing and electronic word of mouth on trust is 0.561, it can be interpreted as the ability of
social media marketing and electronic word of mouth to influence trust by 56.1%, while the rest
43.9% is explained by other variables not examined in this study. The value of R Square for the
model of the influence of trust, social media marketing and electronic word of mouth on purchase
intention is 0873, which means that trust, social media marketing and electronic word of mouth are
able to influence purchase intention by 87.3%, while the remaining 12.7% is explained by other
variables not examined in this study.

Test hipothesis

The proposed hypothesis is tested using structural equation modeling. The results of the
hypotheses H1, H2, H3, H5 are accepted with a t count of more than 1.96 and a significance of
below 0.05, except for hypothesis 4 (not accepted) with a t count of 0.435 <1.96 and a significance
of 0.332> 0.005. The structural model test depicted in the figure shows a good match with the data.
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Table 2
Test hipothesis
Original Sample DS;\B/Iir;l(:%rn T Statistics P Values
Sample (O) | Mean (M) (STDEV) (O/ISTDEV)
Social Media Marketing -> 0,463 0,459 0,118 3,916 0,000
Trust
Electronic Word Of Mouth 0,324 0,331 0,112 2,892 0,002
-> Trust
Trust — ->  Purchase 0,575 0,581 0,036 15,932 0,000
Intention
Social Media Marketing -> | ) 43, 0,030 0,068 0,435 0,332
Purchase Intention
Electronic Word Of Mouth | = 4 0,405 0,053 7,756 0,000
-> Purchase Intention
Social Media Marketing ->
Trust -> Purchase 0,266 0,266 0,068 3,933 0,000
Intention
Electronic Word Of Mouth
-> Trust -> Purchase 0,187 0,193 0,068 2,746 0,004
Intention

Source: PLS output results

100 L
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Based on social media marketing testing, trust has a significant positive effect and it can be
interpreted as following: the higher the social media marketing is, the higher the customer trust is.
Social media marketing through context, content, community and customization can increase this
trust in accordance with the research of Jakic et al., (2017), Prasad et al., (2017), Zhang and Li
(2019), Mahmoud et al., (2020), Irshad et al., (2020) who proved this statement. Electronic word of
mouth has a significant positive effect on trust and it can be interpreted as following: the better the
electronic word of mouth is, the higher the trust is, electronic word of mouth in the form of platform
assistance, concern for other, expressing positive emotions can increase trust. This is in accordance
with the results of Matute et al., (2016), Prasad et al., (2017), Jakic et al., (2017), Seifert and Kwon
(2019), Suwandee et al., (2019)who found that the better electronic word of mouth will increase
customer trust. The results of the influence of trust on purchase intention show that trust has a
significant positive effect on purchase intention, meaning that the higher the trust is, the higher the
purchase intention is. Trust in the form of credibility, reliability, intimacy, and self orientation can
increase purchase intention. This is in line with the research results of Prasad et al., (2017), Irshad et
al., (2020) who found that trust is able to increase purchase intention. The results of social media
marketing research on purchase intention show that social media marketing has no influence on
purchase intention. Social media marketing, which should be able to increase purchase intention, is
not able to have an impact on increasing purchase intention because the social media marketing that
is being carried out is not enough to make customers have trust in the products and services
provided. This is in line with the research of Zhu, Li, Wang, He, Tan (2020) where social media
marketing has no influence on purchase intention. Electronic word of mouth has a significant
positive effect on purchase intention, the better electronic word of mouth, the higher the purchase
intention is. This is in line with the research results which has found that electronic word of mouth
can increase purchase intention.

CONCLUSSION

The conclusion of this study is that social media marketing, electronic word of mouth has a
significant positive effect on trust. Trust and electronic word of mouth have a significant positive
effect on purchase intention. Social media marketing has no effect on purchase intention. Trust is
able to mediate the influence of social media marketing and electronic word of mouth on purchase
intention. The variables that affect purchase intention in this study are limited to free social media
marketing and electronic word of mouth as well as intervening (trust) variables so that future
research needs to add several other relevant independent variables. Social media marketing
variables have no effect on purchase intention, the format of social media marketing information
owned by PT Reska Multi Usaha is felt by consumers to have less interest in the format of
information from the social media marketing. The information format really determines purchase
intention as a decision starts with an interest and is followed by a purchase. Recommendations for
future research on the insignificant influence of social media marketing variables on purchase
intention are to be created for different objects.
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POJIBb JOBIPYOI'O NIOCEPEJHULTBA VY BIIVIMBI MAPKETHUHI'Y B COUIAJIBHUX
MEPE/XKAX TA «EJIEKTPOHHOI'O CAPA®AHHOT'O MAPKETHI'Y»

HA KYHIBEJLHUN HAMIP
Tria Kristina Catur Sugiarto
Universitas Sebelas Maret Universitas Sebelas Maret
Surakarta, Indonesia Surakarta, Indonesia

Hawmip npun6anus € BaxiuBuM pakropom st PT Reska Multi Usaha ans peanizartii criiikoi
6e3nepepBHOcTi Oi3Hecy. Lle mocniakeHHs: Mae Ha MeT1 poaHaJli3yBaTH 30UIBIIEHHS KYIiBEIbHUX
HaMipiB 3a JOTIOMOT'OI0 MapKETHUHTY B COLIAJIbHUX Mepexax Ta €NeKTPOHHOIO YCHOTO NEepeKasy 3
JIOBIPOIO SIK MOCEPETHUIIBKOIO 3MIHHOI0. THIT IIbOTO JOCIHIKEHHS - MOSICHIOBAJIbHE JOCIIPKEHHS 3
KUIBKICHUM TigxoaoM. Peconnentamu 1poro gociimkerus € Bci kiaieatu PT Reska Multi Usaha,
BuOipka BukopucTtoByBasa 100 pecrioHAEHTIB 13 TEXHIKOIO BiI0OOPY 3 BUKOPUCTAHHSAM BHIIaIKOBOI
BUOIpKU. MeToioM 300py TaHUX € aHKETyBaHHs. BUKOpHCTaHUM METO/IOM aHali3y JIaHUX € aHali3
nuIsixiB. YacTKOBI pe3ynbTaTH NMEPEBIPKHU TiIOTe3 MOKA3ajH, [0 MAPKETUHT Y COLIAIbHUX Mepexax
Ta €JEeKTPOHHA IMOILITAa HAJaloTh MO3UTUBHUNA Ta 3HAYHMNA edexkT aoBipu. EnexkTpoHHe ycHe
CIUJIKYBaHHS Ta JIOBipa TMO3UTUBHO 1 CYTTE€BO BIUIMBAIOTh Ha KymiBeldbHI Hamipu. Haromicts,
MapKeTHHI' Yy COLIaJbHUX MepeXkaX He BIUIMBa€ Ha KymiBeldbHI Hamipu. PesynpTaTil HempsMoro
epeKTy IOBOAATh, IO MAapKETHHI Yy COLIAJbHUX MepeXax Ta eJEeKTpOHHa TIOIITa HaJaloTh
MMO3UTUBHUH Ta 3HAYHUI BIUIMB Ha KYIIBEJIbHUI HaMip 4epe3 JA0BIpy.
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KirouoBi cjioBa: MapkeTHMHI Y COIIIaJIbHUX MeEpeXaxX, <«eJIeKTpOHHUU capadaHHUI
MapKeTUHT», 0Bipa, KyMiBEJIbHUI HaMIp.

POJIb JOBEPUTEJIbHOI'O ITIOCPEAJHUYECTBA BO BJIUAHUUN MAPKETHUHI'A
B COONUAJIBHBIX CETAX U «JIEKTPOHHOI'O CAPA®AHHOI'O MAPKETHI'A» HA
HHOKYIIATEJIbCKUE HAMEPEHUS

Tria Kristina Catur Sugiarto
Universitas Sebelas Maret Universitas Sebelas Maret
Surakarta, Indonesia Surakarta, Indonesia

Hamepenue npuobperenue siBisiercss BakHbIM ¢dakTopoMm st PT Reska Multi Usaha st
peaM3anii  YCTOWYMBOM  HEMPEpPHIBHOCTH OW3HEca. OTO UCCICJOBAHHE WMEET IEJbI0
MPOAHAIM3UPOBATh YBEIUYCHUE IMOKYNATeIbCKUX HAMEPEHHH C IOMOIIBI0 MAapKEeTUHTa B
COLMATIBHBIX CETSIX M JJICKTPOHHOTO YCTHOTO OOIICHHS C JIOBEPUEM KakK MOCPEIHUICCKON
nepeMeHHON. Tun 3TOro MCCiieZoBaHUS — OOBSCHHUTEIBHOE HCCIICAOBAHUS C KOJMYECTBEHHBIM
oaxoxoM. PecionmenraMu 3TOro ucciemoBanus asiserocs Bce kiaueHThl PT Reska Multi Usaha,
BbIOOpKa mcnoib3oBasia 100 pecroHAEHTOB C TEXHHKOW OTOOpa C WCIOJIB30BAHUEM CITy4alHOU
BEIOOPKHU. MeTosioM cOopa JaHHBIX SIBISICTCS aHKETHpPOBaHKE. VICIIONB30BaHHBIM METOIOM aHAIN3a
JAHHBIX SBJISCTCS aHANIM3 IyTed. YacTHuHbIe pe3ysbTaThl NMPOBEPKU TUIOTE3 IOKA3ald, YTO
MapKeTHHT B COIMAIBHBIX CETSX M DJJIGKTPOHHAS TI0YTa OKA3BIBAIOT TOJOXKUTEIBHBIA U
3HAYUTENbHBIN 3(PQeKT noBepus. DIEKTPOHHOE YCTHOE OOIICHHE U JOBEPHE IOJIOKHUTEIBHO U
CYIISCTBCHHO BIUSIOT HAa TOKYIATEIbCKUE HAMEPEHUs. 3aT0, MAPKETUHT B COIMAIBHBIX CETAX HE
BJIMSICT Ha TOKYIATelIbCKHE HAMEpeHHs. Pe3ynbTaThl KOCBEHHOTO A((eKTa OKa3bIBAIOT, YTO
MapKeTHHT B COIHMAIBHBIX CETSX U DJJEKTPOHHAs TI0YTa OKAa3bIBAOT IIOJIOKHUTEIHLHOEC U
3HAYMTEIBHOC BIUSHHUE HA MMOKYMATSILCKUE HAMEPEHUS Yepe3 JOBEpHE.

KiaioueBble c¢JIOBa: MapKeTHHT B CONHAIBHBIX CETAX, <QJICKTPOHHBIA capadaHHBIH
MapKeTHHT», JOBepHUe, MOKYyNaTeIbCKIEe HAMEPEHHUS.
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