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ABSTRACT 

 

The study aims to identify and explain (1) the influence of viral marketing on customer 

trust; (2) ) the influence of viral marketing on purchasing decisions; (3) ) the influence 

of customer trust on purchasing decisions. This type of research is quantitative and  

The data analysis technique used is path analysis. The sample used in this study 

amounted to 100 respondents who knew the social media instagram Sate Taichan 

Goreng, at least 15 years old, and once bought and consumed Taichan Goreng Satay 

by using purposive sampling.  

The data collection method used in this study was a questionnaires.  

Based on the results of this study concluded that the response of respondents to the 

variable Viral Marketing has a percentage of 72.8% with a good category. Customer 

Trust Variable has a percentage of 78.3% with a good category and the Purchase 

Decision variable has a percentage of 74.3% in the good category.  

The conclusion of this study is that viral marketing has a direct effect on 

customer trust by 0.412, viral marketing variables directly influence the purchase 

decision of 0.401 and variable customer confidence directly affects the purchase 

decision of 0.396. These results can be interpreted that viral marketing variables 

significantly influence customer confidence and purchasing decisions Sate Taichan 

Goreng in the city of Bandung. 
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