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ABSTRACT

Promoting with a promotional strategy through the web, particularly with social media, will increase
sales wide and doesn't need high-ticket promoting prices. Customers also will find it easier to search
out data concerning the merchandise they need to shop for. With this social media, an efficient
promoting communication strategy are going to be fashioned, specifically the Word Of Mouth
(WOM). WOM marketing includes a lot of competitive advantage in conveyance of title business
data. This is often as a result of WOM marketing is of course supported social environmental opinions
that are felt to be a lot of honest and there's no specific motive in conveyance of title data to
alternative customers. Information analysis during this study used path analysis. Path analysis is
employed to research the information obtained, as a result of from the model ready there's a
relationship between variety of variables which will be calculable at the same time. The variable
quantity in one existing relationship can become the variable quantity within the next relationship.
Intervening variables are variables that have an effect on the link between the variable quantity and
therefore the dependent variable. Sobel's results show the effect of social media marketing mediated
by WOM marketing on purchasing decisions for Minigold as an investment option for people in
Indonesia, during this case the number of indirect influence is 0.091 that is that the results of
multiplying the constant of 0.396 x 0.299 = 0.091 with a significance price of 0.02 and therefore the
price is smaller than 0.05. The results of the hypothesis state that social media marketing mediate by
WOM marketing has an impression on buying selections for Minigold as associate investment choice
for individuals in Indonesia.

Keywords: Social media marketing, WOM marketing, Investment decisions.

INTRODUCTION

Consciously or not, what's sure is that our folks have protected the worth of their property as a
variety of anticipation for future wants. They need taken an easy hedge. Gold as associate quality to
guard the worth of wealth isn't solely done by our folks, presently gold remains a part of the quality
portfolio of worldwide fund managers (hedge funds). Gold commodities are thought-about as assets
that are free from inflation risk, therefore if there's a sign of a rise within the rate of inflation or
economic conditions don't show growth, world fund managers can divert their portfolios by shopping
for gold as they're. Make out now once the world economy is sluggish because of Covid-19. As a way
of typical gold hedging, they conjointly usually apply it to many alternative assets they own. The
selection depends on the character of the fund owner, as a result of every selection can amendment the
danger at hand. It's like land, that is additionally experiencing associate adjustment to inflation for
merchandise (inflation). However, this quality carries a special risk than gold. Gold is clearly easier to
sell, land isn't. In another sense, gold is a lot of liquid than land (minigold.id, 2020).
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Graph 1. World crude gold price
Source: minigold.id, 2019.

The rise in land costs was comparatively slower than gold. The rise in costs and sales
conjointly depends on the placement and abstraction policies established by the government. This in
fact may be a completely different risk from gold. Gold is a lot of risky in terms of security as a result
of it's easier to lose because it is taken and this is often a risk for gold storage. Completely different
perceptions of risk also will build different selections in investment decisions. However, gold hedging
is barely an endeavor to reduce losses because of the danger of value changes or inflation. Meanwhile,
alternative risks should still exist if the owner of the fund buys gold. There's a clear stage that the
owner of funds are going to be free of the danger of impairment because of general value will increase
due to inflation. Maybe the sentence that each massive scale associated novice investors invariably
hold is safe and there'll ne'er be an inflation drawback. Then many of us say that there's no investment
instrument which will defend the worth of investment nonetheless gold. There's no risk of
counterparties once holding gold, mercantilism tangible assets freelance of others. The tangible assets
during this hand can become even a lot of necessary once the monetary crisis hits. Those that are
looking a significant monetary crisis within their country can acumen necessary tangible quality is in
the variety of gold. Consistency within the buying power of this gold value has fallen to United States
of America $ five hundred ftrtmaz in the last 2 years, in fact the costs of alternative commodities also
will decline. Statistics show a correlation between the value of gold and therefore the price of human
commodities. If the value of gold goes down, we are going to not expertise a decrease in welfare, as a
result of we ar§ible to still get the specified quantity of gold. Not hooked in to the government in
comparison to banknotes whose price depends on the choices of the government and bureancrats of
every country, the worth of gold doesn't rely on them in the least. By IfF&ling gold, there's no have to
be compelled to worry concerning government selections relating to interest rates and therefore the
like. Assets outside of banking with gold have the chance (o possess assets thatfE® fully outside the
influence of the industry. The planet of banking round the world, while not exception developed
countries is usually haunted by crises from time to time. With gold you may be free from the vortex of
a banking crisis which will arise anytime and anyplace.

Promoting with a promotional strategy through the web, particularly with social media, will
increase sales wide and doesn't need high-ticket promoting prices. Customers also will find it easier to
search out data concerning the merchandise they need to shop for. Reviewing the amount of social
media access in Indonesia through cell phones. It's plain that social media are presently usually wont
to market merchandise, together with Facebook and Instagram. With this social media, an efficient
promoting communication strategy are going to be fashioned, specifically the Word Of Mouth
(WOM). WOM is an efficient and least expensive style of promotion. Happy customers can tell others
concerning smart experiences about the merchandise (Kotler and Armstrong, 2014). WOM marketing
includes a lot of competitive advantage in conveyance of title business data. This is often as a result of
WOM marketing is of course supported social environmental opinions that are felt to be a lot of
honest and there's no specific motive in conveyance of title data to alternative customers. Improved
technology not limits WOM marketing to face-to-face language things, however will be over the
phone or social media. The success of Minigold's marketing strategy using social media cannot be
separated from consumer investment behavior. The amount of Facebook and Instagram accounts of
too several gold sellers makes it troublesome to create a option to get gold as a way of investment. As
a results of too several accounts being created, fewer customers place confidence in company-




generated advertising and switch to word of mouth as a result of it's a lot of reliable and trustworthy.
Seeing what's happening, the investigator can conduct a study entitled Increasing Minigold Purchase
selections as associate Investment choice for Indonesians as a Promotion result through Social Media
and WOM marketing.

LITERATURE REVIEW
Promotion

Service promotion needs a lot of stress on up the standard of services that are dole out
(Tjiptono, 2014). Promotion isn't simply introducing a product or benefits in its product, however
promotional activities are geared toward human activity with customers, in order that firms will
introduce, persuade, influence, or encourage customers to shop for merchandise or services that the
corporate has offered to consumers (Permana, 2017). This is often terribly helpful for building a
whole image during a company relating to shopper perceptions of a product (Dane et.al., 2013). The
promotion combine consists of many strategies for human activity service advantages to potential and
actual customers (Tjiptono, 2014). A number of the promotion strategies contains advertising,
promotion, sales, marketing, personal commercialism and promotional material. Promotion is one
variety of effort created by firms in interacting with customers or human activity with potential
customers (Rusmini, 2013). Advertising are going to be effective if it's done unendingly in order that
the publicised product is well recognized by many of us. Advertisements will be delivered by many
media, together with newspapers, radio, brochures, e-mails, social media, websites and tv (Bayunitri,
2013).

Consumer behavior

Consumer behavior is a private activity that's directly concerned in getting and victimisation
merchandise and services together with the decision-making method within the preparation and
determinants of those activities (Swastha et.al.. 2000). Consumer behavior is that the study of unit
buying and exchange processes involving the acquisition, shopper and disposal of products, services,
experiences and concepts (Mowen, 2002). Consumer behavior is that the behavior shown by
customers in searching for, buying, using, evaluating and disbursement merchandise and services that
are expected to fulfill their wants (Schiffman et.al., 2000). The America promoting Association
defines consumer behavior as a dynamic interaction between effects and psychological feature,
behavior and therefore the atmosphere during which humans exchange activities in life (Sumarwan,
2004). Therefore consumer behavior is associate action taken by customers directly in getting, intense
and disbursement merchandise and services together with the decision-making method that precedes
and follows actions (Adnan, 2018). Buying selections created by customers will certainly not be made
alone, each call taken will certainly undergo many stages, together with entry, analysis of user wants,
relating to the advantages to be obtained and varied alternative stages (Adnan, 2018). The a lot of
complicated the choices that has to be taken, sometimes the a lot of concerns to shop for. The kinds of
shopper shopping for behavior are supported the extent of involvement and therefore the degree of
distinction, specifically complicated shopping for behavior, buying behavior that reduces dissonance,
usual shopping for behavior, and buying behavior that seeks diversity.

Buying Decision
The idea of commercialism is an endeavor that expects a rise in shopper purchase price for
the corporate (Kotler et.al., 2016). Buying decision are how for customers to determine what to shop
for in keeping with the worth of their wants (Alfred, 2013). Social media marketing has been
delineate in analysis conducted by previous researchers (Putter, 2017), (Samson et.al., 2014), (Alfian
et.al., 2019) and (Sudarsono et.al., 2020). The acquisition call method consists of 5 selections,
specifically (Kotler et.al., 2016) :
1. Drawback recognition, is that the shopping for method for realizing a haul or want that's
triggered by intemnal or external stimuli.
2. Disbursement of knowledge, at this stage the client learns the whole and products options that
may be purchased, then compares them with alternative competitive merchandise.
3. Analysis of alternatives, this stage may be a outline of drawback recognition and data retrieval,
patrons pays the best attention to merchandise that give advantages that meet their wants.




4. Buying selections buying already includes a shopping for call however this decision are going
to be influenced by the attitudes of people and things that don't seem to be anticipated.
5. Post-purchase behavior, this stage can confirm whether or not the client gets satisfaction with
the merchandise he has bought. This will affect the buyer's decision to make repeated purchases
or not to promote the product to others or not.
Purchase fraud may be a combination of integrated data to guage 2 or a lot of various behaviors then
confirm one selection (Sangadji et.al. 2013). The acquisition call has seven parts, specifically
(Swastha et.al., 2000) :
1. selections conceming the kind of product
selections about the form of the merchandise
selections about disapproval
selections about sales
selections about the amount of merchandise
selections about once to shop for

7. selections about a way to pay
Buying decisions are influenced by consumer behavior, firms should acknowledge consumer behavior
to search out out what customers want, in order that the corporate is anticipated to fulfill shopper
wants which can have a control on loyalty. There are many roles of customers in buying (Kotler et.al.,
2008):

1. Leader, specifically the primary person to counsel shopping for an exact product or service.

2. Associate prestigious purchaser, that is, an individual whose views or recommendation provide
weight to the ultimate call.

3. Higher cognitive process, specifically those that very confirm half or all of the buying
selections.

4. Buyers, specifically those that build real purchases.

5. Eaters, specifically those that consume or use merchandise or services.

AR ol

Social Media Marketing

Social media may be a means that or manner for customers to share data within the variety of
text, images, audio and video with people and firms or contrariwise (Kotler and Keller, 2016). Social
media may be a new communication unit and is a tool which will give varied styles of interaction that
weren't antecedently offered to standard individuals (Brogan, 2010). The symptoms used are
relationships, communication, post-purchase interactions and data formats (Ekasari, 2014). Social
media may be a assortment of internet-based applications developed on the idea of net ideology and
technology and has the likelihood to form or exchange user-generated / UGC content (Kaplan and
Haenlein, 2010). UGC is content in many forms cherish blogs, chats, wikis, posts, discussion forums,
tweets, files, audio, video, digital pictures and alternative forms created by users of on-line systems or
services offered on social media (Moens et.al) ., 2014). Social media marketing is that the use of
technology. channels, and software system from social media that aims to form valuable
communication, @livery, exchange and offers for stakeholders in a corporation (Tuten and Haym
Salomon, 2017). Social media marketing is a company's process of creating and promoting activities
related to online marketing on social media platforms that offer value to stakeholders (Pham and
Gammoh, 2015). Social media marketing has been delineate in analysis conducted by previous
researchers (Putri, 2016), (Abzari et.al., 2014), (Balakishnan et.al., 2014), (Jurnia etal., 2015),
(Rahadi et.al., 2013), (Siswanto, 2013), (Maulani et.al., 2019), (Campurasi, 2016) and (Khan et.al.,
2015). The goal of thereforecial media promoting is to supply content that may be shared with users
through its social networks so on facilitate firms increase price and expand client reach. Social media
marketing conjointly helps firms get immediate feedback from customers and potential customers,
giving them a friendly impression. Social media marketing has four parts (Gunelius, 2011),
specifically making content, sharing content, connecting and building communities.

Word Of Mouth Marketing

Word Of Mouth, specifically promoting activities through person-to-person intermediaries,
written or transmission tools involving the expertise of buying services or the experience of
victimisation merchandise and services. customers use word of mouth to speak concerning dozens of




brands daily from media and recreation merchandise cherish movies, TV shows and publications to
food merchandise, travel services and retail stores (Andari, 2016). Word Of Mouth promoting may be
a marketing strategy and it may also be referred to as word of mouth marketing. The definition of
word of mouth promoting (Semovitz, 2012) is: giving individuals a reason to speak concemning your
stuff, in order that the language is simpler to happen. WOM marketing has been delineate in analysis
conducted by previous researchers (Bhayani, 2016), (Bruce et.al., 2012), (Chevalier et.al., 2006),
(Chu et.al., 2011) (Gupta et. al., 2010), (Lopez et.al., 2014), (Park et.al., 2009) (Shan et.al., 2015) and
(Trusov, 2009). There are three dimensions of WOM supported the message giver and receiver,
specifically (Sweeney et.al., 2012): (1) content, that describes the content of messages in keeping with
performance, responses to issues and perceptions, value-values, therefore supporting the thought that
WOM conjointly includes a rational dimension, (2) content richness, specifically the depth, intensity,
and clarity of the message itself. Wealth includes aspects of the content, cherish the language used
and therefore the data concerned within the message. (3) delivery power, specifically the strength of
the message sent. this is often involving the manner the message is delivered not with the content
(Mahdiasukma et.al., 2018). This reflects the strength of the recommendation's intent. Word Of
Mouth promoting will be done purposely or accidentally. to try to to WOM marketing designedly
(reinforced by word of mouth) needs excellent designing. one in all the most effective WOM
marketing plans is to concentrate to the five basic parts of WOM marketing, specifically (Sernovitz,
2012): speakers, topics, tools, half taking and chase.

BESEARCH METHOD
Population and Sample
Population may be a generalization space consisting of objects or subjects that have sure

qualities and characteristics that are determined by researchers to be studied then conclusions are
drawn (Sugiyono, 2017). The population during this study are all investors who get minigold
merchandise. The sample is a component of the amount and characteristics of the population
(Sugiyono, 2017). The sample during this study were many investors who bought minigold
merchandise. victimisation non-probability sampling techniques, specifically purposive sampling with
the subsequent characteristics:

1. Get aminiglod product.

2. Change data concerning the minigold.

3. Change data to minigold retailers and distributors.

Data Analysis Technique

Technique information analysis during this study used path analysis. Path analysis is
employed to research the information obtained, as a result of from the model ready there's a
relationship between variety of variables which will be calculable at the same time. The variable
quantity in one existing relationship can become the variable quantity within the next relationship.
The intervening variable may be a variable that affects the link between the variable quantity and
therefore the dependent variable (Ghozali, 2015). Checking the mediation hypothesis will be done
employing a procedure developed by Sobel and called the Sobel Test. This check tests the strength of
the indirect result of the variable quantity on the dependent variable through intervening.

RESULTS

The results of the regression analysis show the influence of social media marketing mediate
by WOM marketing on buying selections of Minigold as an investment selection for individuals in
Indonesia.
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Figure 1. Path Analysis Results

Direct effect =0.793
Indirect effect = 0.396 x 0.229 =0.091

Sobel's results show the effect of social media marketing mediated by WOM marketing on purchasing
decisions for minigold as an investment option for people in Indonesia, during this case the number of
indirect influence is 0.091 that is that the results of multiplying the constant of zero.396 x 0.299 =
0.091 with a significance price of 0.02 and therefore the price is smaller than 0.05. The results of the
hypothesis state that social media marketing mediate by WOM marketing has an impression on
buying selections for Minigold as associate investment choice for individuals in Indonesia.

CONCLUSION

Promoting with a promotional strategy through the web, particularly with social media. will
increase sales wide and doesn't need high-ticket promoting prices. Customers also will find it easier to
search out data concemning the merchandise they need to shop for. With this social media, an efficient
promoting communication strategy are going to be fashioned, specifically the Word Of Mouth
(WOM). WOM marketing includes a a lot of competitive advantage in conveyance of title business
data. this is often as a result of WOM marketing is of course supported social environmental opinions
that are felt to be a lot of honest and there's no specific motive in conveyance of title data to
alternative customers. Sobel's results show the effect of social media marketing mediated by WOM
marketing on purchasing decisions for Minigold as an investment option for people in Indonesia,
during this case the number of indirect influence is 0.091 that is that the results of multiplying the
constant of 0.396 x 0.299 = 0.091 with a significance price of 0.02 and therefore the price is smaller
than 0.05. The results of the hypothesis state that social media marketing mediate by WOM marketing
has an impression on buying selections for Minigold as associate investment choice for individuals in
Indonesia.

REFERENCES

Book

Brogan, Chris. 2010. Social Media 101 Tactics and Tips for Developing Your Business Online. New
Jersey: John Wiley & Sons, Inc.

Ghozali, Imam. (2015). Multivariate Analysis Application with IBM SPSS 23 Program. Semarang:
Diponegoro University Publishing Agency.

@unelius, Susan. 2011. 30-Minute Social Media Marketing. United States: McGraw-Hill Companies.

Kaplan, Andreas M. and Michael Haenlein. 2010. Users Of The Word, Unite! The challenges And
OpportunitigOf Social Media. Business Horizons.

Kotler, Philip and Kevin L. Keller. 2016. Marketing Management, 15th edition. United States:

Pearson Education.

Moens, M.F. and Li, J. and Chua, T.S. 2014. Mining User Generated Content. London: CRC Press.

Mowen, John C., and Michael Minor, 2002, Consumer Behavior (Volume 1), Fifth Edition, Jakarta,
Erlangga.




Sangadji, EMM., Sopiah. 2013. "Consumer Behavior" Practical Approach Accompanied by the
Association of Research Journals. Yogyakarta; Publisher Andi.

Schiffman, L.G., and L L., Kanuk, 2000, Consumer Behavior, Fifth Edition, Prentice-Hall Inc., New
Jersey.

Sernovitz, Andy. 2012. Word of Mouth Marketing. Austin: Greenleaf Book Group Press.

Sugiyono. (2017). Quantitative Research Methods, Qualitative, and R & D. Bandung: Alfabeta, CV.

Sumarwan, Ujang, 2004, Consumer Behavior Theory and Its Application in Marketing, Publisher
Ghalia Indonesia. Bogor.

Swastha, B., and T.H., Handoko, 2000, Marketing Management (Consumer Behavior Analysis),
Yogyakarta, BPFE UGM.

Tjiptono, F., 2014, Service Marketing-Principles and Research, Y ogyakarta, Andi Offset.

Tuten, Tracy L and Solomon, Michael R. 2017. Social Media Marketing. California: SAGE
Publications, Inc.

Ehumal Entry

Abzari, Mehdi. Reza A. Ghassemi. and Leila N. Vosta. 2014. Analyzing The Effect of Social Media
on Brand Attitude and Purchase Intention: The Case of Iran Khodro Company. Journal of
Social and Behavioral Sciences, Vol. 143, No. 71, Page: 822-826.

Adnan, 2018, The Influence of Consumer Behavior on the Decision to Purchase Morinaga Milk in
Lhokseumawe, Visionary and Strategic Journal, Vol. 7, No.2, September, pp. 1-9, ISSN 2338-
2864,

Alfian, N., and S. Nilowardono, 2019, The Influence Of Social Media Marketing Instagram, Word Of
Mouth And Brand Awareness Of Purchase Decisions On Arthenis Tour And Travel,
International Journal Of Entrepreneurship And Business Development, Vol. 2, No.2 , Pp. 218-
226, ISSN: 2597-4785.

Alfred, Owusu, 2013, Influences Of Price and Quality On Consumer Purchase Of Mobile Phone In
The Metropolis In Ghéfh a Comparative and Management, Vol. 5, No.1, Pp. 179-199.
Andari, R., and D.M. Napu, 2016, The Influence of Word Of Mouth on Domestic Airline Ticket

Purchase Decisions at Davina Tour And Travel Gorontalo, Tourism And Hospitality

Essentials (THE) Journal, Vol. 6, No.1, Pp. 1014-1022.

Balakrishnan, Bamini, Mohd I. Dahnil and Wong J.Yi. 2014. The Impact of Social Media Marketing
Medium Toward Purchase Intention and Brand Loyalty Among Generation Y. Journal of
Social and Behavioral Sciences, Vol. 148, No. 23, Page: 177-185.

Bayunitri, Bunga I., 2013, Comparative Analysis Of The Effectiveness Of Advertising Between
Online Media And Offline Media Toward The Process Of Customer Purchase Decision,
Published Journal, Widyatama University Bandung.

Bhayani, Ali, 2016, Word Of Mouth In Consumers Purchase Decisions: The Moderating Role Of

Product Type, University Of Wollongong Research Online, Pp. 1-13.

Bruce, N. I., Foutz, N. Z.. & Kolsarici, C.. 2012, Dynamic Effectiveness of Advertising and Word of
Mouth in Sequential Distribution of New Products. Journal of Marketing Research (JMR),

Vol. 49, No 4, Pp.469-486. doi: 10.1509 / jmr.07.0441.

Chevalier, . A., & Mayzlin, D., 2006, The Effect of Word of Mouth on Sales: Online Book Reviews.
Journal of Marketing Research (JMR), Vol. 43, No.3, pp. 345-354. doi: 10.1509 / hmkr.
4333

Chu, S.-C., & Kim, Y., 2011, Determinants of consumer engagement in electronic word-of-mouth
(eWOM) in social networking sites. Intemational Journal of Advertising, Vol. 30, No.1, Pp.
47-75.

Dane, N., IPG. Sukaatmadja, IW. Budiasa, 2013, Analysis of the Effect of Promotion Costs on
Product Sales Value at UD. Bali Banyuatis Coffee, Singaraja. Journal of Agribusiness
Management Vol. 1, No.l, May, Pp. 1-15, ISSN 2355-0759.

Ekasari, Novita. 2014. The Influence of Social Media-Based Promotion on the Purchase Decision of
Vehicle Financing Services Products £JPT. BFI Finance Jambi. Research Joumal of Jambi
University Humanities Series, Vol. 16, No. 2, Pp: 8§1-102.




Gupta, P., & Harris, J., 2010, How e-WOM recommendations influence product consideration and
quality of choice: A motivation to process information perspective. Journal of Business
Research, Vol. 63, No.9, Pp.1041-1049.

Iblasi, Walid. 2016. The Impact of Social Media as a Marketing Tool on Purchasing Decisions (Case
Study on Samsung for Electrical Home Appliances). International Journal of Managerial
Studies and Research. Vol 4. [ssue 1. Pp. 14-28.

Jurnia, Meri and Udung N. Rosyad. 2015. Study of Relationship Between Social Media Advertising
and Consumer Purchase Interest. Jounal of Business and Economics. Vol. 2. No. 4, Pg: 12-

1 18.

ghan, M.F._, and Jan, A. 2015. Social media and social media marketing: A review of literature. [OSR

(6 ] Journal of Business Management. Vol 17. Issue 11. Pp 12-15.

Lopez, M., & Sicilia, M., 2014, eWOM as Source of Influence: The Impact of Participation in eWOM
and Perceived Source Trustworthiness on Decision Making. Journal of Interactive
Advertising, Vol. 14, No2, Pp. 86-97.

Mahdiasukma, P., and A. Fauzi, 2018, The Influence of Word Of Mouth Marketing on Purchasing
Decisions (Survey on Coffee Toffee Consumers Malang City Branch). Journal of Business
Administration (JAB) Vol. 55, No.3, February, Pp. 55 -63.

Maulani, LS, and B. Sanawiri, 2019, The Influence of Social Media Marketing on Brand Awarness
and Its Impact on Purchase Decision (Online Survey on Active Instagram and Facebook
Followers Vauza Tamma Hijab), Journal of Business Administration (JAB), Vol. 72, No. 2,
July, Pp. 148-156.

Park, C., & Lee, T. M., 2009, Information direction, website reputation and eWOM effect: A
moderating role of product type. Journal of Business Research, Vol. 62, No.1, Pp. 61-67. doi:
http: //dx.doi.org/10.1016/.jbusres.2007.11.017.

Permana, Dony 1., 2017, The Effect of Promotion on the Purchase Decision of PT. PIJI In East Java,

Performance: Journal of Management and Business Start-Up, Vol. 2, No.1, April, Pp.116-123.

Pham, P.H. and Gammoh, B.S. 2015. Characteristics of social-media marketing strategy and
customer-based brand equity outcomes: a conceptual model. International Journal of Internet
Marketing andZdvertising. Vol 9. Issue 4. Pp. 321-337.

Putri, Citra S., 2016, The Influence of Social Media on Purchasing Decisions of Cherie Consumers
through Purchase Intention, Performance: Journal of Management and Business Start-Ups,
Vol. 1, N@, December, Pp.594-603.

Putter, Michael, 2017, The Impact Of Social Media On Consumer Buying Intention, Journal Of
International Business Research Angvlarketing, Vol. 3, No.l, November, Pp. 7-13.

Rahadi, Dedi Rianto and Leon A. Abdillah. 2013. The Utilization of Social Networking As Promotion
Media (Case Study: Handicraft Business in Palembang). Journal of Social and Information,
Vol. 3, No. 1, Page: 1-6.

Rusmini, 2013, Promotion Strategy as the Basis for Increasing Consumer Response, Variety of
Journal of Humanities Development Vol.13 No.l1, April, Pp.75, Bina Nusantara.

Samson, R., M.Mehta and A. Chandani, 2014, Impact Of Online Digital Communication On
Customer Buying Decision, Symbiosis Institute Of Management Studies Annual Research

Conference (SIMSARCI13), Procedia Economics And Finance, Vol. 11, Pp. 872- 880.

Shan, Y., & King, K. W., 2015, The Effects of Interpersonal Tie Strength and Subjective Norms on
Consumers' Brand-Related eWOM Referral Intentions. Journal of Interactive Advertising,
Vol. 15, No.1, Pp. 16-27.

Siswanto, Tito. 2013. Optimization of Social Media as Marketing Media for Small and Medium
Enterprises. Journal of Liquidity, Vol. 2, No. 1, Pg: 80-86.

Sudarsono, S.Said, J. Kamase, H. Ella, A. Rachman and T. Dunggio, 2020, Big Data And Content
Marketing On Purchase Decisions Online In Indonesia, IOSR Journal Of Business And

Management (IOSR-JBM), Vol. 22, No.2, February, Pp. 42-46.

Sweeney, J.C., G.N. Soutar and Tim Mazzarol, 2012, Word of Mouth: Measuring The Power of

Individual Message. European Journal of Marketing, Vol. 46 No.l /2, p. 237-257.

Trusov, M., Bucklin, R. E., & Pauwels, K., 2009, Effects of Word-of-Mouth Versus Traditional
Marketing: Findings from an Internet Social Networking Site. Journal of Marketing, Vol. 73,
No.5, Pp. 90-102. doi: 10.1509 / jmkg.73.5.90.




Internet
www.minigold.id, 2019. (accessed August 20, 2019).




IMPROVING MINIGOLD PURCHASING DECISIONS AS AN
INVESTMENT OPTION FOR INDONESIANS AS A PROMOTION
EFFECT THROUGH SOCIAL MEDIA AND WOM MARKETING

ORIGINALITY REPORT

166 15« 106 11«

SIMILARITY INDEX INTERNET SOURCES PUBLICATIONS STUDENT PAPERS

PRIMARY SOURCES

administrasibisnis.studentjournal.ub.ac.id 30/
0

Internet Source

.

o

docobook.com

Internet Source

T

e

Submitted to Macquarie University
Student Paper

T

-~

jocscience.org

Internet Source

T

o

repository.wima.ac.id

Internet Source

T

Chetna Kudeshia, Amresh Kumar. "Social
eWOM: does it affect the brand attitude and
purchase intention of brands?", Management
Research Review, 2017

Publication

T

=

www.inderscience.com

Internet Source

T




Kelley A. O'Reilly, Amy MacMillan, Alhassan G.
Mumuni, Karen M. Lancendorfer. "Factors
affecting consumers’ online product review
use", Qualitative Market Research: An
International Journal, 2018

Publication

T

www.koreascience.or.kr

Internet Source

T

—
o

www.emerald.com

Internet Source

T

—_—
—

Submitted to School of Business and
Management ITB

Student Paper

(K

—
N

goenawanb.com

Internet Source

T

—
w

www.emeraldinsight.com

Internet Source

(K

B

www.inderscienceonline.com

Internet Source

T

N
U1

Joshua Fogel, Sarah Ustoyev. "Social media
advertisements with deposit contracts and
fitness club/gym membership: are consumers
persuaded?”, Journal of Consumer Marketing,
2020

Publication

T




Kaltrina Kajtazi, Jusuf Zeqiri. "The effect of e-
WOM and content marketing on customers'
purchase intention", International Journal of
Islamic Marketing and Branding, 2020

Publication

T

business-economics-blog.blogspot.com

Internet Source

—
~N

T

e-journalfb.ukdw.ac.id

Internet Source

T

Exclude quotes Off Exclude matches <1%

Exclude bibliography Off



