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INTRODUCTION

The world's transition to the digital era has changed the way people live,
especially with economic activities (Oktareza et al., 2024). The development of
digitalization, as evidenced by internet usage, has produced significant figures
year after year. According to data from the World Population Review, there have
been 5.56 billion internet users worldwide in the last 10 years alone, around 69.5%
of the global population. This represents a 29.1% increase since 2015, when there
were approximately 2.95 billion internet users — 40.4% of the global population.
Indonesia is one of the countries with the largest internet user base. According to
data from the Association of Indonesian Internet Service Providers (APJII),
approximately 79.5% of Indonesians have internet access. This massive number
of internet users has created spaces filled with information on various topics. In
the context of marketing, information about products ranging from beauty
products to food products is easily accessible.

The surge in internet usage offers tremendous potential for economic
activity, including promoting and selling products online, also known as digital
marketing. Digital marketing operates not only in large markets dominated by
big companies but also in smaller markets where Micro, small, and medium
enterprises (MSMEs) play an essential role in Indonesia's economy. (Aliyah,
2023). According to Hartono and Deny (2016), SMEs are business groups that
operate independently and are owned by individuals or small groups. They have
relatively small capital and are capable of producing only limited quantities of
products. They can serve as an alternative source of employment for the
community and support Indonesia's economic growth (Widjaja et al., 2018).

High internet usage directly impacts MSME players in both positive and
challenging ways. For instance, insufficient knowledge to integrate digital
technology into economic activities causes low competitiveness, which results
from limited technological implementation skills and suboptimal product
promotion outcomes (INDEF, 2024). On the other hand, the abundance of
product alternatives offered by competitors provides consumers with multiple
options that align with their needs and preferences, which makes products less
noticeable and appealing. SMEs must highlight their products' advantages and
uniqueness to attract consumer interest and encourage purchases (Haris et al.,
2024).

MSME industries, particularly those in the culinary sector, have limited
capacity to adopt technology in their business because of the rapid pace of
technological changes, and the complexity of these technologies can make them
less effective for other competitors (Sharabati et al., 2024). Besides that, new
competitors who have begun implementing technology in their promotional
activities pose a significant challenge in competing for consumer attention (Barus
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et al., 2023). In Mataram City, it shows that SME culinary businesses still lack
adequate mastery of social media, low promotional content output, and limited
promotional content from influencers, despite the significant number of viewers
for such content and influencers. This does not guarantee that social media users
will make purchases of the products. In addition, the lack of consistency in
posting promotional content is a key factor in the low level of audience
engagement, as evidenced by the limited insights into content metrics such as
likes, comments, and shares.

Digital marketing provides opportunities for small-to-medium enterprise
(SME) entrepreneurs, this is proven by the large number of culinary SMEs using
digital platforms as a tool for promotion and sales, such as social media, which
offer extensive market reach. Through data on social media activity, they can also
analyze consumer activities in real time (Khairunnisa & Dwi, 2024). As part of
digital marketing, social media provides culinary SMEs with an attractive
promotional medium (Erwin, 2023). The increase in active social media users
significantly impacts public discussion over time. This phenomenon attracts
many people to join the discussion, making the topic more noticeable and widely
recognized. This is commonly known as viral marketing. In the context of digital
marketing, viral marketing must be appealing to heighten consumers' curiosity
about the product and enable them to understand it better (Erwin, 2023).

Viral marketing is a powerful tool that can rapidly disseminate content
through social media platforms. It plays a crucial role in influencing consumer
behavior and decision-making. By highlighting information in a way that is
easily accessible and appealing to consumers, it can effectively capture and
sustain their interest (Jumbri et al., 2025). This behavior has given rise to public
discussion spaces featuring interactive communication among internet users,
known as E-wom or viral marketing (Pratiwi et al., 2023). Viral marketing is used
to disseminate information in the form of social media posts, videos, photos, or
other formats from one consumer to another voluntarily (Kotler & Keller in
Fauziyah et al., 2024), thereby creating a public discussion space that can generate
brand awareness for a product.

The phenomenon of viral marketing generates interactions among social
media users regarding a product, involving their emotions and decisions. These
phenomena in social media usage enhance consumer engagement, particularly
for small and medium-sized culinary businesses in promotional activities (Erwin,
2023). Customer engagement aims to build trust and actions such as purchasing
decisions and word-of-mouth promotion (Sya’idah, 2022). This is crucial for
businesses to gain broader recognition among consumers and potential
customers and to expand their Business.
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Promotional strategies using viral marketing techniques can yield
significant results for product promotion activities (Pratiwi et al., 2023), as this
strategy combines conventional and online methods in its execution, enabling
promotional activities to be carried out effectively and on a large scale (Febrianto
et al, 2023). With the proper application of the strategy, this will attract
significant attention from consumers to participate in the promotional campaign,
which then influences their emotions in making purchasing decisions.

Despite its increasing relevance and potential to influence consumer
purchasing decisions, viral marketing has yielded inconsistent results in
previous studies. For example, Mustikasari (2019) and Razali (2023) discovered a
positive correlation between viral marketing and purchasing decisions on
Instagram, whereas other studies, such as those by Fajriyah et al. (2023) and
Pratiwi et al. (2024), revealed negative correlations between viral marketing and
customer engagement. These conflicting results underscore the need for further
research to understand the true impact of viral marketing on consumer
purchasing decisions, especially in the context of culinary MSMEs in Mataram
City, where businesses struggle to adapt to technology and digital promotion.

Additionally, the role of customer engagement as a mediating variable has
largely been overlooked in the existing literature. Customer interaction,
emotional involvement, and sharing behaviour on social media are crucial in
converting viral content into purchasing decisions. The absence of this variable
in previous studies may have led to incomplete insights into the dynamics of
viral marketing.

This study aims to address this gap by re-examining the effect of viral
marketing on consumer decisions regarding culinary SME products in Mataram
City. Formulating specific research questions and hypotheses will allow this
study to provide more understanding of how MSMEs can effectively leverage
viral marketing strategies to drive purchasing decisions through customer
engagement.

THEORETICAL REVIEW
Purchasing Decision

The purchase decision is the process of a customer to buy a product based
on information they gather about several alternative brands or products, which
they evaluate and select as the best options (Gunarsih 2021). The purchasing
decision involves the stages consumers go through, starting from recognizing
needs, gathering product information, evaluating relevant options, eliminating
unsuitable choices, selecting the most appropriate product, and ultimately
deciding to make a purchase (Engel in Zed et al., 2025).

The purchasing decision is a process of customer to buy a product based
on information they gather about several alternative or product, the process
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might be complex than it looks, customer have to collecting some information
from the products, and evaluate and selecting the best option between the
products (Gunarsih, 2021). Engel in Zed et al., (2025) outline the purchasing
decision involves the stages consumers go through, evaluating relevant option,
which is include the recognizing needs, gathering information of products,
eliminating unsuitable choices, selecting the most appropriate product and
suddenly deciding to make a purchase of the products. This model known as
AIDA (Attention, Interest Desire, Action) The AIDA model, proposed by Elmo
Lewis in 1898, is a seminal model of advertising effect. AIDA, an acronym
representing the four fundamental principles of persuasive communication,
stands for attention, interest, desire, and action. The text delineates the
psychological progression consumers undergo from the initial encounter with an
advertisement to the eventual act of making a purchase. The AIDA model is a
widely utilized framework in the domains of advertising planning and
evaluation, with the primary objective of assisting advertisers in the
development of effective promotional messages (Liu et al., 2025).

As the one of the crucial elements in measuring marketing performance
where aims to see the result of the marketing operational process (Lestari et al.,
2024) purchasing decision measured the customer interest by how much they
would be willingness to spend on a product. The higher the purchase amount,
the more favourable the purchasing decision is considered (Putri, 2024). There
are several indicators that can influence consumer purchasing decisions,
including: purchase stability, purchase considerations, and the alignment of
needs and desires (Amrullah, 2016).

Viral Marketing

Viral marketing is a strategy that uses social networks to achieve specific
marketing goals. The main objective is to introduce a product to a large audience
(Ridho, 2022). Viral marketing can be likened to a virus that spreads quickly
because marketing messages can be conveyed quickly and at minimal cost
(Pratiwi et al., 2023). Viral marketing has historically focused on word-of-mouth
communication, whereby individuals share their experiences and
recommendations with their networks. Digital technology has transformed this
landscape, however, by enabling marketers to integrate traditional word-of-
mouth strategies with digital tools to reach a broader audience. In the modern
business landscape, social media platforms such as Facebook, Instagram, Twitter,
and TikTok have emerged as highly effective tools for viral marketing
campaigns. These digital platforms offer an unprecedented opportunity for
brands to engage directly with consumers, fostering a sense of personal
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connection and motivating shared content, thereby amplifying the reach and
impact of their messages.

The effectiveness of viral marketing lies in its ability to capture consumer
attention and foster engagement. Thus, viral marketing attracts consumer
attention. Additionally, it can help consumers find information about products
that align with their preferences, making it easier for them to decide to purchase
a product (Fauziyah et al., 2024) The utilization of electronic commerce in the
context of search engine activity warrants further investigation. Product
information facilitates the search process by offering a variety of features,
including search and price category filters. This expedites and enhances the
efficacy of product elimination, enabling consumers to swiftly reach decision to
making a purchase. Indicators for measuring viral marketing include: reach,
conversion, brand awareness, and customer loyalty (Pasaribu et al. 2023).

Customer Engagement

Customer engagement is a comprehensive concept that encompasses the
interactions and relationships between consumers and companies or
entrepreneurs. In the current digital era, customer engagement has evolved to
include new dimensions, primarily through social media platforms and online
channels. These platforms serve as vital spaces where consumers can interact
with brands, share their experiences, and express their opinions. Rohadian (2019)
asserts that customer engagement is comprised of various integral components,
including actions like liking, commenting, sharing content, and participating in
discussions.

The fundamental objective of customer engagement is to exert influence
over consumers' psychology and motivation, thereby ultimately shaping their
product preferences and driving favourable outcomes for brands and business
entities (Said, 2018). Engaged customers have been shown to develop a sense of
loyalty and attachment to a brand, which can result in increased purchasing
behaviour and long-term relationships. This emotional connection is of
paramount importance, as it fosters trust and encourages consumers to advocate
for the brand within their own networks.

Furthermore, it has been demonstrated that customer engagement fosters
the establishment of emotional bonds between consumers and the brands with
which they interact. The emotional connections forged through these experiences
are of paramount importance in shaping consumer preferences, thus influencing
the decisions individuals make regarding purchasing. When consumers feel a
personal connection to a brand, they are more likely to choose that brand over
competitors, even in the face of similar products or pricing. This emotional
engagement can be cultivated through various strategies, including storytelling,
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personalized marketing, and community-building initiatives. The successful
establishment of a sense of belonging and community among consumers by
brands can result in a substantial enhancement in customer loyalty and retention.
According to Kusdianti et al. (2024), indicators of customer engagement include
identification, attention, enthusiasm, and absorption.

The influence of viral marketing on purchasing decisions
The dissemination of information can be expedited by leveraging an
effective viral marketing strategy (Ridho, 2022). Research conducted by
Rimbasari (2023) suggests a positive and significant relationship between viral
marketing and consumer purchasing decisions, attributable to trends that
consistently underscore viral content. These trends facilitate consumer access to
content, fostering an inclination to try new products. This study finds support in
the extant literature, specifically study by Irawan (2019), who concluded that
viral marketing variables exert a significant impact on purchasing decisions
among users of Oppo smartphone products in Makassar City.
H1: Viral Marketing Has a Positive and Significant Influence on Purchasing
Decisions

The Influence of viral marketing on customer engagement
A high level of viral marketing has been shown to lead to consumer
interest, as indicated by interaction with the product. Ridho's (2022) findings
indicate that the implementation of viral marketing, particularly through the use
of influencers and giveaway strategies in content distribution, exerts a positive
and significant impact on customer engagement. This phenomenon amplifies the
probability of content disseminating rapidly and attaining substantial reach,
thereby yielding notable outcomes. However, this phenomenon exclusively
pertains to giveaway content; regular content does not generate significant
engagement.
H2: Viral Marketing Has a Positive and Significant Impact on Customer
Engagement

The Influence of customer engagement on Purchase decision

The engagement of consumers in business activities is an integral
component of effective business management. The establishment of trust
between customers and products or brands is a critical component of customer
engagement, as previously outlined by Devanny et al. in 2022. This research
aligns with Fahmi's (2024) study, which posits that active customer engagement
with products or brands tends to yield significant results that influence
consumers' purchasing decisions.
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H3: Customer engagement has a positive and significant impact on
purchasing decisions.

HZ/' \H3
KEPUTUSAN
PEMBELIAN

H1

Source: Research Data
Figure 1. Conceptual Framework

METHODOLOGY

This study uses a quantitative method with a causal research approach,
which is related to determining the cause and effect of a phenomenon. The aim
is to understand the relationship between exogenous variables (X), mediating
variables (Z), and endogenous variables (Y) (Situmorang, 2022: 23). A survey
method using questionnaires as the primary data source was used, which was
distributed to respondents. The population in this study consists of social media
users who have made purchases of culinary SME products promoted through
social media and reside in Mataram City. The sampling technique used in this
study is non-probability sampling with the purposive sampling method. Since
the population size is unknown, the minimum sample size for this study is
determined. The sample size should be 5-10 times the number of indicators to be
analyzed (Ferdinand, 2014). With 11 indicators, the minimum sample size
required is 10 x 11 = 110.

Table 1. Definition Operational Variable

Variabel Definisi Indikator Item

Products are often seen by

A marketing consumers.
&0 Reach
g
E= strategy that uses Many people know about
é social networks to the product.
= spread information Interest in buying arises.
g quickly. . Viral content makes
i Conversion

consumers want to try to

buy
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Brand awareness

Consumers know the
product well from viral
content on social media.

Viral content makes
consumers recognize the
product.

Customer loyalty

Desire to consume products
regularly

Desire to recommend
products to others

Keputusan pembelian

The process of
consumers making
purchasing decisions
based on
information about
products

Purchase stability

Consumers feel confident in

buying the product

Consumers are confident in
their decision to buy the
product.

Purchase
consideration

Product purchases are
made spontaneously by
consumers.

Consumers choose products
directly.

Compability of
needs and desires

Products match consumer
preferences.

Consumer preferences align
with viral content
recommendations.

Customer engagement

Efforts to build
interactions between
consumers and
businesses to build
consumer
preferences for
products

identification

Product reflects the
consumer's personality

Consumer preferences
match the product.

Attention

Consumer interest in

product information

Consumers take the time to
look at product
information.

enthusiasm

Consumers follow product
activities or promotions.

Consumers enjoy
participating in product
activities.

absorption

Consumers' full
engagement in interaction

with product content.
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Consumers feel happy
interacting with product
content.

The data collection method is carried out with a sample survey with data
collection techniques in the form of a questionnaire, the data collection tool uses
a questionnaire distributed in the form of a google form to consumer respondents
of culinary MSME products in the city of Mataram with questions about how
influential marketing through viral marketing on social media, consumer
engagement with products/customer engagement in influencing consumer
decisions to buy a product from culinary MSMEs in Mataram City.

RESULTS
Respondents in this study were dominated by women with a percentage

of 61.94%, most of whom were students, indicating that this research sample was
dominated by academics, in terms of income, the majority of respondents had an
income of less than Rp.500,000 (44.78%), besides that in terms of preferences for
using social media, the majority of respondents used both social media, such as
TikTok and Instagram as their main platforms (81.34%).

Table 2. Respondent Characteristic

Characteristic Person | Percentage

13 -17 Years 2 1.49%

18 - 22 Years 112 83,58 %
Age

23 -29 Years 19 14.18%

30 Years above 1 0.75%

Tiktok 4 2,99
Social Media Preference Instagram 21 15,67 %
Both 109 81,34 %
Gender Male 51 38.06%
Female 83 61.94%

Junior High School 2 1.49%

High School 89 64.6%

Education S1 4 29.9%

D3 37 2.8%

S2 2 1.4%
<Rp.500.000 60 44,78 %
Rp.500.000 - Rp.1.000.000 27 21,15%

Rp.1.000.000 - Rp.1.500.000 7 5,22%

Income

Rp.1.500.000 - Rp.2.000.000 2 1,49%

Rp.2.000.000 - Rp.2.500.000 4 2,99%

Rp.2.500.000 - Rp.3.000.000 5 2.73%
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> Rp.3.000.000 17 12,69%
Others 12 8,96 %
Student, 113 86.2%
Entrepreneur 8 4.2%
Profession Civil Servant 2 1.4%
Private Sector Worker 8 6.3%
Others 3 0.7%

Source: Research data processed using SmartPLS

The results in this study were processed and analyzed using SmartPLS 4,
which produced data such as Loading Factor, Composite Reliability, Average
Variance Extracted (AVE), as well as direct and indirect hypothesis testing.
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Figure 2. Result of Bootstrapping

Loading Factors
Loading factors are the relationship between items in the indicators of
each variable, where this relationship aims to elaborate on how well the variable

measurement items are (Hair et al, 2021).

Table 3. Outer Loadings Result

Item Variable Outer Loading Description
X3 0,786 Valid
X4 0,728 Valid
X5 Viral Marketing 0,702 Valid
X7 0,827 Valid
X8 0,815 Valid
Y1 0,820 Valid
Y2 . . 0,824 Valid

Purchasing Decision .
Y4 0,773 Valid
Y5 0,754 Valid
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Z1 0,762 Valid
Z2 0,832 Valid
73 0,721 Valid
74 0,796 Valid
Customer Engagement _
75 0,841 Valid
76 0,823 Valid
77 0,826 Valid
78 0,815 Valid

Source: Data Research Using SmartPLS 4

Based on the table of outer loading results above, it indicates that some
question items do not reach 0.7, such as X1, X2, X6, Y3, and Y6, so they are
declared invalid, then these items are excluded from the data analysis process in
the future. Conversely, other data shows validity with values above 0.7, which

indicates a strong contribution in measuring each latent variable.

Composite Reliability

Composite reliability aims to measure how far the reliability of variables
with a minimum value of 0.7, in addition to composite reliability, other measures
such as Cronbach's alpha can be used as an illustration of the level of reliability
or internal consistency of reliability (Yamin, 2023).

Table 4. Composite Reliability Result
Cronbach's ~ Composite

Variabel alpha reliability Description
Customer Engagement 0,921 0,922 Reliable
Purchasing Decision 0,804 0,803 Reliable
Viral Marketing 0,832 0,843 Reliable

Source: Research data processed using SmartPLS4

In this test, each variable meets the standards of internal reliability
consistency as indicated by the Cronbach's alpha value and also composite
reliability above 0.7. The viral marketing variable produces a cornbach's alpha
value of 0.921 and a composite reliability of 0.922, this value being the largest
among other variables, the purchase decision produces a cornbach's alpha of
0.804 with a composite reliability of 0.803, while the customer engagement
variable produces a cornbach's alpha of 0.832 and a composite reliability of 0.843.
The results of this test indicate that each indicator item is reliable in future tests.
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Average Variance Extracted (AVE)

Average Variance Extracted (AVE) measures how far the variable can
interpret the variation of each measurement item owned by the variables, this
measurement can also visualize how well the variable converges. According to
the opinion of Hair et al (2021), the value of Average Variance Extracted (AVE)
is approximately 0.5 or higher, which indicates adequate convergent validity.

Table. 5 Average Variance Extracted (AVE) Result

Variabel Average Variance Extracted
Customer Engagement 0,645
Purchasing Decision 0,629
Viral Marketing 0,598

Source: Research data processed using SmartPLS4

The results of each variable show the Average Variance Extracted value,
which meets the minimum value criteria of more than 0.5 with the customer
engagement variable which has the highest value among other variables, namely
0.645. Then other variables such as purchasing decisions produce a value of 0.629
and viral marketing produces a value of 0.598, both show adequate convergent
validity, and the results of this value indicate that the indicators in each variable
are able to be interpreted properly.

R-Square
R-square measurement aims to measure and describe how much variance
in endogenous variables can be interpreted by exogenous variables (Yamin,
2023).
Table. 6 R-Square Result

Adjusted
Variabel R-Square Juste
R-Square
Customer Engagement 0,431 0,427
Purchasing Decision 0,464 0,455

Source: Research data processed using SmartPLS4

Based on the data above, it shows that the variation in customer
engagement can be interpreted by exogenous variables with an R-Square value
of 0.431, meaning that 43.1% of the variance in the customer engagement variable
can be explained by exogenous variables, while the Adjusted R-Square value is
0.427 which is a more appropriate value adjustment to consider the number of
indicators. Purchasing decisions have an R-Square value of 0.464, which explains
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that 46.4% of the variance in purchasing decision variables can be explained by
exogenous variables, with an Adjusted R-Square value of 0.455 as a more
appropriate adjustment value.

Direct Effects Hypothesis Testing
Direct hypothesis testing looks at how the direct effect of endogenous
variables on exogenous variables with a hypothesis that is considered to have a
positive and significant effect if the T-statistic value exceeds 1.96 and the
significance value (P-value) is below 0.05.
Table. 7 Hasil Direct Effects Hypothesis Testing

T
Hipotesis Statistik P-Values Decsription
Customer Engagement -> o
] L 3,411 0,001 Diterima
Purchasing Decision
Viral Marketing -> Customer o
13,158 0,000 Diterima
Engagement
Viral Marketing -> Purchasi
fral MArEeting - TUIEhasing 4,789 0,000 Diterima

Decision

Source: Research data processed using SmartPLS4

From the results of this direct hypothesis testing, it shows that all variable
hypotheses are accepted which indicates a strong and significant relationship
between variables, with the hypothesis between viral marketing and customer
engagement as the highest value of 13,158 with P-Values of 0.000, this value
indicates that the relationship between variables is very strong and has a
significant effect. Likewise, the relationship between customer engagement and
purchasing decisions whose T Statistic value is 3.411 with P Values of 0.001 and
also the relationship between viral marketing with purchasing decisions with a
T statistic of 4.789 and a P-Values of 0.000, the hypothesis of both is indicated to
be accepted and influences each other positively and significantly.

Indirect Effects Hypothesis Testing

Indirect hypothesis testing looks at how influential the mediating variable
is on the endogenous variable, the hypothesis is considered to have a positive
indirect effect and is also significant if the T-statistic value exceeds 1.96 and the
significance value (P-value) is below 0.05.

Table. 8: Direct Effects Hypothesis Testing Result

T
Hipotesis Statistik P-Values Decsription
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ol ; >
Viral Marketing | Custf)r.ner 3,204 0,001 Diterima
Engagement -> Purchasing Decision

Source: Research data processed using SmartPLS4

From the results of testing this indirect hypothesis, it shows that the effect
of the customer engagement variable as a mediating variable in the relationship
between viral marketing and purchasing decisions is positive and significant, this
is evidenced by the T-statistic value of 3.204 which exceeds the minimum value
of the T statistic of 1.96 with a P-value of 0.000 below 0.05. This value indicates
that customer engagement plays an important role in strengthening it towards
purchasing decisions so that the hypothesis can be accepted, consumers
recognize and know information about culinary MSME products from viral
content on social media, then their attention to the product arises which is
followed by further exploration of the product to build preferences to decide on
a purchase.

DISCUSSION
The Influence of Viral Marketing on Purchasing Decision

The findings in this study suggest that the viral marketing variable has a
positive and significant influence on consumer purchasing decisions on MSME
products in the city of Mataram, this can be proven through the T-statistic value of
4.789 with a P-Value of 0.000, both of which meet the statistical significance criteria.
These results indicate that viral marketing is able to spread information in a short
time like a virus at minimal cost (Pratiwi, 2023) and increases consumer awareness
and influences them to browse product information according to their preferences
making it easier for them to decide to make a purchase.

This statement is in line with the results of research conducted by Fauziyah
et al (2024) which shows that there is a positive and significant effect of viral
marketing on the decision of emina brand beauty products in Indonesia, the
alignment of these results strengthens the evidence that viral content can attract
the attention of consumers at large and encourage consumers to take purchasing
action on the product being promoted.

The Influence of Viral Marketing on Customer Engagement

The findings in this study reveal that viral marketing has a positive and
significant effect on customer engagement on culinary MSME products in
Mataram city, this can be observed in the T-statistic value of 13.158 with a P-value
of 0.000, which meets the minimum value of the T-statistic and also the P-value.
This result shows a very strong relationship between marketing through viral
content on social media and consumer involvement in marketing activities for
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culinary MSME products, content is able to reach consumers widely and following
consumer preferences which leads them to interact with culinary MSME products
through digital activities on social media which then forms consumer preferences
for culinary MSME products (Salsabila, 2018) Indirectly, this consumer
involvement also leads them to participate in marketing activities to form
relationships between MSMEs and consumers to strengthen the effectiveness of
promotional strategies.

This finding is reinforced by research conducted by Erwin (2022), which
suggests that viral marketing has a positive influence on customer engagement of
consumers on social media, viral marketing strategies can reach consumers widely
at minimal cost, and make it easy for businesses to involve consumers in their
product marketing activities.

The Influence of Customer Engagement on Purchasing Decision

The findings in this study reveal that customer engagement has a positive
and significant influence on consumer purchasing decisions on culinary MSME
products in the city of Mataram, this can be proven by the T-Statistic value of 3.411
and a P-Value of 0.001, consumers who are involved in marketing indirectly build
emotional bonds which then shape their preferences as reinforcement for deciding
to purchase culinary MSME products (Kusdianti, 2024).

These results are in line with research conducted by Syalsabila & Hermina.
(2023) which suggests that customer engagement can influence consumer
purchasing decisions on culinary and fashion MSME products in West Java
province, the higher the level of consumer engagement, the higher the potential to
influence consumer emotions to carry out purchasing activities on MSME
products, this is due to consumer attachment to the product so that they do not
need to explore other product alternatives and only stick to one product.

CONCLUSIONS AND RECOMMENDATIONS

This study focuses on the substantial influence of viral marketing on
purchasing decisions through customer engagement on consumers of culinary
MSME products in the city of Mataram, the results of this study suggest that the
application of appropriate and effective viral marketing strategies can reach a very
broad market and also target a target market that is relevant to the characteristics
of culinary MSME products, with this strategy the product can attract the attention
of consumers and encourage them to actively explore further information about
the product, this process then forms an emotional response for consumers which
stimulates them to form a purchase decision. In addition, this study highlights how
influential the mediation of customer engagement is between viral marketing
variables and purchasing decisions, the results of which show that customer
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engagement variables play an important role in strengthening the relationship
between viral marketing and purchasing decisions.

based on the above discussion it is recommended that culinary MSME
business actors adopt effective promotional strategies, particularly through digital
marketing techniques such as viral marketing and customer engagement. By
strategically leveraging these methodologies, MSMEs can optimize their market
potential, garner consumer attention, and wield substantial influence over
purchasing decisions. By embracing digital marketing, businesses can create
compelling content that resonates with their target audience, fostering meaningful
interactions that encourage consumers to purchase their products.

FURTHER STUDY

This research was conducted within a regional scope, which is limited to
the Mataram city area, so that the findings produced have limitations in terms of
generalization, and cannot be used as a reference for other regions or regions that
have different characteristics and consumer behaviour. It is recommended that
future research could be conducted with a wider area coverage or using
comparative studies to identify how different culturistic and demographic
impact the effectiveness of viral marketing to purchasing decision through
customer engagement.,, and , also exploring other variable that capable to
influencing purchasing decision such as Fear of Missing out (FoMo), advertising
effectiveness, marketing campaign to in order to enrich the findings and be able
to serve as a reference.
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