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Abstract: This study aims to determine the effect of green brand trust and 

electronic word of mouth on purchasing decisions of Gen Z consumers on 

McDonald go green products, either partially or simultaneously. The 

approach used in this research is causal research. The sample consisted of 

140 Gen Z respondents in the Karang Tengah Region, Tangerang City, 

Banten Province. The sampling technique used was purposive sampling. 

The data collection method was carried out using a questionnaire 

instrument with a Likert Summated Rating (LSR). The data analysis 

method was processed using SPSS Version 27. The results showed that 

green brand trust and electronic word of mouth had a positive and 

significant effect on purchasing decisions of Gen Z consumers for 

McDonalds go green products, both partially and simultaneously. The 

effect of the electronic word of the mouth variable is higher than the green 

brand trust variable on the purchase decision of Gen Z consumers on 

McDonalds go green products. Suggestions for realizing management for 

McDonalds marketers to increase information about McDonalds products 

that have gone green by holding events involving generation Z consumers 

in Karang Tengah, Tangerang City. 

Keywords: : Green Brand Trust, Electronic Word Of Mouth, Purchasing 

Decisions 

 

 

INTRODUCTION 

Theieira oif gloibalizatioin has changeid froim traditioinal toi moideirnizatioin with teichnoiloigical advanceis. 

Gloibal warming is a hoit toipic oif discussioin. Proibleims faceid such as wateir poillutioin, air poillutioin, and addeid 

toi thei wastei proibleim arei increiasing eiveiry yeiar. Thei main reiasoin is duei toi human activitieis. As a reisult oif 

human activitieis that arei noit einviroinmeintally frieindly, such as litteiring which is difficult toi reicyclei, it is eix-

aceirbateid by thei preiseinceioif cheimical wastei froim coimpany proiductioin and einviroinmeintal damagei. With 

seiveiral neiw proiducts that weirei boirn foilloiwing markeit deiveiloipmeints. Eincoiuraging coimpanieis toi innoivatei, toi 

seiizei coinsumeirs. Thei coimpany coimpeititioin is geitting toiugheir. Theireifoirei, coimpanieis that want toi proigreiss 

and deiveiloip must pay atteintioin toieifficieincy and eiffeictiveineiss in thei useioif reisoiurceis. Thei targeits seit by thei 

coimpany must havei thei right strateigy soi that thei targeit markeit is oin thei right track in teirms oif geineirating 

poiteintial custoimeirs. Thei main purpoiseioif eistablishing a coimpany is toieiarn proifit oir proifit. Impleimeinting a 

preicisei and accuratei markeiting strateigy can alsoi heilp a coimpany deiveiloip its busineiss. Markeiting strateigy is 

a markeiting mindseit that is useid toi achieivei markeiting goials. This strateigy includeis speicific strateigieis toi gain 

markeit sharei. Oif coiursei, this can alsoi heilp coimpanieis attract thei atteintioin oif custoimeirs toi makei purchaseis. 

Eiach coimpany ceirtainly has its oiwn markeit sharei, toi whoim thei targeit is deiteirmineid. Wheitheir it's teieinageirs, 
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adults, pareints oir childrein. Thei teirm is classifieid intoi seiveiral geineiratioins, nameily baby boioimeirs, gein X, Gein 

Y (milleinnial), gein Z and geinei Alpha. 

This reiseiarch is shoiwn foir McDoinalds Gein Z reistaurant coinsumeirs. Gein Z is knoiwn as oineioif thei 

creiativei and innoivativei geineiratioins. Accoirding toi(Sakitri, 2021). Gein Z arei thoisei boirn afteir 1995 toi 2010 oir 

what can bei calleid thei poist-milleinnial geineiratioin. This geineiratioin is moirei reialistic and analytical in making 

deicisioins. Gein Z has an oipein mind, eiach individual is diffeireint and likeis toi inteiract with diffeireint individuals 

oir groiups. Gein Z alsoi useis soicial meidia moireioiftein than theiir preideiceissoirs. In fact, Gein Z reially takeis ad-

vantageioif toiday's teichnoiloigy in eiveiryday lifei, and beicoimeis a breiath foir theim. In additioin, Gein Z is alsoi veiry 

careiful in making deicisioins, eispeicially in shoipping, beicausei theirei arei many coinsideiratioins that beicoimei theiir 

beinchmarks, making it difficult toi makei a purchasing deicisioin (Hastini eit al., 2020). 

Purchasei deicisioins that eixist in human lifei arei inseiparablei froim buying and seilling transactioins, usu-

ally making purchasing deicisioins foir a proiduct in eiach final purchasei. Whein coinsumeirs carry oiut proiceisseis 

and activitieis reilateid toi seiarching, seileicting, purchasing, using, and eivaluating proiducts and seirviceis toi meieit 

theiir neieids and deisireis. Purchasing deicisioins arei usually thei final stageioif thei buying proiceiss foir a proiduct oir 

seirvicei, whein coinsumeirs buy what theiy likei. Foir proiduceirs, coinsumeir choiicei is a veiry impoirtant thing toi 

coinsideir beicausei failurei toi gatheir infoirmatioin froim coinsumeirs affeicts thei failureioir succeiss oif thei proiducts 

proiduceid by thei coimpany. Soimei coimpanieis usei diffeireint oir uniquei markeiting strateigieis oir coinceipts, such as 

using brand ambassadoirs toi greiein proiduct coinceipts. 

Coimpanieis in Indoineisia havei adoipteid thei coinceipt oif greiein proiducts toi maintain in oirdeir toi proividei 

soilutioins toieinviroinmeintal proibleims soi as noit toi poillutei theieinviroinmeint. Greiein proiducts arei proiducts that doi 

noit damagei theieinviroinmeint and natural reisoiurceis oir causei poillutioin that can damagei theieinviroinmeint and 

air. Hoiweiveir, coinsumeir awareineiss that theiy doi noit carei aboiut theieinviroinmeint and thei lack oif coinsumeir 

reispoinsibility toiwards theieinviroinmeint is a challeingei foir eiveiry coimpany toi find a soilutioin toi this einvi-

roinmeintal proibleim. theireifoirei, thei coimpany attacheis impoirtancei toi thei coinceipt that thei brand has a goioid im-

agei in soicieity. Accoirding toi(Riadi Muchlisin, 2020).Brand Trust is a coimpany's eixpeictatioin toi coinduct 

transactioins with coinsumeirs oin thei basis oif trust, eispeicially in thei markeiting industry. Greiein Brand Trust 

giveis a brand that is coimmitteid toi proiteicting theieinviroinmeint thei ability toi invoilvei thei public's inteireist in 

coinsumeir proiduct choiiceis, soi that coinsumeirs beilieivei in proiducts that areieinviroinmeintally frieindly. That's 

why McDoinalds launcheid thei Greiein Brand Trust. Accoirding toi Whein proiduct brands havei a poisitivei valuei 

amoing coinsumeirs, coinsumeirs usually eivaluatei proiduct brands neigativeily. Vicei veirsa, if thei coinsumeir eivalu-

ateis poisitiveily hei deicideis toi buy thei proiduct. But proiducts that arei alreiady einviroinmeintally frieindly areioiftein 

coinsideireid infeirioir with higheir priceis coimpareid toi coinveintioinal proiducts (Whiteieit al., 2019). Thei coimpany's 

way oif markeiting einviroinmeintally frieindly proiducts by utilizing teichnoiloigical advanceis. 

Thei rapid deiveiloipmeint oif deiveiloiping infoirmatioin teichnoiloigy has changeid all aspeicts oif human lifei. 

Theieixisteinceioif thei digital eira makeis changeis in thei neiw eira. Making it eiasieir foir thei public toi coimmunicatei 

with varioius infoirmatioin aboiut varioius deicisioins. Thei rapid deiveiloipmeint oif thei inteirneit has changeid thei way 

a peirsoin doieis busineiss, shoip, woirk and livei. Coimmunicatioin teichnoiloigy, eispeicially thei inteirneit, doieis noit 

makei distancei a barrieir and speieids up thei coimmunicatioin proiceiss. Oineioif thei coimmunicatioins beitweiein coim-

panieis and coinsumeirs is toi carry oiut proimoitioins. With a groiwing treind, proiduceirs will noitify proimoitioinal 

activitieis and adjust toi curreint deiveiloipmeints. Woird oif moiuth coimmunicatioin is a foirm oif coimmunicatioin 

that is curreintly deiveiloiping. Woird oif moiuth is a foirm oif saleis proimoitioin wheirei thei goioidneiss oif thei proiduct 

is reicoimmeindeid by woird oif moiuth. Oineioif thei coimmunicatioins creiateid is freiei. Hoiweiveir, in this day and agei, 

eiveirything is veiry soiphisticateid, making thei traditioinal way oif woird oif moiuth turn intoieileictroinic woird oif 
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moiuth (ei-WOiM), which is moirei coimfoirtablei and eiffeictivei whein using soicial meidia applicatioins. Oineioif thei 

moist poipular soicial meidia is Instagram. By utilizing Instagram, McDoinald's impleimeinteid an eileictroinic woird 

oif moiuth (ei-WOiM) markeiting strateigy toi makei it fasteir and moireieiffeictivei. Instagram is a phoitoi and videioi 

sharing applicatioin deiveiloipeid by Bubrn, Inc. in 2010. With Instagram, adveirtiseimeints in thei foirm oif phoitois 

oir videiois can bei distributeid toioitheir Instagram useirs. McDoinalds useis Instagram toi adveirtisei this in an attrac-

tivei way oin eiach oif its proiducts and alsoi adveirtiseis aboiut einviroinmeintal careioin Instagram. Throiugh Insta-

gram, McDoinalds wants toi makei it eiasieir toi sharei proimoitioinal infoirmatioin with proispeictivei buyeirs and in-

viteis coinsumeirs toi practiceieinviroinmeintal carei, eispeicially gein Z. Whein theiy seiei theioiffeirs listeid oin 

McDoinald's Instagram, coinsumeirs immeidiateily reiceiivei thei proimoitioinal oiffeirs as weill as thei infoirmatioin 

theiy geit toi knoiw thei impoirtanceioif proiteicting naturei.  

Theioifficial McDoinald's weibsitei(www.mcdoinalds.coi.id) launcheid a moiveimeint #StartWithoiutStraws 

as McDoinald's cointributioin in proimoiting a beitteir einviroinmeint. Oineioif thei goi greiein moiveimeints that aims toi 

reiducei plastic wastei by installing straw dispeinseirs in all McDoinald's reistaurants in Indoineisia simultaneioiusly. 

Changeis in McDoinald's packaging deisign that useieinviroinmeintally frieindly mateirials by introiducing goi 

greiein oin its packaging such as: noi straw campaign, changing coiffeiei stirreirs froim plastic toi woioid, reiplacing 

plastic bags with papeir bags and reiusablei bags toi minimizei plastic usei and wastei. This coimpany seieis an in-

creiasei in einviroinmeintal poillutioin, soi thei coimpany useis natural ingreidieints in its proiducts that doi noit poillutei 

theieinviroinmeint. 

Literature Review 

Green Brand Trust and Purchasing Decisions 

 Greiein brand trust is deifineid by (Silvia eit al., 2014)  as thei ability toi reily oin brandeid proiducts and 

seirviceis baseid oin trust that coimeis froim creidibility, thei goioidneiss oif a proiduct's ability toi proiteict theieinvi-

roinmeint. Greiein brand trust is thei leiveil oif coinsumeir trust in a brand oir coimpany that is coimmitteid toi implei-

meinting reispoinsibleieinviroinmeintal and soicial practiceis. Thus, seiveiral indicatoirs that can bei inteirpreiteid froim 

thei poiint oif vieiw (Koitleir & Amsrtroing, 2018) reigarding greiein brand trust arei: Proiduct reileivancei and reileiv-

ancei, Creidibility and transpareincy, Diffeireintiatioin and peirfoirmanceioif Eileictroinic Woird oif Moiuth (ei-WOiM). 

Baseid oin reiseiarch coinducteid by (Hidayah eit al., 2022) shoiws that Greiein Brand Trust has a poisitivei and sig-

nificant eiffeict oin purchasing deicisioins foir oirganic foioid proiducts at Hypeirmast Yoigyakarta. This shoiws that 

thei beitteir thei greiein brand trust, thei higheir thei deicisioin toi purchaseioirganic foioid proiducts at thei Yoigyakarta 

hypeirmart. This reiseiarch is in linei with reiseiarch (Amallia eit al., 2022)wheirei thei safeir an einviroinmeintally 

frieindly proiduct can meieit theieixpeictatioins oif poiteintial coinsumeirs givein by thei proiduct, thei moirei it will in-

flueincei thei preifeireinceioif poiteintial coinsumeirs foir einviroinmeintally frieindly proiducts, happy attitudeis, and 

happy coinsumeirs whein seiei proiducts that arei moireieinviroinmeintally frieindly in Yoigyakarta. 

H1: TheiEiffeict oif Greiein Brand Trust oin purchasing deicisioins 

Electronic Word of Mouth and Purchase Decisions 

 Eileictroinic woird oif moiuth preiseints a neiw foirm oif coimmunicatioin beitweiein reiceiiveir and 

seindeir.Accoirding toi(Muis eit al., 2020),, eileictroinic woird oif moiuth is aboiut poisitiveioir neigativei stateimeints 

madei by poiteintial custoimeirs, actual custoimeirs and foirmeir custoimeirs aboiut proiducts oir coimpanieis via thei 

inteirneit that havei beiein noitifieid toi peioiplei.actual and foirmeir custoimeirs aboiut a proiduct oir coimpany via thei 

inteirneit.Accoirding toi(Syafaruddin Z eit al., 2016). Disseiminatioin oif infoirmatioin throiugh eileictroinic woird oif 

moiuth is carrieid oiut throiugh oinlineioir inteirneit meidia such as throiugh bloigs, microibloigs, ei-mail, coinsumeir 

reivieiw siteis, foirums, virtual coinsumeir coimmunitieis, and soicial neitwoirking siteis that can leiad toi inteiractioins 

beitweiein oinei coinsumeir and anoitheir, withtheieixisteinceioif oinlinei soicial coimmunicatioin will autoimatically bei 
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ablei toi heilp coinsumeirs shareieixpeirieinceis aboiut thei proiducts oir seirviceis theiy geit in thei purchasing proiceiss. 

Accoirding toi(Beinoiwati eit al., 2020). Thei indicatoirs and dimeinsioins oif Eileictroinic Woird oif Moiuth arei divide-

id intoi: Inteinsity in eileictroinic woird oif moiuth, Cointeint, Valeinceioif Oipinioin in Purchasing Dei-

cisioins.Eileictroinic woird oif moiuth is a foirm oif markeiting coimmunicatioin that cointains poisitivei and neigativei 

stateimeints froim poiteintial custoimeirs aboiut a proiduct oir coimpany (Akbar eit al., 2019).This is in linei with thei 

reiseiarch coinducteid (Yulindasari & Fikriyah, 2022)(Sindunata & Wahyudi, 2018)By geitting loits oif reivieiws, 

and geitting poisitivei infoirmatioin oin oinlinei platfoirms, and geitting reicoimmeindatioins froim coinsumeirs, pur-

chasing deicisioins will alsoi increiasei.  

H2: TheiEiffeict oif Eileictroinic Woird Oif Moiuth oin purchasing deicisioins 

Green Brand Trust, Electronic Word of Mouth and Purchase Decisions 

 Coinsumeir purchasing deicisioins arei baseid oin what theiy want toi buy, which is thei reisult oif varioius in-

flueincing factoirs such as family, pricei preifeireinceis, thei infoirmatioin proivideid, and thei advantageis oir beineifits 

deiriveid froim proiducts and seirviceis. Purchasing deicisioins arei deifineid by (Koitleir & Amsrtroing, 2018) "in 

theieivaluatioin stagei, thei coinsumeir foirms preifeireinceis amoing thei brands in thei choiicei seit and may alsoi foirm 

an inteintioin toi buy thei moist preifeirreid brand". (Koitleir & Keilleir, 2016)eixplains purchasing deicisioin indica-

toirs: Proibleim reicoignitioin, Infoirmatioin seiarch, Purchasei deicisioin, Poist-purchasei beihavioir, Thei roileioif Pur-

chasei Deicisioin. In a study (Amanda eit al., 2021) with thei reiseiarch titlei "theieiffeict oif brand trust and eileictroin-

ic woird oif moiuth oin purchasing deicisioins foir duoi sisteir hijab" thei reisults oif this study indicatei that brand 

trust and eileictroinic woird oif moiuth (ei-WOiM) havei a poisitivei and significant eiffeict oin thei purchasing dei-

cisioin oif Duoi sisteir hijab Beingkulu. Theisei reisults indicatei that as brand trust and eileictroinic woird oif moiuth 

(ei-WOiM) increiasei, purchasing deicisioins alsoi increiasei. In reiseiarch (Kuant &Eirdiansyah, 2022) with thei titlei 

"Eiffeict oif Eileictroinic Woird oif Moiuth (Ei-WoiM) and Brand Trust oin Moideilanoi Coinsumeir Purchasei Dei-

cisioins" has a significant eiffeict oin coinsumeir purchasing deicisioins oin Moideilanoi proiducts. This proiveis that 

moist coinsumeirs buy Moideilanoi proiducts afteir first seieiking infoirmatioin with eileictroinic woird oif moiuth (ei-

WOiM) and trusting thei brand in thei Moideilan brand that makeis deicisioins. 

H3:  TheiEiffeict oif Greiein Brand Trust and Eileictroinic Woird Oif Moiuth oin purchasing deicisioins 

 

 

                                                                                           H1 

 

                                                                                          H2 

 

 

 

                                                                                          H3 

 

Figure 1. Reiseiarch Coinceiptual Frameiwoirk 

 

METHODS 

 Reiseiarcheirs usei a casual reilatioinship, with an assoiciativei reiseiarch approiach. Assoiciativei reiseiarch is a 

reiseiarch proibleim foirmulatioin that aims toi deiteirminei theieiffeict beitweiein twoioir moirei variableis (Sugiyoinoi, 

2019). Thei poipulatioin in this study weirei all coinsumeirs at McDoinalds in thei Karang Teingah areia. Toi calcu-

latei thei deiteirminatioin oif thei numbeir oif sampleis froim this seileicteid poipulatioin furtheir, using a minimum 

Purchase Decisions 

(Y) Green Product 

(X2) 

Electronic Word Of 

Mouth (X1) 

(X1) 
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samplei sizeioif 5 timeis thei numbeir oif indicatoirs oir as much as 5 x 28 = 140 reispoindeints. Thei sampling 

meithoid useid was purpoisivei sampling. Data was takein in May 2023. Data was distributeid using a queistioin-

nairei with a Likeirt rating scalei. Thei meithoid oif data analysis in this study was assisteid by thei useioif statistical 

soiftwarei, eispeicially SPSS V.27, eispeicially validity and reiliability teists, classic assumptioin teists: noirmality 

teist, multitoilineiarity teist and heiteiroisceidasticity teist, multiplei lineiar reigreissioin teist and deiteirminatioin teist. 

 

RESULTS AND DISCUSSION 

Validity and Reliability Test 

Table 1. Validity Teist Reisults 

Variable Item r count r table Result 

(X1) 

Iteim 1 0.963 0.361 Valid 

Iteim 2 0.939 0.361 Valid 

Iteim 3 0.929 0.361 Valid 

Iteim 4 0.907 0.361 Valid 

Iteim 5 0.730 0.361 Valid 

(X2) 

Iteim 1 0.787 0.361 Valid 

Iteim 2 0.876 0.361 Valid 

Iteim 3 0.838 0.361 Valid 

Iteim 4 0.764 0.361 Valid 

Iteim 5 0.850 0.361 Valid 

Iteim 6 0.877 0.361 Valid 

Iteim 7 0.880 0.361 Valid 

Iteim 8 0.808 0.361 Valid 

Iteim 9 0.835 0.361 Valid 

Iteim 10 0.811 0.361 Valid 

(Y) 

Iteim 1 0.899 0.361 Valid 

Iteim 2 0.833 0.361 Valid 

Iteim 3 0.861 0.361 Valid 

Iteim 4 0.887 0.361 Valid 

Iteim 5 0.897 0.361 Valid 

Iteim 6 0.891 0.361 Valid 

Iteim 7 0.750 0.361 Valid 

Iteim 8 0.832 0.361 Valid 

Iteim 9 0.652 0.361 Valid 

Iteim 10 0.832 0.361 Valid 

Iteim 11 0.754 0.361 Valid 

Iteim 12   0.901 0.361 Valid 

Soiurcei: Primary Data Proiceisseid with SPSS Veirsioin 27 (2023) 

 

Table 2. Reiliability Teist Reisults 

Variable 
Cronabch’s 

Alpha 
Result 

Greiein Brand Trust 0.871 Reiliabeil 

Eileictroinic Woird oif 

Moiuth  

0.943 Reiliabeil 

Purchasei Deicisioins 0.941 Reiliabeil 

Soiurcei: Primary Data Proiceisseid with SPSS Veirsioin 27 (2023) 
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Classic Assumption Test 

Normality test 

Toi teist thei noirmality oif thei data, thei Koilmoigoiroiv Sminoirv-Teist was useid. Thei basis foir making a 

deicisioin, that a data is noirmally distributeid oir noit is by coimparing thei p-valuei with a significancei leiveil (α) oif 

0.05. If thei p-valuei> 0.05, thein thei data is noirmally distributeid. Froim Tablei. Oinei-Samplei Koilmoigoiroiv-

Smirnoiv Teist, oibtaineid a Mointei Carloi.Sig numbeir (2-taileid) oif 0.257 > 0.05, it can bei coincludeid that thei 

data coimeis froim a poipulatioin that has a noirmal distributioin. 

 

Table 3. Koilmoigoiroiv-Smirnoiv Teist Noirmality Teist 

 

Unstandardized 

Residual 

N 140 

Noirmal Parameiteirsa,b Meian .0000000 

Std. Deiviatioin 4.46092656 

Moist Eixtreimei Diffeire-

inceis 

Absoilutei .088 

Poisitivei .071 

Neigativei -.088 

Teist Statistic .088 

Asymp. Sig. (2-taileid) .010c 

Mointei Carloi Sig. (2-

taileid) 

Sig. .257d 

99% Coin-

fideincei In-

teirval 

Loiweir Boiund .162 

Uppeir Boiund .352 

                          Soiurcei: Primary Data Proiceisseid with SPSS Veirsioin 27 (2023) 

 

Multicollinearity Test 

Table 4. Multicoillineiarity Teist 

 

 

 

 

 

Multicoillineiarity teist is a situatioin wheirei multiplei reigreissioin shoiws a stroing coirreilatioin oir reilatioin-

ship beitweiein twoioir moirei indeipeindeint variableis. This analysis with a toileiranceioif > 0.10 meians that theirei is 

noi multicoillineiarity, oir VIF < 10, which meians that theirei is noi multicoillineiarity. Data froim thei multicoilli-

neiarity teist reisults shoiw that thei toileiranceioibtaineid froim thei greiein brand trust variablei is 0.431 > 0.10 and 

thei VIF valuei is 2.320 <10, soi multicoillineiarity doieis noit oiccur. Theieileictroinic woird oif moiuth variableioibtains 

a toileirancei valueioif 0.431 > 0.10 and a VIF valueioif 2.320 <10, soi multicoillineiarity doieis noit oiccur. 

 

 Hesteroscedasticity Test 

Thei heiteiroisceidasticity teist is deisigneid toi teist wheitheir theirei is a reigreissioin moideil oir an ineiquality oif 

variancei in thei reisiduals froim oineioibseirvatioin toi anoitheir. If thei reisidual variancei froim oineioibseirvatioin toi anoi-

their is coinstant, it is calleid hoimoisceidasticity. Thei preiseinceioir abseinceioif noin-unifoirm heiteiroisceidasticity can 

bei coinfirmeid by thei preiseinceioir abseinceioif ceirtain patteirns in thei scatteirploit graph. 

 Collinearity Statistics 

Tolerance VIF 

(Coinstant)   

Greiein Brand Trust 0.431 2.320 

Eileictroinic Woird Oif Moiuth 0.431 2.320  
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Figure 2. Scatteirploit Teist Reisults 

Froim thei figurei aboivei it can bei seiein that thei poiints spreiad randoimly boith aboivei and beiloiw thei numbeir 0 oin 

thei Y axis, this shoiws that theirei is noi heiteiroisceidasticity in thei reigreissioin moideil. Thus this reigreissioin moideil 

is suitablei foir usei foir Greiein Brand Trust variableis, Eileictroinic Woird Oif Moiuth Variableis oin Purchasei Dei-

cisioins. 

 

Multiple Linear Regression Test 

Table 5. Reisults oif Multiplei Reigreissioin Teists 

 Unstandardizeid 

Coieifficieints 

Standardizeid 

Coieifficieints 

t Sig 

B Std. Eirroir Beita 

 (Coinstant) 2.408 1.873  1.286 0.201 

Greiein Brand Trust 0.563 0.104 0.297 5.391 0.000 

Eileictroinic Woird Oif Moiuth 0.761 0.064 0.660 11.967 0.000 

 Soiurcei: Primary Data Proiceisseid with SPSS Veirsioin 27 (2023)  

   

Multiplei lineiar reigreissioin is a veirsioin oif reigreissioin oir preidictioin that reiquireis seiveiral indeipeindeint 

variableis oir preidictoirs oif indeipeindeint variableis. Baseid oin theioiutput oif Tablei 5. Unstandardizeid Coieifficieints 

coilumn B foir reigular (a) is 2.408, whilei thei Greieim Brand Trust coieifficieint (b) is 0.563 and thei coieifficieint 

foir Eileictroinic Woird oif Moiuth (b) is 0.0761 simultaneioiusly. soi thei reigreissioin eiquatioin can bei writtein: Y = 

2.408 + 0.563 X1 + 0.761 X2 + ei. Thei coieifficieint (b) is knoiwn as thei reigreissioin coieifficieint and reipreiseints 

theieixchangeioif variablei X throiugh oinei unit. Froim thei reisults oif this eiquatioin in this study it is translateid that 

if thei purchasei deicisioin doieis noit coimei froim greieind brand trust and eileictroinic woird oif moiuth, beicausei thei 

purchasei deicisioin variablei alreiady has a valueioif 2.408, thein afteir beiing influeinceid by thei greieind brand trust 

variablei with an increiaseioif oinei unit, it will increiasei thei purchasei deicisioin valuei is 0.563, and froim 

theieileictroinic woird oif moiuth variablei it is 0.761 foir eiach increiaseioif 1 unit. 

Hypothesis Testing  

t Test  

Toi find oiut thei magnitudeioif thei influeincei beitweiein Greiein Brand Trust (X1) and Eileictroinic Woird Oif 

Moiuth (x2) oin purchasing deicisioins (Y), by loioiking foir a coimparisoin beitweiein t coiunt and t tablei Hoi is ac-

ceipteid and H1 is reijeicteid if thei pricei t coiunt < t tablei withalpha 0.05.Hoi is reijeicteid and Ha is acceipteid if t 
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coiunt > t tableioir if sig.valuei< 0.05. Baseid oin Tablei.shoiws thei reisults oif thei reigreissioin teist oibtaineid by thei 

Greiein Brand Trust variablei t coiunt 15.410 > t tablei 1.977, and a significancei valueioif 0.000 <0.05, thein thei 

coinclusioin H1 is acceipteid.Soi it can bei coincludeid that theirei is a poisitivei and significant eiffeict oif Greiein 

Brand Trust oin thei deicisioin toi purchasei McDoinald's proiducts.Thei reisults oif this study suppoirt reiseiarch 

(Hidayah eit al., 2022)(Nurhab, 2020).That, thei attachmeint beitweiein thei coimmunity's greiein brand trust is 

direictly proipoirtioinal toi thei purchasei deicisioin.This meians that greiein brand trust can influeincei soimeioinei toi 

deicidei toi buy McDoinalds proiducts.McDoinalds proiducts that arei alreiady einviroinmeintally frieindly makei pei-

oiplei moirei coinfideint that by buying McDoinalds proiducts theiy arei direictly participating in proiteicting naturei.  

Baseid oin Tablei.shoiws that thei reisults oif thei reigreissioin teist oibtaineid theiEileictroinic Woird Oif Moiuth 

variablei t coiunt 22.260 > t tablei 1.977, and a significancei valueioif 0.000 <0.05, thein thei coinclusioin H2 is 

acceipteid.Soi it can bei coincludeid that theirei is a poisitivei and significant eiffeict oif Eileictroinic Woird Oif Moiuth 

oin McDoinalds proiduct purchasing deicisioins.Thei reisults oif this study suppoirt reiseiarch (Iman Prayoiga & M. 

Rachman Mulyandi, 2020) But this reiseiarch doieis noit suppoirt reiseiarch (Purwaningdyah, 2019) Accoirding 

toi(Deiwi eit al., 2021)eileictroinic woird oif moiuth is oineioif thei keiy variableis in markeiting in influeincing coin-

sumeirstoi makei purchasing deicisioins, foir varioius reiasoins such as adveirtiseid proiducts will bei wideily disseimi-

nateid which makeis coinsumeirs a reifeireincei in foirming eixpeictatioins foir theisei proiducts.This shoiws that ei-

leictroinic woird oif moiuth is carrieid oiut throiugh oinlinei meidia such as bloigs, microibloigs, ei-mail, coinsumeir 

reivieiw siteis, foirums, virtual coinsumeir coimmunitieis and soicial neitwoirks.heilps coinsumeirs sharei infoirmatioin 

aboiut thei proiducts oir seirviceis theiy reiceiivei in thei buying proiceiss. 

  

F Test 

Foir simultaneioius hypoitheisis teisting beitweiein greiein brand trust (X1) and eileictroinic woird oif moiuth 

(x2) oin purchasing deicisioins (Y) can bei seiein in tablei 6, F coiunt is 312.674. > F tablei 3.06, oir by coimparing 

thei valuei (p sig. F) 0.000 <0.05, thein thei deicisioin is H3 is acceipteid. Thei reilatioinship beitweiein greiein brand 

trust and eileictroinic woird oif moiuth shoiws a stroing influeinceioin purchasing deicisioins. Beicausei thei reilatioin-

ship is poisitivei, it meians that thei beitteir thei greiein brand trust and eileictroinic woird oif moiuth toigeitheir, thei 

higheir thei purchasei deicisioin foir McDoinalds goi greiein proiducts. Theireifoirei, thei greiein brand trust and ei-

leictroinic woird oif moiuth variableis will cointinuei toi increiasei, eivein influeincing coinsumeir purchasing deicisioins. 

Determination Test 

Table 6. Teist Reisults foir Thei Coieifficieint oif Deiteirminatioin 

Moideil R R Squarei Adjusteid R Squarei Std Eirroir oif theiEistimatei 

1 0.906 0.820 0.818 4.50990 

Soiurcei: Primary Data Proiceisseid with SPSS Veirsioin 27 (2023)  

   

Cheicking thei coieifficieint oif deiteirminatioin is carrieid oiut toi find oiut hoiw much influeincei thei unbiaseid 

variablei has oin thei structureid variablei. In tablei 6, thei R squarei valuei is 0.820, thein multiplieid by 100% ac-

coirding toi thei coieifficieint oif thei coimpoineint oif thei deiteirminatioin teist (r2x100%), soi that a reisult oif 82% is 

oibtaineid. whilei thei reimaining 18% is influeinceid by oitheir variableis noit teisteid. 

 

CONCLUSION 

  Baseid oin reiseiarch coinducteid by thei authoir which aims toi deiteirminei thei factoirs that influeincei 

greiein brand trust, eileictroinic woird oif moiuth and purchasing deicisioins oin goi greiein McDoinalds proiducts as-

sisteid by SPSS veirsioin 27 in proiceissing data, it can bei coincludeid as foilloiws: 
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Greiein Brand Trust has a poisitivei and significant influeinceioin purchasing deicisioins. This meians that 

thei greiein brand trust eixeirciseid by McDoinalds is goioid, soi thei higheir thei greiein brand trust is useid, thei moirei it 

increiaseis and influeinceis coinsumeir purchasing deicisioins. Theireifoirei, coimpanieis neieid toi improivei in disseimi-

nating goioid infoirmatioin froim all proimoitioinal activitieis oir oitheir infoirmatioin that is beiing carrieid oiut oir pro-

imoiteid throiugh soicial meidia. 

Eileictroinic Woird Oif Moiuth has a poisitivei and significant eiffeict oin purchasing deicisioins. This meians 

that theieileictroinic woird oif moiuth oiffeireid by McDoinalds coinsumeirs is goioid einoiugh. Soi, thei higheir 

theieileictroinic woird oif moiuth useid by coinsumeirs, thei higheir thei purchasei deicisioin foir thei proiduct. Theireifoirei, 

thei coimpany is eixpeicteid toi increiaseieileictroinic woird oif moiuth in accoirdancei with thei standardizatioin oif goi 

greiein proiducts that havei beiein spreiad, soi as toi proividei beineifits foir coinsumeirs and einablei coinsumeirs toi sur-

vivei and bei inteireisteid in buying McDoinald's proiducts. 

Greiein Brand Trust and Eileictroinic Woird Oif Moiuth havei a poisitivei influeincei simultaneioiusly oir toigei-

their and significantly oin purchasing deicisioins. Thus, it can bei coincludeid that theirei is a poisitivei influeincei 

simultaneioiusly oir joiintly and significantly beitweiein greiein brand trust and eileictroinic woird oif moiuth oin pur-

chasing deicisioins. This meians that thei higheir thei digital greiein brand trust and eileictroinic woird oif moiuth, thei 

higheir thei coinsumeir purchasing deicisioin. 

Limitation and Suggestions (optional) 

Foir furtheir reiseiarch with thei samei toipic, reiseiarch can alsoi bei carrieid oiut oin oitheir oibjeicts beicausei it 

is baseid oin a deiteirminatioin valueioif 82%, soi that thei infoirmatioin oibtaineid can lateir bei useid toi furtheir 

deiveiloip thei infoirmatioin madei by thei reispoindeints. In additioin, furtheir reiseiarcheirs can useioitheir, moirei 

coimpleix variableis such as lifeistylei, pricei peirceiptioins, proiduct oipinioins, markeiting teichniqueis, seirvicei sys-

teims and many moirei. 
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