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Abstract: The purchase decision represents the point at which 
consumers finalize their choice of a product or service. People 
evaluate a number of criteria before making a decision, such 
as marketing campaigns, costs, product quality, brand 
perception, distribution strategies, and other aspects. 
Therefore, to improve purchasing decisions and build brand 
recognition, businesses need to plan their marketing efforts 
deliberately. For example, HMNS uses various marketing 
strategies, including storytelling marketing, to encourage 
consumer purchasing behavior. The reputation of the HMNS 
brand depends on maintaining product quality, such as the 
longevity of its fragrances. Adding these factors to the scope 
of research can provide a deeper understanding of how they 
influence consumer choices and brand perceptions. The study 
uses a quantitative technique in conjunction with a 
descriptive and explanatory methodology. Purposive 
sampling, a non- probability sampling approach, was used to 
choose the participants. 385 HMNS perfume users who follow 
the @HMNS Instagram account were included in the sample. 
SmartPLS 4.0 software was used to analyze the data using 
inferential analysis (also known as partial least squares, or 
PLS) and descriptive statistics. The findings show that: 1) 
Brand image is positively and considerably impacted by 
storytelling marketing; 2) e- WOM has a positive and large 
impact on brand image; 3) Purchase decisions are not much 
impacted by storytelling marketing; 4) Purchase decisions are 
positively and considerably influenced by e-WOM; 5) 
Purchase decisions are positively and significantly impacted 
by brand image; 6) Storytelling Marketing fully mediates the 
relationship between brand image and purchase decisions; 7) 
e-WOM somewhat mediates the influence of brand image on 
purchasing decisions. With research, we can explore more 
deeply that brand image can have a deeper influence on 
purchase decisions. Which can be proven by storytelling 
marketing, which cannot have a positive and insignificant 
influence on purchase decisions directly but with the existence 
of a brand image, this relationship becomes positive and 
significantly influence purchase decisions among HMNS 
parfume users.  
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Introduction 

With the development of the era and digital technology, making purchasing decisions 

increasingly complex and dynamic. So that makes companies have to consider carefully in 

choosing a marketing strategy in order to influence consumers in making decisions to buy the 

product. Purchasing decisions are a process where customers can select the product or 

service to be purchased or not (Kotler & Keller, 2016). There are several stages in the 

purchasing decision that consumers can go through before making a purchasing decision 

(Kotler & Keller, 2007). Purchasing decisions can be influenced by several factors, including 

price, promotion, and quality of the product, in addition to several other factors such as brand 

image, distribution, etc. (Lystia et al., 2022). If the product is packaged with a promotion that 

can attract consumer interest, it will influence customer purchasing decisions. One of the 

marketing strategies that is currently popular is storytelling marketing. 

Storytelling marketing is a marketing strategy where the content and form are 

narratives with the aim of attracting consumer interest through both commercial and non-

commercial stories (Júnior & Coelho, 2022; Shavitt & Barnes, 2020). Pravitaswari (2017) 

stated that storytelling marketing is one method that can be used to create consumer 

emotions. Storytelling marketing is a development of experiential marketing trends where 

marketing utilizes consumer feelings, thoughts, and actions (Za et al., 2021). Basically, a story 

can form a strategic position in a company by defining and aligning the brand and ensuring 

that storytelling can be strengthened with communication and brand equity will be built 

(Martinus & Chaniago, 2017). In the world of marketing, one of the storytelling activities is to 

create interactions between brands and consumers by providing personal stories or stories 

that have meaning rather than emphasizing the functional characteristics of the product itself 

(Kim et al., 2018). Storytelling marketing itself was first introduced by the Coca-Cola brand in 

late 2011 by raising the theme of community and conversation to make it easier to 

understand in winning the market. Coca-Cola uses storytelling marketing as one of the 

important elements in its marketing (Ditsani et al., 2023; Du Plessis, 2015; Rizkia & Oktafani, 

2020). Storytelling is the process of changing words or language into visual images or sounds 

that are delivered to the brain through the sense of sight or hearing. Good storytelling does 

not always create a good product, but a good product must have a story behind it (Lin & Liou, 

2016). Nowadays, in the digital world and the increasing use of social media, many people, 

especially the millennial generation and Gen Z, are more interested in marketing that uses 

the concept of storytelling because by carrying this concept, consumers see a differentiation 

from other marketing. Indonesia is one of the countries with the most social media users. 

According to Statista (2024), the number of Instagram users as of January 2024 was 2,000 

million. This can be concluded that social media is one of the most effective platforms used 

in marketing because its use will always increase every day. In storytelling marketing, there 

are 4 (four) indicators (Alexander, 2017): 1) action, 2) communication, 3) story aspect, and 4) 

digital achievement. 

Electronic word of mouth (e-WOM) or word of mouth communication is an ethical 

communication process where a person or group of people provides recommendations 
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regarding a product or service with the aim of conveying reliable information (Kotler et al., 

2012). Electronic word of mouth (e-WOM) is an adaptation of word of mouth (WOM) which 

is considered one of the most influential informal communication media among consumers, 

businesses, and the general public (Tingga et al., 2022). Electronic word of mouth (e-WOM) can 

be information that expresses negative or positive feelings after consumers make a purchase and is 

then informed through social media or internet media (Hiola, 2022; Velita & Saptarini, 2019). 

Electronic word of mouth (e-WOM) is currently the most effective and efficient marketing 

communication media because it does not require a lot of costs and can reach a wide range with rapid 

distribution (Lestari & Gunawan, 2021). According to We Are Social's report of all internet users in 

Indonesia aged 16-64 years, Instagram is in second place with a user proportion of 85.3% (Databoks, 

2024). So it can be concluded that the Instagram social media platform is a very effective and efficient 

media used as a promotional media. With these data and statements, companies and business actors 

must maximize marketing through social media, either by using e-WOM or other marketing strategies 

such as Storytelling Marketing that utilizes its marketing content. By using a good marketing strategy, 

it will be able to improve the image of a brand to the public and increase awareness of the brand. 

Because brand image has the potential to influence consumer purchasing decisions (Nurasmi & 

Andriana, 2024). The indicators of electronic word of mouth (e-WOM) proposed by Goyette et al., 

2010 in (Tingga et al., 2022) are: 1) positive valence and 2) content. 

Brand image can increase a company's equity (Oscar & Keni, 2019) because brand image 

is an important factor used in the process of building a brand (Kim et al., 2018). According to 

Kotler & Keller (2009), brand image is the perception and belief held by consumers, which is 

reflected in the association embedded in the customer's memory, which is always 

remembered first when hearing the brand slogan and embedded in the consumer's mind. 

Brand image is the perception and belief obtained by consumers, as reflected in the 

association embedded in the consumer's memory when they first hear a product slogan 

(Kotler & Keller, 2009). Because consumers trust products that have a good brand image more 

(Lestari & Gunawan, 2021). In the purchasing decision process, consumers often consider 

brand image first and then consider other factors such as quality, price, and benefits (Keller, 

2008; Nurhandayani et al., 2019). When a product has a positive image, it will make customers 

more confident in the product (Lestari & Gunawan, 2021). Aaker (2015) stated that there are 

4 indicators in brand image, namely: 1) recognition; 2) affinity; 3) domain; and 4) [Note: The 

original text seems to miss one indicator; Aaker's model typically includes loyalty as the fourth 

indicator]. 

HMNS perfume is a local brand that currently has an existence in the perfume industry 

in Indonesia. HMNS was founded by Rizky Arief Dwi Prakoso with the concept of premium 

brand positioning but still affordable for use by various groups (Madeforhmns.com, 2019). 

HMNS itself has received one Tokopedia Beauty Award 2021 as Best Fragrance. However, 

HMNS has not yet occupied the Top Brand Index (TBI) in Indonesia. Even so, this HMNS 

perfume is ranked first in the local brand perfume recommendations (Compas.co.id, 2021). 

Thus, Rizky, as the founder and owner of HMNS, uses a slightly different STP from other local 

brands, namely by using a marketing strategy in the form of storytelling marketing to promote 

his products (Oktaviani et al., 2024). HMNS offers a fairly affordable price with high quality, 
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but some consumers feel that the value received is not commensurate with the subscription 

price, especially related to the durability of the perfume scent (Niswatussolihah et al., 2023). 

However, this HMNS perfume is always the top 1 local brand perfume in Indonesia today. This 

shows that there are problems in the decision to purchase HMNS perfume. Therefore, this 

study aims to analyze and further examine what factors can influence the decision to 

purchase HMNS perfume. 

Several studies focus on customer satisfaction to attract purchase interest and purchase 

loyalty. Such as research conducted by (Wijayanti, 2022) which states that customer 

satisfaction obtained from HMNS storytelling content can have an effect on subsequent 

purchases. However, this quantitative study did not examine in more depth other factors that 

can increase purchasing decisions for HMNS perfume. In addition, research conducted by 

(Angelia & Widjaja, 2024; Tuyu & Moniharapon, 2022) found the fact that electronic word of 

mouth (e-WOM) did not have a significant effect on purchasing decisions. Although the 

subjects in the study were not HMNS, this can be studied in more depth with the subject of 

HMNS as a novelty. 

There is limited research related to storytelling marketing; the research was conducted 

by (Mavilinda et al., 2023; Za et al., 2021) which found that storytelling marketing did not 

have a significant effect on purchasing decisions. With different supporting variables and 

different methods, this research is new. 

This research aims to analyze the influence of storytelling marketing on brand image; 

the influence of Electronic Word of Mouth (e-WOM) on brand image; the influence of 

storytelling marketing on purchasing decisions; the influence of Electronic Word of Mouth (e-

WOM) on purchasing decisions; the influence of brand image on purchasing decisions; the 

influence of storytelling marketing on purchasing decisions through brand image; the 

influence of Electronic Word of Mouth (e-WOM) on purchasing decisions through brand 

image. The subjects of this research were HMNS perfume users. From the explanation above, 

the researcher wants to examine whether there is an influence between storytelling 

marketing and electronic word of mouth (e-WOM) on purchase decision through brand image 

as an intervening variable with a study of HMNS perfume users. So that the hypothesis of this 

study can be formulated as follows: 

H1: Storytelling Marketing has a positive and significant influence on Brand Image on HMNS 

perfume products. 

H2: Electronic Word of Mouth (e-WOM) has a positive and significant influence on Brand 

Image of HMNS perfume products. 

H3: Storytelling Marketing has a positive and significant influence on Purchase Decisions on 

HMNS perfume products. 

H4: Electronic Word of Mouth (e-WOM) has a positive and significant influence on Purchase 

Decisions for HMNS perfume products. 

H5: Brand Image has a positive and significant influence on Purchase Decision on HMNS 

perfume products. 
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H6: Storytelling Marketing has a positive and significant influence on Purchase Decisions 

through the Brand Image of HMNS perfume products. 

H7: Electronic Word of Mouth (e-WOM) has a positive and significant influence on Purchase 

Decision through the Brand Image of HMNS perfume products. 

 

Research Method 

This study uses descriptive and explanatory research analysis methods using a 

quantitative approach. The data analysis technique in this study uses the Structural Equation 

Modelling (SEM) technique in the form of multiple linear regression through SmartPLS 4.0 

software. The following is a conceptual model diagram using SmartPLS 4.0. 

 

Figure 1: PLS-SEM Model 

 

Population is a group of individuals who have one or more characteristics that are 

relevant to the focus of the study (Creswell & Poth, 2018). The population of this study were 

HMNS perfume users and followed the Instagram account @HMNS.Id. So the population of 

this study can be categorized as an infinite population or a population whose exact number 

cannot be known. The sample is part of the number and characteristics in the population 

(Creswell & Poth, 2018). The sampling method used by the researcher is the nonprobability 

sampling method. While the sampling technique uses purposive sampling, namely, a sample 

determination technique by providing certain criteria that have been set by the researcher 

(Creswell & Poth, 2018). So the total sample used by the researcher in this study was 385 

respondents. 

 

Result and Discussion 

The respondents of this study were HMNS perfume users, the majority of whom were 

female with an age range of 23-29 years, and the majority of respondents were students. 
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Outer Model 

Result of convergent validity and composite reliability 

Figure 2: Measurement Model 

Source: SmartPLS 4.0 output (2025) 

 

From the image above, the SEM-PLS analysis used by researchers tests and analyzes the 

direct and indirect influence between variables. The storytelling marketing variable has 4 

(four) indicators, the electronic word of mouth (e-WOM) variable has 2 (two) indicators, the 

brand image variable has 4 (four) indicators, and the purchase decision variable has 3 (three) 

indicators. 

Convergent validity can be seen from the correlation between the indicator score and 

the variable score. An indicator is considered valid if it has an AVE value >0.5 (Hair et al., 2019). 

Then, for discriminant validity, it can be seen from the cross-loading value for each variable; 

if the value is >0.7, then it can be said to have a good discriminant validity value (Hair et al., 

2019). 

Tablel 1. Convelrgelnt validity 

No Variable Indicators Outer Loadings Description 

1 Storytelling Marketing (STM) STM1 0.758 Valid 

  STM2 0.856 Valid 

  STM3 0.902 Valid 

  STM4 0.892 Valid 

2 Electronic Word of Mouth (eWOM) eWOM1 0,940 Valid 

  eWOM2 0,937 Valid 

3 Brand Image (BI) BI1 0,870 Valid 

  BI2 0.909 Valid 

  BI3 0.885 Valid 

  BI4 0.905 Valid 

4 Purchase Decision (PD) PD1 0,936 Valid 

  PD2 0,946 Valid 

  PD3 0,844 Valid 

Source: SmartPLS 4.0 
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The results of the outer model analysis show that this study produces a strong level of 

validity for its indicators because each indicator produces a value greater than 0.5, thus 

producing a valid value for each indicator. 

 

Tablel 2. Avelragel variancel elxtracteld (AVEl) 

No Variable AVE Value Standar AVE Description 

1 Storytelling Marketing 0,729 0,5 Valid 

2 Electronic Word of Mouth (e-WOM) 0,881 0,5 Valid 

3 Brand Image 0,796 0,5 Valid 

4 Purchase Decision 0,828 0,5 Valid 

Source : SmartPLS 4.0 

 

The results of the analysis above show that the storytelling marketing variable, 

electronic word of mouth (e-WOM) variable, brand image variable, and purchase decision 

variable obtained an AVE value greater than 0.5. This shows that all instruments from the 

statements used to measure each variable are declared valid. 

 

Tablel 3. Discriminat Validity (fornell-larcker criterion) 

 Brand 
Image 

Electronic Word of 
Mouth (e-WOM) 

Purchase 
Decision 

Storytelling 
Marketing 

Brand Image 0,892    
Electronic Word of 
Mouth (e-WOM) 

0,791 0,938   

Purchase Decision 0,834 0,759 0,910  
Storytelling Marketing 0,707 0,804 0,683 0,854 
     

Source: SmartPLS 4.0 

 

The results of the discriminant validity analysis show that each variable construct is 

fulfilled with a diagonal thickness value of >0.7, except for the storytelling marketing 

construct on purchasing decisions, which shows a thickness value of <0.7 but is still within the 

recommended minimum threshold of 0.5. Thus, confirming that the indicators used in this 

study have good discriminant validity values and strengthen confidence in measuring 

construct variables in the context of this study. 

 

Inner Model 

 

Table 4. Model R Square 

Variable R-Square 

Brand Image (Z) 0,640 

Purchase Decision (Y) 0,724 

Source: SmartPLS 4.0 
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From the results of the R-squared model analysis, it shows that the brand image variable 

obtained a value of 0.640 or 64%, so it falls into the moderate predicate category. This means 

that the diversity of brand image variables can be explained by the storytelling marketing, 

electronic word of mouth (e-WOM), and purchasing decisions variables by 64%. While the 

remaining 36% is explained by other variables not discussed in this study. 

And the purchasing decision variable obtained a value of 0.724 or 72%, so it is included 

in the strong predicate. This means that the purchasing decision variable can be explained by 

the storytelling marketing, electronic word of mouth (e-WOM), and brand image variables by 

72.4%. While the remaining 27.6% is explained by other variables not discussed in this study. 

 

Goodness of Fit Model 

Tablel 5. Goodness of fit model valule 

Mean AVE Mean R-Square GoF Index Description 

0,808 0,682 0,742 Strong 

           Source: SmartPLS 4.0 

 

From Table 5, it can be seen that the calculation of the GoF value of 0.742 is included in 

the high GoF category because the GoF value is more than 0.36 (Hair et al., 2019). This means 

that empirical data is able to explain the measurement model and structural model with a 

high/good level of fit. 

 

Hypothesys Testing 

Table 6. Hypothesis Testing 

Exogenus Variables Intervening 
Variable 

Endogenous 
Variable 

Path 
Coefficient 

P-
Value 

Description 

Storytelling 
Marketing 

Brand Image  0,200 0,001 Accepted 

Electronic Word of 
Mouth (e-WOM) 

Brand Image  0,630 0,000 Accepted 

Storytelling 
Marketing 

 Purchase 
Decision 

0,083 0,095 Rejected 

Electronic Word of 
Mouth (e-WOM) 

 Purchase 
Decision 

0,212 0,002 Accepted 

Brand Image Purchase 
Decision 

 0,607 0,000 Accepted 

Storytelling 
Marketing 

Brand Image Purchase 
Decision 

0,121 0,001 Accepted Full 
Mediation 

Electronic Word of 
Mouth (e-WOM) 

Brand Image Purchase 
Decision 

0,383 0,000 Accepted partial 
Mediation 

Source: SmartPLS 4.0 

 

The Influence of Storytelling Marketing on Brand Image 

There is a positive and significant influence between storytelling marketing and brand 

image. Because based on Table 4.18, the path coefficient is 0.200 with a p-value of 0.001. So 

H1 is accepted. Because it is in line with the research hypothesis mentioned in Chapter 1, 
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which states that storytelling marketing has a positive and significant influence on brand 

image on HMNS perfume products. 

With these results, it can show the same results and is in line with research conducted 

by (Kim et al., 2018), which states that storytelling marketing has a strong influence on brand 

image. So it can be seen in this study that the direction of the positive relationship is in the 

respondents' answers, which indicate that storytelling marketing is the right strategy to 

improve the brand image of HMNS perfume. 

Storytelling marketing is considered to be the right marketing strategy in the era of 

social media use to improve and strengthen a product's brand image. This can be proven by 

HMNS, which uses storytelling marketing as its marketing strategy, which is able to make 

HMNS perfume always in the minds of consumers and through the content created and 

uploaded on the Instagram account @HMNS.Id is able to attract wider consumer interest. 

HMNS also creates its storytelling marketing content with creative ideas and attracts 

consumer interest so that consumers can find out more information about HMNS perfume 

and also enjoy the storytelling content it creates. In addition, with storytelling content, 

HMNS's brand image becomes better and is always remembered by consumers for its 

storytelling content, which is different from others. This can be seen from the results of the 

analysis, which explains that storytelling content is able to attract consumers' attention and 

get new followers. HMNS uses in-depth narratives and utilizes emotions in its marketing so 

that the brand can communicate more meaningfully with followers and HMNS users. 

The results of this study indicate that well-structured storytelling and good storytelling 

quality can increase consumer memory of the brand so that it sticks in their minds, and this 

can affect their attitudes. This happens because stories and storytelling can trigger stronger 

cognitive and emotional responses. In addition, through storytelling marketing, brands can 

display their values and contributions to customers' lives. So this can help build a strong brand 

image and differentiate it from other brands where the market is currently increasingly 

competitive. By telling interesting and quality stories, brands can strengthen positive 

impressions in the minds of consumers. 

 

The Influence of Electronic Word of Mouth (e-WOM) on Brand Image 

There is a positive and significant influence between electronic word of mouth (e-WOM) 

on brand image. Because based on Table 4.18, the path coefficient is 0.630 with a p-value of 

0.000. So H2 is accepted. This is in line with the research hypothesis mentioned in Chapter 1, 

which states that electronic word of mouth (e-WOM) has a positive and significant influence 

on brand image on HMNS perfume products. 

With these results, in line with research conducted by (Lestari & Gunawan, 2021), which 

states that electronic word of mouth (e-WOM) has a positive and significant influence on 

brand image. With this, the direction of the positive relationship can be seen from the 

answers given by respondents, which shows that electronic word of mouth (e-WOM) has a 

positive influence on increasing the brand image of a product. 
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In today's digital era, electronic word of mouth (e-WOM) is one of the important aspects 

in building brand image. Electronic word of mouth (e-WOM) can be in the form of giving 

positive comments, positive testimonials, or recommendations on social media platforms. 

This can have a significant impact on brand image because currently people tend to trust 

other people's opinions and experiences more than traditional advertising. In addition, using 

an electronic word of mouth (e-WOM) marketing strategy can be an effective strategy 

because with electronic word of mouth (e-WOM), product marketing can be reached more 

widely by the audience and also at a relatively low cost. In addition, brands can interact 

directly with consumers and can build good relationships with consumers. That way, 

consumers will tend to write positive comments both about product quality and brand 

responses to consumers on social media. 

This study also provides evidence that electronic word of mouth (e-WOM) is able to 

improve the brand image of HMNS. HMNS users provide testimonials, other positive 

comments, and also recommend on social media so that HMNS perfume products have a 

positive brand image and make the public more familiar with HMNS products. 

 

The Influence of Storytelling Marketing on Purchase Decisions 

There is a positive but insignificant influence between storytelling marketing and 

purchasing decisions. Because based on Table 4.18, the path coefficient value is 0.083 with a 

p-value of 0.095. With a path coefficient value of 0.083 indicating a weak relationship and a 

p-value of greater than 0.05, it is considered insignificant. Thus, although the path coefficient 

does not show negative results because the p-value shows results of greater than 0.05, it is 

considered rejected because there is insufficient evidence to support a real influence. Thus, 

H3 is rejected. Because this is not in line with the research hypothesis mentioned in the 

introduction, which states that storytelling marketing has a positive and significant effect on 

purchasing decisions on HMNS perfume products. 

The results of this study are not in line with the research conducted by (Rachmah & 

Madiawati, 2022) but in line with the research conducted by (Mavilinda et al., 2023), which 

states that storytelling marketing does not have a direct influence on purchasing decisions. In 

other words, storytelling marketing can have a positive influence on purchasing decisions but 

must be mediated by other supporting variables. This can happen because consumers, in 

making decisions to buy a product, there are several things that must be reconsidered before 

finally deciding to buy the product (Kotler & Keller, 2016). Thus, this shows that storytelling 

marketing carried out by HMNS on social media does not have a direct influence on 

purchasing decisions. Although storytelling can improve brand image, it is not strong enough 

to make consumers make purchases. This can happen for several reasons, namely price, 

quality, or maybe other external factors. Or maybe even though you have created strong and 

quality storytelling content to build emotional relationships with consumers, it is not strong 

enough to encourage someone to make a purchase. 

 

The Influence of Electronic Word of Mouth (e-WOM) on Purchase Decisions 
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There is a positive and significant influence between electronic word of mouth (e-WOM) 

on purchasing decisions. This is based on Table 4.18, the path coefficient is 0.212 with a p-

value of 0.002. So H4 is accepted. This remains in line with the research hypothesis mentioned 

in Chapter 1, which states that electronic word of mouth (e-WOM) has a positive and 

significant influence on purchasing decisions on HMNS perfume products. 

These results are in line with research conducted by (Rahayu, 2020), which states that 

electronic word of mouth (e-WOM) has a positive and significant effect on purchasing 

decisions. This can be seen from the direction of the positive relationship from the answers 

given by respondents, which shows that electronic word of mouth (e-WOM) has a positive 

influence on the purchasing decisions of HMNS perfume users. Thus, electronic word of 

mouth (e-WOM) has been proven to be able to influence consumer purchasing decisions in 

the current digital era. Electronic word of mouth (e-WOM) includes positive comments, 

testimonials, and recommendations on social media. Purchasing is not just an action but also 

several things that consumers do that are interrelated (Rahayu, 2020). 

 

The Influence of Brand Image on Purchase Decision 

There is a positive and significant influence between brand image and purchasing 

decisions. Because based on Table 4.18, the path coefficient is 0.607 with a p-value of 0.000. 

So H5 is accepted. This is in line with the research hypothesis mentioned in Chapter 1, which 

states that brand image has a positive and significant influence on purchasing decisions on 

HMNS perfume products. 

 

This result is in line with research conducted by (Irfansyah, 2023), which states that 

brand image has a positive and significant effect on purchasing decisions. So it can be proven 

that brand image has a very strong influence in making someone buy a product. Because 

consumers tend to choose products with a good and positive brand image. 

 

The Influence of Storytelling Marketing on Purchase Decision through Brand Image as an 

Intervening Variable 

There is a positive and significant influence between storytelling marketing on 

purchasing decisions through brand image as an intervening variable. This is based on Table 

4.18, the path coefficient is 0.121 with a p-value of 0.001. So H6 is accepted. This is still in line 

with the research hypothesis mentioned in Chapter 1, which states that storytelling marketing 

has a positive and significant influence on purchasing decisions through the brand image of 

HMNS perfume products. Storytelling marketing does not have a significant direct influence 

on purchasing decisions. While through brand image as mediation, storytelling marketing has 

a full influence on purchasing decisions. So this shows that there is full mediation in 

Hypothesis 6. 

So the results show that Hypothesis 6 is accepted. This is in line with research conducted 

by (Kim et al., 2018; Oscar & Keni, 2019; Rachmah & Madiawati, 2022; Suryana, 2024), which 

explains that storytelling marketing has a positive effect on brand image, storytelling 
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marketing has a positive effect on purchase decisions, and brand image has a positive effect 

on purchase decisions. So this can indirectly draw a relationship that storytelling marketing 

can have a positive effect on purchase decisions through brand image. 

With these results, it can be interpreted that the hypothesis is full mediation where the 

storytelling marketing variable cannot directly influence purchasing decisions but must go 

through mediation, namely brand image. Brand image acts as a full mediator whose job is to 

connect the story conveyed by the HMNS perfume product with consumer purchasing 

decisions. Because with strong and emotional storytelling marketing, it can increase 

consumers' emotional attachment to the brand, build trust, and create a strong positive 

perception so that it will make the HMNS perfume brand image stronger and more positive. 

With a positive brand image, consumers tend to decide to buy the product because they will 

trust the brand that sticks in their minds more. 

Storytelling marketing is a strategy that utilizes narratives and stories, both fictional 

stories and stories from other people, which can attract the attention of the audience and 

create emotional connections with consumers (Rachmah & Madiawati, 2022). By using 

quality, unique, and interesting narratives in its marketing, this not only increases awareness 

and interest in the brand but can also strengthen the brand image in the eyes of consumers. 

Consumers will be emotionally connected to the brand when the brand creates storytelling 

that is relevant and meaningful to them, thus creating a strong positive association with the 

brand. This positive brand image will then act as an intervention in influencing purchasing 

decisions. In other words, storytelling marketing can influence purchasing decisions by 

strengthening the brand image first. From this study, storytelling marketing is able to 

effectively create a strong and positive brand image, which ultimately drives purchasing 

decisions. So with this, the storytelling content created by HMNS has not only succeeded in 

building emotional communication but has also been able to improve the brand image and 

then influence the purchasing decisions of HMNS perfume users. 

 

The Influence of Electronic Word of Mouth (e-WOM) on Purchase Decisions through Brand 

Image as an Intervening Variable 

There is a positive and significant influence between electronic word of mouth (e-WOM) 

on purchasing decisions through brand image as an intervening variable. Because based on 

Table 4.18, a path coefficient of 0.383 is obtained with a p-value of 0.000. Then H7 is accepted. 

This is in line with the research hypothesis mentioned in Chapter 1, which states that 

electronic word of mouth (e-WOM) has a positive and significant influence on purchasing 

decisions through the brand image of HMNS perfume products. Electronic word of mouth (e-

WOM) can provide a direct and significant influence on purchasing decisions even though it 

has gone through brand image as a mediator. So this shows that the mediation that occurs is 

partial mediation. In partial mediation, some of the influence of electronic word of mouth on 

purchasing decisions occurs through brand image as a mediator, but electronic word of mouth 

also has a positive and significant direct influence on purchasing decisions. 
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With this, in line with research conducted by (Stefanny et al., 2022), which states that 

electronic word of mouth (e-WOM) has a positive and significant effect on purchasing 

decisions mediated by brand image. Thus, this study shows that Electronic Word of Mouth (e-

WOM) has a positive and significant effect on purchasing decisions through brand image. 

Electronic word of mouth (e-WOM) includes positive comments, testimonials, and 

recommendations spread across social media platforms. When consumers see positive 

comments from other users on social media, their perception of the brand also tends to 

increase. So this will improve the HMNS brand image. Because a positive brand image will be 

formed when consumers receive consistent and positive information about the product 

(Bernardo et al., 2020). In this study, electronic word of mouth (e-WOM) plays an important 

role in creating a strong brand image for HMNS perfume because consumers tend to trust 

other people's experiences more. So by increasing the brand image, it will make consumers 

make purchasing decisions for HMNS perfume products. 

 

Conclusion 

Based on the results of research, data management, data analysis, and discussions that 

have been conducted by researchers on the influence of storytelling marketing and electronic 

word of mouth (e-WOM) on purchasing decisions through brand image as an intervening 

variable on HMNS perfume users, the following conclusions can be drawn: 

1. There is a positive and significant influence of storytelling marketing on brand image in 

HMNS perfume users. So it means that the higher the storytelling marketing, the better 

the brand image will be. 

2. There is a positive and significant influence between electronic word of mouth (e-WOM) 

on brand image in HMNS perfume users. So it means that the higher the electronic word 

of mouth (e-WOM), the better the brand image. 

3. There is a non-positive and non-significant relationship between storytelling marketing and 

purchase decisions in HMNS perfume users. So it means that storytelling marketing is not 

the main factor and is not strong enough to influence purchase decisions. 

4. There is a positive and significant influence between electronic word of mouth (e-WOM) 

on purchase decisions in HMNS perfume users. So it means that the higher the electronic 

word of mouth (e-WOM), the better the purchase decision. 

5. There is a positive and significant influence between brand image and purchase decision 

on HMNS perfume users. So it means that the higher the brand image, the higher the 

purchase decision. 

6. There is a positive and significant influence between storytelling marketing and purchase 

decisions through brand image on HMNS perfume users. So it means that the higher 

storytelling marketing can improve brand image, the more it tends to increase purchase 

decisions. 

7. There is a positive and significant influence between electronic word of mouth (e-WOM) 

and purchase decision through brand image on HMNS perfume users. So it means that the 
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higher the electronic word of mouth (e-WOM) can improve brand image, the more it tends 

to increase purchase decisions. 

 

This study has a number of limitations, one of which is that there is currently little 

research that directly looks at the impact of storytelling marketing factors on purchase 

decisions through brand image. Therefore, in order to find research that looks at these 

aspects, it is required to investigate more closely and study more thoroughly. 

 

Therefore, the following are recommendations for additional research:  

a) Future scholars should be able to study the HMNS brand utilizing a greater variety of 

factors, including brand trust, customer loyalty, brand engagement, brand storytelling, 

etc.  

b) It is envisaged that more research would be able to use brand image characteristics, 

purchase decisions, electronic word-of-mouth (e-WOM), and storytelling marketing to 

study other companies, so that you can use these factors to learn more about other 

disciplines. 
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