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 In recent days, there has been an increasing interest towards 

achieving sustainable global tourism objectives specifically to 
Saudi Arabia. The benefits can be maximized if the government 
is successful in attracting current pilgrims and influence their 
future intention to visit the country as tourists through the 
service provider in Muslim countries. Hence, the purpose of this 
paper is to measure pilgrims’ and small-pilgrimage’s purchase 

intentions by the effect of electronic word of mouth, price, and 
brand image through mediating model on service providers in 
Indonesia. By the technique of purposive with two criteria, we 
received as many as 80 online questionnaires returned, and it 
then conducted data analysis by assisting Smart PLS latest 
version. Results stated that price didn’t affect any outcomes, 
while E-WOM effects are in line with expectation. 
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1. INTRODUCTION 

 

Saudi Arabia is known for hosting the two most important Islamic religious 

gatherings (i.e. small-pilgrim and pilgrims’). In the past decade, the number of small-

pilgrims’ visitors to Saudi Arabia has tripled and reaching 8 million people (Alhothali et 

al., 2022). While pilgrimage is a yearly 10-day event that attracts while small-pilgrimage 
can be performed year-round to visit the Holy Mosque in Mecca to perform the Islamic 

ritual (Anismar et al., 2018). Managing such religious gatherings is a topic of crucial 

importance to the government of Indonesia as visitors provider. As long as pandemic 

crises, almost all the pilgrimage and small-pilgrimage service provider in Indonesia nearly 

collapsed due to social restriction that was enforced by Saudi Arabia Government as long 

as two years.  
The enactment of these regulations certainly gives a sharp blow to businesses 

operating in the sector that serves pilgrimage and small-pilgrimage from Indonesia as 

sender of the most, where as long as social restriction, recorded BONITA sales is non-

existent or 0% until early 2022 (Novis, 2022). Various efforts have been made by the 

national and regional governments to save this sector, such as freezing the payment of 
banking credit, support funding, and so on. The departure of pilgrim and small-pilgrim is 
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different with other overseas departures, because the government can control how many 

quotas will be dispatched (Kementerian Agama RI, 2020), and the performance is closely 

related to the trust (Games et al., 2022).  

At the end of 2020, the Ministry of Religion has actually released that Saudi Arabia 

Government has allowed pilgrims from Indonesia to return with several terms and 
conditions (Handriana et al., 2020), and this information certainly provides golden 

opportunity to rise back from adversity due to COVID 19 crises. However, the cost of 

organizing small-pilgrimage and pilgrimage worship following the reference fee set by the 

Ministry of Religion Republic Indonesia may be a little bit irrational in the economic 

difficult situation (Ministry of Religion RI, 2020). The costs as intended are added to the 
cost of health checks in accordance with COVID 19 protocol, quarantine fees, and 

additional service fees (Ministry of Religion RI, 2020), in which the cost certainly affects 

the price offered and possibly higher than the previous price. 

At present, BONITA is very focused on increasing sales and staying ahead, as well as 

making efforts to foster consumer purchase intention to entrust their pilgrimage and 

small-pilgrimage services again, then bring their colleagues and family. Study of Nuseir 
(2019) found that consumer purchase intention was significantly influenced by word of 

mouth electronic communication. The role of social media and internet in general has 

given impact on ease of access by a person to disseminate the experiences and 

information obtained (Guha et al., 2021). Word of mouth communication was also found 

assisted companies to improve their brand image, and it is close toward consumer 
confidence with information related to brands and the experiences of people they trust 

(Guha et al., 2021). 

According to Juliana et al (2020), Companies that have a positive image will tend to 

be interested and trusted by consumers. The study of Arif (2019) found that brand image 

has a strong correlation with purchase intention. While Han Ji-Soo (2017) stated brand 

image will drives electronic word of mouth communication, means that the person who 
satisfied with any service tend toward sharing through electronic media as self-

representation to recognize an expectation service quality. There are several studies put 

brand image as mediating variable in the relationship between electronic word of mouth 

and consumer purchase intention, and most of them found that partial contribution to 

enhance (Hien et al., 2020; Kazmi & Mehmood, 2016; Yulianto et al., 2021; Yunus et al., 
2016).  

On the other hand, price stated as determinant of a consumer's final decision to buy 

a product/service (Pratama et al., 2021), and it also as reference of entrepreneurs to do 

innovative performance (Faisal et al., 2021). The intention of consumer can be reduced 

and even lost due to high and unaffordable prices offered (Zheng et al., 2021). Someone 

with low income will really consider the price in the buying process, while those with an 
upper middle income will be more concerned with the quality, and no worries to much 

about the price offered (Cravens & Piercy, 2009). In the research of Razy and Lajevardi 

(2015), price found has a strong correlation with consumer purchase intention, meaning 

that affordable and price match driven consumer to make decision to buy. Meanwhile, 

some expert also has tested price impact on consumer purchase intention and brand 
image, most of them found that price strongly correlated to both brand image and 

consumer purchase intention amid and post-pandemic crises (Bhutto et al., 2022; 

Khaleeli et al., 2021; Kim & Hong, 2009). 

2. RESEARCH METHOD 

The current study employed a quantitative approach and the data were collected period 

of may 2022 to july 2022 by administering a questionnaire among consumer candidate at 
the object of the research, in which we identified target of participants through purposive 

sampling technique with two criteria includes: First, they must be Muslim person. 

Second, they should has a family or colleague that ever conducted pilgrimage or small-
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pilgrimage by the service of our object. In the distribution of questionnairess, we uses two 

method including online and paper by reffering to Faisal et al (2021) and Yuliani et al 

(2021). As many as 80 questionnairess returned to the authors, with the detail of 20 

questionnairess by online and 60 of them by paper. In the techniques of analysis, we use 

smart PLS sofware latest version to assist structural equation model and one-tail test at 
boostraping analysis (t=1,647) (Hair et al., 2014), while IBM SPSS latest version used to 

descriptive analysis. Regarding to mediating contribution, variance accounted for formula 

by Dunn et al (2003) have chosen as calculation references. 

3. RESULTS AND DISCUSSIONS 

Necessary to know that participants are the consumer candidate which never go to 
pilgrims and small-pilgrimage with BONITA, in which 73,75% of them are woman and 

26,25% are man, with ages ranging 21 to 30 years as many as 47,50%, ages ranging 31 

to 40 years as many as 31,25%, and ages more than 40 years as many as 16,25%, while 

other ages less than 20 are 5%. Recorded, as many as 56,25% participant recognize not 

yet married, 40% stated married, 2,5% widow, and 1.25% as widower. Most of them well-

educated at bachelor’s degree (56,25%), 33,75% are SHS/VHS, 12,50% are diploma III, 
8,75% completed master, and only 1,25% has a doctoral. The majority of participant 

stated they have no dependent (72,50%), as many as 21,25% of them have 1 to 3, and 

6,25% stated they have more than 4 dependents. Regarding to how long they knew the 

company, as many as 68,75% stated as long as 1 to 5 years, 25% stated less than a year, 

and 6,25% stated already knew more than 5 years.  
In terms of descriptive analysis, purchase intention has a mean average value of 

4.07, which the highest stated “If I want to go to pilgrimage or small-pilgrimage, I only 

want to go with BONITA” (mean= 4,11). In the variable of electronic word of mouth (E-

WOM), the mean average value of 4.01 by the highest statement posited “I was collected a 

lot of information related BONITA service from family and colleagues before I decide to 

choose” (mean=4,09). Price has a mean average value of 3.89, with the highest response 
at the statement of “I think the service prices that offered by BONITA has competitive” 

(mean=3,94). And brand image recorded has a mean average value of 3.95, by the 

statement of “BONITA offers reliable service” is the highest response (mean=3,99). 

 

 
 

 

 

 

 

 
 

 

 

 

 
 

 

 

 

 

 
 

 

Figure 1. Model Outcome 
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The content validity of the questionnaire was assured by broadly reviewing related 

empirical and theoretical studies related to the research constructs. Construct validity 

was assessed using algorithm analysis with structural equation model (Hair et al., 2012). 

The objective was to ensure that all items related to one construct loaded onto one factor 
with factor loadings greater than 0.70 and Average Variance Extracted value greater than 

0.50 (Heale & Twycross, 2015). 

 

Table 1. Validity and Reliability 

  
Brand 

Image 

E-

WOM 
Price 

Purchase 

Intention 

Composite 

Reliability 
AVE 

Brand Image 0,801 
   

0,843 0,641 
E-WOM 0,720 0,780 

  
0,903 0,608 

Price 0,202 0,243 0,794 
 

0,872 0,630 

Purchase 
Intention 

0,763 0,797 0,220 0,864 0,898 0,746 

 

Validity tests were announced for the overall constructs and the results showed 

factor loadings has in line (Figure 1), and also Average Variance Extracted ≥ 0.50 for the 

four overall constructs (Table 1). Figure 1 also showed the R2 value of 0.673, it indicates 

that predictor variables can together explains 67.3 % of the variation in purchase 
intention. The reliability of the study constructs was tested using composite reliability. All 

the constructs showed a reliability of α ≥ 0.70 implying a good reliability and internal 

consistency (Heale & Twycross, 2015). Reliability tests were also performed for the overall 

constructs and the results also showed a reliability of α ≥ 0.70 for the four overall 

constructs (Table 1). Table 1 also shows the discriminant validity based on Fornell and 

Larcker Criterion. The proposed cut-off value is 0.70 in the goal construct to show that 
the respondents can differentiate each variable when identifying the variable based on 

the survey (Hair et al., 2010). The result shows that discriminant validity is established. 

 

Table 2. Path-Analysis 

  
Original 

Sample (O) 
T 

Statistics 
P Values 

E-WOM -> Purchase Intention 0,517 4,845 0,000 

Price -> Purchase Intention 0,027 0,277 0,391 
E-WOM -> Brand Image 0,820 18,248 0,000 
Price -> Brand Image 0,003 0,040 0,484 

Brand Image -> Purchase Intention 0,334 3,162 0,001 
E-WOM -> Brand Image -> Purchase 
Intention 

0,274 3,073 0,001 

Price -> Brand Image -> Purchase 

Intention 
0,001 0,036 0,486 

 

The results of hipotheses stated that four are in lines, and three of them stated 

rejected. The cut-point recommended value of 1,64 one-tail test and p-value of ≤ 0,05 to 
announce significant relationship, while lowest than those value announced rejected. In 

regard to Variance Accounted For, brand image has a significant contribution by 34,63% 

to the relationship between E-WOM and purchase intention, while didn’t contribute to 

the relation of price and purchase intention. 

Direct marketing by word of mouth that is accommodated by electronic media has a 

major impact on the level of consumer interest in choosing BONITA, this result is based 
on the evaluation of potential consumers before deciding to use BONITA services, which 

is relatively high, where they will collect more information from family and colleagues 

related experiences when traveling with BONITA. Likewise, we argue that the departure of 

pilgrimage and small-pilgrimage might not often carried out by consumers/congregants 

like they go on vacation to tourist attractions in the local area, therefore potential 
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consumers will certainly depend on the experience of family or colleagues who have 

visited the holy land of Mecca. 

This findings are in lines with Guha et al (2021), Chetna and Amresh (2018) which 

stated that consumer intention to buy the same service strongly affected by electronic-

word of mouth. Farzin and Fattahi (2018) also argue that most of consumer candidate 
being trust and belief to decide future consumption when the information came from 

their family or colleagues. In company side, positive E-WOM will be enhancing popularity 

and consumer trust, so that the company would efficiency on marketing cost 

(Rajaobelina et al., 2021). The researches of Farzin and Fattahi (2018), and Elseidi and 

El-Baz (2016) also supports our findings which stated E-WOM has a positive and 
significant effect on brand image. 

During the COVID 19 recovery period, price has played an important role and is one 

of the factors that consumers consider when making a purchase, but the high and low 

prices offered by BONITA regarding pilgrims and small-pilgrims services, do not 

necessarily discourage potential consumers from choosing to use their services. As it 

stands for, pilgrims and small-pilgrims are often carried out on the basis of personal 
intention to visit the holy land of Mecca to worship and fulfill the 5th pillar of Islam, so 

the price found has no effect, which is very reasonable in line with the quality of 

BONITA's services that can be trusted and the services categorized excellence. Our 

finding related price effects are in lines with Khaleeli et al (2021) which states that there 

is no effect of price on consumer interest in choosing, this is due to personal orientation. 
Meanwhile, the majority of potential consumers stated that the price offered by 

BONITA was quite competitive, affordable and suitable between benefits and price paid. 

The price was also found has no effect on brand image of BONITA, this proves that the 

BONITA brand image classified popular, trusted and reliable. Agmeka et al (2019) which 

confirms that a popular and positive brand image will certainly set a price that is in 

accordance with the benefits of the service because most of them are very concerned 
about their business identity. Study of Cheah et al (2020) also emphasized that services 

from companies or brands that already have a positive image and categorized popular will 

be more careful to setting them prices. 

Regarding BONITA brand image today, the image of BONITA tour has a big impact on 

consumer interest in choosing, several things as reasons, such as the majority of 
respondents stating that BONITA tour offers decent services with excellent quality. On 

the other hand, the majority of respondents who are young people are very sensitive to 

the company's image, because the brand image determines how much the company is 

known and trusted by consumers. This brand image is based on service quality or price 

suitability and the benefits of services that have been enjoyed by previous consumers. 

Some research also found similar result, and most of them stated positive and popular 
brand image has a significant impact on consumer preference to use the service 

(Benhardy et al., 2020; Mulyono & Pasaribu, 2021; Yulianto et al., 2021). 

Brand image is an important component in encouraging consumer interest, because 

it is considered a representation of the performance of a brand in giving the impression 

and signal that a company is reliable, free from fraud, and trustworthy. The findings of 
this study confirm that brand image indirectly also strengthens the impact of E-WOM on 

the interest of potential consumers to choose BONITA. However, it does not contribute to 

the price effect. The result of this indirect influence confirms that the positive image and 

popularity of BONITA which is spread on social media, has helped convince potential 

consumers of the E-WOM they received from their family and colleagues. Furthermore, 

the positive image of BONITA also makes potential consumers less worried about the 
price issue, because potential consumers may assume that BONITA will always satisfy its 

congregation. 

Our findings are in lines with Elseidi and El-Baz (2016), Kazmi and Mehmood (2016), 

and Yunus et al (2016), which stated brand image has a significant contribution to 
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enhance the intention of consumer candidates to buy/choice. Brand image encourages 

one's wisdom in conveying and proving their consumptive experience to others through 

digital-based applications (Arif, 2019). The role of brand image as mediation to enhance 

purchase intention was found to be partially contributed by several experts (Hafez, 2021; 

Hien et al., 2020), but its relation to price has not been widely tested or even very difficult 
to find. This study is one of the latest tests related to the contribution of brand image in 

mediating prices, but unfortunately we did not find any significant results even in the 

midst of the recovery period due to COVID 19 which has proven to be weakening the 

world economy (Games et al., 2022) 

4. CONCLUSION 

 

COVID 19 has given tremendeous effects to almost all sector of business, it is not only 

small medium enterprise (Games et al., 2022), banking, and industrial (Hidayat et al., 

2021), but also travel agent or service providers that serve pilgrimage and small-

pilgrimage to Saudi Arabia. Re-increasing the intention of potential consumers to choose 

BONITA services requires various strategies, such as evaluating brand image, adjusting 
prices, and seeing the role of E-WOM on previous services. This study confirms that it is 

not the price which highly considered by potential consumers when they choose 

BONITA's to go for pilgrimage or small-pilgrimage. This study concludes that BONITA 

services in the past have made potential consumer be confidence with the information 

that they’ve got from their colleagues or families, and it in line with the consumer 
behavior to not really consider about price offered, even in the midst of economic 

difficulties. Meanwhile, the limited opportunities to go for pilgirmage and small-

pilgrimage in unpredictable situation also strengthen why potential consumers ignoring 

the price offered to choose BONITA todays’. 

REFERENCES 

Agmeka, F., Wathoni, R. N., & Santoso, A. S. (2019). The influence of discount framing towards 
brand reputation and brand image on purchase intention and actual behaviour in e-
commerce. Procedia Computer Science, 161, 851–858. 
https://doi.org/10.1016/j.procs.2019.11.192 

Alhothali, G. T., Mavondo, F., & Elgammal, I. (2022). Sustainability of religious travel and tourism: 
a profile deviation perspective. Journal of Islamic Marketing. https://doi.org/10.1108/JIMA-
09-2021-0312 

Anismar, Satria, D., & Ali, M. (2018). Religious tourism: Concept of community-based tourism in 
aceh singkil, indonesia. Emerald Reach Proceedings Series, 1, 283–288. 
https://doi.org/10.1108/978-1-78756-793-1-00086 

Arif, M. E. (2019). The Influence of Electronic Word of Mouth (E-WOM), Brand Image, and Price on 
Purchase Intention of Airline Customers. Journal of Applied Management, 2011(30), 345–356. 

Benhardy, K. A., Putranto, A., & Ronadi, M. (2020). Brand image and price perceptions impact on 
purchase intentions: mediating brand trust. Management Science Letters, 10, 3425–3432. 
https://doi.org/10.5267/j.msl.2020.5.035 

Bhutto, M. H., Tariq, B., Azhar, S., Ahmed, K., Khuwaja, F. M., & Han, H. (2022). Predicting 
consumer purchase intention toward hybrid vehicles: testing the moderating role of price 

sensitivity. European Business Review, 34(1), 62–84. https://doi.org/10.1108/EBR-10-2019-
0274 

Cheah, J. H., Waller, D., Thaichon, P., Ting, H., & Lim, X. J. (2020). Price image and the 

sugrophobia effect on luxury retail purchase intention. Journal of Retailing and Consumer 
Services, 57(April), 102188. https://doi.org/10.1016/j.jretconser.2020.102188 

Cravens, D. W., & Piercy, N. F. (2009). Strategic Marketing. McGraw-Hill/Irwin. 
Dunn, W. R., Lyman, S., & Marx, R. (2003). Research methodology. Arthroscopy - Journal of 

Arthroscopic and Related Surgery, 19(8), 870–873. https://doi.org/10.1016/S0749-
8063(03)00705-9 



Mantik ISSN 2685-4236 (Online)  

 

Habil Fuady , An effort to enhancing consumer purchase intention post-COVID 19 in the pilgrimage 

and small-pilgrimage service provider of BONITA 

3039 

Elseidi, R. I., & El-Baz, D. (2016). Electronic word of mouth effects on consumers’ brand attitudes, 
brand image. International Conference on Restructuring of the Global Economy (ROGE), 
University of Oxford, UK, 7(5), 268–276. 

Faisal, A. S., Ma’ruf, M., Lita, R. P., & Hidayat, T. (2021). Mengukur Kinerja Pasar Melalui Elemen 
Inovasi pada UKM Sektor Makanan dan Minuman di Kota Padang. Jurnal Manajemen Dan 
Kewirausahaan, 9(2), 130–151. https://doi.org/10.26905/jmdk.v9i2.6078 

Farzin, M., & Fattahi, M. (2018). eWOM through social networking sites and impact on purchase 

intention and brand image in Iran. Journal of Advances in Management Research, 15(2), 161–
183. https://doi.org/10.1108/JAMR-05-2017-0062 

Games, D., Hidayat, T., Fhardilha, J., Fernando, Y., & Sari, D. K. (2022). The Impact of Trust, 
Knowledge Sharing, and Affective Commitment on SME Innovation Performance. Journal of 
Governance and Integrity, 5(2), 267–274. https://doi.org/10.15282/jgi.5.2.2022.7184 

Guha, S., Mandal, A., & Kujur, F. (2021). The social media marketing strategies and its 

implementation in promoting handicrafts products: a study with special reference to Eastern 
India. Journal of Research in Marketing and Entrepreneurship, 23(2), 339–364. 
https://doi.org/10.1108/JRME-07-2020-0097 

Hair, Joe F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least squares 
structural equation modeling (PLS-SEM): An emerging tool in business research. European 
Business Review, 26(2), 106–121. https://doi.org/10.1108/EBR-10-2013-0128 

Hair, Joe F., Sarstedt, M., Ringle, C. M., & Mena, J. A. (2012). An assessment of the use of partial 
least squares structural equation modeling in marketing research. Journal of the Academy of 
Marketing Science, 40(3), 414–433. https://doi.org/10.1007/s11747-011-0261-6 

Hair, Joseph F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate Data Analysis 
(Seventh). Pearson Prentice Hall. 

Han Ji-Soo. (2017). Effects of Brand Image on Purchase Intention and Brand Loyalty: Focused on 
Mediating Role of the Brand Trust. Culinary Science & Hospitality Research, 23(2), 135–145. 
https://doi.org/10.20878/cshr.2017.23.2.014 

Handriana, T., Yulianti, P., & Kurniawati, M. (2020). Exploration of pilgrimage tourism in 
Indonesia. Journal of Islamic Marketing, 11(3), 783–795. https://doi.org/10.1108/JIMA-10-
2018-0188 

Heale, R., & Twycross, A. (2015). Validity and reliability in quantitative studies. Evidence-Based 
Nursing, 18(3), 66–67. https://doi.org/10.1136/eb-2015-102129 

Hidayat, T., Fahmy, R., Sari, D. K., Mergeresa, F., & Fernando, Y. (2021). COVID 19 Outbreak 
Effect on Leadership, Job Satisfaction, And Turnover Intention: A Mediating Model of 

Indonesian Banking Sector. International Journal of Industrial Management, 10(1), 113–128. 
https://doi.org/10.1.2021.6011 

Hien, N. N., Phuong, N. N., van Tran, T., & Thang, L. D. (2020). The effect of country-of-origin 
image on purchase intention: The mediating role of brand image and brand evaluation. 
Management Science Letters, 10(6), 1205–1212. https://doi.org/10.5267/j.msl.2019.11.038 

Juliana, J., Arifin, D., Rudy, P., & Edison, H. (2020). Brand Image , Perceived Quality , Ease of Use 
, Trust , Price , Service Quality on Customer Satisfaction and Purchase Intention of Blibli 
Website With Digital Technology As Dummy Variable in the Use. Journal of Critical Reviews, 
7(11), 3987–4000. 

Kazmi, A., & Mehmood, Q. S. (2016). The effect of electronic word of mouth communication and 
brand image on purchase intention: A case of consumer electronics in Haripur, Pakistan. 
Management Science Letters, 6, 409–508. https://doi.org/10.5267/j.msl.2016.5.003 

Kementerian Agama RI. (2020). Keputusan Menteri Agama Nomor 719 tahun 2020 Tentang 
Pedoman Penyelengaraan Perjalanan Ibdah Umrah Pasa Masa Pandemi COVID-19 (p. 9). 

Khaleeli, M., Oswal, N., & Sleem, H. (2021). The moderating effect of price consciousness on the 

relationship between green products purchase intention and customers’ purchase behavior: 
Does environmental knowledge matters? ,. Management Science Letters, 11, 1651–1658. 
https://doi.org/10.5267/j.msl.2020.12.007 

Kim, G. Y., & Hong, J. H. (2009). Relationships between Consumers’ Perceived Risk, Quality, and 
Value and Purchase Intention : Focused on the Moderating Role of Price Levels. The Korean 
Journal of Culinary Research, 15(4), 299–312. 

Mulyono, R. A., & Pasaribu, L. H. (2021). The Impact of Mobile Service Quality and Brand Image on 
Customer Loyalty. Enrichment: Journal of Management, 12(1), 1–7. 
https://enrichment.iocspublisher.org/index.php/enrichment/article/view/141 

Novis, J. Van. (2022). The Company Profile of BONITA Anugrah Pratama. 



    ISSN 2685-4236 (Online) 

 

 

Jurnal Mantik, Vol.6, No. 3, November 2022: pp 3033-3040 

3040 

Nuseir, M. T. (2019). The impact of electronic word of mouth (e-WOM) on the online purchase 
intention of consumers in the Islamic countries – a case of (UAE). Journal of Islamic 
Marketing, 10(3), 759–767. https://doi.org/10.1108/JIMA-03-2018-0059 

Pratama, Z. P., Sari, D. K., Games, D., & Hidayat, T. (2021). Covid 19 Pandemic : Enhancing 
Customer Loyalty To Traditional Market Existence. Enrichment: Journal of Management, 
12(1), 152–157. 

Rajaobelina, L., Prom Tep, S., Arcand, M., & Ricard, L. (2021). The relationship of brand 

attachment and mobile banking service quality with positive word-of-mouth. Journal of 
Product and Brand Management, 30(8), 1162–1175. https://doi.org/10.1108/JPBM-02-2020-
2747 

Razy, F. F., & Lajevardi, M. (2015). Investigating Relationship between Brand Image , Price 
Discount and Purchase Intention. Journal of Marketing and Consumer Research, 17(2000), 
49–56. 

Yuliani, F., Syahrul, L., Lukito, H., & Hidayat, T. (2021). Affective Commitment in Questions ; Does 
LMX , POS , and Job Satisfaction being Answer ? Enrichment: Journal of Management, 12(1), 
120–125. 

Yulianto, H., Sutomo, Y., Palupiningtyas, D., & Nugraheni, K. S. (2021). Investigating the role of 
interactive social media and halal brand equity on purchase decision-making: direct and 
indirect effects. Measuring Business Excellence, September. https://doi.org/10.1108/MBE-
02-2021-0025 

Yunus, N. H., Md Ariff, M. S., Mohd Som, N., Zakuan, N., & Sulaiman, Z. (2016). The mediating 
effect of brand image between electronic word of mouth and purchase intention in social 
media. Advanced Science Letters, 22(10), 3176–3180. https://doi.org/10.1166/asl.2016.7999 

Zheng, G. W., Akter, N., Siddik, A. B., & Masukujjaman, M. (2021). Organic foods purchase 
behavior among generation y of bangladesh: The moderation effect of trust and price 
consciousness. Foods, 10(10). https://doi.org/10.3390/foods10102278 

 


