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ABSTRACT: The purpose of this research is to
prove and analyze the partial and simultaneous
effects of viral marketing, brand image and
electronic word of mouth on consumer purchasing
decisions at Mixue Ice Cream and Tea in Surabaya.
This research adopts a quantitative and descriptive
approach. The population in this study consists of all
consumers who purchase ice cream and iced tea
products at Mixue Ice Cream and Tea outlets in
Surabaya. The research sample consists of 100
respondents divided among 4 selected Mixue Ice
Cream and Tea outlets, chosen based on being the
busiest branches with a high number of customers.
The sampling technique used in this research is
accidental sampling. Data collection is done using a
questionnaire with a Likert scale ranging from 1 to
5, where 1 indicates "strongly disagree” and 5
indicates "strongly agree." The collected data is then
analyzed using SPSS software, including instrument
testing, classical assumption testing, and multiple
linear regression hypothesis testing. The research
results indicate that viral marketing, brand image,
and electronic word of mouth have both partial and
simultaneous effects on consumer purchasing
decisions. These findings can provide information
for marketing management to consider when
formulating strategies to optimize consumer
purchasing decisions.

KEYWORDS: Viral Marketing, Brand Image,
Electronic Word Of Mouth And Purchase
Decisions.

I. INTRODUCTION

Purchasing decisions have become a
crucial condition and a determining factor for the
existence of a business in today's corporate world.
The increasing consumer lifestyle has a significant
impact on their choices when buying a product.
Consumers with higher lifestyles tend to be more
meticulous in determining their needs. As their
lifestyle becomes more elevated, so does the scale of
their consumption choices (Laksono and Iskandar,
2018). The changing lifestyle, especially in urban
areas, has opened up various business opportunities.
One of the current business opportunities is the
presence of various trendy beverages consumed by
many people (Hamdan and Raharja, 2020). These
trendy beverages are known for their popularity and
innovative taste or unique characteristics. Each
outlet of these trendy beverages offers various
attractive products, with some becoming favorites
(Veronica and llmi, 2020). The wide variety of
trendy beverages, such as ice cream, iced tea, fruit
juices, bubble tea, chocolate shakes, and others,
becomes one of the consumer's purchasing decision
choices.
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One of the trendy beverages that has gone
viral and is favored by many, including Generation
Z, is Mixue Ice Cream and Tea. Mixue Ice Cream
and Tea offer a refreshing combination of ice cream
30,000 outlets. With this total number of outlets,
Mixue becomes one of the F&B businesses with
the highest number of outlets in the world,
following Subway, MecDonald's, KFC, and
Starbucks. In Indonesia alone, Mixue is estimated
to have already established more than 317 outlets.
This number is expected to increase further with
the operation of partnership opportunities in
various regions in Java, Sumatra, and Bali.

This Chinese-origin beverage entered
Indonesia in 2020 but only became viral in 2022. In
2020, the first Mixue Ice Cream and Tea outlet
appeared in Bandung, known as a culinary tourism
hub, and later expanded to other major cities. Since
the opening of its first branch in Indonesia in 2020,
Mixue's ice cream and beverages have been rapidly
expanding to various regions in Indonesia,
especially in Surabaya. Surabaya, selected as the
object of this research, already has 30 branches
scattered in several locations. Four of these thirty
branches, namely Ngagel Jaya, Ngagel Rejo,
Dharmahusada, and Karang Menjangan, were
chosen as the research objects due to their large and
busy consumer base.

The Mixue brand quickly gained
recognition among Indonesians and was able to
open 2-4 new outlets per month due to its viral
popularity. Mixue even managed to surpass various
well-known beverage and food brands in Surabaya,
such as Warunk Upnormal, Wendy's, Kopi
Kenangan, Es Teh Indonesia, Xiboba, Haus,
Chatime, Fore, and many others. Many of these
franchise businesses have declined since the
emergence of Mixue Ice Cream and Tea. Although
some of them still operate, they no longer enjoy the
same level of popularity as before. Mixue outlets
can be found on almost every street, often located
close to each other. The company has successfully
implemented  effective  marketing  strategies.
Mixue's main strength lies in its willingness to
offer relatively lower prices than other brands by
supplying its raw materials to reduce production
costs. Despite its affordable pricing, Mixue
managed to create excellent products that can
compete in the market. This research is intriguing
as it aims to determine the extent of the impact of
consumer purchasing decisions when buying ice
cream and iced tea products at Mixue Ice Cream
and Tea outlets.

and tea, targeting young consumers. Mixue has
approximately 21,582 outlets worldwide, and by the
end of 2022, this number is estimated to reach

Il. LITERATURE REVIEW
2.1 Viral Marketing

Kotler and Armstrong (2018) revealed that
"viral marketing is an advertising activity that uses
online word of mouth to spread through social
networks and other online platforms such as E-
mail, Facebook, Twitter, Youtube, Instagram, and
others." Viral marketing features can be used to
describe products and services that can be offered
for free through hotmail (email providers). At that
time, viral marketing continued to be known as
web-enhanced word-of-mouth marketing (on the
internet). The benefits of viral marketing include
reducing marketing costs, reaching a very wide
audience, being attractive to audiences, easy brand
awareness, and increasing data for business growth.

2.2 Brand Image

Brand image is the consumer's reaction to
a brand, based on both positive and negative
associations held in the buyer's mind (Keller and
Swaminathan, 2020). A buyer's memory is heavily
influenced by their product usage experiences or
different customer insights and evaluations. As
stated by Firmansyah (2019), brand image is the
perception that emerges in the buyer's personality
while recalling a brand from various specific items.
Experiences will then be attributed to the brand to
form a positive or negative brand image, depending
on different encounters and past perceptions of the
brand or organization.

2.3 Electronic Word Of Mouth

According to Jalilvand and Samiei (2012),
"electronic word of mouth is a crucial online
platform for public opinions and is considered
more effective than offline WOM due to its wider
reach.” Viral marketing, or commonly known as
electronic word of mouth, as described by Kotler
and Keller (2016), "is the activity of promoting a
product/service using the web by providing reviews
or comments to support marketing efforts and
objectives." This activity aims to encourage a large
number of buyers and inform them about the
products and services offered by a company
through voice, video, and online interactions with
others.
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2.4 Purchase Decisions

Kotler (2019) states that the purchase
decisions is the action taken by customers to either
purchase or not purchase a product, based on
various factors that influence customers' decision-
making regarding a product or service. Customers
are usually interested in the quality, price, and
products that are well-known in society. Purchase
decisions are made after reviewing various
alternatives and considerations. When making a
choice, the decision-making process may go
through several stages. The detailed procedure of
the purchase decisions includes a sequence of
events such as identifying needs, seeking
information, evaluating alternatives, making the
purchase decision, and post-purchase attitudes.

Table 1. Variable Operationalization

Code Variable Indicators

Y Purchase | a. Problem Introduction

Decisions | b. Information Search

c. Evaluation of
Alternatives

d. Consumer Decisions

e. Post-Purchase Behavior

X1 Viral a. Social Media

Marketing | b. Opinion Leader
Involvement

c. Product Knowledge

d. Clarity of Product
Information

e. Talking about Products

X2 Brand a. Corporate Image

Image "y "User Image

c. Product Image

X3 E-WOM | a. Intensity

b. Opinion

c. Content

Based on research objectives, previous
research and theoretical basis, a theoretical
conceptual framework can be made as follows:

Figure 1. Conceptual Framework

Viral Marketing |
(xl) - H‘
H. T
Brand Image | -{---mmmmeceeoaen 3 Pl:l r_chase
(X.) L | Decisions (Y)
H, -
H,
E-WOM
(X))

Based on the research problem, the
hypotheses are formulated as follows:

H1: It is hypothesized that viral marketing partially
influences the purchasing decisions of Mixue
Ice Cream and Tea consumers in Surabaya.

H2: It is hypothesized that brand image partially
influences the purchasing decisions of Mixue
Ice Cream and Tea consumers in Surabaya.

H3: It is hypothesized that electronic word of
mouth partially influences the purchasing
decisions of Mixue Ice Cream and Tea
consumers in Surabaya.

H4: It is hypothesized that viral marketing, brand
image, and electronic word of mouth together
(simultaneously) influence the purchasing
decisions of Mixue Ice Cream and Tea
consumers in Surabaya.

I, METHODOLOGY

This research uses a quantitative and
descriptive method related to data in the form of
numbers and statistical programs to describe or
explain natural and human-made phenomena. Data
collection is done through primary and secondary
methods. The technique of collecting primary data
is conducted offline through surveys, and then the
researchers will distribute questionnaires using
Google Forms to each respondent who is willing to
spare their time. Meanwhile, the technique of
collecting secondary data is obtained from
literature studies, internet browsing, reports, books,
news, research journals, and other scientific
publications such as seminar proceedings, theses,
or dissertations.

The population in this study is all
consumers who buy ice cream and ice tea products
at Mixue Ice Cream and Tea outlets in Surabaya.
According to Cooper and Emory (1996), the
population is an unlimited object. The population
of Mixue Ice Cream and Tea consumers in
Surabaya is large and unknown with certainty, so
the researchers will take a sample in this study with
a total of 100 respondents. A sample is a small part
of the population used to estimate the population.
The sampling method used is Accidental Sampling,
which means that anyone who accidentally meets
the researcher and fits the characteristics as Mixue
consumers will be selected as a sample.

The data collection technique in this study
uses a Likert scale. Using this Likert scale, the
variables will be measured and then broken down
into several indicators, which will be used as a
starting point to arrange instrument items in the
form of questions or statements. The process of
filling out the questionnaire is relatively easy as
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respondents only need to check the checkbox (v)
according to their opinions. This research
questionnaire contains demographic characteristics
of consumers and questions related to the variables
of viral marketing, brand image, electronic word of
mouth, and purchasing decisions. In distributing
the questionnaire through Google Forms, there are
20 questions, each with indicators from a set of
independent and dependent variables.

The data analysis technique in this study
uses SPSS Statistic 26, including instrument tests
(validity and reliability) that compare the
calculated value (r-value) with the table value (t-
value) and the results of the Cronbach Alpha test.
Classic assumption tests (normality,
multicollinearity, heteroscedasticity) use Normal P-
Plot graphs and Kolmogorov-Smirnov tests,
tolerance values, and Variance Inflation Factor
(VIF) wvalues, as well as Scatterplot tests.
Hypothesis testing uses t-test, F-test, and
coefficient of determination test in multiple linear
regression.

1V. RESULT AND DISCUSSION
4.1 Result
After data collection, the analysis test was
conducted using SPSS Statistic 26. The analysis
included instrument testing for validity and
reliability, which compared the calculated value (r-
value) with the table value (t-value) and the results
of the Cronbach Alpha test. Classic assumption
tests for normality, multicollinearity, and
heteroscedasticity were performed using Normal P-
Plot graphs and the Kolmogorov-Smirnov test.
Tolerance and Variance Inflation Factor (VIF)
values were used, as well as the Scatterplot test.
Hypothesis testing was done using t-test, F-test,
and coefficient of determination test in multiple
linear regression. From this analysis, the SPSS
output provided the following interpretations:

a. Validity Test
Table 2. Validity Test

Variable Indicators | r calculate | rtable
X1.1 0,847
X1.2 0,740
Viral X1.3 0,740
Marketing [ x1.4 0,806
X15 0,790
X1.6 0,838
Brand X2.1 0,849
Image X2.2 0,874
X2.3 0,826
X3.1 0,840

X3.2 0,813 0,196
E-WOM X3.3 0,801

X3.4 0,792

X3.5 0,819

X3.6 0,742

Y1 0,815
Purchase Y2 0,802
Decisions Y3 0,742

Y4 0,843

Y5 0,828

Based on Table 2, it can be seen that the
value of the table r for all statement indicators is
0.196, with a significance level of 5% or 0.05. Each
questionnaire item from the validity test above can
be explained in detail as follows: the independent
variable of viral marketing (X1) has 6 (six)
items/indicators of questions, the independent
variable of brand image (X2) has 3 (three)
items/indicators of questions, the independent
variable of electronic word of mouth (X3) has 6
(six) items/indicators of questions, and the
dependent variable of purchase decision (Y) has 5
(five) items/indicators of questions. All of these
indicators have calculated r-values greater than the
table r-value. Therefore, it can be concluded that all
statement indicators are declared valid.

b. Reliability Test
Table 3. Reliability Test

Variable Cronbach's Result
Alpha Value
X1 0,882 Reliable
X2 0,806 Reliable
X3 0,888 Reliable
X4 0,865 Reliable

Based on Table 3, it can be observed that
all independent variables, namely viral marketing
(X1), brand image (X2), electronic word of mouth
(X3), and the dependent variable purchase decision
(Y), have Cronbach's Alpha values > 0.6.
Therefore, all variables used in this research are
considered reliable.
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c. Normality Test
Figure 2. Normality Test
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Based on Figure 2, the normality test
results using the Normal P-Plot graph for the linear
regression model between viral marketing, brand
image, and electronic word of mouth on the
purchase decision of Mixue Ice Cream and Tea
consumers show that the data is scattered around
the diagonal line and follows the direction of the
diagonal line. This indicates that the data is
normally distributed and the assumption of
normality is met.Meanwhile, the normality test
results using the Kolmogorov-Smirnov test have a
significance value or Asymp.Sig (tailed) of 0.140,
which is above or greater than 0.05. Thus, it can be
concluded that this research has normally
distributed data

d. Multicollinearity Test
Table 4. Multicollinearity Test

Variable Tolerance VIF
X1 0,184 5,426
X2 0,243 4,114
X3 0,248 4,024

Dependent Variable: Y

Based on Table 4 above, it can be observed that the
variable viral marketing (X1) has a tolerance value
of 0.184 > 0.10 and a VIF value of 5.426 < 10, the
variable brand image (X2) has a tolerance value of
0.243 > 0.10 and a VIF value of 4.114 < 10, and
the variable electronic word of mouth (X3) has a
tolerance value of 0.248 > 0.10 and a VIF value of
4.024 < 10. Therefore, it can be concluded that
there is no multicollinearity in the regression model
for all variables.

e. Heterokedasticity Test
Figure 3. Heterokedasticity Test
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Based on Figure 3, the results of the
heteroscedasticity test indicate that the data points
are scattered randomly without forming a clear
pattern. Therefore, it can be concluded that there is
no  heteroscedasticity. = The  absence  of
heteroscedasticity is due to the lack of variability in
the error terms for all observations of each
independent variable in the regression model.

f.  Hypothesis Test (t Test)
Table 5. Hypothesis Test (t Test)

Model t Sig.
(Constant) 0,651 0,517
Viral Marketing 4,297 0,000
Brand Image 2,237 0,028
Electronic Word Of 6,662 0,000
Mouth

Dependent Variable: Purchase Decisions

Based on Table 5 above, it can be
observed that the variable viral marketing (X1) has
a calculated t-value of 4.297 > the table t-value of
1.985, and the significance value is 0.000 < 0.05.
The variable brand image (X2) has a calculated t-
value of 2.237 > the table t-value of 1.985, and the
significance value is 0.028 < 0.05. Additionally, the
variable electronic word of mouth (X3) has a
calculated t-value of 6.662 > the table t-value of
1.985, and the significance value is 0.000 < 0.05.
Therefore, it can be concluded that all variables,
when considered individually (partially), have a
significant influence on the dependent variable
purchase decision (Y).
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g. F Test
Table. 6. F Test
df Mean Square F Sig.
3 313221 234,740 | 0,000
96 1,334
99

Dependent Variable: Purchase Decisions

Based on Table 6 above, it can be
observed that the significance value for the
influence of the variables viral marketing (X1),
brand image (X2), and electronic word of mouth
(X3) on the dependent variable purchase decision
(Y) is F-value of 234.740 > the table F-value of
2.689, and the significance value is 0.000 < 0.05.
Therefore, it can be concluded that the independent
variables (X) collectively (simultaneously) have a
significant influence on the dependent variable ().

h. Coefficient of Determination Test
Table 7. Coefficient of Determination Test
R R Square | Adjusted R
Square
0,938 0,880 0,876

Based on Table 7 above, it can be
observed that the Adjusted R-Square value is 0.876
or 87.6%. The remaining 12.4% is influenced or
explained by other variables not included in this
research model. The Adjusted R-Square value of
0.876 is greater than (>) 0.5, indicating that the
research data has a good fit.

4.2 Discussion
a. The Influence of Viral Marketing on
Purchasing Decisions

Based on the research results, it can be
seen that the significance value for the influence of
the variable viral marketing (X1) on the purchase
decision (Y) is 0.000 < 0.05, and the calculated t-
value is 4.297 > the table t-value of 1.985.
Therefore, it can be concluded that there is a partial
influence of the viral marketing variable (X1) on
the purchase decision (Y). The influence of viral
marketing on consumer purchase decisions can be
highly significant, especially when effectively
utilized by a brand or company. In the context of
Mixue Ice Cream and Tea that is currently being
discussed, if viral marketing is applied effectively,
it can influence consumer purchasing decisions in
various ways, such as brand awareness, brand
reputation, visual appeal, and social influence. It is
important for Mixue Ice Cream and Tea to design a

viral marketing strategy that aligns with their target
market, create engaging and relevant content, and
ensure effective dissemination through appropriate
channels. This finding is consistent with the
research conducted by Hidayati (2018), Nggilu et
al. (2019), Tapparan and Allo (2022), Pratama et
al. (2022), and Mandira and Arnata (2023), which
all demonstrate that viral marketing has an impact
on purchase decisions.

b. The Influence of Brand Image on
Purchasing Decisions

Based on the research results, it can be
seen that the significance value for the influence of
the variable brand image (X2) on the purchase
decision (Y) is 0.028 < 0.05, and the calculated t-
value is 2.237 > the table t-value of 1.985.
Therefore, it can be concluded that there is a partial
influence of the brand image variable (X2) on the
purchase decision (Y). Brand image has a
significant influence on consumer purchase
decisions at Mixue Ice Cream and Tea. Brand
image reflects the perception and image formed by
consumers towards the brand. There are several
influences of brand image on consumer purchase
decisions at Mixue Ice Cream and Tea, including
consumer trust, product quality, reputation,
identity, and consumer experience. It is important
to note that brand image is not the only factor
influencing consumer purchase decisions. Other
factors such as price, product quality, promotion,
and consumer personal factors can also play a role.
However, brand image remains an essential factor
in influencing consumer purchase decisions at
Mixue lIce Cream and Tea. This finding is
consistent with the research conducted by Noviana
(2022), Luthfi et al. (2022), Pratama et al. (2022),
Setianingsih (2022), Lili et al. (2022), and Mandira
and Arnata (2023), which all demonstrate that
brand image has an impact on purchase decisions.

c. The Influence of Electronic Word Of Mouth
on Purchasing Decisions

Based on the research results, it can be
seen that the significance value for the influence of
the variable electronic word of mouth (X3) on the
purchase decision (Y) is 0.000 < 0.05, and the
calculated t-value is 6.662 > the table t-value of
1.985. Therefore, it can be concluded that there is a
partial influence of the electronic word of mouth
variable (X3) on the purchase decision (Y).
Electronic Word of Mouth (EWOM) has a
significant influence on consumer purchase
decisions at Mixue Ice Cream and Tea. There are
several main influences of EWOM on consumer

| Impact Factor value 7.52 |

ISO 9001: 2008 Certified Journal

Page 313



¢

International Journal of Humanities Social Science and Management (IJHSSM)
Volume 3, Issue 4, Jul.-Aug., 2023, pp: 308-315

www.ijhssm.org

purchase decisions at Mixue Ice Cream and Tea,
including reputation and trust, product and service
information, social effects and peer influence,
product comparison and choice, as well as visual
impact. It is important for Mixue Ice Cream and
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