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ABSTRACT

This study examines the determinants of
purchasing decisions, namely consumer trust,
consumer experience, and consumer attitudes
through purchase intentions at CV. Suara
Mandiri Tegal, based on the Stimulus-
Organism-Response (5-O-R) framework and the
Theory of Planned Behavior (TPB). Using a
quantitative approach, data were collected from
275 respondents through a survey. The results
showed consumer trust, consumer experience,
and consumer attitudes significantly influence
purchase intentions. Consumer trust, consumer
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INTRODUCTION

Increasingly tight business competition in the modern era requires
companies to thoroughly understand consumer behavior as a basis for making
effective marketing decisions (Gunistiyo & Hanfan, 2019). A company’s success is
no longer determined solely by its ability to offer products or services, but also by
the extent to which it is able to influence consumers’ psychological processes
before a purchase decision is made (Tjiptono and Chandra, 2020). Changing
preferences, increased access to information and high consumer expectations are
driving companies to take non-physical factors into account when designing their
marketing strategies (Gunistiyo & Prihadi, 2023). This situation means purchasing
decisions are the result of a complex evaluation process, not just a spontaneous
response to market offerings (Hurriyati, 2019; Tabelessy et al., 2025).

In the context of service marketing, purchasing decisions cannot be separated
from consumers’ experiences, trust, and attitudes towards service providers
(Kotler & Keller, 2019; Klein & Sharma, 2022). This applies particularly to the event
and production services sector, where service failures can have a direct impact on
the success of an event, leading consumers to be selective and cautious when
making purchasing decisions (Fajri et al., 2023; Rybaczewska et al., 2020).

The crucial role of consumers who trust the company in influencing
purchasing interest and purchasing decisions is demonstrated in studies
conducted by Sa’adah et al. (2024); Muna & Dewi (2024); Samsidar et al. (2024) and
Simange et al. (2023). These studies emphasise the higher the level of consumer
trust, the stronger the influence on consumers’ purchasing decisions. These
findings are not supported by research conducted by Anggraini (2023);
Hidayatillah & Lasiyono (2022) and Wicaksana & Baldah (2022), who found
consumer purchasing decisions cannot be determined by consumer trust.

The issue regarding consumer experience is the lack of consumer experience
at CV. Suara Mandiri Tegal, which is still evident in the way some prospective
clients form their assessments and make purchasing decisions tend to be based on
limited information and indirect experience. Several researchers have studied the
relationship between consumer experience and purchasing decisions, namely by
Sholehah et al. (2024); Widiawati et al. (2025); Wibowo et al. (2025) and Sutrisno et
al. (2024), who found evidence consumer experience influences purchasing
decisions, whereby positive experiences such as friendly service and satisfaction
encourage the decision to make a purchase; however, differing results were found
in studies conducted by Nurhayati et al. (2025) and Aji et al. (2019), which
demonstrated consumer experience cannot determine purchasing decisions,
leading to inconsistencies in research findings.

The issue faced by CV. Suara Mandiri regarding the attitudes of some
consumers is a number of customers still tend to have a less than positive view,
primarily influenced by their experience of the event service. A lack of close
communication between the crew and customers, unclear communication during
event preparations, and the crew’s lack of responsiveness in dealing with technical
issues can create an impression of unprofessionalism. Cahaya et al. (2024) explain
there remains inconsistency in research findings regarding consumer attitudes
towards purchasing decisions. Bejarano & Zirena (2024); Aini et al. (2022);
Maulidan et al. (2024); Wang et al. (2023) and Innukertarajasa & Hayuningtias
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(2024) found empirical evidence in their research purchasing decisions are
influenced by psychological tendencies are evaluated positively or negatively
towards an object. Research review by Saktiana & Miftahuddin (2021)
emphasized consumer attitudes slow down and decrease purchasing decisions,
while Kapantouw & Mandey (2020) emphasized there is no relationship between
good and negative positive attitudes and purchasing decisions.

CV. Suara Mandiri Tegal is a company specialising in the sale, installation,
repair and rental of stage rigging, sound systems, band equipment, lighting, film
equipment, barriers and generators. As an event services provider, consumers’
decisions to use its services are not determined solely by price, but are strongly
influenced by their confidence in the company’s technical capabilities, their past
experiences, and their perception of the provider’s reputation. This phenomenon is
reflected in significant fluctuations in sales volume during the 2019-2024 period.
Sales peaked in 2023 at Rp 4,408,181,000, but declined in 2024 to Rp 3,926,790,000.
This situation indicates consumers’ purchasing decisions have not yet stabilised,
making it necessary to understand the underlying psychological factors.

This research was conducted due to its strong novelty and urgency: to
examine event service purchasing decisions in an integrated manner by
positioning purchase intention as a mediating mechanism between consumer trust,
consumer experience, and consumer attitudes towards purchasing decisions. Most
previous studies have tended to examine the direct effects of these factors without
delving deeply into the psychological processes bridge purchase intention and
behaviour, particularly in the context of event and production services, which
involve high levels of risk and a heavy reliance on technical performance.

This study aims to examine the influence of consumer trust, consumer
experience, and consumer attitudes on service purchase decisions at CV. Suara
Mandiri Tegal, with purchase intention serving as the mediating variable. This
approach is based on the Stimulus-Organism-Response (S-O-R) framework and
the Theory of Planned Behaviour (IPB), and is expected to provide a more
comprehensive empirical contribution regarding the psychological processes of
consumers in making purchasing decisions for event services.

LITERATURE REVIEW

Theoretically, SOR theory can be used to explain the relationship between
consumer trust as well as consumer willingness to purchase, which posits external
stimuli received by consumers trigger internal psychological processes before
resulting in a behavioural response. Consumer trust can be viewed as a form of
stimulus arising from service experiences, company reputation, and information
received by consumers regarding service providers (Nani et al., 2026). This trust
encourages consumers to feel confident the services offered are capable of meeting
their needs and expectations, which ultimately fosters interest and a desire to
purchase (Efendi & Kholunnafiah, 2023). Previous research by Angreni et al.
(2025); Anggraeni & Sutedjo (2024); Ramadhan et al. (2025); Santoso et al.
(2024); Balgis & Patmarina (2024), and Dahlan et al. (2023) demonstrated
consumer confidence in the ability, honesty, and consistency of service providers
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fosters a sense of security and reduces anxiety before a purchase decision is made,
thus generating purchase interest.
H1: There is a positive influence of consumer trust on purchase intention

Theoretically, the influence of consumer experience on consumer willingness
to purchase from the Stimulus-Organism-Response (S-O-R) perspective can be
understood as an internal condition (organism) arises after consumers receive
various stimuli from the marketing environment (Klaus et al., 2023). Consumer
willingness to purchase tends to increase when consumers have consistent positive
experiences, as these experiences foster a sense of trust and psychological comfort.
Studies conducted by Dawi et al. (2024); Anfani et al. (2025); Soe et al. (2025),
Rahmania et al. (2024), and Xiao et al. (2022) show high consumer experience
will encourage the emergence of purchasing interest.

H2: There is a positive influence of consumer experience on purchase intention

Consumer attitudes, within the SOR theoretical framework, are the result of
internal psychological processes formed after consumers receive various stimuli
from the marketing environment. Stimuli such as service experiences, interaction
quality, and promotional information are processed internally to form a specific
attitude toward the service provider. A positive attitude then encourages a
response in the form of increased consumer willingness to purchase , while a
negative attitude weakens this response (Firmansyah, 2021). Kajian yang
dilakukan Maalouf et al. (2025); Ahmad et al. (2025); Fahlevi et al. (2023) dan
Zaremohzzabieh et al. (2021) menegaskan bahwa sikap konsumen berdampak
pada niat pembelian
H3: There is a positive influence of consumer attitudes on purchase intention.

Theoretically, the TPB Theory is used to justify the influence of consumer
trust on purchasing decisions as a psychological foundation reduces perceived risk
and confusion in the purchasing process, where individual beliefs and evaluations
of an object will influence their intentions and actual behavior. High consumer
trust in a product or seller increases a sense of security and confidence in making
purchasing decisions. Research findings conducted by Sa’adah et al. (2024); Muna
& Dewi (2024); Samsidar et al. (2024); Risnawati et al. (2023), and
Innukertarajasa & Hayuningtias (2023) concluded consumer trust plays an
important role in accelerating the purchasing decision-making process.

H4: There is a positive influence of consumer trust on purchasing decisions.

A good experience creates a positive impression of reliability and service
quality, thereby increasing consumer confidence in assessing an offering as a
viable option (Sholehah et al.,, 2024). Referring to the S-O-R theory, consumer
experience is understood as an internal psychological state created after consumers
are stimulated by the marketing environment. Research by Ramadhani (2023);
Wibowo et al. (2025); Aji et al. (2019); Widiawati et al. (2025); and Sutrisno et al.
(2024) concluded high consumer experience encourages consumers to make
purchasing decisions more confidently and quickly.

Hb5: There is a positive influence of consumer experience on purchasing decisions.

Theoretically, the impact of consumer attitudes on purchasing decisions can
be elucidated as a manifestation of an extensive evaluation of beliefs, emotions,
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and behavioral inclinations towards a product or service (Maalouf et al., 2025). A
favorable attitude signifies a positive reception and appraisal of the product or
service, thereby enhancing the probability the consumer will select and acquire it
(Firmansyah, 2021). Research conducted by Bejarano & Zirena (2024); Aini et al.
(2022); Cahaya et al. (2024)); Innukertarajasa & Hayuningtias (2024); and
Maulidan et al. (2024) underscores the significance of consumer attitudes in the
context of purchasing decisions made by consumers.

Heé: There is a positive influence of consumer attitudes on purchasing decisions.

Theoretically, the impact of consumer willingness to purchase on purchasing
decisions can be elucidated through the Theory of Planned Behavior (TPB), which
posits intention serves as the most immediate predictor of actual behavior. In the
realm of purchasing, consumer willingness to purchase signifies a consumer's
resolve to engage in a transaction subsequent to the assessment of a product or
service. The greater the intensity of a consumer's consumer willingness to
purchase, the more probable it will translate into a purchasing decision. The TPB
underscores behavior does not transpire randomly but is preceded by an intention
shaped by attitudes, subjective norms, and perceived behavioral control. When
consumer willingness to purchase is elevated, consumers generally exhibit a
heightened motivation to engage in the purchasing process due to their
psychological readiness and assurance in their decisions (Baihaqgi et al.,, 2025).
Research conducted by Tableessy et al. (2023); Baihaqi et al. (2025); Franza et al.
(2025); and Marsudi & Fitriasari (2023) reveals purchasing decisions are
significantly affected by purchase intention.

H7: There is a positive influence of purchase intention on purchase decisions.

Theoretically, the impact of consumer trust on purchasing decisions,
mediated by purchase intention, can be elucidated by the notion consumer trust
establishes foundational beliefs regarding the competence, dependability, and
integrity of the service provider, thus mitigating perceived risk within the
purchasing experience. Trust plays a significant role in the development of
favorable attitudes and consumer behavioral beliefs, which subsequently lead to
the formation of consumer willingness to purchase. Consumer willingness to
purchase represents a vital psychological phase bridges consumer beliefs with
actual behavior, specifically with respect to purchasing decisions. Consumer trust
not only directly affects purchasing decisions but also exerts an indirect influence
by enhancing consumer willingness to purchase as a mediator connects the
cognitive process with the purchasing action (Santoso et al., 2024). Salsabila et al.,
(2025) indicated an increased level of consumer trust correlates with a heightened
likelihood of consumers expressing interest in and a desire to utilize the available
services.

H8: There exists an impact of consumer trust on purchasing decisions, with
purchase intention serving as a mediator.

Theoretically, the impact of consumer experience on purchasing decisions,
with purchase intention acting as a mediator, can be elucidated by the notion
consumer experience functions as a learning resource, which informs consumer
evaluations and beliefs regarding a product or service. Favorable experiences
foster positive perceptions, enhance self-confidence, and reinforce consumer
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attitudes, thereby facilitating the development of consumer willingness to
purchase. Consumer willingness to purchase signifies the behavioral intention
arises subsequent to consumers' assessment of their experiences. This consumer
willingness to purchase subsequently serves as a conduit between consumer
experiences and corresponding behavior manifested in the form of purchasing
decisions. Consumer experience exerts not only a direct influence but also an
indirect impact on purchasing decisions through the cultivation of consumer
willingness to purchase (Nurhayati et al., 2025).

HO: There is an influence of consumer experience on purchasing decisions, with
purchase intention as a mediator.

Theoretically, the impact of consumer attitudes on purchasing decisions, with
purchase intention acting as a mediating factor, can be elucidated by the notion
consumer attitudes represent either positive or negative assessments of a product
or service, which are derived from consumer beliefs and emotions. A favorable
attitude is likely to promote the development of consumer willingness to purchase
or interest, as consumers perceive the product or service to be suitable and aligned
with their requirements. Within the framework of the Theory of Planned Behavior
(TPB), consumer willingness to purchase is regarded as a behavioral intention
emerges from consumer attitudes and serves as a key determinant of actual
behavior. Subsequently, this consumer willingness to purchase facilitates the
translation of consumer attitudes into tangible actions manifested in purchasing
decisions (Widiawati et al., 2025).

H10: There is an influence of consumer attitudes on purchasing decisions, with
purchase intention acting as a mediator.

Based on the development of the hypothesis, the framework of thought in this
research is described as follows:

Consumer Trust
(X1)

Purchase
~~~~~ Interest (Z)

-
-
-~
-~

-
-~
-~

Consumer
experience (Xz)

Buying decision
(Y)

Consumer
Attitudes (X3)

Figure 1. Empirical Models
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METHODOLOGY

The investigation undertaken was a quantitative descriptive study
employing a survey methodology. The subject population encompassed all
consumers of CV. Suara Mandiri Tegal. As noted by Hanfan (2017), the minimum
sample criteria recommended by Hair et al., (2017) stipulate a range of 5-10 times
the number of research indicators. With this study comprising 21 indicators, the
minimal sample size required, based on the formula provided by Hair et al,,
(2017) and the viewpoints expressed by Hanfan (2017), is calculated as 5
multiplied by 21 indicators, resulting in 105 respondents. To ensure the sample
size's sufficiency, considering both the unknown population estimation approach
and the SEM-PLS methodology, this study utilized a total of 275 respondents. The
technique for data collection employed in this research was a questionnaire. Data
analysis was conducted through SEM-PLS analysis utilizing the Smart PLS
application.

RESULT AND DISCUSSION

Partial Least Squares (PLS) is used to test hypotheses because PLS is
characterized as a component- or variance-based Structural Equation Modeling
(SEM) approach. PLS analysis operates in two stages: examining both the
assessment model (outer model) and the structural model (inner model).
Assessment of the assessment model is the initial phase in PLS-SEM, which
includes evaluating construct validity and reliability.

Table 1. Results of the assessment model test (outer model)

Item Code | Outerloading | AVE | Composite Reliability | Cronbach’s alpha
PD 0,538 0,853 0,785
PD1 0,707
PD2 0,707
PD3 0,685
PD4 0,760
PD5 0,803
PI 0,589 0,851 0,768
PI1 0,717
P12 0,766
PI3 0,726
Pl4 0,854
CT 0,617 0,866 0,793
CT1 0,835
CT2 0,771
CT3 0,800
CT4 0,734
CE 0,566 0,839 0,745
CE1 0,764
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CE2 0,778
CE3 0,680
CE4 0,783
CA 0,629 0,871 0,804
CA1l 0,699
CA2 0,790
CA3 0,830
CA4 0,844

Source: Processing of primary data (2026)

All outer loading values presented in the preceding table exceed the threshold
of 0.5, signifying the indicators demonstrate convergent validity. Discriminant
validity serves as an evaluative technique for determining the distinctions between a
construct and other constructs, an assessment can be performed by examining the
Average Variance Extracted (AVE) value. Ghozali (2018:158) posits an AVE value of
no less than 0.50 reflects a satisfactory assessment of convergent validity. All
variables exhibit elevated discriminant validity values, specifically above 0.5,
allowing for the conclusion the independent variables are uncorrelated. Each
variable within this research displayed composite reliability and Cronbach's alpha
values exceeding 0.70, indicating they satisfy the criteria for robust reliability,
suggesting each indicator contributing to the latent variable can be relied upon to
yield consistent assessment outcomes. An additional method employed to evaluate
discriminant validity is the Heterotrait-Monotrait (HTMT) ratio. Hair et al., (2017)
assert discriminant validity is deemed sulfficient if the HTMT value between pairs of
latent constructs remains below the threshold of 0.9.

Table 2. Results of the Heterotrait-Monotrait Test (HTMT)

Consumer | Purchasing | Purchase | Consumer | Consumer
Trust Decision intention | Experience Attitude
Consumer
Trust
Purchasing 0,886
Decision
Purchase 0,885 0,859
intention
Consumer 0,837 0,756 0,855
Experience
Consumer 0,858 0,808 0,782 0,681
Attitude

Source: Processing of primary data (2026)

All HTMT values among the constructs are below the 0.90 threshold,
indicating discriminant validity among the variables in the model has been
achieved. This suggests each construct within the model —specifically, consumer
trust, consumer experience, consumer attitude, purchase intention, and purchase
decision —accurately measures distinct concepts, thereby confirming no overlap
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exists between the constructs. This supports the validity of the assessment model
and implies the findings from the subsequent structural analysis can be interpreted
with validity.

Following the assessment of the model, which included the evaluation of its
validity and reliability, a structural model test (inner model) was performed. This
test encompassed an R? test, a Q? test, and hypothesis testing. According to the
results derived from data processing utilizing PLS analysis, it is evident the
coefficient of determination for the purchase intention variable is 0.655. This
indicates the impact of consumer trust, consumer experience, and consumer
attitude on purchase intention is quantified at 65.5%. The coefficient of
determination for the purchase decision variable stands at 0.586, suggesting the
collective effect of consumer trust, consumer experience, consumer attitude, and
purchase intention on purchase decision is 58.6%. The analysis yielded a Q? value
of 0.369 for the Purchase Intention variable (Z) and 0.301 for the Purchase Decision
variable (Y). Both values surpass the threshold of 0.30, which, as per the general
criteria established by Hair et al., (2017), can be classified as possessing strong
predictive power (substantial predictive relevance). The results of the hypothesis
testing are outlined in the path coefficients presented in the table below:

Tabel 3 Hypothesis Testing Results

No. Description Coefficient | p- Decision
value

1 Consumer trust — purchase intention 0,537 0,000 | Accepted

2 | Consumer experience — purchase 0,186 0,004 | Accepted
intention

3 | Consumer attitude — purchase intention 0,165 0,010 | Accepted

4 | Consumer trust — purchase decision 0,244 0,008 | Accepted

5 | Consumer experience — purchase decision 0,077 0,258 | Rejected

6 | Consumer attitude — purchase decision 0,258 0,000 | Accepted

7 | Purchase intention — purchase decision 0,285 0,001 | Accepted

8 | Consumer trust — purchase intention — 0,153 0,003 | Accepted
purchase decision

9 | Consumer experience — purchase 0,053 0,018 | Accepted
intention — purchase decision

10 | Consumer attitude — purchase intention 0,047 0,044 | Accepted
— purchase decision

Source: Processing of primary data (2026)

The outcomes of the hypothesis testing reveal consumer trust exerts the
most significant influence on purchase intention (p = 0.537; p < 0.001). These
results validate the premise that, within the context of consumer decision-
making, trust functions as a critical determinant in the development of
behavioral intentions. Theoretically, this finding corresponds with the
Stimulus-Organism-Response framework, where trust operates as a cognitive
stimulus affects the internal state (the organism) by influencing consumer
willingness to purchase prior to ultimately prompting behavioral response.
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Moreover, consumer experience (p = 0.186; p = 0.004) and consumer attitude (p
= 0.165; p = 0.010) were also identified as having a significant impact on
consumer willingness to purchase. This suggests prior interactions and the
consumers’ emotional evaluations of products or services further facilitate the
establishment of consumer willingness to purchase. Therefore, purchase
intention is influenced not only by rational factors such as trust but also by
emotional elements and experiences.

At the stage of the purchase decision, the research findings demonstrate
consumer attitude (B = 0.258; p < 0.001), purchase intention (p = 0.285; p =
0.001), and consumer trust (B = 0.244; p = 0.008) positively and significantly
affect the decision to purchase. These results indicate the purchase decision
arises from an amalgamation of psychological readiness (interest), affective
assessment (attitude), and trust in the product. Specifically, purchase interest
emerged as a robust direct predictor of the purchase decision, corroborating the
notion intention serves as the primary precursor to actual behavior. However,
consumer experience did not demonstrate a significant direct impact on
purchase decisions (3 = 0.077; p = 0.258). This finding suggests experience does
not inherently propel purchasing behavior without undergoing particular
psychological processes. In other words, experience plays a more substantial
role in shaping perceptions and intentions than in directly prompting decisions.
The mediating function of purchase interest was also substantiated in this
research. Consumer trust (p = 0.153; p = 0.003), consumer experience (3 = 0.053;
p = 0.018), and consumer attitude (p = 0.047; p = 0.044) were found to exert an
indirect influence on purchasing decisions through purchase intention. This
illustrates purchase intention serves as a psychological mechanism connects the
impact of antecedent variables to actual behavior.

CONCLUSIONS AND RECOMMENDATIONS

This research illustrates consumer trust, consumer attitude, and
purchase intention are pivotal in influencing purchasing decisions, both in
direct and indirect manners. Among these factors, consumer trust stands out as
the most significant predictor of purchase intention, underscoring its essential
role in diminishing uncertainty and bolstering consumers’ willingness to
engage in transactions. Consequently, consumer willingness to purchase acts as
a substantial catalyst for actual purchasing behavior, validating its role as a
crucial mechanism translates psychological preparedness into tangible actions.
Notably, this study reveals consumer experience does not have a direct impact
on purchasing decisions; rather, it functions through consumer willingness to
purchase as a mediating factor. This finding suggests experiential elements
alone are inadequate for spurring actual behavior unless they are assimilated
into behavioral intention. Thus, the results underscore purchase decisions are
influenced not solely by previous experiences, but also by the manner in which
those experiences inform consumers’ cognitive and affective assessments.

From a theoretical standpoint, this investigation strengthens the
Stimulus-Organism-Response framework by empirically affirming the
significance of consumer willingness to purchase as a central organismic state
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connects external stimuli, such as trust, experience, and attitude, to behavioral
outcomes, namely purchasing decisions. Furthermore, it expands upon
previous research by elucidating the effect of experiential factors is primarily
indirect rather than direct. From a managerial perspective, businesses should
emphasize strategies aimed at enhancing consumer trust and nurturing
favorable attitudes, as these elements exert both direct and mediated influences
on purchasing decisions. While improving customer experience remains vital, it
should be geared toward effectively cultivating consumer willingness to
purchase, achievable through consistent service quality, transparent
communication, and compelling value propositions. By prioritizing these
factors, businesses can more successfully translate consumer perceptions into
actual purchasing behavior and enhance overall marketing performance.

FURTHER STUDY
This research still has limitations so further research on this topic is still
needed “The Influence of Consumer Trust, Consumer Experience and Consumer

Attitude on Purchase Decisions, with Purchase Intention as a Mediating Variable
at CV. Suara Mandiri Tegal”
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