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Companies need to boost sales to draw in clients and influence their purchase decisions 
at a time when business rivalry is becoming fiercer. As technology develops, many 
businesses develop new ideas to boost sales through more effective digital marketing, 
such as viral and influencer marketing tactics. In addition, companies need to use 
technology strategically to modify their marketing campaigns based on the tastes and 
actions of their target audience. This study will ascertain how taste, influencers, and 
viral marketing affect consumer decisions. The people who shop at Roti Keset Condet 
are the population. An accidental sampling technique yielded a sample size of 250 
individuals. With SmartPLS, data analysis employs a structural equation model. The 
study's findings demonstrate the importance of flavor and viral marketing in influencing 
consumers' buying decisions. Influencer marketing, however, has no bearing on 
consumer choices. Consumers who make purchases do so due to viral marketing that 
is executed, even though the influencer serving as the message's messenger is not the 
campaign's target. Aside from that, people continue to prioritize taste and image when 
they are making purchases.

ABSTRACT

Di era persaingan bisnis yang semakin ketat, perusahaan harus meningkatkan 
penjualan untuk menarik pelanggan dalam memutuskan pembelian. Dengan 
kemajuan teknologi yang terus berkembang, banyak perusahaan melakukan inovasi 
dalam upaya meningkatkan penjualan melalui pemasaran digital yang lebih efisien, 
termasuk memanfaatkan pemasaran influencer dan strategi pemasaran viral. Selain 
itu, perusahaan juga harus menggunakan teknologi yang bijak untuk menyesuaikan 
kampanye pemasaran dengan preferensi dan perilaku pelanggan. Penelitian ini 
bertujuan untuk mengetahui pengaruh pengambilan keputusan konsumen mengenai 
strategi penjualan pemasaran viral, influencer marketing, dan cita rasa. Sebanyak 250 
konsumen Roti Keset Condet menjadi sampel dalam penelitian ini. Pengambilan sampel 
menggunakan teknik Accidental Sampling dengan memilih konsumen yang secara 
kebetulan bertemu dengan peneliti. Software smartPLS digunakan untuk melakukan 
analisis data menggunakan model persamaan struktural. Hasil penelitian menunjukkan 
sebagian besar variabel independen mempunyai pengaruh yang signifikan terhadap 
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Introduction
Current marketing strategies require bold innovation from business actors in marketing their products, 
one of which is taking advantage of rapid technological developments. Viral marketing technology is 
critical in today's digital era because online content can be disseminated quickly through various digital 
channels and social media platforms. One of the techniques used in marketing is social media because of 
its many benefits, such as its ability to serve clients anywhere, at any time. You can quickly produce and 
share interesting material on social media. Viral marketing is a viable tool for implementing marketing 
tactics in the digital age. Unlike traditional advertising, viral marketing is typically more affordable and 
successful (Trusov et al., 2009). Viral marketing, as defined by Camarero & San José (2011), is the rapid 
expansion and dissemination of marketing messages to new audiences. Viral marketing, commonly called 
word-of-mouth Internet marketing, involves leveraging established social networks to encourage people 
to spread information (such as product specs, updates, campaigns, etc.) via email or other social media 
Ž(Wilson, 2000). In addition, viral marketing can raise revenues and enhance consumer perceptions 
of brands (Wu & Wang, 2011). Thus, it can be said that viral marketing is a strategy that spreads word 
of mouth or social media sharing to educate others about goods and services that can potentially affect 
consumer purchase decisions. Past studies have demonstrated that viral marketing significantly affects 
consumers' buying decisions (Anindya & Indriastuti, 2023; Maulida et al., 2022).

With the speed at which technology develops, businesses may now use consumer preferences and 
online behavior to target more relevant customers. Influencer marketing is another component of the 
marketing strategies that are employed. According to Brown & Nick (2008), influencer marketing is a 
form of advertising that leverages influencers' recommendations to boost sales. However, the goals are 
meant to encompass more general results, such as attracting the interest of possible buyers, spreading 
word of mouth, and fostering consumer interaction with the brand or product. Media companies frequently 
mention using social media influencers to promote influencer marketing as the practice gains popularity 
(Voorveld, 2019). One should not undervalue the significance of influencer marketing. Because of their 
influence and power, influencers can affect the purchasing habits of their followers. This is consistent with 
earlier studies demonstrating how influencer marketing affects consumers' buying decisions (Munandar, 
2021; Nurhamidah, 2022). 

Bread is one of the most widely consumed staple meals worldwide. Zhang et al. (2023) define 
bread as a baked food item with wheat flour as its primary ingredient. Nevertheless, bread contains 
other elements such as water, sugar, eggs, butter, and yeast in addition to the primary raw material (Xin 
et al., 2022). During the Dutch colonial era in Indonesia, indigenous people have been sold bread since 
1930.  Bread varies in texture and flavor, ranging from hard to soft. At the time, bread in Indonesia was 
still made very simple, without using yeast, and it would be naturally fermented under a moist cloth. 
However, global information availability and technological advancements have significantly influenced 
Indonesia's bread of developments as time passes.

Because bread is a popular commodity in the culinary market, Indonesia is seeing the emergence 
of bakery operations, naturally leading to increased rivalry. Businesses need techniques that sway 
consumers' decisions on what bread to buy to survive. Choosing what to buy and when to buy it is one 
of the most frequent decisions we have to make in our daily lives (Diez & Pallarés, 2021). According to 

variabel dependen, variabel yang memengaruhi keputusan pembelian, yaitu viral 
marketing dan cita rasa. Namun, pemasaran influencer tidak berpengaruh terhadap 
keputusan pembelian. Dalam hal ini, konsumen lebih memperhatikan hal yang 
disampaikan dalam media dan cita rasa produk daripada orang yang menyampaikan.
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Salem (2018), many factors go into choosing what to buy, such as where to buy, what brand, what kind 
of product to buy, when to buy it, how much to spend, and how to pay. According to Schiffman & Kanuk 
(2018), a purchase choice is the act of selecting among a range of goods or services offered to satisfy the 
needs or preferences of the buyer. Thus, consumer choices are critical to a business's ability to profit and 
keep clients. As a result, companies frequently conduct effective market research and employ marketing 
techniques to sway the decisions of their customers.

How someone eats and enjoys meals is typically determined by the flavor and quality of the meals. 
Taste is the primary consideration when selecting food (Laviano et al., 2018). Avery et al. (2020) define taste 
as the fundamental feeling in the oral cavity, particularly on the tongue. These basic sensations typically 
include sweet, sour, salty, bitter, and umami. Taste, fragrance, texture, color, and other sensations are 
perceived by the five senses; dining experiences, and the setting in which food is experienced combine to 
generate the complex sense of taste (Tachibana & Tsuda, 2022). Most individuals frequently mix up taste 
and flavor. According to Auvray & Spence (2008), flavor is technically related to how taste, smell, and 
maybe other sensations combine to create a cohesive perception. For this reason, in culinary commerce, 
food taste is crucial. Past studies have demonstrated that taste significantly influences decisions about 
what to buy (Dilasari et al., 2022; Kumalasari, 2023). 

For business owners, consumer purchase decisions are crucial. Entrepreneurs put much effort 
into persuading customers to purchase their goods. In addition to being influenced by the quality of the 
products being sold, the researcher's attention in this study is on how viral marketing and influencers 
might enhance customer purchasing decisions.

Influencer Marketing

The most popular influencer-based marketing tactic at the moment is influencer marketing. Influencer 
marketing is a fundamental idea in word-of-mouth advertising that is professionally executed, 
emphasizing social context (Sudha & Sheena, 2017). According to Campbell & Farrell (2020), influencer 
marketing pays individuals to promote goods or services on social media. Influencer marketing is a 
great way to promote goods or services without upsetting clients, as most internet users steer clear of 
most forms of advertising (Insights, 2017). As such, most internet shoppers are content to participate in 
influencer marketing initiatives. By using influencers who have the power to affect consumer behavior 
and popularize items, the author concludes that influencer marketing is the process of disseminating 
information about goods or services. The research uses several influencer marketing metrics, including 
experience, reliability, and attractiveness (Venciute et al., 2023). 

According to Venciute et al. (2023), influencer marketing is a relatively new form of marketing 
technique in which consumers are persuaded to make decisions based on the opinions of influencers. 
According to Fülöp (2007), decision-making is the study of decision-makers' values and preferences to 
identify and select options. Decision-making requires us to weigh various options and choose the best one 
that fits our preferences and objectives. Prior studies demonstrate that influencer marketing significantly 
and favorably affects consumers' buying decisions (Wilis & Faik, 2022). As a result, a hypothesis can be 
stated as follows:

H1: Influencer marketing influences purchasing decisions.

Taste

Flavor selection requires differentiation based on flavor (Drummond & Brefere, 2010). According to 
Breslin (2013), taste is a crucial sense that enables people to evaluate the nutritional value of food that has 
been consumed. Avery et al. (2020) presented an alternative viewpoint, stating that taste pertains to the 
fundamental senses experienced by the oral cavity, particularly the tongue. These senses typically consist 
of sweet, sour, salty, bitter, and umami, which can be blended to provide a distinct taste. Specific to a 
given class of food item. Flavor, smell, appearance, and texture are the four indications of taste, according 
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to Drummond & Brefere (2010). As a result, this flavor becomes distinctive to clients or consumers and 
influences their decision to buy. This will incite entrepreneurs to compete by creating unique dishes that 
will become well-known to the general population.

Companies that engage in ongoing research and development might enhance the caliber of their 
flavors. Customers will be more inclined to purchase the goods if they taste better. Consumer choices 
influence their actions, which are necessary for all activities. Individuals typically decide by considering 
various choices previously known as possibilities and selecting one (Beach & Lipshitz, 2017). This 
is consistent with studies by Sari & Mulyani (2021), which found that flavor significantly influences 
decisions about what to buy. As a result, a hypothesis can be stated as follows:

H2: Taste influences purchasing decisions.

Viral Marketing

Nowadays, it is becoming less common for people to use radios to find information; instead, more of us 
choose to use the Internet. To reach today's generation, a viral marketing strategy is therefore required. 
According to Kaplan & Haenlein (2011), viral marketing is a technique and process for distributing 
electronic messaging that informs the public about products. In the meantime, viral marketing, according 
to Long & Wong (2014), is a technique for product promotion that uses "word of mouth" connections. 
Viral marketing, sometimes called buzz marketing or word-of-mouth marketing, is a kind of advertising 
in which consumers and marketers accidentally share information (Phelps et al., 2004). According to 
De Bruyn & Lilien (2008), viral marketing aims to disseminate knowledge about goods and services 
from company to customer instead of the company to the consumer. This leads to a quicker and more 
economical uptake of the product on the market. Based on this viewpoint, the author concludes that viral 
marketing is an electronic marketing technique that spreads product information to a large audience by 
using social media platforms that are already in use, such as email or social media. Three factors can be 
considered when evaluating viral marketing: the environment, the message, and the messenger (Kaplan 
& Haenlein, 2011).

Customers may obtain more information about products and offers more easily with this viral 
marketing method, which helps them make more informed purchasing decisions. Consumers usually 
concentrate on gathering as much information as possible when selecting correctly. Making decisions 
involves the decision-maker choosing multiple possibilities, weighing them against one another, and 
assessing the outcome (Gürkut et al., 2023). Previous studies have provided evidence to support this 
opinion, demonstrating that viral marketing influences customer purchase decisions in a positive and 
significant way (Hamade, 2021). As a result, a hypothesis can be stated as follows:

H3: Viral marketing influences purchasing decisions.

Purchase Decision

There has been much research on purchasing decisions in the marketing literature. Buying decisions are 
one facet of consumer behavior (Rosa, 2021). Salem (2018) said consumers undergo a process while they 
are making purchases, including identifying a need, weighing their options, and selecting specific goods 
and brands. Customers can choose and are prepared to pay for the right to possess or utilize the good or 
service during the purchasing decision phase (Kotler & Keller, 2016). According to Carrillo et al. (2023), 
purchase decisions result from a hierarchy-based process in which different components play distinct 
roles. Therefore, purchasing decisions can be defined as buyers' actions before purchasing (Hanaysha, 
2022). Consumers' past experiences with a company's offerings and the ability of their products to 
meet specific needs usually determine consumer behavior when purchasing something. Five indicators 
influence consumer purchasing decisions: realization of needs, search for information, evaluation of 
alternatives, buying decisions, and impressions after the purchase (Kotler, 2002). The following diagram 
illustrates the framework for this study:
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Figure 1 Framework for Thinking
Source: Author, 2023

Method
The population in this research is consumers who will make a purchase or have already purchased Roti 
Keset; as many as 250 respondents used the accidental sampling technique for consumers who happened 
to meet the researcher (Sugiyono, 2017). The research was conducted in November 2023 at several 
outlets to obtain global opinions from connoisseurs and buyers of the products used as research.

In this study, measurements were carried out using a Likert scale (1-5) where 1 (strongly disagree), 
2 (disagree), 3 (neutral), 4 (agree), and 5 (strongly agree). Several measurements were used to measure 
the variables in this research, including influencer marketing use, experience, trustworthiness, and 
attractiveness (Venciute et al., 2023). Taste states four indicators regarding taste: flavor, smell, appearance, 
and texture (Drummond & Brefere, 2010). Viral marketing uses the messenger, the message, and the 
environment (Kaplan & Haenlein, 2011). In addition, it uses purchase decisions based on the realization 
of needs, search for information, evaluation of alternatives, buying decisions, and impressions after the 
purchase (Kotler, 2002).

Next, the data obtained was analyzed using SEM (Structural Equation Model) with the help of 
SmartPLS 3. First, the validity and reliability of the model were tested. Then, the multicollinearity test, 
R2 (R square), F test, q2 test, and hypothesis test were continued to see the effect of each variable.

Result and Discussion
Respondent descriptions are used to determine the characteristics of respondents who filled out the 
questionnaire in this study. Several questions are the focus of this research, as it is depicted in Table I 
below:

Table I Characteristics of Respondents

Demographic Variables Frequency Percentage

Gender
Men
Women

74
176

29.6
70.4

Age
< 17 year
18-25 year
26-35 year
> 35 year

23
187
26
14

9.2
74.8
10.4
5.6
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Occupation
Students
Housewife 
Private employees
Civil employees
Entrepreneur

118
29
79
3
21

47.2
11.6
31.6
1.2
8.4

Reason for purchasing
Love the taste
Love the variants
See a recommendation
Near the place

118
43
79
10

47.2
17.2
31.6
4.0

How many times have you made a purchase?
Two times
3-5 times
>5 times
One time

106
68
55
21

42.4
27.2
22.0
8.4

Influencers are well known.
Azizah Salsha 9 3.6
Fadil Jaidi 67 26.8
Fadil Jaidi, Keanuagl 6 2.4
Fadil Jaidi, Keanuagl, Azizah Salsha 1 0.4
Fadil Jaidi, Keanuagl, Ria Ricis 6 2.4
Fadil Jaidi, Keanuagl, Ria Ricis, Azizah Salsha 1 0.4
Fadil Jaidi, Ria Ricis 2 0.8
Keanuagl 27 10.8
Keanuagl, Azizah Salsha 1 0.4
Rachel Vennya 41 16.4
Rachel Vennya, Azizah Salsha 3 1.2
Rachel Vennya, Fadil Jaidi 2 0.8
Rachel Vennya, Fadil Jaidi, Keanuagl 3 1.2
Rachel Vennya, Fadil Jaidi, Keanuagl, Azizah Salsha 2 0.8
Rachel Vennya, Fadil Jaidi, Keanuagl, Ria Ricis 10 4.0
Rachel Vennya, Fadil Jaidi, Keanuagl, Ria Ricis, Azizah Salsha 22 8.8
Rachel Vennya, Ria Ricis 2 0.8
Ria Ricis 44 17.6
Ria Ricis, Azizah Salsha 1 0.4
TOTAL 250 100

Source: Data Processing, 2023

The respondent profile revealed that 70.4% of respondents were women and 29.6% of respondents 
were men. This indicates that they are both considering buying the Roti Doormat Condet item. The age 
group with the most outstanding scores was 18–25 years old (74.8%), followed by 26–35 years old 
(10.4%), under-17 years old (9.2%), and over-35 years old (5.6%). 47.2% comprise students, compared 
to 31.6% of private workers, 11.6% of housewives, 8.4% of businesses, and 1.2% of government 
employees demonstrates the relationship between the years spent as a student and the age range of 18 to 
25. 47.2% claimed they bought it because they enjoyed the flavor, 31.6% claimed they did it after seeing 
recommendations, 17.2% claimed they preferred the variety, and 4.0% claimed it was nearby. Aside from 
that, 42.4% of respondents had made two purchases, 27.2% had made three to five purchases, 22.0% had 
made more than five purchases, and 8.4% had made one purchase. With a score of 26.8%, Fadil Jaidi 
was the influencer that respondents knew the most about, followed by Ria Ricis with a score of 17.6%.
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Structural Model

In this study, taste, viral marketing, and influencer marketing are the exogenous variables. The only 
endogenous variable at this time is the choice to purchase. Convergent validity is ensured by applying 
outside loadings, also known as factor loadings. If the external pressure value is higher than 0.05, an 
indicator may be deemed to satisfy the excellent category standards for convergent validity. As evidenced 
by the data in Figure 2, all variable indicators are suitable for use in future studies. As a result, none of 
them has an external loading value lower than 0.05.

Figure 2 Structural Model

Evaluation of External Loading Models

Any relationship between indicators and latent constructs or variables is assessed using convergent 
validity. Convergent and discriminant validity are the two forms of PLS-SEM validity.

Convergent Validity Test

The study's findings show that every loading factor possesses convergent validity. As can be seen in the 
image above, the loading factor is more significant than 0.700. This affects the chosen data, which shows 
that all study variables meet validity and reliability requirements with a value of >0.700. Furthermore, 
Cronbach's alpha value in PLS is used to calculate composite reliability (CR), which measures consistency 
between constructs. Additionally, the requirements can be approved if the CR generates a good value and 
has a value greater than 0.7.
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Table II Measurement Model

Variable Indicator Items Loading Factor Reliability AVE
Influencer 
Marketing

1.	 Experience
2.	 Trustworthiness
3.	 Attractiveness
(Venciute et al., 2023)

X1.1
X1.2
X1.3
X1.4

0.784
0.789
0.773
0.765

0.860 0.605

Taste 1.	 Flavor
2.	 Smell
3.	 Appearance
4.	 Texture
(Drummond & Brefere, 2010)

X2.2
X2.3
X2.4
X2.5

0.746
0.747
0.789
0.784

0.860 0.588

Viral Marketing 1.	 The Messenger
2.	 The Message
3.	 The Environment
(Kaplan & Haenlein, 2011)

X3.1
X3.2
X3.3
X3.4
X3.5

0.755
0.725
0.765
0.831
0.747

0.851

0.586

Purchase 
Decision

1.	 Realization of needs
2.	 Search for Information
3.	 Evaluation of Alternatives
4.	 Buying Decisions
5.	 Impressions after the 

Purchase
(Kotler, 2002)

YI.1

Y1.2

Y1.3

Y1.4

Y1.5

0.757

0.733

0.702

0.768

0.753

0.876 0.552

Source: Data Processing, 2023

The average variance extracted (AVE) of each indicator can also be used to determine the 
discriminative validity. The AVE value should be greater than 0.05 to obtain a statistical model. The AVE 
data in Table II shows that the AVE values for the variables influencer marketing (X1), taste (X2), viral 
marketing (X3), and purchase decision (Y) have AVE values less than 0.05. According to the results, each 
variable has a high degree of discriminant validity.

Table III Discriminant Validity-Fornell Lacker

Influencer Marketing Purchase Decision Taste Viral Marketing
Influencer Marketing 0.778      
Purchase Decision 0.615 0.743    
Taste 0.575 0.701 0.767  
Viral Marketing 0.623 0.743 0.621 0.766

Sources: Data Processing, 2023

According to the information in the above table, influencer marketing (0.778), purchase decision 
(0.743), taste (0.767), and viral marketing (0.766) have the highest values for each variable. Discriminant 
validity is deemed valid if it can be demonstrated that each indicator statement has a higher loading factor 
value for each latent component (Fornell & Larcker, 1981).
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Table IV R square
R Square

Purchase Decision 0.657

Sources: Data Processing, 2023

The amount that external variables impact other variables is determined using the R squared (R2) 
value. As it is shown in Table III, the R2 purchase decision value is 0.657. This indicates that the purchase 
decision variable is influenced by taste, viral marketing, and influencer marketing in 65.7% of cases.

Table V  Data f Square
Variable F Square

Influencer marketing (X1) → Purchase decision (Y) 0.032
Taste (X2) → Purchase decision (Y) 0.196
Viral marketing → Purchase decision (Y) 0.286

Sources: Data Processing, 2023

The F-square test determines how strongly the independent and dependent variables are related. 
A square larger than 0.02 denotes a small size, a square higher than 0.15 denotes a medium size, and a 
square larger than 0.35 denotes a large size, according to the measuring standards. A value of less than 
0.02, according to Sarstedt et al. (2017), suggests that there is no effect. Table IV indicates that the 
variable influencing purchase decisions through marketing has the smallest effect size, with an impact 
size of F-square = 0.032. Regarding purchasing decisions, the taste variable has a medium effect size 
(f square value: 0.196), whereas the viral marketing variable has a medium effect size (f square value: 
0.286).

Table VI Multicollinearity Results – Inner VIF Value

Influencer marketing Purchase Decision Taste Viral marketing

Influencer 
marketing 1.804

Purchase decision  
Taste 1.797
Viral marketing 1.965

Sources: Data Processing, 2023

Based on the VIF value, multicollinearity between constructs is demonstrated. Table VI shows that 
the study's VIF value, which does not surpass 5.0, ranges from 1.804 to 1.965. According to the data, 
multicollinearity is not an issue, and more research can be done on this topic.

Table VII Prediction Accuracy Test (Q2)

SSO SSE Q2 (=1-SSE/SSO)
Influencer Marketing 1,000,000 656,135 0.344
Purchase Decision 1,250,000 841,049 0.327
Taste 1,000,000 688,671 0.311

Viral Marketing 1,250,000 781,595 0.375

Sources: Data Processing, 2023
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The Q2 value can be utilized with the prediction accuracy test. When Q2 is greater than zero, the 
model is thought to have a high degree of prediction accuracy; when Q2 is less than zero, the model is 
believed to have a low degree of prediction accuracy. With Q2 values ranging from 0.311 to 0.375, the 
table above demonstrates that all variables have high prediction accuracy.

Table VIII  Path Coefficient

  Original 
Sample (O)

Sample 
Mean (M)

Standard 
Deviation 
(STDEV)

T Statistics 
(|O/STDEV|)

P 
Values Result

Influencer Marketing →  
Purchase Decision 0.142 0.137 0.074 1.922 0.055 Not 

accepted
Taste → Purchase Decision 0.347 0.345 0.057 6.072 0.000 Accepted
Viral Marketing →  
Purchase Decision 0.439 0.446 0.067 6.548 0.000 Accepted

Sources: Data Processing, 2023

The hypothesis results can be accepted if the p-value is less than 0.05 and the t-table path coefficient 
is more significant than 1.96. The hypothesis is rejected due to the lack of evidence supporting it, as 
indicated by the t-statistic value of 1.922 (<1.96) and p-value of 0.055 (>0.05) for the association between 
influencer marketing and purchase decisions. The hypothesis regarding the association between flavor 
and purchasing decisions is accepted because the p-value is 0.000 (<0.05) and the t-statistic value is 
6.072 (>1.96). The association between viral marketing and purchase decisions has a t-statistic value of 
6.548 (>1.96) and a p-value of 0.000 (<0.05), indicating a positive and significant effect. Therefore, the 
hypothesis is accepted.

Discussion
According to Lin et al. (2019), business actors employ influencer marketing to draw in clients, hoping that 
the products given will be consumed by their followers due to the impact of the influencers. Influencer 
marketing is a standard tool of firms use to enhance their marketing in the current digital era. Influencer 
marketing is a widely used marketing tactic businesses use to promote their goods. Influencer marketing 
aims to provide potential customers with more product knowledge. Various findings from this study 
indicate that influencer marketing has little bearing on buying decisions. Influencer marketing does not 
influence consumer purchase decisions, even when the influencer has a sizable following. This indicates 
that other factors have a more significant influence on consumers' purchasing decisions. 

The findings indicate that the viral marketing variable has a considerable impact on purchase 
decisions, in contrast to the usage of influencer marketing. Viral marketing is a word-of-mouth marketing 
strategy that uses social media to rapidly disseminate a marketing message, or "buzz," to a large audience 
(Yang et al., 2013). Customers make more judgments based on what is posted on social media because 
they are more interested in what is said than the person explaining it. Social media may swiftly spread 
messages and influence customer decisions as a promotional tool. This is consistent with the viewpoint 
presented by De Bruyn & Lilien (2008), who claim that viral marketing aims to disseminate knowledge 
about goods and services through online or social media consumer-to-consumer communication. 

As a company that manufactures goods, the primary factor in drawing clients is still the product's 
flavor. According to this study, consumers are influenced by a product's flavor while they are making 
purchases. Taste matters while customers make purchases because a satisfying experience can increase 
customer satisfaction. Additionally, a product's good taste can foster an emotional bond with consumers, 
increase brand loyalty, and motivate them to make repeat purchases. According to Breslin (2013), taste 
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is a crucial sense that enables people to evaluate the nutritional value of food that has been consumed. 
Customers will consider factors other than the food's taste when they are choosing what to buy.

Conclusion
Viral marketing is an inexpensive form of advertising since it uses social media to disseminate content. 
This study demonstrates that viral marketing can persuade people to purchase the advertised goods. 
Influencer marketing, on the other hand, does not affect what customers decide to buy. Customers tend 
to pay more attention to what is said in the media they read than to the person delivering it. Taste is still 
an essential consideration for entrepreneurs when selling food or goods. Not only do consumer decisions 
mark the beginning of taste recognition, but they also mark the beginning of good consumer behavior,  
followed by a purchase. Consumers consider the taste of products, especially in the food and beverage 
industry. Taste quality and consumer satisfaction can make or break a brand's reputation. If customers are 
satisfied with the product's flavor, they are more inclined to repurchase it and recommend others to buy 
it. Conversely, if a product has poor taste, it can generate an experience that is not beneficial for future 
purchasing decisions. Producers and brands frequently emphasize enhancing and preserving taste quality 
to satisfy consumer expectations.
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