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Abstract. This study aims to propose experiential marketing variables as moderating 
variables and provide new perspectives in understanding the influence of Social 
Media Marketing / SMM on Purchase Decisions in the context of food and beverage 
MSMEs in Blora Regency. In addition, this study also aims to provide new insights 
into the strategic role of experiential marketing in the context of digital marketing. 
This study uses an explanatory research design with a population that includes all 
people in Blora Regency who use social media or the internet, the number of which 
is unlimited. The research sample consists of 119 respondents selected through The 
sampling method in this study is using a purposive sampling technique, namely 
where the research sample uses certain criteria in the study. Data were collected 
using a questionnaire with an interval scale from 1 to 10, which describes the level 
of agreement from Strongly Disagree (1) to Strongly Agree (10). Data analysis was 
carried out using the Partial Least Square (PLS) method. The results of the study 
indicate that Social Media Marketing carried out by Food and Beverage MSMEs in 
Blora Regency has a significant effect on Purchase Decisions from potential 
consumers. Also, the experiential marketing variable moderates by strengthening the 
relationship of the Social Media Marketing variable to Purchase Decisions. This 
research contributes to the development of the role of experiential marketing 
variables in moderating the relationship between social media marketing and 
purchasing decisions for food and beverage MSMEs. It also provides practical 
recommendations for food and beverage MSMEs in Blora Regency regarding 
marketing strategies through social media. 
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1. Introduction 

The development of digital technology has brought significant changes to the world of 
marketing, including for Micro, Small, and Medium Enterprises (MSMEs). One of the most 
influential aspects of technology is social media. With the number of social media users 
continuing to increase, these platforms have become effective tools for promoting products 
and reaching a wider market. In Blora Regency, food and beverage MSMEs utilize social media 
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platforms such as Instagram, Facebook, and TikTok to market their products. Based on 
observational data from secondary sources through social media platforms like TikTok, 
Instagram, and Facebook, several food and beverage MSMEs in Blora Regency utilize social 
media to promote their products. 

Based on Blora Statistics Agency (BPS) data, in 2023, the population of Blora Regency aged 5 
years and above who had used the Internet (including Facebook, Twitter, YouTube, Instagram, 
WhatsApp, etc.) was 64.67%. This figure is still below the percentage of Central Java which 
was 70.00%. In the same year, as many as 65.53% of the population aged 5 years and above 
who were male, had used the Internet (including Facebook, Twitter, YouTube, Instagram, 
WhatsApp, etc.). This percentage is still higher than the percentage of the female population 
who had used the Internet which was only 55.01%. (BPS Blora, 2025) 

Blora Regency has great potential in the development of the food and beverage MSME sector. 
With a population of around 850,000 people, the need for comfortable and innovative places 
to eat and drink is increasing. Data from the Blora Central Statistics Agency (BPS) shows that 
the average per capita expenditure of the people of Blora Regency in 2024 was IDR 1,093,858, 
and in 2024 it increased by IDR 1,180,266, with a composition of IDR 634,428 (53.75%) spent 
on food needs and IDR 545,837 (46.25%) for non-food needs. Also, the Percentage of Monthly 
Per Capita Expenditure According to Commodity Groups in Blora Regency in 2024 that of the 
53.75% expenditure on food needs, 37.74% was for processed food consumption and the rest 
was for other consumption. (BPS Blora, 2025). This reflects a huge opportunity for local 
MSMEs to attract consumers through effective marketing strategies, including SMM and 
experiential marketing. 

Social Media Marketing (SMM) has significant potential to influence consumer purchasing 
decisions. SMM activities such as the use of engaging visual content, direct interaction with 
customers through comments or messages, and promotions in the form of special discounts 
announced through social media have been proven to attract consumer attention. Based on 
testimonials, consumers often purchase food or beverage products at MSME cafes after seeing 
promotions on social media. This demonstrates that SMM can be a determining factor in 
attracting buyers. 

Although MSMEs in Blora Regency have utilized social media as a promotional tool, the 
content they produce is generally informative and one-way, such as only displaying products, 
prices, or locations, without addressing the emotional experience that can build closeness 
with potential consumers. Based on the results of a study by Handoyo et al. (2024), many 
MSMEs in Blora are not widely known by the public due to the lack of an integrated and open 
digital information system, which also reflects their suboptimal online communication 
strategies. The lack of experiential marketing-oriented content, such as storytelling, consumer 
interactions, authentic testimonials, or representations of product consumption atmospheres 
(e.g., the ambiance of a warung/cafe), causes consumers to become passive viewers without 
emotional motivation or a lasting experience. As a result, even though they are exposed to 
social media content, potential consumers are not yet motivated to make a purchasing 
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decision. This phenomenon indicates a gap between social media marketing efforts and 
expected results, and reinforces the urgency of incorporating an experiential marketing 
approach into every digital content produced by MSMEs. In the context of MSMEs in Blora, 
the application of experiential marketing can take the form of product design, friendly service, 
and special things that directly involve consumers. 

2. Research Methods 

This type of research is Explanatory Research. Explanatory research is a research method that 
aims to explain the position of the variables studied and the influence between one variable 
and another (Sugiyono, 2017). The main reason this researcher uses the explanatory research 
method is to test the proposed hypothesis, so it is hoped that this research can explain the 
relationship and influence between the independent and dependent variables in the 
hypothesis. This study examines the role of Experiential Marketing variables in moderating 
the influence of Social Media Marketing variables on Purchase Decision variables. This study 
uses a quantitative method because this research is presented with numbers and calculations 
using statistical methods. Quantitative data is data in the form of numbers or qualitative data 
that is scored (Sugiyono, 2016). Data collection techniques are techniques or methods used 
by researchers to obtain data that will be analyzed or processed to produce a conclusion 
(Bawono, 2006). 

3. Results and Discussion 

This study involved 119 respondents from Blora Regency who use social media and the 
internet. A general overview of the respondents, or their profile, regarding age, gender, social 
media platforms used, and food and beverage MSME products purchased, is presented in the 
table. 

Respondent Profile Table 

No. Respondent Characteristics Amount % 

1. Age (years):   

 <18 Years 7 5.88% 

 18 – 25 Years 83 69.75% 

 26 – 35 Years 20 16.81% 

 36 – 45 Years 5 4.20% 

 >45 Years 4 3.36% 

2. Gender :   

 Woman 76 63.87% 

 Man 43 36.13% 

2.  Frequently Used Social Media 
Platforms: 

  

 Facebook 27 13.04% 

 TikTok 77 37.20% 

 Instagram 89 43.00% 

 Others (Line, LinkedIn, WA, X, 
Youtube, Shopee, Twitter) 

14 6.76% 

4. Food and Beverage MSME Amount % 



 
Vol.2 No.3 September (2025)                                                           The Influence of Social Media … (Viki Yanurianto & Mulyana) 
 

1408 
 

Products Ever Purchased: 

 Dim Sum 42 18.34% 

 Iced tea 85 37.12% 

 Mochi 31 13.54% 

 Meatball Soup 57 24.89% 

 Meatballs 2 0.87% 

 Fruit juice 1 0.44% 

 Fried Grasshoppers 1 0.44% 

 Tempeh Chips 1 0.44% 

 Tela-tela 1 0.44% 

 Gedebog Chips 1 0.44% 

 Soto Kletuk 1 0.44% 

 Jebew Noodles 1 0.44% 

 Potato Donuts 1 0.44% 

 Donuts 1 0.44% 

 Potato Donuts 1 0.44% 

 Chicken noodle 1 0.44% 

 Batagor Siomay 1 0.44% 

Source: Processed primary data, 2025 

Based on the age of respondents, the majority of Blora Regency residents who use social 
media and the internet are aged 26-35 years, this shows that social media users in Blora 
Regency are mostly in the productive age group. They understand and often use social media 
either for entertainment or to find preferences. Based on gender, the majority are female, 
namely 63.87%, this shows that the group of female social media users in Blora Regency 
mostly use social media for entertainment or to find preferences. 

Based on the social media platforms frequently used by the people of Blora Regency, 
Instagram and TikTok are the most frequently used social media platforms by the people of 
Blora Regency, indicating that these two platforms are considered the most capable of 
providing entertainment and information. Furthermore, based on the products of Food and 
Beverage MSMEs in Blora Regency that have been purchased, namely Pentol Kuah and Iced 
Tea, this indicates that the people of Blora Regency purchase MSME products that are food 
and soft drinks. 

The description of the research variables includes three categories: Social Media Marketing, 
Experiential Marketing, and Purchase Decision. The variable descriptions are grouped into 
three categories: low category, with a score of 1.00–3.00; medium category, with a score of 
4.00–4.699; and high category, with a score of 7.00–9.99. The complete description of the 
variables is shown in the table. 

Research Variable Description Table 

No. Variables and Indicators Mean Standard Deviation 

1. Social Media Marketing(SMM) 7,174 1,979 

 Context 7,782 1,706 

 Communications 6,647 2,202 

 Collaboration 7,126 2.105 
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 Connection 7,143 1,902 

2. Experiential Marketing(EM) 7,479 1,814 

 Sense(Indra/Five Senses) 8,000 1,635 

 Feel(Emotions/Feelings) 7,311 1,837 

 Think(Mind/Cognitive) 7,395 1,884 

 Act(Consumer Actions/Behavior) 7,387 1,879 

 Related(Relationship/Social) 7,303 1,836 

3. Purchase Decision(PD) 7.145 1,920 

 Product Selection 7,126 1,977 

 Brand Choice 6,882 2,099 

 Purchase Time 7.109 1,762 

 Payment Methods 7,462 1,842 

Source: Processed primary data, 2025 

The table shows that the average overall response of respondents to the Social Media 
Marketing (SMM) variable was 7,174 and is included in the high category. This indicates that 
the people of Blora Regency use social media a lot of social media that contains marketing 
content for MSMEs in the Food and Beverage sector, by looking at the contextual aspects of 
the content, the communication elements in the content, the collaboration elements in the 
content, and the connectedness with the product due to the content on social media. 

The overall average respondent response to the Experiential Marketing variable was 7,479, 
falling into the high category. This indicates that Blora Regency residents who use social media 
experience the content provided on social media, whether it's through engaging the five 
senses, touching emotions or feelings, touching thoughts, impacting behavior, and creating a 
connection between social media content and social media users. 

The average overall response of respondents to the Purchase Decision variable was 7.145, 
which is considered high. This indicates that consumers of MSME products in Blora Regency 
who use social media are able to make product choices, choose brands, determine purchase 
times, and choose appropriate payment methods when making purchases. 

The Partial Least Squares (PLS) approach was used to analyze the data obtained in this study. 
The software used to analyze the collected data was SmartPLS (Hair et al., 2017). The variance-
based PLS approach is preferred over the covariance-based method because its application 
has fewer limitations on the size and distribution of the samples used (Chin et al., 2003). PLS 
is defined as a SEM technique in which the measurement model and the theoretical structural 
model are assessed simultaneously (Chin et al., 2003). PLS is also able to resolve the problem 
of multicollinearity that often arises in multivariate regression analysis, namely by converting 
predictor variables into orthogonal components called PLS (Chin et al., 2003). Prediction of 
measurement and structural parameters occurs simultaneously, so the measurement model 
is usually carried out in two stages. The first stage is called the outer model, which assesses 
the measurement model using confirmatory factor analysis to assess the reliability and validity 
of theoretical constructs. The second stage is called the inner model, to estimate the structural 
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model, namely the paths or influences between research variables. The structural model is 
used to test the hypotheses proposed in this research model. 

Path Coefficient Table 

 
Influence Path Coef. t-value p-value 

Social Media Marketing -> Purchase Decision 0.291 2,798 0.003 

Experiential Marketing -> Purchase Decision 0.571 6.108 0.000 

Social Media Marketing x Experiential 
Marketing -> Purchase Decision 

0.128 2,738 0.003 

Based on the results of the Path Coefficient analysis with a significance level of 10% (α = 0.10), 
it was found that all independent variables in the model have a positive and significant 
influence on Purchase Decision. 

1) First, the Social Media Marketing variable has a positive and significant effect on Purchase 
Decision, with a path coefficient value of 0.291, a t-value of 2.798, and a p-value of 0.003. This 
indicates that the more intensive and effective marketing activities through social media, the 
more it will encourage consumers to make purchasing decisions for food and beverage MSME 
products in Blora Regency. 

2) Second, the Experiential Marketing variable also has a positive and significant effect on 
Purchase Decision, with a path coefficient of 0.571, a t-value of 6.108, and a p-value of 0.000. 
This means that consumer experience in interacting with products or services offered by 
MSMEs can create a strong impression and increase consumer tendency to make a purchase. 

3) Third, the interaction variable of Social Media Marketing × Experiential Marketing on 
Purchase Decision has a positive and significant influence with a path coefficient value of 
0.128, a t-value of 2.738, and a p-value of 0.003. These results indicate that Experiential 
Marketing moderates the relationship between Social Media Marketing and Purchase 
Decision. In other words, the influence of Social Media Marketing on purchasing decisions will 
be stronger when accompanied by positive experiences from consumers with the products or 
services offered. 

Thus, it can be concluded that both directly and through interaction, the variables of Social 
Media Marketing and Experiential Marketing play an important role in influencing consumer 
Purchase Decisions towards food and beverage MSME products in Blora Regency. 

Graphic Output of PLS-SEM Algorithm 
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Discussion: 

a. The Influence of Social Media Marketing on Purchase Decisions of Food and Beverage 
MSME Products in Blora Regency 

The results of the study indicate that the Social Media Marketing variable has a positive and 
significant effect on Purchase Decision, as indicated by a path coefficient value of 0.291, a t-
value of 2.798, and a p-value of 0.003 (<0.1). In addition, the F Square value of 0.114 indicates 
that the influence is relatively weak but statistically significant. The R Square value of 0.744 
also indicates that Social Media Marketing, along with other variables, is able to explain 74.4% 
of the variation in consumer purchasing decisions. This finding strengthens the hypothesis 
that marketing activities through social media contribute to increasing purchasing decisions 
for food and beverage MSME products in Blora Regency. 

In this context, social media marketing encompasses various content strategies distributed 
through platforms like Instagram, Facebook, and TikTok, ranging from product photos and 
customer testimonial videos to promotions packaged in an engaging and interactive manner. 
This content plays a crucial role in building positive product perceptions, expanding market 
reach, and generating awareness that can lead to purchases. This aligns with Kotler & Keller's 
(2016) argument that social media serves not only as a means of conveying information but 
also as a two-way interaction channel capable of shaping consumer perceptions and 
emotions. 

Furthermore, the results of the outer model analysis indicate that the Social Media Marketing 
construct has good measurement quality. All indicators (SMM1–SMM4) have loading values 
above 0.7, an AVE of 0.609, a Composite Reliability value of 0.861, and a Cronbach's Alpha of 
0.806. This indicates that this construct is valid and reliable in representing aspects of social 
media marketing as perceived by consumers. 

The success of social media in driving purchasing decisions is also inextricably linked to how 
messages are conveyed visually and emotionally. Content that showcases local elements, the 
story behind the business, and testimonials from real consumers can create emotional 
connections and increase potential buyers' trust. Purchasing decisions for food and beverage 
MSME products are often influenced by affective factors, not just functional information. 
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Thus, it can be concluded that social media marketing plays a significant role in influencing 
purchasing decisions, as it can directly reach consumers, shape positive product perceptions, 
and engage their emotional well-being through engaging and credible content. Food and 
beverage MSMEs in Blora Regency that actively and creatively manage their social media 
accounts will have a greater opportunity to increase sales volume and consumer loyalty. 

b. The Moderating Role of Experiential Marketing in the Influence of Social Media Marketing 
on Purchase Decisions of Food and Beverage MSME Products in Blora Regency 

The results of the study indicate that Experiential Marketing acts as a moderating variable that 
strengthens the relationship between Social Media Marketing and Purchase Decision. This is 
indicated by the results of the interaction test, where the Social Media Marketing × 
Experiential Marketing variable has a path coefficient of 0.128, a t-value of 2.738, and a p-
value of 0.003, which means it is significant at the 10% level (α = 0.10). In addition, the F 
Square value of this interaction is 0.070, which although in the weak category, still indicates a 
positive moderating effect. 

These findings reinforce the view that social media marketing strategies are more effective 
when supported by meaningful consumer experiences with the products or services offered. 
This concept aligns with Schmitt's (1999) theory, which states that experiential marketing 
creates holistic experiences through elements of sensation, emotion, cognition, action, and 
relationships. In this context, the presence of enjoyable and memorable experiences, both in 
person and through social media, can strengthen the influence of digital content on 
purchasing decisions. 

From the measurement aspect, the Experiential Marketing variable shows high construct 
validity and reliability, with all indicators (EM1–EM5) having loading values above 0.8, an AVE 
value of 0.719, a Composite Reliability of 0.928, and a Cronbach's Alpha of 0.905. This means 
that consumers feel a fairly strong real experience from their interactions with MSME 
products, both directly and through narratives presented in digital content. 

In practice, this moderation is evident in content that engages consumers emotionally and 
sensorially, such as videos of food preparation processes, customer testimonials describing 
taste experiences, narratives about product localization, and two-way communication 
between sellers and buyers on social media. When these experiential elements are present, 
consumers see the product not simply as a commodity but as a pleasurable experience worth 
sharing or repeating. This is what drives purchasing decisions more strongly. 

Furthermore, the moderating role of experiential marketing also impacted the increase in the 
R-square value of the purchase decision. Overall, the model showed that 74.4% of the 
variation in purchase decisions can be explained by the combination of social media 
marketing, experiential marketing, and the interaction between the two. The goodness of fit 
(GoF) value of 0.716 also indicates that the model has high overall predictive ability. 
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Thus, it can be concluded that experiential marketing is a key element that strengthens the 
effectiveness of social media marketing in driving purchasing decisions. In the context of food 
and beverage MSMEs in Blora Regency, a digital strategy that is not only informative but also 
provides a comprehensive experience, both visually, emotionally, and interactively, will 
increase product appeal and significantly encourage purchases. This experiential engagement 
is key to building a deeper connection between local products and consumers. 

4. Conclusion 

Based on the results of the discussion of the relationship between the variables studied, 
namely Social Media Marketing, Experiential Marketing and Purchase Decision on Food and 
Beverage MSME products in Blora Regency, it can be concluded as follows: Social Media 
Marketing has a positive and significant effect on Purchase Decision, meaning that the higher 
the effectiveness of marketing through social media (in terms of context, communication, 
collaboration, and connection), the greater the likelihood of consumers to make a purchase 
decision on food and beverage MSME products in Blora Regency. Experiential Marketing is 
proven to moderate the influence of Social Media Marketing on Purchase Decision, meaning 
that experiential marketing strengthens the relationship between Social Media Marketing and 
Purchase Decision. The better the consumer experience formed through sense, feel, think, 
act, and relate, the stronger the influence of social media marketing content on purchasing 
decisions. MSMEs that actively use social media but do not integrate experiential marketing 
tend not to be able to optimally drive purchasing decisions. This shows the importance of an 
emotional experience approach in digital marketing strategies. MSMEs that combine the 
power of informative and engaging social media content with experiential marketing 
strategies such as evocative product visualizations (sense), touching testimonials (feel), 
product benefit education (think), interactive invitations (act), and building social closeness 
(relate), will be more successful in influencing consumer purchasing decisions. This study 
confirms that experiential marketing not only stands as an independent variable with a direct 
impact, but also as a moderating variable that strengthens the effectiveness of Social Media 
Marketing on consumer purchasing decisions. 

5. References 

Angkie, N. S., & Tanoto, S. R. (2019). Pengaruh Social Media Marketing Terhadap Brand Equity 
Pada Brand Fashion Zara , H & M , Pull & Bear , Dan Stradivarius Di Surabaya. Agora, 
7(1), 1–6. 

Bernard (2011). Sampling III: Nonprobability Samples and Choosing Informants. Research 
Methods in Anthropology: Qualitative and Quantitative Approaches, 143–155. 
https://doi.org/10.1525/aa.2000.102.1.183 

Haryadi, A. R., Gunaningrat, R., & Suyatno, A. (2022). Pengaruh Social Media Marketing, Citra 
Merek Dan Word of Mouth Terhadap Keputusan Pembelian Pada Produk Kecantikan 
Somethinc. Jurnal Bismak, 2(2), 8–17. 

https://doi.org/10.1525/aa.2000.102.1.183


 
Vol.2 No.3 September (2025)                                                           The Influence of Social Media … (Viki Yanurianto & Mulyana) 
 

1414 
 

Ilman, S. A., Silalahi, P. R., & Tambunan, K. (2022). Pengaruh Sertifikasi Halal MUI Pada Produk 
J. CO DONUTS Terhadap Keputusan Pembelian (Studi Kasus Mahasiswa Fakultas 
Ekonomi dan Bisnis Islam …. JIKEM: Jurnal Ilmu Komputer, Ekonomi dan Manajemen, 
2(1), 111–120. https://ummaspul.ejournal.id/JKM/article/download/2843/816 

Joni Budiarto & Erminati Pancaningrum (2019). Pengaruh Experiential Marketing terhadap 
Keputusan Pembelian Smartphone Xiaomi. urnal Riset Manajemen Dan Bisnis 
Dewantara. Vol 2 No 2, Juli 2019. 
https://ejournal.stiedewantara.ac.id/index.php/JMD/article/view/370/241 

Kustini. (2007). Penerapan Experiential Marketing. Jurnal Riset Ekonomi Bisnis.Muharam, A. 
N., Widaningsih, S., & Mustikasari, A. (2021). Pengaruh Sosial Media Marketing 
melalui Instagram terhadap Minat Beli Produk Boci Baso Aci (Studi Kasus pada PT. 
AA Mapan Perkasa Tahun 2020). E-Proceeding of Applied Science, Vol 7, No. 4, Page: 
625-634, ISSN: 2442- 5826, telkomuniversity.ac.id, 
https://openlibrarypublications.telkomuniversity.ac.id/index.php/appliedsci 
ence/article/view/15261). 

Muizzudin, & Kisti, S. A. (2020). Pengaruh Sertifikasi Halal, Citra Merek, dan Harga terhadap 
Keputusan Pembelian Minuman Teh Botol Sosro (Studi Kasus pada Mahasiswa 
Pendidikan Tinggi Islamic Village). Journal of Islamic Economics, Business and 
Finance, 10(2), 137–151. 

Nasution, P., Effendi, S., & Agustami, E. (2022). Pengaruh Sertifikasi Halal terhadap Minat dan 
Keputusan Pembelian Kosmetik Wardah di Kecamatan Barumun. Jurnal Kajian 
Ekonomi Syariah, 3(1), 68–75. 

Nehemia, Handal S. (2010). Analisis Pengaruh Experiential Marketing Terhadap Loyalitas 
Pelanggan (Studi Kasus Waroeng Spesial Sambal cab.Sompok Semarang, Jurnal 
Manajemen, Fakultas Ekonomi Universitas Diponegoro. 

Nurrokhim, A., & Widyastuti, E. (2021). Pengaruh social media marketing, online customer 
review, dan religiusitas terhadap keputusan pembelian konsumen shopee di masa 
pandemi Covid-19 dengan minat beli sebagai variabel intervening. Journal of 
Management and Digital Business, 1(2), 122–134. 
https://doi.org/10.53088/jmdb.v1i2.134 

Pranatawijaya, Viktor Handrianus, Widiatry Widiatry, Ressa Priskila, and Putu Bagus Adidyana 
Anugrah Putra. “Penerapan Skala Likert Dan Skala Dikotomi Pada Kuesioner Online.” 
Jurnal Sains Dan Informatika 5, no. 2 (2019): 128–37. 

Purwaningsih, N., & Susanto, F. (2020). Pengaruh Sosial Media Marketing dan Brand 
Awareness terhadap Keputusan Pembelian Produk Dirga Mahar. Journal Homepage, 
1–13. 

https://openlibrarypublications.telkomuniversity.ac.id/index.php/appliedsci%20ence/article/view/15261
https://openlibrarypublications.telkomuniversity.ac.id/index.php/appliedsci%20ence/article/view/15261


 
Vol.2 No.3 September (2025)                                                           The Influence of Social Media … (Viki Yanurianto & Mulyana) 
 

1415 
 

Agustina Marzuki, Crystha Armereo, Pipit Fitri Rahayu, Pratikum Statistik, (Malang: Ahlimedia 
Press, 2020), h. 51 

Cochran, W. G. (1977). Sampling Techniques (3rd ed.). John Wiley & Sons. 

Dharmmesta, B. S., & Handoko, T. H. (2012). Manajemen Pemasaran: Analisis Perilaku 
Konsumen. Yogyakarta: BPFE. 

BPS Blora, 2025. Selamat Hari Media Sosial Nasional , 10 Juni 2024 - Berita - Badan Pusat 
Statistik Kabupaten Blora). Diakses pada 19 Januari 2025 dari 
https://blorakab.bps.go.id/id/news/2024/06/10/371/selamat-hari-media-sosial-
nasional---10-juni-2024.html. 

BPS Blora, 2025. Survei Sosial Ekonomi Nasional /Susenas Maret 2024. Dalam Kabupaten Blora 
dalam Angka, Blora Regency In Figures 2025. Volume 42 Tahun 2025.  

Initial Survey of Researchers, (2025). An initial questionnaire was distributed to obtain data 
related to the role of Social Media Marketing (SMM) in influencing the Purchase 
Decision (PD) of Food and Beverage MSME Products in Blora Regency, which was 
carried out by distributing online questionnaires to the Blora Regency Community 
who use social media and the internet. The survey was conducted on March 11-13, 
2025, with the results that 22 respondents provided answers. 

https://blorakab.bps.go.id/id/news/2024/06/10/371/selamat-hari-media-sosial-nasional---10-juni-2024.html
https://blorakab.bps.go.id/id/news/2024/06/10/371/selamat-hari-media-sosial-nasional---10-juni-2024.html
https://blorakab.bps.go.id/id/news/2024/06/10/371/selamat-hari-media-sosial-nasional---10-juni-2024.html
https://blorakab.bps.go.id/id/news/2024/06/10/371/selamat-hari-media-sosial-nasional---10-juni-2024.html

