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Abstract  
Perfume product purchases made by members of Generation Z and Millennials are investigated in this 
study, along with the elements that influence these generations opinions of E-WOM, beauty vloggers, 
social media marketing, and endorser congruence. We used a quantitative method by surveying 200 
people from Generation Z and Millennials who had bought scent goods. . According to the findings, 
there is a favorable relationship between purchase decisions and E-WOM, social media marketing, 
beauty vloggers, and endorser congruence. Findings from this research stress the significance of 
influencer marketing and digital marketing in molding customer views and motivating purchases. The 
results give light on how perfume companies may enhance the efficacy of their digital marketing 
campaigns, especially in the realms of social media and influencer partnerships, to sway customer 
decision-making and boost sales. 
Keywords: E-Wom, Social Media Marketing, Beauty Vlogger, Endorse Congruence, Purchase 

Decision 
 
1. Introduction 
Customers habits in making purchases have changed drastically due to the rise of digital 
information and communication technologies. These days, most internet marketing campaigns 
revolve around social networking (Saputra et al., 2023), has made companies no longer fully 
dependent on traditional promotional methods. Instead, companies utilize social media to 
interact, promote products, and build relationships with customers (Pratama et al., 2025). This 
shift indicates that digital marketing is no longer merely a complementary tool but has become 
a crucial element in today’s business competition. In line with this, the increasing internet 
penetration in Indonesia further strengthens the growth of the digital ecosystem. There were 
221.56 million internet users in 2024 and an estimated 229.43 million in 2025, according to 
data from the Indonesian Internet Service Providers Association (APJII) (Utari, 2025). These 
internet users are predominantly from Generation Z and Generation Y (Millennials), who are 
known for their rapid adaptation to digital technology (Febriani et al., 2026). These two 
generations not only use the internet for entertainment and communication but also rely on it 
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as their primary source of information before making purchases (Novita & Lina, 2024). This 
condition is particularly relevant for perfume products, which are sensory in nature and difficult 
to evaluate directly through online platforms, leading consumers to rely more on user reviews, 
influencer recommendations, and promotional content as considerations before making a 
purchase (Miradji et al., 2025). 
From identifying a need to gathering relevant information to weighing available options, the 
purchasing choice is the culmination of a decision-making process that begins with issue 
detection in the context of consumer behaviour (Devi & Fadli, 2023). In the digital era, the 
process of information search and evaluation of alternatives has become increasingly complex 
as consumers are exposed to multiple sources of information simultaneously. Social media 
enables consumers to access reviews, promotional materials, and recommendations from 
public figures in a relatively short time (Saputra et al., 2023). Electronic word of mouth, or e-
WOM, is a significant channel for this kind of communication since it is more objective and 
reliable than traditional forms of advertising (Abadi & Hawa, 2024). In addition, social media 
marketing activities presented through visual content, storytelling, and interactive campaigns 
contribute to shaping consumer perceptions and brand image of perfume products (Rafania et 
al., 2025). The influence of beauty vloggers is also increasingly significant, as they provide 
detailed reviews of fragrance longevity and scent characteristics, thereby substituting for the 
direct sensory experience consumers cannot obtain when shopping online. Furthermore, 
endorser congruence, or the compatibility between the endorser and the perfume product, the 
efficacy of advertising campaigns and customers faith in the brand are both impacted 
(Grunwald et al., 2025). 
Although previous studies have examined e-WOM, social media marketing, beauty vloggers, 
and endorser congruence separately, research that integrates these four variables 
simultaneously in relation to purchase decisions of perfume products among Generation Z and 
Millennials remains limited. In addition, prior research findings show inconsistencies. 
According to some research, the influence of celebrity endorsers on consumers purchasing 
decisions is substantial and favorable (Yusiara, 2022). But other research shows that 
endorsement congruence is not a big deal when it comes to consumers final buying decisions 
(Fauziridwan, 2024), as seen in research on owner product endorsement and endorser 
congruence in the Bittersweet By Najla brand. These variations in findings suggest that the 
effectiveness of endorser-product congruence is situational and cannot be generalized across 
all types of products (Lestari, 2025), particularly those that are subjective and involve sensory 
perception such as perfume. Moreover, most previous studies have focused on general products 
such as food or e-commerce, whereas perfume has unique characteristics due to its strong 
dependence on sensory perception and personal experience (Barbosa et al., 2021). Therefore, 
the research gap lies in the inconsistency of findings, the limited integration of digital 
marketing communication variables into a comprehensive model, and the scarcity of studies 
involving both Generation Z and Millennials simultaneously as research subjects. This gap 
forms the fundamental basis for conducting this study. 
2. Literature Review 
2.1 E-WOM 
Digital media facilitate what is known as “Electronic Word of Mouth” (e-WOM), in which 
users share their thoughts, feelings, and experiences regarding a product with one another 
(Abadi & Hawa, 2024). Because it is so easy to get evaluations, suggestions, and 
recommendations from other users through digital platforms, E-WOM also helps consumers a 
lot while they are making a purchase choice (Saputra et al., 2023). Perfume items, in particular, 



Jurnal Nasional Manajemen Pemasaran dan Sumber Daya Manusia 
e-ISSN: 2745-7257 

Published by:  
 

Pa
ge

96
 

are hard to assess immediately when buying online; so, e-WOM serves as a major information 
source to lessen ambiguity and perceived risk. Consistent with this, customers are more likely 
to have a positive impression and buy perfume items if they have read positive evaluations and 
suggestions (Rachmiani et al., 2024). 
2.2 Social Media Marketing 
In order to foster interaction, raise brand recognition, and forge stronger bonds between 
businesses and their target audiences, a growing number of corporations are engaging in what 
is known as social media marketing (Pratama et al., 2025). Businesses may reach a wider 
audience and encourage customer participation through social media marketing. Research has 
demonstrated that advertisements for perfumes and other personal care items posted on social 
media and other websites influence consumers to make a purchase (Kusumah & Aprillia, 2023). 
Furthermore, for Generation Z and Millennials, continuous exposure to promotional content 
can influence their perceptions and encourage purchase decisions (Fernandes et al., 2025), 
including perfume products that require visual explanation and narrative descriptions of 
fragrance concepts. 
2.3 Beauty Vlogger 
A beauty vlogger is a video content creator, either an individual or a group, who shares reviews, 
experiences, and recommendations regarding beauty and personal care products they use 
(Kanya & Adilla, 2022). In the context of perfume marketing, beauty vloggers play an 
important role as they often provide in-depth explanations about fragrance characteristics, scent 
longevity, and the suitability of perfume usage in various situations. In addition, beauty 
vloggers continuously build communication with their followers, creating a sense of closeness 
that makes them more approachable and relatable compared to traditional celebrity endorsers 
(Garg & Bakshi, 2024). Since perfumes cannot be directly tested when shopping online, 
reviews from beauty vloggers often serve as a substitute for consumers’ real experiences. New 
research shows that consumers are swayed by favorable and statistically significant product 
evaluations and the trustworthiness of beauty vloggers when making purchases (Palilingan et 
al., 2021), indicating that both theoretically and empirically, beauty vloggers have the potential 
to positively influence perfume purchase decisions. 
2.4 Endorse Congruence 
Endorser congruence refers to the degree of compatibility between the characteristics of an 
endorser and the product being promoted, including aspects such as image, personality, and 
lifestyle (Apriyana & Yuliana, 2023). Theoretically, a high level of congruence between the 
endorser and the product can enhance the effectiveness of promotional messages, as consumers 
perceive the endorser as relevant and authentic in representing the product (Maisyaroh, Umi, 
2024). This effectiveness becomes more optimal when there is a strong alignment between the 
attributes of the endorser and those of the product being promoted. In the context of perfume, 
the compatibility between the endorser’s character and the fragrance concept or brand image 
can strengthen consumers’ positive perceptions. To back up this claim, new research has 
demonstrated that consumers' purchasing decisions and brand perceptions are positively and 
significantly impacted by the degree to which celebrity endorsers' personalities align with those 
of the items they promote (Yusiara, 2022). Therefore, in the context of perfume, the alignment 
between the endorser’s character and the fragrance concept or brand image can enhance 
positive consumer perceptions and ultimately encourage purchase decisions. 
3. Research Method 
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3.1 Research Method 
A quantitative technique is utilized in this investigation. In order to gather data, researchers 
used a structured online questionnaire that was based on indications and components taken 
from well-established theoretical frameworks. The variables assessed include how E-WOM 
(X1), Social Media Marketing (X2), Beauty Vlogger (X3), also Endorse Congruence (X4) 
influence consumer purchasing decisions. To help in quantifying client impressions and 
actions, each question is assessed using a five-point Likert scale. This research made use of a 
non-probability sampling strategy based on a purposive sampling method. Through this 
approach, the researcher determines specific criteria that must be met by the selected 
respondents, namely individuals who belong to Generation Z and Millennials, actively use 
social media, and have purchased perfume products online. Since the population size is not 
known with certainty, the sample size determination refers to the method proposed (Hair et al., 
2019). According to this technique, the number of indicators should be multiplied by five to 
ten before selecting a sample, with the sample size being modified to match the number of 
indicators in the questionnaire (Alawiah, 2023). According to this estimate, for this survey, a 
minimum of 180 respondents, made up of Millennials and Generation Z, who have bought 
perfume online, are needed. However, this study employs a total of 200 respondents, which is 
regarded appropriate for SEM-PLS analysis and improves the analysis's robustness and 
reliability. Primary facts, culled straight from the source, provide the backbone of our 
investigation. An online survey was created and disseminated using Google Forms to gather 
data. The measurement instrument uses a Likert scale, which is commonly applied to measure 
respondents’ attitudes, opinions, and perceptions(Kurniati et al.  2023). There is a five-point 
scale from "strongly agree" to "strongly disagree" for each statement. This study employs 
Structural Equation Modeling (SEM) based on Partial Least Squares (PLS) for data analysis. 
4. Findings and Discussions 
4.1 Key Findings 
The description of respondent gender is an important element of demographic analysis to 
illustrate the profile of respondents in this study. The identification of gender composition was 
conducted to determine the distribution of respondents and to ensure the representation of the 
research subjects' characteristics. Table 1 below shows the distribution of responders by gender. 

Table 1. Description of Respondents Based on Gender 

No Gender Frequency Percentage (%) 
1 Female 108 54% 
2 Male 92 46%  

Total 200 100% 
Source: Processed by the Author (2026) 

It is clear from the data in the table above that, out of a total of 200 respondents, 108 
respondents (54%) are female customers, while 92 respondents (46%) are male customers. This 
finding indicates that the majority of respondents in this study are female. In addition to gender, 
age distribution was also analyzed to obtain an overview of the years groups that dominate the 
customers in this study. This analysis is important to understand years segmentation and its 
relationship with purchase decision toward the gen. The distribution of respondents based on 
years is presented in Table 2 below. 
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Table 2. Description of Respondents Based on Age 

No Years Frequency Percentage (%) 
1 2008-2012 11 5,5% 
2 2003-2007 50 25% 
3 1997-2002 16 8% 
4 1991-1996 61 30,5% 
5 1981-1990 62 31%  

Total 200 100% 
Source: Processed by the Author (2026) 

Table 2 shows that of the total number of respondents, 62 (or 31% of the total) were born 
between 1981 and 1990. This is followed by respondents born in 1991–1996 with 61 
respondents (30.5%), and those born in 2003–2007 with 50 respondents (25%). Meanwhile, 
respondents born in 1997–2002 account for 16 respondents (8%), and the smallest proportion 
consists of those born in 2008–2012 with 11 respondents (5.5%). 
This distribution indicates that the most respondents belong to the Millennial and early 
Generation Z groups, which are considered highly active in using digital technology and social 
media. This finding supports the relevance of the study, as these generations are the primary 
users of digital platforms and are more likely to engage with online marketing activities, 
including social media content, influencer recommendations, also e-WOM when making 
purchase decisions for perfume products. 
4.2 Validity and Reliability Testing 
Each indicator's outer loading value on its own concept was used to evaluate convergent 
validity. According to the criteria, the indicators strongly correlate with the construct being 
tested if the loading value is equal to or more than 0.70 (Ardine et al., 2020). 
Tabel 3. Results of Convergent Validity Testing 
 

E-Wom Social Media 
Marketing 

Beauty 
Vlogger 

Endorse 
Congruence 

Purchase 
Decision 

X1.1 0.904 
    

X1.2 0.895 
    

X1.3 0.898 
    

X1.4 0.894 
    

X1.5 0.854 
    

X2.1 
 

0.876 
   

X2.2 
 

0.847 
   

X2.3 
 

0.929 
   

X2.4 
 

0.836 
   

X2.5 
 

0.808 
   

X2.6 
 

0.869 
   

X2.7 
 

0.893 
   

X3.1 
  

0.939 
  

X3.2 
  

0.901 
  

X3.3 
  

0.843 
  

X3.4 
  

0.867 
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X3.5 
  

0.843 
  

X4.1 
   

0.944 
 

X4.2 
   

0.934 
 

X4.3 
   

0.913 
 

Y1.1 
    

0.903 
Y1.2 

    
0.907 

Y1.3 
    

0.851 
Y1.4 

    
0.884 

Y1.5 
    

0.892 

Source: Processed by the Author (2026) 
External loading values more than 0.70 are seen across all indicators in the following variables: 
E-WOM, Social Media Marketing, Beauty Vlogger, Endorse Congruence, and Purchase 
Decision (Table 3). This indicates that all indicators are acceptable for inclusion in subsequent 
analyses as they all fulfill the requirements for convergent validity. It was also necessary to 
assess the internal consistency of each concept through reliability testing. Both Cronbach's 
Alpha also Composite Reliability, which were used in this evaluation, must be more than 0.70 
(Ardine et al., 2020). 
Tabel 4. Result Reabillity Testing 
 

Cronbach's 
alpha 

Composite 
reliability (rho_a) 

Composite 
reliability (rho_c) 

Average variance 
extracted (AVE) 

E-Wom 0.934 0.952 0.950 0.791 
Social Media 
Marketing 

0.956 0.893 0.955 0.751 

Beauty Vlogger 0.933 1.132 0.945 0.773 
Endorse Congruence 0.924 0.965 0.951 0.865 
Purchase Decision 0.934 0.972 0.949 0.788 

Source: Processed by the Author (2026) 
The results shown in Table 4 indicate that all variables achieve Composite Reliability values 
exceeding 0.70. This demonstrates that the research instrument possesses strong internal 
consistency and is reliable in measuring the constructs. Since both validity and reliability 
requirements have been satisfied, the measurement model is deemed appropriate for further 
analysis at the structural model stage. Here, it use the R-squared value and the outcomes of the 
hypothesis tests conducted with Path Coefficient analysis to assess the structural model. 
4.3 Coefficient of Determination (R²) Test 
To what extent can the independent variables be used to explain the dependent variable in a 
structural model is measured by R². A high R² value indicates that E-WOM, SMM, beauty 
vloggers, and endorser congruence together explain a portion of the variation in purchase 
decisions. 
Tabel 5. Result R Testing 
 

R-Square R-Square Adjusted 
Purchase decision 0.013 -0.007 

Source: Processed by the Author (2026) 
Table 5 shows that the independent variables in this study—Electronic Word of Mouth (E-
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WOM), Social Media Marketing, Beauty Vlogger, and Endorser Congruence—can only 
explain 1.3% of the variance in Purchase Decision, with a R² value of 0.013. Other, non-model 
factors accounted for the remaining 98.7 percent in this investigation. 
4.4 Path Coefficient Testing 
Running the route coefficient test after the bootstrapping procedure allowed us to determine 
the nature, magnitude, and statistical significance of the direct correlations between the 
variables. The significance determination was based on t-statistics values more than 1.96 and 
p-values lower than 0.05 at the 5% level of significance (Zulkarnain, & Hendri, 2025). 
Tabel 5. Result R Testing 
  Original sample 

(O) 
Sample 
mean (M) 

 (STDEV) T statistics 
(|O/STDEV|) 

P 
values 

E-WOM -> 
Purchase Decision 

-0.152 -0.194 0.198 0.772 0.440 

Social Media 
Marketing -> 
Purchase Decision 

0.089 0.183 0.219 0.408 0.683 

Beauty Vlogger -> 
Purchase Decision 

-0.149 -0.103 0.194 0.767 0.443 

Endorse 
Congruence-> 
Purchase Decision 

0.132 0.042 0.200 0.659 0.510 

Source: Processed by the Author (2026) 
According to Table 5, none of the independent variables had a statistically significant impact 
on the final decision to buy. Concerning the effect on consumers' choices to purchase cologne 
and other fragrance products, E-WOM is shown to have a negative and insignificant effect (β 
= -0.152; t = 0.772 < 1.96; p = 0.440 > 0.05). In a similar vein, Social Media Marketing has a 
favorable impact on Purchase Decision, but it is not statistically significant (β = 0.089; t = 
0.408 < 1.96; p = 0.683 > 0.05). This indicates that in this particular scenario, social media 
marketing does not directly influence purchasing choices. 
Furthermore, Beauty Vlogger shows a negative and non-significant effect on Purchase 
Decision (β = -0.149; t = 0.767 < 1.96; p = 0.443 > 0.05), indicating that the influence of beauty 
vloggers does not significantly affect consumers’ purchasing decisions for perfume products. 
Endorser Congruence also demonstrates a positive but non-significant effect (β = 0.132; t = 
0.659 < 1.96; p = 0.510 > 0.05), indicating that the compatibility between the endorser and the 
product does not significantly influence purchase decisions. 
This study's results show that there is no statistically significant relationship between the 
variables of endorsement congruence, social media marketing, beauty vloggers, E-WOM. This 
indicates that, according to this research, digital marketing communication variables do not 
have a direct impact on customers' decisions to buy scent items. A more significant influence 
on purchase decisions can come from other sources, such individual tastes, sensory perception, 
or past experiences. 
5. Conclusion 
The SEM-PLS investigation found that among Millennials and Generation Z, the purchase 
decisions of perfume items are unaffected by E-WOM, social media marketing, beauty 
vloggers, and endorser congruence. None of the factors had a statistically significant impact on 
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consumers' decisions to buy, even though they do exhibit some positive or negative 
associations. These results indicate that elements related to digital marketing communication 
do not significantly influence consumers' decisions to buy scent items, such as online reviews, 
social media content, influencer recommendations, or the compatibility of endorsers. Instead, 
consumers are more likely to rely on personal preferences, sensory perception, and prior 
experiences when making purchase decisions. 
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