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Abstract  

Introduction/Main Objectives: Describe the topic your paper examines. Provide a background to 

your paper, and why is this topic interesting. Avoid unnecessary content. Background Problems: 

State the problem or economic/business phenomena studied in this paper and specify the research 

question(s) in one sentence. Novelty: Summarise the novelty of this paper. Briefly explain why no 

one else has adequately researched the question yet. Research Methods: Provide an outline of the 

research method(s) and the data used in this paper. Explain how did you go about doing this research. 

Again, avoid irrelevant content and do not make any speculation(s). Finding/Results: List the 

empirical finding(s) and write a discussion in one or two sentences. Conclusion: Provide 

conclusion(s) and implication(s) of your research. What conclusions did you get and what is the 

implication(s)? What is the main take-home message? 
 

Keywords: keyword_1, keyword_2, keyword_3, keyword_4, keyword_5 

 

 

1. Introduction 

The culinary industry encompasses a broad range of businesses specializing in food 

and beverages, including restaurants, cafeterias, cafes, taverns, fast food outlets, 

catering services, and others (Nevis, 2022). In Indonesia, the culinary sector holds 

a significant position within the creative economy. According to the Minister of 

Tourism and Creative Economy, Sandiaga Salahudin Uno (2021), it is the largest 

contributing subsector to the creative economy’s Gross Domestic Product (GDP). 

Data from the Ministry of Tourism and Creative Economy (2021) revealed that in 

2020, the culinary industry contributed IDR 455.44 trillion—around 41% of the 

total creative economy GDP of IDR 1,134 trillion (Kompas, 2021). As highlighted 

by Lesmana (2018), the culinary sector is one of the strategic industries supporting 

Indonesia’s economic development. In 2022, the industry experienced a 7.8% 

growth, marking a 3.49% increase from the previous year. 
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Supporting this trend, the Mandiri Institute reported that in the second quarter of 

2021, public visits to restaurants exceeded the 100% threshold during peak hours 

for 9,626 restaurants in nine major cities across Indonesia (CNBC Indonesia, 2021). 

Furthermore, Roy Morgan (2018) found that Padang restaurants attracted 28.4 

million visits within six months—surpassing well-known international franchises 

such as KFC, McDonald’s, Pizza Hut, and Solaria. In several regions, the number 

of Padang restaurants continues to grow, including in Yogyakarta, which recorded 

1,198 units in 2021, a notable increase from 1,007 in 2020 (Dataku, 2022). This 

growth presents promising opportunities for entrepreneurs to enter the culinary 

market, particularly in the Padang restaurant segment. 

One entrepreneur capitalizing on this opportunity is Arief Muhammad, a prominent 

Indonesian content creator and the appointed “Nasi Padang Ambassador” to 

promote West Sumatra cuisine (SMcom3, 2022). In July 2022, he launched the 

Padang Payakumbuah BSD restaurant, which quickly became a social media 

sensation (Pradana, 2022). The restaurant actively engages in online marketing 

campaigns and unique promotional events, attracting numerous food vloggers and 

generating widespread positive reviews (Ubaidillah, 2023; Guo & Wen, 2021). Its 

rising popularity has led to long queues of visitors, reflecting how perceived 

popularity can enhance consumer trust in a product’s quality, thus increasing 

purchase intention (Goedegebure, 2019). 

Despite this success, Padang restaurants face intense competition, with two to three 

outlets often operating within the same area (Ralalicom, 2023). Established brands 

such as Sederhana Restaurant, with over 200 branches across Indonesia and 

Malaysia (CNBC Indonesia, 2023), and Putra Minang Restaurant, with 65 locations 

(Haikal, 2022), dominate the market. Conversely, others like Nan Gombang Padang 

Restaurant have been forced to close due to market pressures (Redaksi, 2022). In 

such a competitive environment, effective business strategies are essential for long-

term survival (Andriyanty et al., 2020). 

The rise of celebrity entrepreneurs further shapes the competitive landscape 

(Yuliani & Dida, 2018). Leveraging their popularity, celebrities can promote their 

businesses to vast audiences, as demonstrated by Arief Muhammad’s Padang 

Payakumbuah BSD restaurant (Sonali, 2021). In addition to celebrity endorsement, 

strategic use of social media plays a vital role in influencing consumer behavior, 

with research showing that it can positively impact purchase intention (Faisal & 

Ekawanto, 2022). Another key factor is brand awareness, defined as consumers’ 

ability to recognize and recall a brand (Andrea, 2020). Studies confirm that higher 

brand awareness leads to stronger purchase intentions (Setiari & Ekawati, 2022; 

Pranata & Pramudana, 2018). Furthermore, elements such as electronic word of 

mouth (eWOM), brand image, and celebrity endorsement significantly contribute 

to building brand awareness (Putri, 2022; Mussa, 2022; Setiawan & Aksari, 2020). 

Based on this context, this study aims to examine the influence of eWOM, brand 

image, and celebrity endorsement on brand awareness and, subsequently, purchase 

intention, with brand awareness acting as a mediating variable. The findings are 

expected to provide valuable insights for restaurant owners—particularly in the 

Padang restaurant segment—in developing effective marketing strategies to 

enhance competitiveness in the dynamic culinary industry. 
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2. Literature review  

2.1 Purchase Intention   

According to Al-Qawasmi, Al-Dmour, and Amin (2022), customers' subjective 

judgment after assessing a service or item determines their purchase intention. 

Consumers' response to an item sold in the market, including their willingness to 

use an item or service that suits their interests, is referred to as purchase intention. 

Purchase intention, according to a different study by Abin, Mandagi, and Pasuhuk 

(2022), is a consumer's willingness to buy a product or take action related to the 

purchase, as determined by their likelihood to do so. 

Therefore, it can be concluded that purchase intention is the attitude of consumers 

in making purchasing decisions. It is the result of the customer's subjective 

judgment and willingness to think about or consider a product or service. Purchase 

intentions are important to study because they can be used to test the efficacy of a 

new distribution channel, which can then be utilized by management to identify 

which customer categories and geographic areas the channel should target. 

In line with the explanation above, a study by Shofiya and Fachira (2021) states 

that customers have a strong intention to buy this product/brand in the future 

because they consider it more attractive than other available options. When the need 

for a product arises, customers tend to choose brands that are already known to be 

purchased. In addition, customers are highly likely to recommend a website to 

friends because of their positive experience with this brand. Products recommended 

by this brand have left a strong impression on customers, and they are determined 

to buy them based on their recommendations (Lebdaoui et al., 2020); Rohman & 

Indaryadi, 2020). 

 

2.2 Brand Awareness 

Brand awareness, according to Ulan, Rivai, and Sari (2022), is the capacity of 

consumers to identify brands under various conditions, specifically when viewed 

from the perspective of brand recognition or consumer memory. According to 

research by Putri (2022), there are different levels of brand awareness, starting with 

the lowest level, which is not at all recognizing the brand, and moving up to brand 

recognition, which is the brand that consumers remember the most.  

In consideration of these definitions, it may be said that brand awareness is the 

ability of a brand to appear in the minds of consumers when thinking about a 

particular product category and how easily the name is raised. It has different levels, 

starting from not recognizing the brand-to-brand recognition, which is the most 

remembered by consumers. It is necessary to analyse because brand awareness 

really helps a business to make its brand stand out in the minds of its target audience 

or potential customers. Brand awareness refers to people's ability to recall and 

recognize a company. 

Along with the explanation above, a study by Komariah et al. (2022) stated that the 

product brand has a distinct and easily recognizable identity. The brand's logo is so 

distinctive that it is easy to identify its product at a glance. The brand's frequent 

presence on social media further reinforces this recognition, as its products are 

often featured and discussed, strengthening its position in the market. 
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2.3 Celebrity Endorse 

Celebrity endorsements are known as famous people for their achievements in their 

fields and take advantage of this to support the products they advertise or promote, 

(Indriana, Sholahuddin, Kuswati, & Sopatini, 2022). Celebrity endorsements, 

according to research by Felbert and Breuer (2021), are people who are well-known 

to the public and who use this notoriety to promote consumer goods by partnering 

with them in an advertisement. According to further research by Rohman and 

Indaryadi (2020), celebrity endorse are individuals or public figures who are well-

known for their accomplishments in particular fields and who then lend their 

support to a specific product with the intention of promoting it 

In view of these statements, it is possible to conclude that celebrity endorsers are 

individuals who enjoy public recognition and use this recognition to endorse and 

promote products. They are recognized for their achievements in a particular field 

and are known to excel in the field used to endorse the advertised or promoted 

product. Previous research on celebrity endorsements has traditionally focused on 

the characteristics of the endorser source and on the transfer of meaning between 

the endorser and the recommended product or brand. 

In line with the above explanation, a study by Clara (2023) states that celebrity 

brands can effectively use their expertise to promote the products they endorse, thus 

building trust and credibility with their audience. As a result, customers believe in 

the sincerity of the advertising messages delivered by these endorsers for each 

product they represent. Another research by Rohman and Indaryadi (2020) also 

stated that the influence of celebrity endorsers is very strong because their support 

can inspire customers to encourage others to prefer the products delivered. By using 

convincing and reputable endorsers, a product can successfully persuade 

consumers to choose their products over competitors (Ting et al., 2020; Megayani 

& Marlina, 2018). 

 

2.4. Brand Image 

According to research by Abin, Mandagi, and Pasuhuk (2022), brand image refers 

to consumers' perceptions of a particular brand that are stored in their memories 

and used to inform their attitudes and preferences. Similarly, Brand Image is 

defined by Ulan, Rivai, and Sari (2022) as a collection of brand assets and 

associated costs placed on names, logos, and icons that either raise or lower the 

quality of goods or services offered by businesses to consumers or clients.  

Thus, according to the above definitions, brand image is the vision and beliefs latent 

in consumers' minds, as a reflection of the associations stored in consumers' 

memories. It is a collection of brand assets and associated costs that either improve 

or degrade the quality of the product or service provided. Previous research shows 

that consumers with a strong brand image are associated with confidence in the 

purchase intention of a brand. However, these researchers do not provide a clear 

explanation of the relationship between these two brand constructs. As a result, the 

authors wanted to dig deeper into this relationship and find a clearer explanation. 
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In line with the explanation above, a study by Pratisthita et al. (2022) states that 

customers have a positive impression of the product/brand, especially because it 

provides the best facilities and services. Besides that, research by Ratasuk & 

Gajesanand. (2020) states that a product is known for its clear characteristics and a 

wide variety of styles and appeals to diverse preferences. In addition, the 

product/brand attracts consumers through attractive promotions that add value to 

their purchase. On the other hand, a brand can gain a reputation as a reliable and 

trustworthy brand, which further increases its popularity among customers 

(Rohman & Indaryadi, 2020). 

 

2.5 Electronic Word of Mouth 

Electronic Word of Mouth (eWOM), according to Indriana et al., (2022), refers to 

positive or negative remarks made by prospective customers, existing customers, 

or previous customers about specific products or services offered by online 

businesses. In addition, eWOM is described as statements made by potential 

customers, current customers, or former customers that are made public on the 

Internet and are accessible to a wide range of individuals and institutions (Al-

Qawasmi, Al-Dmour & Amin, 2022).  

According to the above definitions, it is possible to conclude that eWOM is an 

important source of information that influences human behaviour, defined as 

positive or negative statements about a product, service, or company shared over 

the internet by potential, actual, or former customers. Electronic word of mouth 

(eWOM) is considered one of the most influential informal media among 

consumers, businesses and society at large. Based on these ideas, this research 

intends to analyse how eWOM affects brand awareness to provide a better 

understanding. 

In line with the explanation above, a study by Al-Qawasmi et al., (2022) states that 

when talking about children's food supplement products and brands, customers 

often seek information from social media followers. Furthermore, the quality of 

information shared on social media plays an important role in shaping consumers' 

purchase intention towards the product. In addition, research by Komariah et al., 

(2022) stated that customers believe that sharing their experiences about purchasing 

Bittersweet by Najla products on Instagram can be useful for other customers. In 

addition, customers find that high ratings of children's dietary supplement products 

by people on social media also have a strong influence on customers' purchasing 

intention (Ulan et al., 2022; Indriana et al., 2022). 

 

2.6 Hypothesis Development 

Relationship between E-WOM and Brand Awareness 

Several studies have shown that eWOM is one of the sources that help consumers 

remember certain brands, which can certainly increase brand awareness (Putri, 

2022). In response, customer experience, relative value, confidence, and attachment 

to the company have a significant and significant impact on eWOM and brand 

recognition. Another study by Shanmugan and Sulthana (2020) concluded that 

eWOM becomes a peer-to-peer interaction that affects brand awareness directly on 

brand trust. Hence, the hypothesis proposed is: 
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(H1: E-WOM has an influence on Brand Awareness) 

Relationship between Brand Image and Brand Awareness 

Brand image and brand awareness are essential for affecting customers’ perception 

of the brand, as well as their purchase intention (Mussa, 2022). Furthermore, 

research by Suryani, Fauzi, and Nurhadi (2021), defined that brand image can be 

derived from exposure to social media, and such exposure can enhance brand 

awareness. In recent years due to technological developments, buyers have become 

much more conscious of a brand's image. As a result, they only buy brands that are 

well-known and suit their needs (Shabbir, Khan & Khan, 2018). Hence, the 

hypothesis proposed is: 

(H2: Brand Image has an influence on Brand Awareness) 

Relationship between Celebrity Endorse and Brand Awareness 

Celebrity endorsers have a positive and significant effect on brand awareness and 

purchase intention (Setiawan & Aksari, 2020). Celebrities can be used to increase 

brand awareness of a product, the accuracy of choosing an endorser can be based 

on the attributes inherent in the endorser. The characteristics that exist in endorsers 

can influence the response to advertisements (Nathania, Tjahjo & Goenawan, 

2020). Numerous studies have shown strong support for the use of celebrity 

endorsements. Among them, claimed that celebrities help brands become more 

recognizable and create positive attitudes toward the brand (Pham & Bui, 2020). 

Hence, the hypothesis proposed is: 

(H3: Celebrity Endorse has an influence on Brand Awareness) 

Relationship between Brand Awareness and Purchase Intention 

According to research by Hasan and Elviana (2022), brand awareness has a positive 

effect on purchase intention. The more familiar consumers are with a brand, the 

easier it is for the brand to appear in consumers' memories. Therefore, a transaction 

will not occur if consumers do not have high brand awareness of a product 

(Shwastika & Keni, 2021). Other research by Susilowati and Sari (2020) also shows 

a positive relationship between brand awareness and purchase intention. Hence, the 

hypothesis proposed is: 

(H4: Brand Awareness has an influence on Purchase Intention) 

 

2.7 Theoretical Framework 

 This research study uses the Theory of Planned Behavior (TPB) to understand 

consumer purchase intention behavior. According to Ajzen (1991), TPB states that 

purchase intention is essentially determined by attitudes, subjective norms, and 

perceived behavioral control. Therefore, purchase intention is defined as the 

probability of consumers buying food at restaurants in this study. Furthermore, 

Figure 1 displays a literature review using a framework to determine the effect of 

electronic word of mouth, brand image, and celebrity endorsement on purchase 

intention with brand awareness as mediation. 
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Figure 1. Research Framework 

2.8 Research Gap 

From previous research investigating the effect of electronic word of mouth, brand 

image, and celebrity endorsement on purchase intention, it is noted that many 

researchers study the effect of electronic word of mouth (E-WOM) on purchase 

intention from different perspectives. One of them studied the factors affecting 

purchase intention in online shops with E-WOM as mediation (Putra & Andiran, 

2021), how consumer attitudes and E-WOM affect online purchase intention in 

China (Bilal, Akram, Rasool, Rasool & Tanveer, 2021). While others tried to 

investigate the effect of E-WOM on purchase intention with a meta-analysis 

(Albayrak & Ceylan, 2021), and the role of E-WOM and marketing mix on 

women's purchase intention of children's food supplements (Al-Qawasmi, Al-

Dmour & Amin, 2022). In addition, many studies aim to determine the effect of 

several combinations of celebrity endorsers on consumer intention to buy sports-

related products (Felbert & Breuer, 2021), the effect of celebrity endorsers, brand 

image, brand loyalty, and perceived quality on consumer purchase intention 

(Rohman & Indaryadi, 2021), the effect of celebrity endorse on consumer buying 

interest in the mediating influence of brand image (Irfanoglu & Alawadhi, 2020). 

At the same time, others study the role of brand image in mediating the effect of 

celebrity endorsers on purchase intention in potential consumers of Wardah lipstick 

products (Roshan & Sudiksa, 2019). In addition, there are also researchers who aim 

to determine the effect of electronic word of mouth and brand image on purchase 

intention with brand awareness as intervening (Ulan, Rivai & Sari, 2022).  

Indeed, there is no research that combined the effect of electronic word of mouth, 

brand image, and celebrity endorsement on purchase intention with brand 

awareness as mediation. This situation is one of the empirical gaps in the existing 

literature. Therefore, this study tries to bridge this gap by explaining brand 

awareness as a mediating variable in the effect of electronic word of mouth, brand 

image, and celebrity endorsement on purchase intention at Padang Payakumbuah 

BSD Restaurant, which makes this study different from other studies in terms of 

objectives and field of study 
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3. Research Method 

3.1. Research Design 

This research uses quantitative methods, which are research methods that use 

numerical data collection techniques and the implementation of statistical, 

mathematical, or computational techniques (Adedoyin, 2020). In this method, data 

collection is carried out using statistical means, such as t-test correlation, analysis 

of variance and covariance, factor analysis, linear regression, and other statistical 

tests.  

Partial Least Square - Structural Equation Modeling, or PLS-SEM, was used in this 

study. Smart-PLS was the application used. To assess parameters (measurement 

models) and test hypotheses, structural equation modeling was used. To accurately 

represent the entire population and model, PLS-SEM offers the use of many 

constructs and a large number of items with a small sample size (Hair et al., 2019). 

In PLS-SEM, the sample size depends on the number of constructs, the number of 

indicators per construct, and the number of observations per estimated parameter 

(Hair et al., 2022). PLS-SEM can also manage complex models with many 

constructs and indicators. Researchers should pay attention to the minimum sample 

size which can be used as a rough guide from the 10 times rule (Sarstedt et al., 

2022; Hair et al., 2021). 

3.2. Sampling Plan 

A population is a grouping of people or things with similar characteristics (Etikan 

& Babatope, 2019). In this research, the population used is those who have 

consumed food from Padang Payakumbuah BSD Restaurant. This study uses 

convenience and purposive sampling in determining data samples Convenience 

sampling is a sampling approach based on coincidence, individuals of the 

population that the researcher encounters and who are willing to become a 

respondent to be sampled. Furthermore, convenience sampling is the method in 

which samples are selected based on certain qualities that are relevant to the 

research.  

This research will use the 10- times rule to calculate the sample size. According to 

the 10-times rule, the minimum sample size should be equal to the greater of ten 

times the largest number of formative indicators used to measure one construct or 

ten times the largest number of structural paths directed at a specific latent construct 

in the structural model (Hair et al., 2017). Given that this study contains 25 

statement items, the minimum sample size in this study is 250. In addition, this 

research was distributed to 381 respondents, but only 353 respondents filled in 

completely. 

3.3. Research Instrument 

This study uses a six-point Likert scale ranging from 1 (strongly disagree) to 6 

(strongly agree).  Previous research has also argued that an even number of 

response points is more advisable than an odd number of response points, this is 

because social bias can be reduced (Budiaji, 2018). The social bias in question is 

the desire to please the interviewer or the feeling of being considered helpful by the 

interviewer for being a respondent. Respondents will tend to answer by choosing 

neutral (Budiaji, 2018).  
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3.4. Data Collection Design 

This research used the online tool Google Forms to create and customize the 

questionnaire. For the dissemination of the questionnaire, this research utilized 

social media such as Instagram, Twitter, and WhatsApp. Data collection was 

conducted for one month, from March to April 2023. The completed questionnaires 

are then exported into Microsoft Excel and analyzed using Smart PLS software. 

3.5. Data Analysis Design 

Descriptive Analysis 

Descriptive analysis is a type of data analysis that assists in the constructive 

description, display, or summarization of data points so that patterns that meet each 

data condition can emerge (Rawat, 2021). The measurements used in descriptive 

analysis are average and standard deviation. For statement measurement, this 

research uses the Likert Scale system.  

Inferential Analysis  

The inferential analysis is used to draw and assess the reliability of conclusions 

about a population based on data collected from a sample of the population 

(Calvello, 2020). Futhermore, A hypothesis can be tested using inferential analysis, 

and data can be evaluated for generalizability to a larger population (Bhandari, 

2023). 

Validity Testing  

Validity refers to whether a test measures what it is intended to measure. Validity, 

in the opinion of Kante, Chepken, and Oboko (2018), consists of construct validity 

and content validity. Convergent and divergent validity are two different types of 

construct validity (Kante et al., 2018). The average variance extracted (AVE) can 

be used to evaluate convergent validity, according to Ghasemy et al. (2020), which 

cites Hair et al. (2019). According to Hair et al. (2017) and Ghasemy et al. (2020), 

the AVE value needs to be greater than 0.5. The model accounts for at least 50% 

of the item variance when the AVE value is 0.50 or higher (Hair et al., 2019).  

According to Hair et al. (2019), outer loading describes the association between 

constructs and lantern variable indicators for reflective constructs. Ghasemy et al. 

(2020), citing Hair et al. (2019), state that the outer loading value needs to be 

greater than 0.7. However, outer loading in the range of 0.4 to 0.7 is acceptable. It 

must be taken into account when an indicator is removed solely for the purpose of 

raising AVE (Hair et al., 2019).  Additionally, it is preferable to use more than three 

indicators for each lantern variable in the constructed assessment (Hair et al., 2019). 

The outer loading above 0.5 as the minimum value can be used as a guide for 

deciding whether to remove the indicator (Hassan & Shamsudin, 2019). 

Furthermore, discriminant validity is evaluated using the HTMT (heterotrait-

monotrait ratio) (Kante et al., 2018).  According to Hair et al. (2019), researchers 

could select a confidence level for HTMT that was lower than 0.90 or 0.85.  

Reliability Testing 

A reliability test will employ either Cronbach's alpha or composite reliability (CR), 

in accordance Pal, Arpnikanondt, Funilkul, & Chutimaskul (2020). Hair et al. 

(2019) also advises the researcher to use composite reliability (CR) as an indicator 

when conducting their study. Therefore, CR will be used in this study to evaluate 
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the internal consistency of this construct. Meanwhile, according to Ghasemy et al. 

(2020), the value of composite reliability (CR) must fall within the range of 0.7 and 

0.95.  

Goodness of Fit (GoF) 

Along with emphasizing predictive interactions using PLS-SEM, theory testing, 

and results validation are also necessary (Hair et al., 2019). The goodness of fit 

(GoF) is a measure of how well a model fits the data as a whole (Yahaya, Oyediran, 

& Onukuwbe, 2019).  According to Hair et al. (2019), the root standard square 

residual (SRMR) can be used to evaluate the goodness of fit (GoF) standards for 

PLS-SEM. According to Hair et al. (2019), the model is suitable if the SRMR value 

is close to zero. In another model SRMR is deemed to be an ideal value of less than 

0.10 or 0.09 (Nazari & Far, 2019).   

Hypothesis Testing 

 To test the assumptions that have been made statistically, a researcher will conduct 

hypothesis testing (Majaski, 2020). After the data meets the minimal requirements 

of the validity and reliability test, hypothesis testing is possible (Kante et al., 2018). 

Researchers use hypothesis testing to estimate a hypothesis' likelihood using 

sample data (Majaski, 2020). The measurement coefficient (R Square or R2) and 

statistical significance (t-value) as well as the relevance of the path coefficient (p-

value) are standard evaluation parameters that should be observed (Hair et al., 

2019). According to Henseler, Hubona & Ray (2016), in order to test a hypothesis, 

the statistical significance (t-value) must be greater than 1.96 and the path 

coefficient (p-value) must be less than 0.05. Additionally, the model can be 

evaluated using the coefficient of determination (R2) (Ghasemy et al., 2020). 

The strength of exogenous constructs to directly and indirectly explain the number 

of variants in the endogenous construct is measured by the coefficient of 

determination (R2) (Ghasemy et al., 2020). R2 typically ranges from 0 to 1, with 

higher numbers offering excellent predictive rates (Juma & Tjahyanto, 2019). Chin 

(1998) is cited by Umrani, Kura, and Ahmed (2018), who classify values of 0.60, 

0.33, and 0.19 as substantial, moderate, and weak, respectively. According to 

Ahmad et al. (2019), path coefficient analysis assesses the strength and importance 

of a variable relationship's coefficients. The bootstrapping procedure may produce 

the path coefficient and P-value (Yahaya et al., 2019). According to Juma & 

Tjahyanto (2019), the model considers something to be significant if the P-value 

level is less than 0.05 or at a sizeable level below 5%. In a nutshell, the P-value for 

this study meets the significant standard of less than 5%. 

4. Result and Discussion 

4.1. Respondent Profile 

The questionnaires were distributed through various social media. Although 381 

respondents completed the questionnaire, only 353 met the criteria for this study. 

The number of respondents passed the minimum sample size suggested.  

Gender 

Based on Figure 2, the total female gender is 245 or 69.4% while there were 108 

male respondents or 30.6%. As a result, the majority of respondents in this case are 

female. 
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Figure 2. Respondent’s Gender 

Source : Author own creation 

 

Age 

Figure 3 indicated that most respondents are between the ages of 25-34 years old, 

with a total of 47.3% of the whole sample, or 167 respondents.  

 

Figure 3. Respondent’s Age 

Source : Author own creation 

 

Occupation 

Figure 4 shows that the majority of the respondents are employees, with 61.5 % of 

the whole sample or 217 respondents. 
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Figure 4. Respondent’s Occupation 

Source : Author own creation 

 

Monthly Spending for Dining Out 

Figure 5 indicates that the majority of monthly spending for dining out is between 

Rp. 500,000 – Rp. 1,000,000, with 36.3% or 128 total respondents.  

 

 

 

 

 

 

 

 

 

Figure 5. Respondent’s Occupation 

Source : Author own creation 

 

4.2. Descriptive Analysis  

Descriptive analysis is a type of data analysis that assists in the constructive 

description, display, or summarization of data points so that patterns that meet each 

data condition can emerge (Rawat, 2021). The following results show the 

descriptive analysis of each variable based on respondents' answers. 

Electronic Word of Mouth 

Based on Table 2 shows that most respondents in this study agreed with all the 

statements measured in electronic word of mouth with a mean of more than 4.240. 

These results indicate that they often get information about Padang Payakumbuah 

BSD Restaurant from social media users. The quality of information posted on 

social media also affects their purchase intention towards Padang Payakumbuah 

BSD Restaurant also believe that sharing experiences about Padang Payakumbuah 

BSD Restaurant on social media will help them in choosing Padang Payakumbuah 

BSD Restaurant. 
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Table 1. Descriptive Analysis of Electronic Word of Mouth 

  N Mean Median Min Max Standard 

Deviation 

EWOM1 353 4.783 5.000 1.000 6.000 1.243 

EWOM2 353 4.632 5.000 1.000 6.000 1.310 

EWOM3 353 4.730 5.000 1.000 6.000 1.232 

EWOM4 353 4.357 5.000 1.000 6.000 1.415 

EWOM5 353 4.240 5.000 1.000 6.000 1.539 

 

Brand Image 

Table 2 showed that the majority of the respondents in this study agreed with all 

statements measured in the brand image with a mean of more than 4.380. They 

believe that Padang Payakumbuah BSD Restaurant has a modern impression and 

cares about the desires of today's consumers. They agree that Padang Payakumbuah 

BSD Restaurant has good promotion/advertising, especially on social media. 

Respondents also believe that Padang Payakumbuah BSD Restaurant has a good 

reputation as a restaurant from West Sumatra. 

 

Table 2. Descriptive Analysis of Brand Image 

  N Mean Median Min Max Standard 

Deviation 

BI1 353 4.583 5.000 1.000 6.000 1.390 

BI2 353 4.380 5.000 1.000 6.000 1.360 

BI3 353 4.860 5.000 1.000 6.000 1.221 

BI4 353 4.711 5.000 1.000 6.000 1.281 

BI5 353 4.550 5.000 1.000 6.000 1.308 

 

Celebrity Endorse 

Table 3 showed that most respondents in this study agreed with all statements 

measured in celebrity endorsement with a mean of more than 4.543. Respondents 

agree that the endorsers of Padang Payakumbuah BSD Restaurant come from well-

known celebrities and they can be trusted when conveying the advantages of the 

restaurant. Respondents also believe that the endorsers of Padang Payakumbuah 

BSD Restaurant can influence their thinking so that they can convince respondents 

to try the restaurant's food. 
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Table 3. Descriptive Analysis of Celebrity Endorse 

  N Mean Median Min Max Standard 

Deviation 

CE1 353 4.543 5.000 1.000 6.000 1.299 

CE2 353 4.566 5.000 1.000 6.000 1.273 

CE3 353 4.636 5.000 1.000 6.000 1.284 

CE4 353 4.597 5.000 1.000 6.000 1.247 

CE5 353 4.702 5.000 0.000 6.000 1.221 

 

Brand Awareness 

Table 4 showed that most respondents in this study agreed with all statements 

measured in brand awareness with a mean of more than 4.471. These results 

indicate that respondents can recognize the Padang Payakumbuah BSD Restaurant 

brand easily. Respondents agree that when thinking of a Padang restaurant, they 

remember Padang Payakumbuah BSD Restaurant. In addition, respondents also 

agree that they remember Padang Payakumbuah BSD Restaurant because it is one 

of the most talked about restaurants today. 

Table 4. Descriptive Analysis of Brand Awareness 

  N Mean Median Min Max Standard 

Deviation 

BA1 353 4.615 5.000 1.000 6.000 1.358 

BA2 353 4.517 5.000 1.000 6.000 1.275 

BA3 353 4.695 5.000 1.000 6.000 1.265 

BA4 353 4.471 5.000 1.000 6.000 1.344 

BA5 353 4.685 5.000 1.000 6.000 1.265 

 

Purchase Intention 

Table 5 also showed that the majority of respondents in this study agreed with all 

statements measured in purchase intention with a mean of more than 4.149. These 

results indicate that respondents intend to buy menus from Padang Payakumbuah 

BSD Restaurant in the future and they intend to buy food from the Padang 

Restaurant rather than elsewhere. Furthermore, respondents have a strong intention 

to buy food from Padang Payakumbuah BSD Restaurant and they agree to 

recommend this restaurant to others. 
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Table 5. Descriptive Analysis of Purchase Intention 

  N Mean Median Min Max Standard 

Deviation 

PI1 353 4.599 5.000 1.000 6.000 1.400 

PI2 353 4.469 5.000 1.000 6.000 1.342 

PI3 353 4.149 4.000 1.000 6.000 1.490 

PI4 353 4.287 5.000 1.000 6.000 1.459 

PI5 353 4.450 5.000 1.000 6.000 1.383 

 

4.3. Inferential Analysis 

Inferential analysis is used to draw and assess the reliability of conclusions about a 

population based on data collected from a sample of the population (Calvello, 

2020).  

Validity Testing 

Validity refers to whether a test measures what it is intended to measure (Galaczi, 

2020). Validity, in the opinion of Kante et al. (2018), consists of construct validity 

and content validity. The average variance extracted (AVE) can be used to evaluate 

convergent validity, according to Ghasemy et al. (2020). According to Hair et al. 

(2019), outer loading describes the association between constructs and lantern 

variable indicators for reflective constructs. AVE and outer loading tests are used 

as indicators for convergent validity assessment.  Researchers will conduct an outer 

loading test first, then test validity and reliability. Based on Table 6 Outer Loading 

presented below, the majority of outer loading in this study has a value above 0.7 

and exceeds the recommended minimum level of 0.5. Ghasemy et al. (2020), citing 

Hair et al. (2019), state that the outer loading value needs to be greater than 0.7.  

According to Hair et al. (2017) and Ghasemy et al. (2020), the AVE value needs to 

be greater than 0.5. The same study indicates that the model accounts for at least 

50% of the item variance when the AVE value is 0.50 or higher. Based on Table 7, 

shows that the AVE value for all constructs has a value of above 0.50. Therefore, 

there is no convergent validity problem in the tested model.  

The discriminant test is a technique for confirming the independence of one scale 

from other scales in order to validate the research. The Heterotrait-Monotrait Ratio 

(HTMT), which indicates the discriminant test, is shown in Table 8. All results are 

below 0.85, which makes the HTMT ratios significant which is lower than 0.90 as 

suggested by Hair et al. (2019). Therefore, the result of  the discriminant validity 

test for this construct is passed.  
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Table 6. Outer Loading 

 
Brand 

Awareness 

Brand 

Image 

Celebrity 

Endorse 

Electronic Word of 

Mouth 

Purchase 

Intention 

BA1 0.813 
    

BA2 0.833 
    

BA3 0.817 
    

BA4 0.767 
    

BA5 0.830 
    

BI1 
 

      0.763 
   

BI2 
 

      0.750 
   

BI3 
 

      0.748 
   

BI4 
 

      0.712 
   

BI5 
 

      0.773 
   

CE1 
  

      0.852 
  

CE2 
  

      0.851 
  

CE3 
  

      0.860 
  

CE4 
  

      0.826 
  

CE5 
  

      0.845 
  

EWOM1 
   

      0.841 
 

EWOM2 
   

      0.861 
 

EWOM3 
   

      0.860 
 

EWOM4 
   

      0.794 
 

EWOM5 
   

      0.701 
 

PI1 
    

      0.794 

PI2 
    

      0.828 

PI3 
    

      0.726 

PI4 
    

      0.722 

PI5 
    

      0.786 
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Table 7. Average Variance Extracted 

 
Average Variance Extracted (AVE) 

Brand Awareness 0.660 

Brand Image 0.562 

Celebrity Endorse 0.717 

Electronic Word of Mouth 0.662 

Purchase Intention 0.596 

 

Table 8. Heterotrait-Monotrait Ratio (HTMT) 

 
Brand 

Awareness 

Brand 

Image 

Celebrity 

Endorse 

Electronic 

Word of 

Mouth 

Purchase 

Intention 

Brand 

Awareness 

     

Brand  

Image 0.674 

    

Celebrity 

Endorse 0.765 0.670 

   

Electronic 

Word of 

Mouth 0.740 0.619 0.769 

  

Purchase 

Intention 0.799 0.600 0.802 0.779 

 

 

Reliability Testing 

In this study, the researchers used composite reliability (CR) as a measure of 

internal consistency. The CR test results in Table 9 are above 0.7, where the 

Celebrity endorse value (0.927) is the highest value. The CR result should be 

between 0.7 and 0.95 to ensure this construct is reliable. Thus, this construct does 

not face any issues with the reliability test. 
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Table 9. Composite Reliability 

 
Composite Reliability (CR) 

Brand Awareness 0.906 

Brand Image 0.865 

Celebrity Endorse 0.927 

Electronic Word of Mouth 0.907 

Purchase Intention 0.880 

 

Goodness of Fit (GoF) 

In this study, model fit (goodness of fit) was assessed to determine whether the 

model could adequately explain the collected data. According to Hair et al. (2019), 

the root standard square residual (SRMR) can be used to evaluate the goodness of 

fit (GoF) standards for PLS-SEM. SRMR is an absolute fit index that is a badness-

of-fit statistic that consists of standardizing the Root Mean Square Residual (RMR) 

(Carreto, Jaimes & Martínez, 2022). SRMR is used by researchers to evaluate 

constructs. The SRMR test results from this study are shown in Table 10. 

 Table 10. Model of Fit 

 
Saturated Model Estimated Model 

SRMR 0.062 0.084 

 

According to Hair et al. (2019), the model is suitable if the SRMR value is close to 

zero. Another study mentioned that the model is deemed to be ideal, though, if the 

SRMR value is less than 0.10 or 0.09 (Nazari & Far, 2019). This model's SRMR 

test result is 0.062. This indicates that the construct is appropriate and that SRMR 

is not a problem. As a result, the study's goodness of fit demonstrates that the model 

adequately accounts for the total set of data. 

Hypothesis Testing 

Hypothesis testing is carried out after the validity and reliability tests have been 

passed (Kante et al., 2018). The function of validity and reliability is to measure 

how reliable the data and model fit in this construct (Majaski, 2020). In this section, 

hypothesis testing is carried out to accept or reject hypotheses based on variables. 

Researchers conducted hypothesis testing through bootstrapping on Smart PLS to 

evaluate the Structural Equation Model (SEM) method. The measurement 

coefficient (R-Square or R2) and statistical significance (t-value) as well as the 

relevance of the path coefficient (p-value) are standard evaluation parameters that 

should be observed (Hair et al., 2019).  The hypotheses in this study are Electronic 

Word of Mouth (EWOM), Brand Image (BI), Celebrity Endorse (CE), Brand 

Awareness (BA) as a moderating variable, and Purchase Intention (PI) as the 

dependent variable. In addition, this construct also tests the impact of moderating 

variables where Brand Awareness (BA) on Purchase Intention (PI). The results of 
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hypothesis testing are presented in Table 11. As a result, all hypotheses in this study 

can be accepted.  

 Table 12 shows the R2 results from this study. The R2 value for Purchase Intention 

is 0.491, putting it in the moderate category. Furthermore, Brand Awareness, as a 

mediating variable, has an R2 value of 0.550, which is also considered moderate. 

Table 11. Hypothesis Testing 

 
T-Values P-Values Conclusion 

Brand Awareness -> Purchase Intention 

(H1) 20.796 0.000 Accepted 

Brand Image -> Brand Awareness (H2) 3.675 0.000 Accepted 

Celebrity Endorse -> Brand 

Awareness (H3) 5.991 0.000 Accepted 

Electronic Word of Mouth -> Brand 

Awareness (H4) 4.937 0.000 Accepted 

 

Table 12. R-Square 

 

 

 

 

 

4.4. Discussion 

 This study explores whether electronic word of mouth, brand image, and celebrity 

endorsement affect the purchase intention of Padang Payakumbuah BSD 

Restaurant. This research model involves brand awareness as a mediator between 

electronic word of mouth, brand image, and celebrity endorsement on the purchase 

intention of Padang Payakumbuah BSD Restaurant.  

The results of the current study show that electronic word of mouth does affect 

brand awareness, thus hypothesis 1 (H1) is accepted. This result is based on the 

value of t-value which 4.937 and the p-value is 0.000 which indicates that electronic 

word of mouth significantly influences brand awareness. Therefore, electronic 

word of mouth can be an effective and efficient marketing communication tool to 

consumers in increasing brand awareness. The result is also similar to the study of 

Putri (2022), that E-WOM is one of the sources that help consumers to remember 

certain brands, which increases brand awareness in the beauty industry. In response 

to this, customer experience, relative value, trust, and attachment to the company 

have a significant impact on E-WOM and brand recognition. In addition, other 

studies have also shown that trust in E-WOM implicitly affects brand awareness of 

the purchase behaviour of consumer goods in the retail sector in Vietnam (Cuong, 

2020).  

 
R-Square 

Brand Awareness 0.550 

Purchase Intention 0.491 



International Journal of Family Business Practices Vol 8, Issue 1, 2025 

 

 

38 

 

Furthermore, the results of the current study show that brand image has a positive 

relationship with brand awareness, thus hypothesis 2 (H2) is accepted. This result 

is based on the value of t-value which 3.675 and the p-value is 0.000 which 

indicates that brand image significantly influences brand awareness. Therefore, a 

better brand image built by a business will make consumers look at the business 

more than others. This result is in accordance with research conducted by Mussa 

(2020), where brand image is considered indispensable in increasing brand 

awareness among students of higher education institutions in Egypt. Brand image 

and brand awareness are very important to influence customers' perceptions of the 

brand, as well as their purchase intentions. Therefore, brand image is included in 

the determining factors that influence individuals toward brand awareness of a 

product/brand. This statement is also similar to research by Suryani et al., (2021), 

that the brand image obtained from social media exposure, such exposure can 

increase the brand on the website or social media of SMEs.  

In addition, the results of the current study also show that celebrity endorsement 

has a positive relationship with brand awareness, thus hypothesis 3 (H3) is 

accepted. This result is based on the value of t-value which 5.991 and the p-value 

is 0.000 which indicates that celebrity endorsement significantly influences brand 

awareness. Therefore, celebrity endorsers who have good expertise and 

achievements can help increase brand awareness in the formation of consumer 

awareness. This result similar to a study done by Nathania et al., (2020), which that 

celebrities can be a way to increase brand awareness of Neo Coffee products 

because endorser characteristics can influence the millennial generation of 

YouTube users towards advertisements. This result is also supported by research 

by Pham and Bui (2020), that celebrities help increase brand awareness through 

social media networks and create a positive attitude towards the brand in Vietnam. 

Celebrities help create a stronger emotional connection with consumers and can 

build brand appeal with the intended target market. Therefore, celebrity endorsers 

are assumed to play an important role in shaping brand awareness to support a 

product/brand. The results of research conducted by Setiawan and Aksari (2020) 

also state that celebrity endorsers have a positive and significant effect on brand 

awareness and purchase intention in the clothing sector. Some consumers believe 

that celebrities play an important role in helping marketing activities run smoothly. 

The results of the current study show that brand awareness does affect purchase 

intention, thus hypothesis 4 (H4) is accepted. This result is based on the value of t-

value which 20.796 and the p-value is 0.000 which indicates that brand awareness 

significantly influences purchase intention. Therefore, brand awareness is very 

important for a business because it can affect consumers' purchase intention in 

buying a product or service for the first time. These results are in accordance with 

research conducted by Foroudi et al., (2018), that the importance of brand 

perception and brand awareness for the fashion industry in Mexico needs to be 

more interactive to increase brand loyalty and consumer brand purchase intentions. 

This means that to increase consumer purchase intention for products or services, 

a business is expected to be more interactive in creating brand awareness so that it 

can be recognized by the public. Another study in the sector of fashion by 

Shwastika and Keni (2021), is also in line with the results of this study that the 

more familiar consumers are with a brand, the easier the brand appears in 

consumers' memories. Therefore, a transaction will not occur if consumers do not 

have high brand awareness of a product. 
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5. Conclusion and Implications  

This study aimed to examine whether electronic word of mouth (eWOM), brand 

image, and celebrity endorsement influence brand awareness, and whether brand 

awareness affects purchase intention in the context of Padang Payakumbuah BSD 

Restaurant. The findings confirm that all four proposed hypotheses are supported. 

Brand awareness emerged as the most influential factor on purchase intention (t = 

20.796, p = 0.000), followed by celebrity endorsement (t = 5.991, p = 0.000), 

electronic word of mouth (t = 4.937, p = 0.000), and brand image (t = 3.675, p = 

0.000) in their effect on brand awareness. 

The results imply that strengthening brand awareness is essential for enhancing 

purchase intention. In a competitive culinary market, consumers tend to choose 

brands they recognize and trust, making brand awareness a strategic priority. To 

achieve this, Padang Payakumbuah BSD should actively leverage eWOM 

campaigns, as these have a proven positive effect on brand awareness and can 

amplify customer advocacy. 

Moreover, while celebrity endorsement currently delivers the strongest impact on 

brand awareness, sustained and strategic use of this approach is necessary to 

maintain its effectiveness. At the same time, brand image—though significant—

was found to have the smallest effect among the predictors. Therefore, the 

restaurant should invest in broader branding strategies beyond the existing 

influence of Arief Muhammad, ensuring appeal to audiences unfamiliar with the 

celebrity figure. 

Overall, this study emphasizes that an integrated marketing approach—combining 

eWOM, brand image building, and celebrity endorsement—can effectively 

enhance brand awareness, which in turn drives purchase intention. These insights 

provide actionable guidance for Padang Payakumbuah BSD and similar culinary 

businesses seeking to strengthen market position and customer loyalty. 
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